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TUNNEL - FUNNEL - PIPELINE : ENTONNOIR DES VENTES
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Awareness - Acquisition - Activation
Retention - Revenue - Referral



Awareness
Acquisition
Activation
Retention

Revenue

Referral

= Lead Nurturing
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P> Acquisition Ach|S|t|0n

> Activaton  Activation

XJ Retention
AJ Revenue Retour

XJ Referral ACHAT
Parrainage

G




strategie funnel
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2market|ng digital
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Lead Scoring - Lead Nurturing
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NPS
Net Promoter Score
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Lead nurturing strategie funnel

COMMUNIQUER MARKETER DIGITAL VENDRE
NOTORIETE ACTIVATION CLOSING
SEO+SEA CARTE + BASE ENGAGEMENT

SEARCH



Brand building

Long term sales growth
Sales activation T—

Short term sales uplifts

Sales uplift over base
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Short term effects dominate ~6 months Time

Marketing in the Era of Accountability Binet and Field

Binet and Field

https://ipa.co.uk/
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THE LONG TO THE SHORT OF IT

COMBINING THE POWER OF SHORT AND LONG-TERM EFFECTS TO IMPROVE BRAND PERFORMANCE

Incremental sales

w::;*;m;r Growth fram both sales. activatian and brand-building activity with the two working together and improving over time
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SAMSUNG

360°
Tunnel de conversion / vente
Conversion funnel

Sales Pipeline
Lead Generation
GLead Nurturing
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Choisir sa CDP:

le guide étape
par étape.
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Attribution . last clic
Contribution . toutes les actions

Sans COOkie « jardin clos login
Walled Garden
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- - 100% de l'efficacité
Attn bUthn est attribué a une
action /
pub
recherche
first clic

last clic




SAMSUNG

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




Contribution
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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%
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TV > CAC

Customer
Acquisition
Cost

“ 1 ‘ e =
T Equation du business développement ROMI 3/1
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LTV, also referred to as CLY [or customer lifetime value), is determined by multiplying three

factors Llogether:

( ( I I l \ ’ amE Average value of Average number of Average value of
A < V L - puUrchases x- nilrchases pEr yaar x. pure hases

To calculate the LTVICAC ratio, divide the customer [ifetime value by the cost of customer

acquisition

Customer Lifetime Value

L]
L]
—
( A( < L I V : Custorner Acquisiton Cost

lma gine your CUuslomers spen d an avera ge at $20 twice a Vi Tor two Wears his would

result Iman LTV of $80 ($20 x 2 x 2)

To calculate your LTV.CAC ratio, divide yvour LTV by your CAC from the previous example,

which was $24. The resulting ratio is 3.3%/, indicating that for every dollar spent on
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Sans Cookie
Cookieless

Guerre / FPD et login
First party data

Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte
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- comment mesurer la SVoD par rapport a la VoL et la TV ? Comment mesurer le search sur le social ou le
. media ou encore les outils d'IA par rapport aux moteurs classiques ? On s'intéresse beaucoup aux activ:
. off-site, animation off-site : retail media - dooh? = What is off-site advertising? Offsite ad formats like str
. and video ads offer the ability to reach consumers outside of a brand's physical footprint and drive brar
. awareness. Onsite advertising—such as in-store displays and promotions—provides a timely approach
. shoppers are at the point of purchase. With offsite retail media, brands get to essentially join in on a ret
. ad campaign on other platforms such as display, paid search and social media

. What is on-site media?

. On-site media is any media that a brand puts on its owned-and-operated web properties — that is, its w
- and apps — to market its goods and services. On-site media can take many forms: blog posts, SEO keyw
. flashy product images, audio, promotional videos, interactive product displays. Anything on the site tha
- how exceptional and useful the brand is and urges you to buy.

What is off-site media?

Off-site media, then, is all of the media a brand publishes on other properties, usually in the form of
advertising. There are numerous channels brands can use for their off-site media, including search, soc
display, video, mobile, podcasts — anywhere you can place an ad in front of a consumer online.






