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GIVE VALUE.

GIVE VALUE.
GIVE VALUE.
AND THEN ASK
FOR BUSINESS.

@GARYVEE P




CONTENT
STRATEGY

PAID

» KeyWords
* PPC

« Mobile adv
* App

« Affiliation
* Influence

« Sponsorised
posts

L}

OWNED

* Websites

* Mobile sites

* APP

* Proprietary
blogs

* Video

* Data Planning

* E-mail
Marketing

* SMS & Mobile

%

EARNED

* Social média

* Word of mouth
« Forum

* News PR

* Bloggers



Stop

Paid media
Hot Media
Stupid influence




GO

Earned Media
Shared Media
Engaging Media
¢ Client-Vendor RM
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NUDGE UNIT'

SUCCESSFUL BEHAVIORAL CHAMGE

1785 «Les Sablons» LouisXVI & Antoine Parmentier






bva
Nudge Who we are What we do Knowledge & News Contact us
Consult/ng Learning Resources

A9 (T R L T (G TRis a global consultancy
that applies the best of Behavioral Science to

help organizations and humans to...

Be healthy Be green

&
-
wil
i
P N
LA .,
. -"-\.."L: ._ .
¥ !
. i
3 e
o . Ji ! ¢
o - B
L , B
L) 1 -
> 3
o

HAPP ILNES|S REUSIABBILIE










o\

- 70 s wows
ontla e h
ﬂ” 0 1ah









- -
Ve Pddeed  Sve ™ pRaret & e Pl . G TR Cilanegl @ YR ki bve TR Diarw
- e

i€




HBR
HBS

B . I—
. the PC’s Future
A3 The Big Ioea

The New Basmsof |

MARKETING




Value
THINEIN G,

FAST..SLOW
100

Tr—

-$1000 Bgn DANIEL
KAHNEMAN

-$75[| ‘-$5DD kA G Rl BRARE LN

-$s (losse $500 $750 e

Nudge




Richard Thaler
Nobel 2017 Nudge

to encourage or persuade someone to do
something in a gentle way

inciter sans que l'incitation soit perceptible, sans contrainte ni récompense



Cuote from, Thinkdng, Fam and Slow by Gamel
Knhrerman

T[?/I/NKING,

FASTw SLOW

S e -
DANIEL

ERNENL OF THE ROBEL FRIZE IN ECONDOMICS

THINKING,
FAST..SLOW

DANIEL

KAHNEMAN

WINNER OF THE NOBEL PRIZE IN ECONOMICS
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Sélim Niederhoffer EYROLLES

Pages de vente, newsletters,
sites web, reseaux soclaux...




Sélim Niederhoffer

POUR VENDRE
EN LIGNE

Pages de vente, newsletters,
sites web, réeseaux sociaux...

ECRIRE MIEUX POUR VENDRE
PLUS

Si I'humain n'a désormais plus que huit secondes d'attention, comment capter celle
de votre lecteur ou de votre client potentiel ? Boite mail qui déborde, smartphone qui
enchaine les notifications : comment sortir du lot pour faire entendre votre message
et vendre votre offre 7

C'est la mission du copywriter | A la croisée de la rédaction commerciale, de la
publicité, du SEO et du storytelling, les compétences du copywriter sont de plus en
plus recherchées car elles ont une influence décisive dans la réussite d'un projet.
Sélim Niederhoffer partage ici ses conseils concrets pour vous aider & devenir

copywriter professionnel ou pour faire votre propre copywriting.

Attirez I'attention et sortez du lot : découvrez et copiez-collez les structures
de 27 fitres qui tuent et qui feront toujours cliquer, quel gue soit votre domaine |

Rédigez votre page de vente facilement : utilisez les cing structures de base,
ou la Super Structure pour mener votre lecteur du début a la fin de votre
message et pour lul donner envie d'acheter.

Ne soyez plus jamais blogué face & une page blanche : le copywriter
n'attend pas linspiration. Découvrez les sepl lechniques anti-blocage des
mellleurs rédacteurs,

Améliorez votre style et vendez plus : 50 technigues pour rendre vos pages
de vente, e-mails, sites intermnet, vidéos de vente et articles plus impactants et
convaincants.

SELIM NIEDERHOFFER est copywriter et coach depuis 2010. Il a rapidement troqué
Excel et les longues réunions A la Défense pour Word et I'aventure andeseduire.com.
Collaborateur de Forbes.fr et de Technikart, il a créé Les Mots Magiques, le site et la
chaine Youtube du copywriting en francais. www.les-mots-magiques.com
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The Art Of Pitch
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Best StoryTelling ever
veni vedi Vicli

second StoryTelling
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ECOLE
NATIONALE
DE L'HuMOUR

