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Bachelor Digital Business & Development
Communication et publicité digitale avancee

ALL YOU NEED IS
DIG\TAL IMC*




1 INTRO - CO2 (commun)

2 Digital IMC

3 Search Web + IA

4 1A & Tech

5 Social Media

6 Influence Marketing

7 Content marketing
ADTech & Innovation

9 1A-Chatbot -Mail-WhatsApp
10 Plan digital (commun)




1 Retail Marketing (UX-CO2)
2 New Economy

3 Stratégie - Secret Sauce

4 Funnel

5 Social commerce

6 Plateforme

7 Retail Media
U-commerce

9 GA4 - Data Driven Retail
10 Plan digital (commun)
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Awareness - Acquisition - Activation
Retention - Revenue - Referral
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strategie funnel

1 communlcatlon

2market|ng digital

MiDfunnel

jvente

BOTTOMfunnel




Lead nurturing strategie funnel

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

SEARCH



1 communication
» marketing digrtal
svente

de Uinnovation




COMMUNIQUER
MARKETER DIGITAL
VENDRE




UX
? EX CX

A

UX=>UE

user engagement

DIGITAL
mindset




SAMSUNG

360°
Tunnel de conversion / vente
Conversion funnel

Sales Pipeline
Lead Generation
GLead Nurturing




SAMSUNG AAARRR

Awareness
Acquisition
Activation
Retention
Revenue
Referral




SAMSUNG

Notoriété

>Awareness . mgm
P> Acquisition Ach|S|t|0n

> Activation  Activation

J Retention
AJ Revenue Retour

XJ Referral ACHAT
Parrainage

G




SAMSUNG

Notoriété

> Awareness . mgm
> Acquisition ACq.UIS!tlon
> Activaton  Activation
J Retention

AJ Revenue |
XJ Referral Parralnage
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SAMSUNG

> Awareness
> Acquisition
P> Activation
AJ Retention
AJ Revenue
AJ Referral

G

Acquisition
Activation
ACHAT

Retour
Parrainage
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SAMSUNG

> Awareness
> Acquisition
P> Activation
AJ Retention
AJ Revenue
AJ Referral
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SAMSUNG




SNMSUNG
TOFU

Top of the Funnel

OFU

Middle of the Funnel
MID FUNNEL

Bottom of thBIQrﬁu
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Taxinomie

Taxonomie

Think
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& RTB [ Programmatic

Mobile ADV
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ECOMMERCE GENERAL

@  Sccial Seliing
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e-advertising
Web-Advertising

01 & M-Advertising
S-Advertising
AdTech

©  vaD

Affiliation

©  Comparateur de prix

o @

e-commerce :
web-commerce

m-commerce
s-commerce

SFA

o

= e-Promotion

portail [ place de marché | marketplace

" « m-marketing
© ok mobile marketing

Inbound
————

WEB Design
£1 M WEB Management

InsideWeb / BackOffice

WEB Outils eco-system ©

[ Web Design  *
Plateforme -+
10T
Al ML
API
Mobile

RGPD NetNeutrality

CLOUD SAAS

Web Analytics : BigData -

Analyse des logs ratios

Analyse du ranking

Big Data

© Brand Content

Acquisition

® CRM

Strategy
web-marketing :

' M-Marketing

SocialMarketing
Martech /| MARCOM

Research - Empreinte
2] & DATA - BI
Gouvernance Information

étude on-line e-survey

Segmentation [ Generation / Persona

mkt metrics ratios ©

e-reputation research

NPS / CSAT | KANO : Barometre @

SEO @

SEA @

ASO app store optimization ©

 SEARCH
BE SXO

Référencement

SMO : Social Ranking ©

OUTILS ©

54 e-mailing

Ciblage et comportement

CMI

Martech

®  web marketing

GoogleMaps

Mobile Search

Youtube search




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




Marketing Attribution
vs. Contribution

QUI A LE
DERNIER CONTACT ?