Users that visited Main Page

Users that did Sign Up action

Users that did Invite teammates action
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Users that did Paid B



Notoriété, Awerness,
attention

Intéerét, connaissance

Désir, Affection

Conversion, Action,

Achat

CLIENT

Acquisition trafic

Découverte des
fonctionnalités

Mise en avant
marque
Promotion,
incentive

Fidelisation

CTR

Brand Content
Blog

BC, SM

StoryTelling
Retargeting
Couponning

CPA, CPL

Email



Prospect i

Notoriété

Evaluatio

Intention

Considération

Closing moderne
Pyramide des

engagements habituels Client heureux



FULL-FUNNEL RETAIL MEDIA

A full-funnel approach to
retail media:

Raising awareness:
Showcasing products that
shoppers are not aware of.

Generating consideration:
Creating interest and preference
for brands.

Driving purchase: Reaching
in-market consumers close to
the point of purchase.

Loyalty: Retargeting to drive
repeat purchase, or for special
offers to encourage brand

loyalty.
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Modéle CRM simple (6 étapes
fondamentales du modéle d’affaires)

* Géneration / achat de leads (upper
funnel)

* |_ead nurturing (middle funnel)

e Conversion par le contenu et
progression par les propositions (lower
funnel)

* | ivraison, vente et logistique

® Recurrence, abonnement (entretien),
développement, apres-vente et
parrainage

RACE
Reach
Act
Convert
Engage

Modele ACNCE

e Attention
e Capture
e Nurture
e Convert
e Expand

Modele AARRR

* Acquisition
e Activation

e Rétention

* Revenu (CA)

* Parrainage (referral)



RACE

Aim/ Grow your audience Aim/ Prompt interactions to Aim/ Achieve sales online Aim/ Encourage repeat
using paid, owned and encourage subscribers and or offline business and advocacy
digital media leads
lead
prospect user, repeat
MQL SQL customer customer
Measure/ Impressions and Measure/ Leads Measures/ Sales and customer Measures/ Repeat sales and
visitors Customer acquisition activities/ satisfaction customer satisfaction
Customer acquisition activities/ * Review media effectiveness Customer acquisition activities/ Customer retention activities/
+ Review media effectiveness + Customer data profiling + Email nurture and ad retargeting + Customer onboarding
+ Search marketing + Content marketing strategy + Website personalisation * Loyalty programmes
* Owned and earned media * Landing pages * Mobile optimisation + Customer service
+ Paid media + Campaign/editorial planning + Multichannel selling + Conversational messaging

+ Customer acquisition strategy + Conversion rate optimisation
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Gartner

Customer Journey

Virtual sales
consultation Customer portal
spurs initial reflects learned

product tnal. preferences and

drives next-best
action.

Real-time inventory
Iracking builds brand
trust in fallow-through.

Gartner
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There Are 7 Main Stages
In a Sales Pipeline

19

1. Prospecting

2
e (&,

2. Lead qualification

S
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|\ F l 3. Demo or meeting

% 4. Proposal
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‘ ] 5. Negotiation and
commitment
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‘ ] 6. Opportunity won
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@\] 7. Post-purchase
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E Funnelytics
EMBASER LAST CLIC
ATTRIBUTION
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4 ° Une école pour comprendre le monde et agir avec
GEM, 'excellence academique |
discernement
L]
po u r a g I r d a ns u n mo nde en GEM est une grande école de management internationale,
e_ o triplement accréditée et Société a Mission. Elle combine
transition - i :

excellence académique, recherche a impact et pédagogie
immersive pour former des professionnels capables d'agir avec
lucidité face aux grandes transitions économiques,
environnementales et sociétales. Présente en France et
connectée a un large réseau international, GEM accompagne des
trajectoires exigeantes. Rejoignez une communauté engageée.
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Alpine
Business
School

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 a un monde plus résilient,

plus juste, plus pacifique, plus responsable.

grenoble-em.com

12 rue Pierre Sémard - 38000 Grenoble
183 avenue Jean Lolive - 93500 Pantin

EXPLORE
BEYOND
HORIZONS