Description du cours

_ Ce cours vise a apprendre aux étudiants a reconnaitre et la structure générale, I'entrée en matiére, le conflit, les
Accueil a maitriser les divers éléments qui composent la dialogues, les personnages, la chute. L'étudiant sera ainsi
;RN structure d'un sketch humoristique destiné a la télévision en mesure de constater |'apport d'une structure bien

e ou au web : comprise au potentiel humoristique d'un sketch.
Programmes et cours
Services aux enftreprises
{ objectifs pédagogiques} { méthodologie }

Jeunesse
Fonds ENH-Netflix - Comprendre la structure narrative d'un sketch - Théorie
Evénements - Développer des techniques d'écriture qui permettront - Exercices d'écriture

aux étudiants d'étre plus efficaces lors de l'écriture de
Nouvelles

sketches - Visionnements
Soutenez 'ENH

- Comprendre les exigences de |'écriture pour la - Analyses et discussions en groupe

télévision et le web

L'ENH dévoile les S - Rétroactions
récipiendaires 2019 du - Développer |'esprit d'analyse
Fonds ENH-Netflix

- Initier a la script-édition




ECOLE
NATIONALE
DE L'HuMOUR

Accueil

A propos

Programmes et cours
Services aux entreprises
Jeunesse

Fonds ENH-Netflix
Evénements

Nouvelles

Soutenez I'ENH

L'ENH dévoile les
récipiendaires 2019 du
Fonds ENH-Netflix

{ objectifs pédagogiques }

- Initier I'étudiant aux principes de base de |'écriture de
scénarios de fiction

- Développer sa capacité a créer un univers et une
prémisse de départ ayant un bon potentiel dramatique,
propice a la comédie

- Développer sa capacité a créer des personnages
engageants, riches et...dréles

- Familiariser |'étudiant aux principes fondamentaux de
la construction d'une histoire

- Développer sa capacité a faire émerger un propos
dominant dans son histoire

- Initier 'étudiant a |'écriture de deux documents
indispensables dans le processus d'écriture de scénarios
: le synopsis et le scéne-a-scene

- Développer la capacité de l'étudiant a écrire une scéne
solide - incluant arc et mouvement - ainsi qu’'a
développer une oreille pour le dialogue

{ méthodologie }
- Cours magistral
- Discussions

- Visionnements d'épisodes de comédies télé et
d'extraits de films

- Devoirs réalisés a 'extérieur des cours, exercices
réalisés en classe

- Lectures de textes choisis



YouTube

YouTube : vous pouvez désormais générer des
revenus dés 500 abonnés

Formation

Se reconvertir comme data engineer pour
valoriser les données des entreprises

Publicité
10 méthodes marketing a connaitre

Culture web

Créer son blog : 5 conseils avant de se lancer

Formation

5 dispositifs pour financer sa reconversion dans
le digital
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68 likes

lesechosstart « Vous pensez vraiment que
regarder un prof lire des centaines de slides
Power Point vous rend plus intelligent ? »

s bullet




StoryTelling

NoStory : NoBusiness
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AdVEl'tiSiIlg pI'iIlCiplES [ edit source |

Since 1925 when The Psychology of Selling and Advertising by Edward K. Strong, Jr. was published, it became commonplace to attribute the authorship of

the AIDA model to Lewis. According to Strong, Lewis formulated the slogan attract attention, maintain interest, create desire in 1898, adding later the fourth
term get action."*"!

The following table summarizes Lewis' evolving idea concerning the principal functions of advertising:

Year Model Source
1899 | to catch the eye of the reader, to inform him, to make a customer of him | The Western Druggist, 21 (February), p. 66
| 1903 | altract a reader, interest him, convince him | The Book-Keeper, 15 (February), p. 124
1908 | attract attention, awaken the interest, create the conviction Financial Advertising, Indianapolis: Levey Bros. & Co.
1909 | attract attention, awaken the interest, persuade / convince | The Bankers' Magazine, 78 (April), pp. 710-711

The earliest, rudimentary discussion of advertising principles appeared in a column which Lewis wrote for The Inland Printer under the pen name
"Musgrove”. In the August 1897 issue he stated:



Situation-Impact-Resolution
(SIR) storytelling format

Audience Attention Span

gartner.com

How do you
solve the
problem?

% Resolution

Quantify the impact the
situation is having on

prospect's bottom line ...

Cite the dilemma, pain,
difficulties, or complications
the prospect faces ...

Drama, Suspense and Resolution

Gartner



WATCH DISCOVER ATTEND PARTICIPATE ABOUT LOG IN

Playlist (20 talks)

20 The most popular talks of all time

MO ST Are schools killing creativity? What makes a great leader? How can | find happiness? These 20 talks are the ones that you 4

POPULA your fellow TED fans just can't stop sharing.

i —
i

J;} Watch now @ Add to list @ Favorite

Ken Robinson Let's write the future
Do schools kill creativity? with buildings that care.

Sir Ken Robinson makes an entertaining and profoundly moving case for FIND OUT MORE
creating an education system that nurtures (rather than undermines) creativity.
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Thank you for your email! I'll be out of the office for the holiday break, spending time
with my family back home in Canada, the weather looks to be fantastic!

