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UN OUVRAGE DE REFERENCE

QUI DONNE UNE VUE D'ENSEMBLE

DE LA DISCIPLINE.

Fred Cavazza, consultant STRATEG|E ET OUTILS

et conférencier, Fredavazzane

“ POUR MIEUX INTERAGIR

CE LIVRE EST TELLEMENT
UTILE OU'IL DEVRAIT AVEC VOS AUDIENCES
ETRE REMBOURSE.

PPC, Tech, Al Evangelist
et conférencier

hi
UNE BIBLE OPERATIONNELLE
ETA JOUR.

Jean-Philippe Timsit, Pr. de Stratégie Digitale, ® Editions
EM Lyon Business School EYROLLES




Fonction : Chef
de produit marketing

Développer une gamme de produits, suivre et analyser le
marché, former la force de vente, contrdler les budgets...
Découvrez toutes les compétences clés du chef de produit
marketing a travers :

® Un portrait complet de la fonction : définition, responsabili-
tés, taches au quotidien.

W Les outils du savoir-faire et du savoir-&tre : cycles de
travail, organisation des réunions, management...

B Les éléments de la gestion de carriére : organigrammes,
structures d'entreprise, chefs de produits spéciaux...

Cette sixiéme édition met I'accent sur le digital marketing et
les nouvelles technologies.

Débutants dans la fonction ou étudiants en écocle de com-
merce, voici le guide professionnel dont vous avez besoin
pour entamer et réussir votre carriére.

» Modéles de documents (check-list, mind map,
revue de marque et d'enseigne, brief d’'agence, plan mar-
keting...)
> Lexique frangais/anglais : 500 mots du métier
> 85 citations pour animer une présentation
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ISBN 878-2-10-059399-6
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name

SparkArcAgency.com
FastnAgency.com
ChamsPub.com
Sheleads-Company.com

HadikLagence.com

tag line

or SparcAgency.com
best in class agency
why not

for&by women

strategy that deliver

logo

'
I AGENCY



SEASONGOS
EPISODE 01




(‘

| DIGI
Digital Market:

> |

M rketing Strat

RAT




U X- CX FlyWheel ﬁrowth

content acking
MOT micr&momentp I d t e fO rm
SE0-A St ra tegy copy
data
criven collaboratlve

freemium Inbound mutuelle

. . . attribution
SerV|Clsat|0n POEM Contr/butlan



STRATEGY WorkShop 10
1/ List 20 digital strategies
2/ ChOOS@ /‘ (One per groupe)
3/ Six meaningful sliges

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

4/ Presentation to the class



« Shift from

growth to flourishing »

Jeremy Rifkin

JEREMY RIFKIN

THE

AGE OF

sharon-pittaway-unsplash
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NoStory : NoBusiness

...Do Storylelling



You can't manage
what
you don’t measure
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THE HOOK MODEL

52

VARIABLE
REWARD

OVER 200,000 COPIES SOLD WORLDWIDE

‘A must-read for everyone who cares
about driving customer engagement’
ERIC RIES, author

HOOKED

How to Build
Habit-Forming Products

NIR EYAL

WITH RYAN HOOVER

COMPLETELY

REVISED AND
UPDATED




How to Build
Habit-Forming Products

NIR EYAL

HOOK MODEL Nir EYAL
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" THE HOOK MODEL
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VARIABLE
REWARD

INVESTMENT

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
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PRODUCT-LED

GROWTH

How to Build a Product
That Sells Itself

WES BUSH

WES BUSH



"Don't find customers
for your products,
find products
for your customers”

Seth Godin i
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Sales-led
Development

Pub pour vendre
Objectits KPI OKR
Payant direct

Churn +

Retention rate -

TV Lite time value -

Product-led
Growth

Pub pour découvrir
Objectits KPI OKR
Gratuité / Freemium
Churn -

Retention rate +
Life Time Value +




fEHL

2000s — 2010s —  2020s
Sales Led Growth Inbound Marketing Product Led Growth

e




Ocean
Rouge

Concurrence

Communication
Bataille de prix

Promotion
KPI =SSOV + P

DM

Océan
Bleu

Détinir sa catégorie

Sans concurrence

KPI: NPS + C
JUX + CX

Brand

ovemark / Leve

=S



PRODUCT-LED

GROWTH Canva, Figma
Miro, Notion

Slack, Dro dox
Minecraft, WOW COD

1OS
Apple, Tesla

..........



