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Marketing Strategy 

 DIGITAL STRATEGY 
Digital Marketing Strategy 

STRATEGY
strategy

content

inbound

plateform

data 
driven

ZMOT
SEO-A

UX-CX growth 
hacking

omnicanal

collaborative 
mutuelle

servicisation

copy 
cat

ABM

attribution 
contribution

freemium

POEM
HOOK MODEL

FlyWheel

micro-moment

mars 2024

         STRATEGY WorkShop 10 
1/ List 20 digital strategies 
2/ Choose 1 (one per groupe)  
3/ Six meaningful slides   
   definition principle interest use-case 
 examples companies using it + storytelling  

4/ Presentation to the class

sharon-pittaway-unsplash

«  shift from  
… 

growth to flourishing » 

Jeremy Rifkin

No Strategy  No Business

NoStory : NoBusiness

…Do StoryTelling 

You can’t manage  
what  
you don’t measure

Deming 
Drucker 

Bill Hewlett

CAC<
Customer  
Acquisition  
Cost

LTV
Life 
Time 
Value

Équation du business développement ROMI 3:1

1 2

34

5
1

∞

6

7
8

1. Trigger: This is the initial spark that prompts a user to open the 
app or engage with the product. It can be internal (like boredom or 
curiosity) or external (like a notification or push alert) 

2. Action: Once triggered, the user takes a specific action within the 
product. This could be anything from checking their feed to playing 
a game to making a purchase 

3. Variable Reward: This is the key element that keeps users 
coming back. It's a reward that's unpredictable and varies slightly 
each time, creating a sense of anticipation and excitement. 
Examples include social media notifications, game loot boxes, or 
personalized recommendations 

4. Investment: This is where users put something of value into the 
product, such as time, data, effort, or money. This investment 
increases the perceived value of the product and makes users less 
likely to abandon it. Examples include creating a profile, 
completing tasks, or connecting with friends

HOOK MODEL Nir EYAL

PLG

LIVRE 2

“Don't find customers  
for your products,  

find products  
for your customers”

Seth Godin

NO 
€ $

YES 
!

Product-led 
Growth

Sales-led 
Development
Pub pour vendre 
Objectifs KPI OKR 
Payant direct 
Churn + 
Retention rate - 
LTV Life time value -

Pub pour découvrir 
Objectifs KPI OKR 
Gratuité / Freemium 
Churn - 
Retention rate + 
Life Time Value +



Océan  
Bleu

Océan 
Rouge

Concurrence 
Communication 
Bataille de prix 
Promotion 
KPI = SOV + PDM

Définir sa catégorie 
Sans concurrence 
Lovemark / LoveBrand 
KPI : NPS + CES 
UX + CX 

Canva, Figma 
Miro, Notion 

Slack, Dropdox 
Minecraft, WOW, COD 

iOS 
Apple, Tesla 

sont PLG…

Quote each book 

explain your choice

Catalogue produit 
Offre initiale (solution) 
Type de Problème résolu 
Persona 
Carte empathie 
Value proposition 
Offre finale 
Distribution

1/ 
PUSH marketing Persona 

Carte empathie 
Problèmes réels 
Value proposition 
Offre  
(solution qui résout le problème, 
constitution d’un panier de solutions) 

Distribution

2/ 
PULL marketing 

AAARRR
TUNNEL FUNNEL ENTONNOIR  PIPELINE

A
A

A
R
R
R €

A
A

A
R

R
R

TOFU 

MOFU 

BOFU

Top of the Funnel 

Middle of the Funnel 
MID FUNNEL 

Bottom of the Funnel

Marketing Attribution 
vs. Contribution 

QUI A LE  
DERNIER CONTACT ?

Attribution  
Contribution 
Sans Cookie

. last clic  

. toutes les actions 

. jardin clos login 
    Walled Garden

Attribution  100% de l’efficacité 
est attribué à une 
action : 
pub 
recherche 
first clic 
last clic 
…

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



Sans Cookie 
Cookieless

Guerre : FPD et login 
First party data 
Walled Garden 
Plateforme 
2FA (2 factor auth) 
Ouverture de compte 

Contribution 

Poids                  5%    10%    15%       5%         15%          15%            25%         10%           

PAID 
OWNED 
EARNED 
SHARED

marketing 
média

CAC < LTV

CAC < LTV

FLY WHEEL

INBOUND 
MARKETING INBOUND  

\\  
#CustomerEmpowerment

ZMOT  micro moments

P&G 2005  : First Moment of Truth 
+ Google 2010 : + ZERO MOMENT 

Content is 
king



unlearn 
unmarketing 

unselling 
unpodcast

Scott Stratten

WebStory =  
story snap on website mobile and laptop 

https://amp.dev/documentation/guides-and-tutorials/start/create/
basic_markup/ 
https://amp.dev/documentation/guides-and-tutorials/start/visual_story/ 
https://creators.google/en-us/content-creation-products/own-your-
content/web-stories 
https://www.canva.com/templates/?query=story 

StoryTelling

NoStory : NoBusiness

BRAND CONTENT 
\\vs. 

content strategy

POEM 
… 

POES M

POES m
Paid 
Owned 
Earned 
Shared 

Média & Marketing

Empreinte Digitale

PAID 
OWNED 
EARNED 
SHARED

marketing 
média

DEF
marketingcreate value 

for the company, 
the client, 

and the ecosystem

marketingcreate value 
for the client,  
the company, 

and the ecosystem

marketingcreate value 
for the ecosystem  

for the client,  
and the company

€=
hk

toutes les fonctions de l’entreprise : RH, Finance, IT, SCM, Achat, Trading, Recherche, Compta, Admin…

toutes les fonctions de l’entreprise : RH, Finance, IT, SCM, Achat, Trading, Recherche, Compta, Admin…

toutes les fonctions de l’entreprise : RH, Finance, IT, SCM, Achat, Trading, Recherche, Compta, Admin…

toutes les fonctions de l’entreprise : RH, Finance, IT, SCM, Achat, Trading, Recherche, Compta, Admin…
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“Don't find customers  
for your products,  

find products  
for your customers”

Seth Godin

« meeting 
needs 

profitably »
Philip Kotler  

(2006 12ème édition de Mkt Mgt)

The best marketing strategy ever : 

 « CARE » 
Gary Vaynerchuk 

Stop selling. Start helping 
Zig Ziglar

Marketing 
sucks

your 
happiness 
is my 
business

Aphorisme  de  
hubertkratiroff 

Inspiré par  Gérard Pélisson & Paul Dubrule

why

how

what

Golden Circle

Simon Sinek

3 produits    -    3 marques 
3 propositions de valeur ≠

Produit 1 marque 1

Produit 2 marque 2

Produit 3 marque 3

VALEUR RÉELLE

VALEUR PERÇUE

PROBLÈME DE COMMUNICATION

100%

45% 55%



Célèbrissime Ford Model T :  à la fois modèle d’innovation et source des maux 
Exceptionnellement en rouge, contrairement à l’aphorisme de Henry *

Trout & Ries

The Battle For Yor Mind

le marketing
HK

Marketing 
sucks

VU 
EN 

COU
RS 

com
ic

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 
• cognitif  / conatif  / affectif 
• SONCAS / AIDA

SWOT VUCA
SWOT Volatilité 

Incertitude 
Complexité 
Ambiguïté 4P

1. Strategy 
2. Market Orientation 
3. Customer insight 
4. Brand & Value 
5. Segmentation Persona

6. Positioning 
7. UX / CX & content 
8. Distribution 
9. Promotion 
10. Data & Measurement 

M3 Modern Marketing Model