Know that | would probably rather be responding to your email; instead I'll be reliving
my childhood “character building” experiences of shoveling the driveway 2-3 times a

day (that’s me in Kitimat 1989). ;“ |! l

If you can't wait for my return, at least feel sorry for me. I'll
get back to your email on the 28th, or after I've thawed

out.

Regards, Stevan
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— Episode 1

N\ Subscribe @ iTunes

Episode 1

PANDPLY
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The NSA has tasked the Cypher Group with decoding a verified
alien message that has plagued codebreakers for decades. In this
episode, Nicky introduces the members of the Cypher Group and
“The Message” to the world in her podcast Cyphercast.

Released 10/4/15

@}. podcast theater

* THE MESSAGE

Episode 2

i Tt AN OFLY |
- -u o The Message - Episode 2

T ]
_,:::;: A E 1"I15:. l e L WL B N

New details about The Message are revealed as the group embarks
on their journey to decode it. How will they do it? What does it
take? What do they need to know? What is The Message? All of
your questions answered in this episode of The Message. CAUTION:
LISTEN AT YOUR OWN RISK

Released 10/11/15

Episode 8

The group creates a plan that will help them find an answer, but
puts a team member’s life in greater danger. Even at the expense
of their team, they continue pushing their plan further to solve the
mystery of The Message. '

Released 11/21/15



Volvo Trucks - The Ballerina Stunt (Live Test)




Data
Storytelling

Conference5Awards




12 Stages Of The Hero's Journey - Christopher Vogler

12 Return with Elixir
2, Call to Adventure

3. Rafusal of the
Call

Ordinary World -

§Cressing
tha Threshold

11. Resumacton

10. The Road
Back
6. Tests, Allias

Special World

Enemiss

9. Reward
Saizing the Sword
7. Approach

8. Ordeal, Death & Rebith




The 6 Primary Story Arcs

Rags to Riches (rise) All stories move, but some stories only have one movement. ...
Riches to Rags (fall) ...

Man in a Hole (fall then rise) ...

Ilcarus / Freytag's Pyramid (rise then fall) ...

Cinderella (rise then fall then rise) ...

Oedipus (fall then rise then fall)



Beginning Middle End

Conclusion

Exposition o
Telltail Editing



Rising Action

Three major events that add
suspense or tension to the
plot that lead to the climax.

Initial Incident
Exposition The very first conflict that
Background information occurs in the plot.
of the plot that includes
characters and setting.

Climax

The most suspenseful part of
the plot. The turning point for
the protagonist.

Falling Action

Events the unravel the conflict between
the protagonist and antagonist that
lead to the resolution.

Resolution

The conflict is resolved
and we discover whether
the protagonist achieves
there goal or not.

Denouement
The “tying up of loose ends”.



STORY ARC

=/4 ProwritingAid

CLIMAX

RISING SUCCESS
ACTION OR FAILURE

INCITING FALLING
INCIDENT ACTION

SET-UP RESOLUTION
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LJENTTRENI

CINDERELLA STORY ARC

PLOT DIAGRAM






What is native advertising?

any material in an online publication
which look like the publication's editorial
content but is paid for by an advertiser

and intended to promote his product/
brand



- ' A \ A:. q" E
| By — Y B a B A VY 4 !
Native advertising is a form of paid advertising in which the
ads match the look, feel and function of the media format

where they appear.
NA fit “"natively” and seamlessly on the web page or SM

feeds.
Unlike banner, sponsorised post or display ads, NA doesn’'t

really look like ads, so it don't disrupt the user's interaction
with the page.

kratiroff 2024 ~ees
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¥ FEDERAL TRADE COMMISSION Menu
)} PROTECTING AMERICA'S CONSUMERS

Home | Business Guidance [ Business Guidance Resources

Native Advertising: A Guide for

Businesses

Tags: Advertising and Marketing Endorsements, Influencers, and Reviews
Online Advertising and Marketing Advertising and Marketing Basics

Marketers and publishers are using innovative methods to create, format, and deliver digital
advertising. One form is “native advertising,” content that bears a similarity to the news,

feature articles, product reviews, entertainment, and other material that surrounds it online.
But as native advertising evolves, are consumers able to differentiate advertising from other

content?



https://www.iab.com/wp-content/uploads/2019

1ab.

NATIVE
ADVERTISING

PLAYBOOK
2.0

There are three primary types of feeds where Native Ads typically appear:
* Content feeds typically include articles, images or video branded/native conlent; e.g., publisher
content sites and news aggregators such as CNN and Yahoo

* Product feeds typically include product, services or app-install branded/native content; e.g.,
retail sites and app listings such as Amazon, Etsy and eBay

* Social feeds typically include social content, articles, videos, stories, images and music

TODAY'S NATIVE AD TYPES AND CRITERIA branded/native content; e.g., social networking and messaging apps such as Facebook,

Instagram, and Twitter,

FOR How TO EVAI.UATE Note: On sccial feeds, there are no In-Content Ads.