OVER 200,000 COPIES SOLD WORLDWIDE
‘A must-read for everyone who cares

about driving customer engagement’
ERIC RIES, author of The Lean Startup

HOOKED

COMPLETELY

REVISED AND
UPDATED

How to Build
Habit-Forming Products

NIR EYAL

WITH RYAN HOOVER

PRODUCT-LED

GROWTH

How to Build a Product
That Sells Itself

WES BUSH

Quote each book

explain your choice



Periodic Table of Community Strategy V 1.0

Q Tk
Questions Tokens Community  Chief

Strategist Community

Fu M
fun iilodels

Nps Fpd CSR ESG Rrv Co Cs Cpu Mr Cb
NetPromoter  FirstPartyData  Corporate Environmental ~Repeatrevenue Community ~ Community  Community ~ Membership  Community
Score ' Social Social ' owner Sponsor Purpose Requirements  Budget
Responsibility ~ Governance.
Ef Ead Cad Pad in Ca Can Cgu Mc Cai
Efficiencies Employee. Customer Partner ‘Customer Community Community ‘Community Membership Alignment
Advocacy Advocacy Advocacy Insight administrator  analyst Guidelines Cost within business/
R
Reach

org

Cch Cmf Ct
Community Community Community
Measurement ~ Techstack
Framework

Coc Cgo

Content Community

Calendar Legal
Governance

Mg Cdg

Moderation Community

Guidelines Dal

Csu Cex

Community Community

Survey External
Comms

Cca Clc
CrisisComms  Community
alignment internal comms

Ed Tl Sov Ai Cm
Education Thought Shareof Voice  AdvisorInsight Community
Leadership moderator Charter
Ps Ea Aw Bs Pi Ch
Problem ‘Establishing ~ Awareness. Brand salience  PartnerInsight  Community
Solving Authority host

P L3 Dem s ] -‘ Ltv Lg Sc Ei Cv
Polls Top Tens ‘Demos S v Lifetime Value  Lead Sales Employee Community
Generation Conversion Insight volunteer

Cs Lo Psi Co

| Innovation

Fd Dpc Dt Cn

Fundraising Drive Digital Develop
Purposeful Transformation  and Build

T D De Gi Mo




ACQUISITION

PRODUCT REVENUE SELLING
TACTIC

DELIVERY
MODEL

CHANNEL

MODEL

TYPE

How the visitor,

customer, or user finds

out about the startup

What the startup does
to convince the visitor
or user to become a
paying customer

How the startup
extracts money from
its visitors, users, or
customers

What the startup does
in return. May be a
product or service;
may be hardware or
software; may be a
mixture

How the product gets
to the customer

» Service

« Banner on Informationweek.com

« High pagerank for ELC in kids’ toys

« Active on Twitter (i.e., Kissmetrics)

« Inviting team member to Asana

« Rewarding Dropbox user for others’ signups
« Sharing a % of sales with a referring blogger
« Speaker submission to SXSW

« Placement in the Android market

« Paid advertising

« Search engine mgmt.
« Social media outreach
« Inherent virality

« Artificial virality

« Affiliate marketing

« Public relations

« App/ecosystem mkt.

« Simple purchase « Buying a PC on Dell.com

« Discounts & incentives « Black Friday discount, loss leader, free ship
« Free trial « Time-limited trial such as Fitbit Premium

« Freemium « Free tier, relying on upgrades, like Evernote

« Pay-for-privacy « Free account content is public, like Slideshare
« Free-to-play « Monetize in-app purchases, like Airmech

« One-time transaction  « Single purchase from Fab

« Recurring subscription
» Consumption charges
« Advertising clicks

« Resale of user data

« Monthly charge from Freshbooks
« Compute cycles from Rackspace
« PPC revenue on CNET.com

« Twitter’s firehose license

« Donation « Wikipedia’s annual campaign
« Software « Oracle’s accounting suite
« Platform « Amazon’s EC2 cloud

 Merchandising « Thinkgeek’s retail store
« User-generated content « Facebook’s status update
 Marketplace « Airbnb’s list of house rentals
» Media/content « CNN’s news page

« A hairstylist

« Salesforce.com’s CRM
« Valve purchase of desktop game
« Knife shipped from Sur La Table

« Hosted service
« Digital delivery
« Physical delivery
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[mg] Catalogue produit
Offre initiale (solution)
Type de Probleme resolu
Persona
Carte empathie
Value proposition
techng Offre finale

gulissch Distribution



Persona [ ]
Carte empathie
Problemes réels

Value proposition
Offre

(solution qui résout le probleme,
constitution d’'un panier de solutions)

Distribution
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Top of the Funnel

OFU

Middle of the Funnel
MID FUNNEL

Bottom of thBIQrﬁu
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Marketing Attribution
vs. Contribution

QUI A LE
DERNIER CONTACT ?



