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1/ List 20 digital strategies
2/ Choose 1 (one per groupe)
3/ Six meaningful slides

definition principle intere3t use-case
examples companies using it + storytelling

4/ Presentation to the class

« shift from

growth to flourishing »
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NoStory : NoBusiness

...Do StoryTelling

You can’t manage
what
you don’t measure
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0 Drucker
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: 1. Trigger: This is the initial spark that prompts  user to open the
HOOKED app or engage with the product. It can be internal (like boredom or
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- 8 B N . curiosity) or external (like a notification or push alert) -
/—’ Q9 2. Action: Once triggered, the user takes a specific action within the
— ——e product. This could be anything from checking their feed to playing
(-\' h, a game to making a purchase
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| ¥ coming back. Its a reward that's unpredictable and varies slightly prrosiprimgnriey
Sl THE HOOK MODEL —|'— . pe— each time, creating a sense of anticipation and excitement.
i \ =81 ~ [ =S acren =1 Examples include social media notifications, game loot boxes, or
Customer Life \ ! e ara S . personalized recommendations .7
Acquisition Time e > NIR EYAL /
Cost Value 121 ™~ 4. Investment: This is where users put something of value into the /.', /
— L product, such as time, data, effort, or money. This investment M
\ VARIABEE 3 increases the perceived value of the product and makes users less \
nt ROMI 3:1 > —_— likely to abandon it. Examples include creating a profile,
— | =3 completing tasks, or connecting with friends
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Periodic Table of Community Strategy V 1.0
e (Persona )

rCatangue produit

Offre initiale (solution)
Type de Probléme résolu
Persona

Carte empathie

Value proposition

Offre finale

1
PUSH marketing

@istribution D,

Carte empathie
Problémes réels
Value proposition
Offre

(solution qui résout le probleme,
constitution d'un panier de solutions)
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2/
PULL marketing
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TUNNEL FUNNEL ENTONNOIR PIPELINE

TOFU

Top of the Funnel

i MOFU
Middle of the Funnel
MID FUNNEL

Bottom of thBIQrE\u

(Marketing Attribution )
vs. Contribution

QUIALE
| DERNIER CONTACT ? |

SAMSUNG

Attribution
Contribution
Sans Cookie

. last clic
« toutes les actions

« jardin clos login
Walled Garden

SAMSUNG

Attribution

100% de lefficacité
est attribué a une
action :

pub

recherche

first clic

last clic

SAMSUNG

Contribution

Calcul du taux de
contribution de

chaque action :

5% pub RS
10% sea
15% seo
20% avis

15% blog / content
15% fiche produit
20% eboutique Samsung




SAMSUNG

Guerre : FPD et login
First party data
Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte

Sans Cookie
Cookieless

Contribution
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#CustomerEmpowerment

JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE

P&G 2005
+ Google 2010

: First Moment of Truth
1+ ZERO MOMENT

“Content is King”

Bill Gates, 1996




N Web§tory= .
QMwm"mmm k B X m— Unlearn story snap on website mobile and laptop StoryTelllng
OVEMArRA g @ A" LS unmarketing
unselling NoStory : NoBusiness
unpodcast
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create value create value create value
for the company, for the client, for the ecosystem
the client, the company, for the client,
and the ecosystem | and the ecosystem and the company




MARKETING

IS NO LONGER ABOUT
the stuff vou mak

BUT ABOUT THE

) STORIES
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“Don't find customers
for your products,
find products
for your customers”
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profitably »

Philip Kotler]
2006 12¢éme édition de Mkt Mgt

The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar

Marketing
sucks
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AL RIES and JACK TROUT

THE MARKETING CLASSIC

Marketing
N sucks
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Célebrissime Ford Model T: & la fois modéle dinnovation et source des maux |

y S The Battle For Yor Mind
Exceptionnellement en rouge, contrairement a laphorisme de Henry %

Méfiez-vous des recettes des années 60

4P de Jerome McCarthy (1960)
Produit - Prix - Promotion - Place

5B de Charles Kepner (1955): BON -
produit prix endroit moment quantité

SWOT de Humphrey (1970) ‘
CAP Caractéristique Avantage Preuve | Toenew basics

d |
cognitif / conatif / affectif ‘MARKET|NGi‘
SONCAS / AIDA L

swat \/olatilite

SWOT

M3 Modern Marketing Model

1. Strategy 6. Positioning
= 2. Market Orientation 7. UX/ CX & content
I n Ce ﬂ Itu d e 3. Customer insight 8. Distribution
u L4 4. Brand & Value 9. Promotion
C 0 m I ex I te 5. Segmentation Persona 10. Data & Measurement

Ambiguité

o @ ® & a8