AdYoulLike

Adyoulike est le legder. Euro é%l’l du NativedAdvertEsin . Cette nouvelle forme de .
au% Icite, promeu .Fmtteeghratl n du contenu de marque Qu coeur du contenu editorial et
e I'experience utilisa .

Les formats natifs sont beaucoup plus engageants que les formats classiques de
Oblicite et T BHles Jtilfs gr‘ﬁ i

Pacontent une histoire en partalta affinite avec 16 site média au les accueile.,
CHIFFRES CLES

Création en avril 2011 : 12 salariés
21 806 000 VU/ mois*

20 000 000 de vidéos vues/mois
Plus de 100 campagnes réalisées

GARANTIES

Formats 100% Native Advertising

60 Sites Ultra Premium

Mode d’achat sur mesure : CPV, CPM, CPC
Performance : CTR > 5%, garantie vidéo vue a 100%
Web Mobile Tablette

_ y .'.;'L'llr...-;‘ ‘LI::H'E L .::.,.:_.!I
"HJI!"' bulic il 8 ol LFEE d LIWE <] . hits into any dence !

™ WTC N EaSiny T10% 4



ArtText / UX writing

Un texte si beau qu’il
est conserve
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Leading Doctor Reveals The §§$ Moneymaking These 12 Impﬂﬁ.ible Pet
the No. 1 Worst Carb You Secret that Banks Don't  Rescue Stories Will Melt
Are Eating Want You To Know Your Heart!

CLLICKBAILI




LEARN MARKETING
TENDANCE EN

PLEIN ESSOR

BEST IN CLASS
CONTENT MARKETING
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Primer That is, we had to reach them when they had tiny pockets of downtime-
ike when they were waiting for a meeting to start or standing in line for
Google coffee. And what were people doing in those moments? Looking at their

phones.

‘e O mpt

Use p"-‘_:- [l'_'ltlj NG 1O

Fail Intall gently




roun s PROS |

ven «Digital Skills Award 2014 G‘D{Iglﬁ

Bienvenue sur votre tableau de bord Google pour les Pros !

3
5 siir 89
Votre programme de formation Cours Badges

Félicitations ! Vous avez réussi ce cours. Etes-
vous prét pour le prochain cours ?

Le prochain cours de votre programme est : 'Le fonctionnement des sites Web' ®

TOUS LES COURS 1 BADGE(S)
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Bienvenue a la Twitter Flight School

Une akpenence d apprermissage dynamiigue ow\vyous

gecouvimEies meilleurs moyens d'integrer Twhtter A

Up-to-date Fersonalized On-the-go

Master the Twitter Ads landscape with in-depth Select a job-specific leamning track customized to Access on-demand exclusive content to keep you
product tutorials and continually refreshed content your specific learning needs ahead of the digital curve




Bon choix!

Vous avez terminé le cours Twitter Amplify

Vioir toutes les ressources

super | Je suis a présent un Gourou
G TwitterAmplify | Cliquez ici pour prendre
volre envol @ https://twitterllightschool.com

#witterFlightSchoal




facebook bluep rint eLearning Live Certification Webinars Start Courses

.. :_ M/{
FACEBOOK BLUEPRINT ‘

The tbols you nged tojlearn How
Facebook can‘help grow your

busmess

Build Something Great

Welcome to Blueprint, Facebook’s global training and certification program, designed to help
businesses reach their own goals their own way. From online learning to live events to certification
opportunities, Blueprint is here to help your business see its best results.




HUbS@t Academy READ DOCS WATCH TRAINING DO PROJECTS GET CERTIFIED BE INSPIRED

Sign up for a free account & gain access to our certification courses | Get started today »

What do you want to learn today?

Search
Get certified. Watch our training videos. View HubSpot Projects.
Show the world that you mean ° Learn HubSpot at your pace, on o Achleve your goals using multiple
business. your schedule HubSpot tools.




VILLES PROGRAMME FAC @ DEMODAY ALUMMNI EMPLOYEURS

Changez de vie': apprenez-a coder

Le Wagon apporte un savoirfaire technique aux esprits créatifs.

71T )

Postulez pour 9 semaines de formation

Découvrez notre programme

Devenez développeur web

Maitrisez ruby, SQL, et le framework Rails
pour construire des applications web.
Apprenez des technigues de design
avancees en C5S. Plongez dans
Javascript et explorez jQuery ou encore
React,js, la derniére librairie Javascript
développée par Facebook. Plus d'infos.

Codez the startup way

% Comprenez la technique

Apprenez & penser comme un "~ Software
enginger”, Cette personne qui comprend
les enjeux technigues, qui sait ce que
MVC veut dire, comment marche une
base de données, ce que contient une
requéte HTTP. Queigu'un qui voit le
monde sous un angle technique.

Adoptez le bon workflow

Il existe une bonne fagon de travailler sur
un produit tech. Ecrire les user stories,
dessiner le schéma de la base de
données, faire un mockup sur Sketch,
collaborer en utilisant des pull-requests
sur Github. Apprenez a travailler avec la
methodologie des meilleures startups.