SAMSUNG

Attribution . last clic
Contribution . toutes les actions
Sans Cookie

= Jardin clos login
Walled Garden




SAMSUNG

- - 100% de 'efficacité
AttrlbUthn est attribué a une
action :
pub
recherche
first clic

last clic




SAMSUNG

- - Calcul du taux de
COntrlbUthn contribution de
chaque action:
5% pub RS
10% sea
15% seo
20% avis
15% blog / content
15% fiche produit
20% eboutique Samsung




SAMSUNG

Sans Cookie
Cookieless

Guerre : FPD et login
First party data

Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte




Contribution

\ a ) ™ % b 1
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® & ® ® L @ & ]
EMAILING SEA oLv DISPLAY DISPLAY SOCIAL DISPLAY SEA
Interactions > Ouverture Clic Complété Impression Clic Clic Impression Clic
Objectifs > Client Campagne de Campagne de  Campagne de  Campagne de  Campagne de  Campagne de  Campagne
dormant marque sensibilisation  sensibilisation considération  sensibilisation reciblage RLSA
Formats > Email Mot clé Instream Habillage Native Carrousel |IAB Mot clé
Poids 5% 10% 15% 5% 15% 15% 25% 10%

.\ n AUDIENCES(E!RE “/PAHELE CddA .

Google Ads Google Ads




PAID
OWNED

EARNED ...
SHARED ™
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CAC<LTV

CAC<LTV

LTV, also referred to as CLV (or customer lifetime value), is determined by multiplying three

factors together:

Tv p— Average value of x Average number of x Average value of
L - purchases purchases per vear purchases

To calculate the LTV:CAC ratio, divide the customer lifetime value by the cost of customer

acquisition.

Customer Lifetime Value

Customer Acquisiton Cost

Imagine your customers spend an average of $20 twice a year, for two years. This would
result in an LTV of $80 ($20 x 2 x 2).

To calculate your LTV:CAC ratio, divide your LTV by your CAC from the previous example,
which was $24. The resulting ratio is 3.33:1, indicating that for every dollar spent on

. — ——






BUILDUP...

LEVELS FIRST WHO... CONFRONT THE HEDGEHOG CULTURE OF TECHNOLOGY
LEADERSHIP THEN WHAT BRUTAL FACTS CONCEPT DISCIPLINE ACCELERATORS

DISCIPLINED | DISCIPLINED | DISCIPLINED
PEOPLE THOUGHT ACTION
w /

www.justologist.com/good-to-great/

Good to Great Concept
is about companies

ined action.
e enemy of great.




GROWTH FLYWHEEL
DIAGRAM

LOW COST s LOWER

SELECTION

STRUCTURE QCES )

CUSTOMER
EXPERIENCE

TRAFFIC /

eDigital.

SELLERS

\3




Amazon
Retail Ready

Optimize
Ad
Spend

More
Data

f
\ J

More Increased
Organic Traffic Sales

Reviews/
Sales Rank



Strangers

spadsoid



INBOUND
MARKETING






[-want-to-know
moments

65%

of online consumers
look up more information
online now versus a

few years ago.?

06%

of smartphone users tumn
to their phones to look up
something they saw ina
TV commercial.?

[-want-to-go
moments

2X

increase in "near me"
search interest in
the past year.*

82%

of smartphone users
use a search engine
when looking for a
local business.®

[-want-to-buy
moments

82%

of smartphone users
consult their phones
while in a store deciding
what to buy.*

IASK:

increase in mobile
conversion rates in
the past year.*




JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE
OF

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




First Second

Moment of Truth  Moment of Truth
(Shelf) (Experience)

Stimulus




Content is
King



’ 13
M D -
¥

Bill Gates, 19

“Content is Kin



the future beyond brands

OVEMAIrrA

Stop Marketing. Start Engaging.

vised
“(i\v/\tx u P‘h\cd-




| unlearn

“ unmarketing
| unselling
unpodcast

Scott Stratten




WebStory =
story snap on website mobile and laptop

https://amp.dev/documentation/quides-and-tutorials/start/create/
basic_markup/

https://amp.dev/documentation/quides-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



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

StoryTelling

NoStory : NoBusiness




BRAND CONTENT

content strareqy
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Paid
Owned

Earned
Shared

Média & Marketing
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PAID
OWNED

EARNED ...
SHARED ™
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create value
for the company,
the client,
and the ecosystem




create value
for the client,
the company,
and the ecosystem




create value
for the ecosystem

for the client,
and the company
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toutes les fonctions de I'entreprise : RH, Finance, IT, SCM, Ac




66 MARKETING

IS NO LONGER ABOUT
the stuff vou make

BUT ABOUT THE

S t?RIES,,

- SETH GODIN

SSION

PERMI
MARKETING
SETH GODIN




"Don't tind customers
for your products,
find products
for your customers”

es pr
Seth G Od | n Seth Gadin .