Postuler



@ Reacror

Don’t just Learn to Code:
Think Like a Software Engineer

Reinvent YOURCaeerin 12 weeks

Start Your Application ? Watch the Video (»)

Here’s Why We’ve Been Called the Leading
Bootcamp in the Country



utiliser la notoriété d’expert, influenceur, ambassadeur,
KOL pour diffuser le contenu de la marque



& The Creator Economy Market Map

Content creation

'S S splice ) vseo
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Off-platform monetization tools

Subscriptions
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Merchandise
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Administrative tools
Analytics & operations

% linktree Stir = collective koji
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Threads, an Instagram app (2.

4.5 milliards de users
- 3h/jour

15 milliards de CA

- e | ROl = pUb x 10

Fofow thi LRme SCODUNT you
Peallcwas o Inaitagram?

Keep your
username

Connect over
conversation

alwldlFloginh| | ki1
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Quelques chiffres extraits
de l'etude

63 % des 18-24 ans indiquent suivre des créateurs de contenu sur les réseaux sociaux
En adhérant a ces créateurs de contenu, 51% des sondés cherchent a s'informer et 47 % le

font pour s'occuper

Seuls 31% suivent des stars issues de la télé-réalité, contre 61% qui suivent des créateurs de
contenu dont c'est le métier

1 Francgais sur 4 accorde sa confiance a |'avis d’'un créateur de contenu au moment d'acheter
un produit.

40% des répondants estiment que seule une minorité de créateurs de contenu meéne trop de
campagnes




Social Media Platform Users in Millions

715
Douyin"* n?gg-w 635

] 2 10

SOurce: starista.com

kratiroff 2024 cees



nano :moins de 10K (niche)
micro : 10 a 100k
macro : 100 a 500k

mega : plus de 500K (clébrité)

types d'influenceurs



Le nouveau programme Cross-
fonctionnel

Influencers

=
]
. |
=
®
=
-
o

. Influencer Type
] Org Departrment

Success Magsones Croatind by @ Trschr



accord avec la margue

affinité avec la cible

engagement
(KPI : impression clic like commentaire action
code promo, lien...)



Creator Economy : 1/ Podcast

Podcast = 2004 iPod+Broadcast*
Natif / Replay / Livre audio
Paris Podcast Festival

* Ben Hammersley

POOCAST :a?‘i:g.;ﬁezgﬁque S D
FESTIVAL e =

prnfessinnnalie débats, mast& X

compétition officielle : le F“aria'
revient pour sa 6e édltlﬂn et



ThaV/arga / Tech / Reviews / Science / Entertainment / More 4=

Hot Porl Insirler

NEWS AND ANALYSIS ON THE BIGGEST EVENTS IN AUDIO

Hot Pod Insider is the podcast industry's go-to source for news, analysis, and interviews on
the companies and people changing the audio world. Subscribers receive three newsletters
each week, diving deep into the moment's most important subjects and stories. For a limited
time, all new monthly and annual subscriptions come with a 30-day free trial. To receive
only Hot Pod’s free edition once a week, subscribe here.

Select Newsletter Plan

Monthly Annual Corporate

PAY MONTHLY PAY YEARLY PAY YEARLY
$7 / month after 30-day free trial $70 / year after 30-day free trial $60 / year / person

Receive every issue of Hot Pod and Hot Receive every issue of Hot Pod and Hot Keep your entire team informed with full
Pod Insider. The first month is free. Pod Insider. The first month is free. access to Hot Pod and Hot Pod Insider.

START YOUR TRIAL START YOUR TRIAL SUBSCRIBE




@ Foliowing

For You
FOLLOWED CHANNELS
Gota
e Flut:kgtﬂuague
NYC_Timescape ™ Wl o
e Always On 1 g Sl 1T '
s il v | Check out this Just
@ bonjourphilippine <. . Chatting stream from
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The home for great
writers and readers

i Get the app [ Create your Substack J

https://substack.com/

The subscription network for independent
writers and creators
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The Creator Lifecycle

T

ATTENTION
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The “Creator” Economy

Advertising
Campaigns
Subscriptions [ Engagements

Individuals

Specialty Products
Ternplates [ Resources
Communities

Mass Market

Niche Market

Ambassadors | Endorsements
Advisory Boards
Partnerships |/ Collabs

Businesses

Courses | Publishing
Consulting / Advisory
Speaking



Markets : TAM - SAM - SOM

TAM Total Available Market
All users interested by your type of offer
100% market share

SAM serviceable Available Market
All users interested by your type of offer that
can be served by a company'’s products or
services

SOM serviceable Obtainable Market
All users interested by your type of offer you
can realistically adress, talk, touch or capture




There are multiple, interconnected and interdependent addressable
markets for music creator tools

Conceptual overviews addressable markets for music creator tools

MUSIC
SOFTWARE

MUSIC
SOUNDS

Buy music
software Buy electronic
instruments
Make music
with software
_ instruments
Buy étm TAM
souhers People that play
instruments
META TAM ; Produce / record
Play instruments SUBTAM BiEE

or plan to start

MUSIC Currently &
LEARNING learning - M | D @

Learning or U?Ioad and;:or
| release music
playing SAM
Release
music

MUSIC
HARDWARE

ARTIST
SERVICES



The New _
C reat 0 r % ;:ZZTT;H
Economy

®
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Monetization Community

Web3 enables creators to earn Fans are rewarded for their
their fair share. community participation.






TOPIC
CLUSTERS

CLUSTER
PAGE

What are Topic
. 9 = Clusters?
g

A topic cluster (or content cluster or
semantic cocoon is a group of
interconnected, thematically related pages
on a website.

Each cluster includes one pillar page, which
Is the main page that provides a broad
overview of a particular topic. And multiple
cluster pages, which cover associated
subtopics.




ronk de

20 - 60 pages per KeyWords

sujet # keywords

What are Topic
Clusters?

Topic clusters AKA content clusters are an SEO strategy to organize and

maximize the effectiveness of topic-focused website content. The 'Pillar’
of your cluster is the main topic you are covering. The 'Clusters’ of your
content are the subtopics you are creating content for. Then, pages are
linked together naturally to demonstrate your knowledge on a topic.

« Have you created content for

the subtopics within a larger topic

)
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Origines du cocon sémantigue

Travaux de Bruce Clay et
des fréres Peyronnet

Concept par Laurent
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Des 2010 !
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outils - Christian Méline
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Topic Cluster Example

Disney World
Facking
List

Disney World Eudglatmg
Restaurants for Disney
World

>y
.

i Best Time
Disney b
World Itinerary to Visit
Disney World
Best
Disney World
Hotels
Pillar Page Cluster Page . Hyperlink

semrush.com +1) SEMRUSH
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Content Pillars
Persona
North Star



Content strategy how you use
content to generate leads, convert
visitors, delight current customers,
grow your brand, provide sales
support, or even align your internal
communication



EEAT

Experience
Expertise

Authority
Trust

E-E-A-T: Making experience and expertise your
content advantage

E-E-A-T, YMYL, and other factors to consider when creating a content strategy to
beat your SEQ competitors and satisfy your audience.

Google probably won't ever tell us how its algorithms work — but that doesn't mean it won't drop a few
hints,

Google's Search Quality Rater guidelines mention E-E-A-T (experience, expertise, authoritativeness and
trustworthiness) 126 times — which is a pretty big indicator that this is important, according to Melissa
Fach, lead SEO content manager at Kelley Blue Book & Autotrader.

Leveraged correctly, ensuring your content delivers E-E-A-T to a high standard can supercharge your
SEO, she explained.

Here's how you can use experience and expertise to your content advantage, as presented by Fach at

LA s lTE=Ta! ol
X Advar

Experience is a priority
Google updated its E-A-T quidelines in December 2022 to add an extra 'e, which stands for experience

— and it's a factor all SEOs should prioritize when it comes to their content strategy. Fach explained:

» “The experience aspec! is really great because anyone can learn to write about any topic — but
only someone with experience can provide the insights people need 10 make a decision that could
impact their life, whether it be health or financial or even just what they're going to eat for dinner.

e "So does your content demonstrate it was produced with some degree of experience, such as
actual use of a product? Or has the writer actually visited a place they're discussing?



4 Steps to Getting Your Content Strategy Off the Ground

Define

What do you want to create?
Why is this important?

Who is it for?

What results do you want?

How will it be measured?

n © ©

Map

What channels will you use?
What formats are best?
How often will you publish?
Who's going to create it?

Who can you connect with?

Launch

Act! — Perfection is nothing
compared to practiced

production.

Measure and Revise

What performs “best”?

What performs “worst™?
What's the ROI?

What do we need to change?

Are these the right tools?



Types of Tangible Content Assets

Includes anything written, visual, or downloadable you use in your content marketing

15 Blogs & Checklists ® Memes
@ Case Studies I Guides ! Newsletters
By White Papers B¢ Videos B Articles
= Ebooks @ Podcasts Q. Reports
¢~ Infographics *s Social Media % Emails

HH Templates = Webinars ... and more



Here's 2o different content formats to shake up your strategy

- Written -
- Visual - v ! o
- e * Analyst Report
» Webinars (Live and On Demand) : : * How-to Guide
* Videos (Traditional & Interactive) * eBook
* Memes * Workbook
* Infographics * Checklists
* Virtual Reality - Audio - * Business Case
* Display (banners, GIFS) * Case Studies
* Animations » Podcasts * VVendor Guides
*» Social Images * Voice App * Reviews
* LookBook » Digital Radio * Interactive PDFs

* Slideshares * Audio Books * eNewsletter




Leci nest nas une fufie.

Cecl n'est pas un cours !