Seth Godin > Books

—u--— ‘q.ugo‘ﬂ
m aee e hey o eem— e
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Permission Unleashing The Big Red Purple Cow: Survival Is N... Free Prize

Marketing the Ideavirus Fez: Zoomin... Transform Y... Enough Inside: The N...
1999 2000 2001 2002 2002 2004

EVERYONES ‘s k9 thedip | SETHGODIN
AN EXPERT [ ”

meatball MEATBALL
sendae SYNPAE

smafl 15 the new big

BY SETH GODIN

{S YOUR MARKETING
QUT OF SYNC?

SETHGODIN | A0 Ll

All Marketers EVERYONE IS Small Is the The Dip Meatball Meatball

Are Liars AN EXPERT (... New Big: An... 2007 Sundae Sundae:Is ...
2005 2005 2006 2007 2007

I e Sy B b o o Lo e S

-th Godi

of Lachain oo Pur

The lcarus Vis for What to Do Leap First: What Does it This is

Deception: H... Vulnerable: L... when It's You... Creating Wor... Sound Like w... Marketing: Y...
2012 2012 2014 2015 2016 2018
. »-
LinchPIN POKE 7., A BT
Are You Ingyi: ble? '-‘WEAREA . l.'.‘
re You pensable’ -
graceful 2 THE "' ALL 4 s34
WEIRD o lwwr*
i o - ? GONNA DO 1 §
H 8 N
GODIN = cooin a JSESER
--------- = b A
Graceful Linchpin: Are What Matters Poke the Box We Are All Whatcha
2010 You Indispen... Now 2011 Weird: The Ri... Gonna Do wi...

2010 2010 201 2012

Stop marketing AT people! Turn your
ideas into epidemics by helping your
customers do the marketing for you.

UNLEASHING THE

S ENIEHEGEOND TN

INCLUDES A NEW AFTERWORD BY THE AUTHOR




«meeting
needs
profitably »

Philip Kotler
(2006 12¢éme édition de Mkt Mgt)




The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar
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Marketing
sucks

* SETH GODIN

Your

marketing

sucks.

Scotr Stranan | Alson Stratten







YouTube

YouTube : vous pouvez désormais générer des
revenus des 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



your
happiness
business’ [

Inspiré par Gérard Pélisson & Paul Dubrule




Golden Circle

how

Simon Sinek


https://www.youtube.com/watch?v=qp0HIF3SfI4
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B.produits - 3 marques
3 propositions de valeur #




Why we buy: Features vs Jobs

Even though people buy this... ...they really want this
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VALEUR REELLE

VALEUR PERCUE

PROBLEME DE COMMUNICATION
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Royal Chk

With its steel case, octagonal bezel, “Tapisserie” dial
and integrated bracelet, the Royal Oak overturned the

prevailing codes in 1972 and took its rightful place as
a modern icon.

ORIGINAL GOLD

aamm

EUR 36,200 * v »




Celebrissime Ford Model T : a la fois modele d'innovation et source des maux
Exceptionnellement en rouge, contrairement a l'aphorisme de Henry %




Trout & Ries
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How to Build a Produ cfanarIlulll a World-Class Brand

The Battle For Yor Mind

AL RIES and JACK TROUT

over

I’2 midicn
copies

THE MARKETING CI.ASSIB in print

how to be seen

and heard in
the overcrowded
marketplace

THE BATTLE FOR YOUR MIND
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Marketing
sucks

* SETH GODIN

Your

marketing

sucks.

Scotr Stranan | Alson Stratten




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




HBR.ORG % JULY-AUGUST 2014
26 Sty J!rg‘,
Four Paths to Business
? nnovation

Karan Clrotra and Sorposl Netesslos

@
104 The KRR Merviaw
LTIOVO
ang Yuanging on
t ture

he PC’s Future
R 2 The Bigidea
The Crisis in
eVI ew Retirement Plannin 2
obert C. Mavton
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. FEEL

The New Basncs of

MARKETING










SwaT \/olatilité

Incertitude
Complexite
Ambiguite







M3 Modern Marketing Model

1. Strategy 6. Positioning

2. Market Orientation 7. UX/ CX & content

3. Customer insight 8. Distribution

4. Brand & Value 9. Promotion

5. Segmentation Persona 10. Data & Measurement