Subtilitée du contenu



GATED CONTENT

Gated content is any type of content that prospects can only access after they've shared their contact information and other details (like their name, job title, and company). Usually through a
lead capture form

Usually, users arrive at your website and see a CTA or pop-up that offers them access to a piece of content in exchange for their information. This could be their email address in exchange for a
content offer, for example.

It's important to note that gated content for inbound marketing is free and not hidden behind a paywall. Users just need to submit their information to access the content.

Now, you might be wondering, "Why would | hide my content from my audience?"

Typically, the goal of gated content is to generate leads. Marketers will create targeted content for their audience and use it to attract leads. Gated content isn't used for brand awareness or
visibility

While gated content is a strategy for lead generation, ungated content is meant to improve SEO and incre
videos. On the other hand, gated content could be white papers, ebooks, or webinars.

HubSpit

Gated Content
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@ WMo SEOC benefit or boost

Propoct is expersncing
And aNpIELEng sympioms
of & problem or
apporiunity. 15 dodg

gl Al | R Rt i
micem Clasly wncerntang
fram, and Qa8 namg o
Sk penlshan

Proapect has now claary
dofinad and ghsen & nams
to thieir probilem or
oppartuty. (s cammithes
10 rasEarchig ped
urcsraEAncing Al of 1ha
rvadabia snpraoches
ardion matheds (o soling
1Pt clrhoved probiem e

R LTy,

Praspact e oW decided
on thall saluthon strategy,
method, or approach. =

g & oo et ol sl

i |
prediucts in their glven

talubion siratogy. =
remadrchig 1o vl e
o il Sowms ko s shor inl
B idravenety make & fina

L I - LR

@ Leads fo more sales
& Allows for email list segmentation

@ Provides analytics and insight inte
customers

@ Ko brand visibility

@ The form deters people from dewnloading
content



hubertkratiroff

#1: Content Calendar ¥

Content Strategy




Conféerence ~

de
redaction







1/3 curation

1/3 recydage
1/3 nouveau
content




CITATION

« J'ai un beau métier, mais mes
priorités sont aifleurs. Mon
employeur n'est pas mon seuil
centre d'intérét »

BIO

Jean Luc 36 ans est pilote de ligne
depuis 3 ans dans une compagnie
low cost européenne.

Il trouve que sa vie manque de
sens, de variété et d'originalité.

Nom Jean-Luc
Age 36

Vie a Paris
Avec Jeanne

Sans enfant
Education Supérieure (ingénieur école promo ...)
cv pilote entreprise 1

Pilote entreprise 2
Passionne d'aviation et de modeéle reduits
Passionné de races de chiens et de voyages en Asie

EPIC / USER STORY / PAIN POINT / PROBLEME

Quel est le probieme de Jean-Luc ?

Quelle est la frustration de Jean-Luc ?

Quels sont les besoins et attentes de Jean-Luc ?
Pourquoi n‘est-il pas satisfait des solutions existantes ?

Empathie map si besoin pour mieux comprendre le
persona

Revenus _

: I
Ville .

=. I—
Fréquem}es

!li'n I 10
Usage mobile )

: I
Know How |

0 I



#u Content
Calendar ~

Getting started

App directory

Content Calandar

Content Production

Dashbosrds

Description

Ingighte sarves ag a comprehe...

Channels

Seciion

Content Production

LhpgCrRpion

The Channels page is dedical...

Getting started / App directory

Calendar

Content Production

Description

The calendar view provides a ...

e

L

dHLAND o
(Ri ) laas

Dezoriplion

The Meirics page provides co..

e W

Content Pipeline

Content Production

Description

The Content Pipeline page sar..

Zaiior

Content Production

L el nbifalal

The Team page is a directory ..

Task List

SECAr

Content Production

Bascriotion

The Tazk Lict compiles all task...

Content Calendar

Task Timeline

Seetion

Content Production

Doscoantion

The Task Timaline provides a ..

] Content Prod

My Work

Content Production

Description

My Work aggregates all



Articles / Videos
published per year

Events / Webinars
held per year

Evolution of a 15-year old B2B content strategy

A summary of Orbit's marketing history

Phase 1 Phase 2 Phase 3 Phase 4
Year ‘07 08 09 "10 T 12 13 14 "15 16 17 “18 19 20 ‘21 22

70
60
50 Tried to start
a podcast More videos
Era of
40 guest blogging
30
20 Update old articles
10 Start small... ..then go big
—.--
Publish / update book n N (]
Annual conference A Al B G G P
ABM webinars
Wine & Web
10 Pivot to
webinars
20

@ Articles @ GuestPosts @ Rewritten Articles @ Podcasts @@ Videos
In-Person Events Webinars ABM Webinars



Sample - Content Marketing Plan

1
2 Line Budget Januarny February March April May June July August September Detober MNovember | December
3 | Tactic Creation EFfor] Budget 1234!2341234123[41231112?4123412341235123[#1234123.
4
E;! 0
6
7 | Twitter ! Social Push [Linked-in) Light Irternal | § - TIT|IT|T|IT|T|T TTTTTTTTTTTTTT:TTTTTTTTTTTTTTTTTTTTTTTTT'l
£ | Blog Article Light Internal | - B/B/B|B|B|B|B|B|B/B|B|/BB/B|/B|B|/B|B|B|B|B|B|B|B|B|B|B/B/B|B/BHB/B|B|B|B|B|B|BBB|BB B B/ B|B|I
9 | Survey Light Internal | $ 200.00 5 '_5‘
101 | Infographic Heavy Outside § 5.000.00 | I | I I
11 | while Paper Heayy Intﬂnal| $ 6.000.00 E n
12  wWebinar Heavy Internal| $ 1000000 “
13  Email Blast Light Internal | § 2.500.00 E E E E E E E
# Nurture Weak Track
18 |[Email Blast E =
19  Survey - Targeling interest and budget 5
20
21
pvll Nurture Aggressive Track
23
24 |Email Blast - Target Special Light Internal
25 Email Blast - Special VIP Invite TS Heavy Internal ERlE 3 v EElE
26 | Survey - Target Product Light Internal S
27
28
29
30
31
__3_TI:IFLI[TnnIhux]-Li:!erﬁ.lntmusl,\lalue jgjgjujujujujuigjuju|vjujluivjujlujgjuivjujujyjujojpjujojvjvjojvjipjujojujuivjojujojoigljuluu|
33 | Video Overview Heavy Oulside
34 | DEMO Heavy Internal
35 | White Paper - Value Heavy Internal
36
3_?_mFL||TDulhnx|-Ex';.llnl‘u.Ducil:lu,Ahilily vjgjujujujujujuivjujpjpjujujujujgju|ujuiujujujujplojyjujujvjujpjujujUujvjUujujujulujolojiuuju|
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4
E;! 0
6
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£ | Blog Article Light Internal | - B/B/B|B|B|B|B|B|B/B|B|/BB/B|/B|B|/B|B|B|B|B|B|B|B|B|B|B/B/B|B/BHB/B|B|B|B|B|B|BBB|BB B B/ B|B|I
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101 | Infographic Heavy Outside § 5.000.00 | I | I I
11 | while Paper Heayy Intﬂnal| $ 6.000.00 E n
12  wWebinar Heavy Internal| $ 1000000 “
13  Email Blast Light Internal | § 2.500.00 E E E E E E E
# Nurture Weak Track
18 |[Email Blast E =
19  Survey - Targeling interest and budget 5
20
21
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23
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30
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34 | DEMO Heavy Internal
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PLANNING BRAND CONTENT
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this
person

doesn’t
exist
.com

Surnom
Age

Vit a

Vit avec
Enfant
JOB

Education

CV

Passionné
ne fes /
3 ain poi EPIC / USER STORY
‘ I - le probléme ?
ast la fru
< (M- o5 HISeWS et attentes ?
/elle pas satisfait des solutions
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DUrqUO
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Empathie map si besoin pour mieux comprendre le

persona
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Marketing Mix
MMM

Modern Marketing Model

Marketing Mix Modeling
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Kevin Roberts
former CEO

lovemarka

KEVIN ROBERTS, CEQ WORLDWIDE, SAATCHI & SAATCHI




BRANDS
Low Love
High Respect

LOVEMARKS
High Love
High Respect

PRODUCTS
Low Love
Low Respect

FADS
High Love
Low Respect



THE LOVEMARKER

RESPECT

The Lovemarker is a creative insight
generator that measures emotional
heat from the three characteristics
of Lovemarks; Mystery, Sensuality
and Intimacy.

-
\

How to use the Lovemarker

Score: 2 points for Hot. 1 point for
Warm and 0 points for zCold.

X X X X U
6

MNo Respect, no Lovemark. You must
score at least 25 Respect points to
be considerad for Lovemark status.

What your points mean: lDVE
0 to 36 points = Commodity

37 10 40 = Brand MYSTERY
41+ = Lovemark

SENSUALITY = INTIMACY

HOT

0000600
90000

Great Stories Sound

Sight

Commitment
Past Present Future Passion

Taps Into Dreams Smell

Empathy

Myths and lcons Touch

Inspiration Taste

0900009
Q0000

0000 O
0000 ™










L'école en

quelques chiffres.
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46 500
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En rejoignant Grenoble Ecole de Management,
vous faites le choix d'une école réellement
engagée, Notre mission et notre raison d'étre :
apporter des réponses, par la formation et la
recherche, aux grands défis de la transition
écologique, sociétale et économique,

et contribuer 3 un monde plus résilient,

plus juste, plus pacifique, plus responsable.

grenoble-em.com

12 rue Pierre Séemard - 38000 Grenoble

183 avenue Jean Lolive - 93500 Pantin
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hubertkratiroff

06 80 43 29 05

hubert@kratiroff.com
linkedin.com/in/kratiroff
@kratiroff