SAMSUNG

Sans Cookie
Cookieless

Guerre : FPD et login
First party data

Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte




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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Google Ads Google Ads




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

. — ——



SAMSUNG

360°
Tunnel de conversion / vente
Conversion funnel

Sales Pipeline
Lead Generation
GLead Nurturing
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OWNED
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Notoriété, Awerness,
attention

Intérét, connaissance

Désir, Affection

Conversion, Action,

Achat

CLIENT

Acquisition trafic

Découverte des
fonctionnalités

Mise en avant
marque
Promotion,
incentive

Fidélisation

CTR

Brand Content
Blog

BC, SM

StoryTelling
Retargeting
Couponning

CPA, CPL

Email



Contribution
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Data Studio

\"l'

\ﬂ lllll
;!
_
_
_
__ _
__ |
| 4 ! | T
_ L #.
13 | 1 L1}
_ _ I 130
| IR
| USRI 5 SSm—_—" W Y'Y
o T P
|
_ L 114
| | "
= 1 Bl
_ _ .
_ _ |
||
|
__ __ ~
Fi)
B ! | |
| \—\ m
_ ”
: il |
J
\_/@ /

®

— e — et e e

\—--------------------—-



E Funnelytics

Ry ]y L= W




'.. IJ I.l I.l O: I Platform Vv Solution v Pricing Case studies Partners Vv Resources Vv

The industry's largest
collection of marketing
connectors

Access your sales and marketing data from any of your apps or platforms at any time

in just a few clicks.

500+ silky smooth connections
Always reliable and secure

No coding necessary

I‘. IJ rl rl .: I Platform Vv Solution Vv Pricing Case studies Partners Vv Resources Vv

6 % increase

in marketing efficiency

Funnel customers see an average increase in returns on

advertising spend of 26% over their first two years of using Funnel
1

See the benefits for B2C

1Data from a survey conducted by Funnel in July 2024. Aggregate advertising spend and revenue

MONTHS SINCE FUNNEL IMPLEMENTATION data was collected from 350 participating customers in the eCommerce and retail sector.
Marketing efficiency was calculated as the online revenue reported divided by the aggregate

advertising spend.
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E Funnelytics

Cours Live avec Captation
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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.

-

—

e

purchase

It has continued to grow

Content type Hiovs video, infogranhics, ebooks, w

hitepapers
Distribution: SEO x:a d search p) d social, influencer marketing, PR

A, Buillg and sustain brand awareness
MID
Content type! Video, webinars, case studies, ebooks, whitepapers

OIS, quizzes
Distnibution; Emall, paid search, pald social, events
Aim. Persuade and educate support user research

BOTTOM

Content type: Tase studies, testimonials, product demonstrations,
ebooks whitepape:

Distnbution f'er)ol »EO, arganic social, paid social

Al Convvert leads to Increase sales and grow market share

?: M4 'aime ce contenu
Content t OKS, podcasts, vigdeo, training and

display agds

Distribunion: Email, SEQ, organic social
ommunities

Aim. Upsell, cross-sell improve customer retention, create customer
advocates

display ads, brand



Modele CRM simple (6 étapes RACE
fondamentales du modele d’affaires) Reach

* (Geéneration / achat de leads (upper Act
funnel) Convert
* | ead nurturing (middle funnel) Engage

* Conversion par le contenu et
progression par les propositions (lower  Modele ACNCE

funnel) e Attention
* Livraison, vente et logistique e Capture
* Reécurrence, abonnement (entretien), * Nurture

développement et parrainage e Convert
Modele AARRR e Expand
* Acquisition

¢ Activation

¢ Retention

* 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



workshop

hubertkratiroff

06 80 43 29 05

hubert@kratiroff.com
linkedin.com/in/kratiroff
@kratiroff
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I-want-to- [-want-to-go I"want-to-do B [-want-to-buy

know moments: moments: moments: moments:
moments: B1: C1: D1: E1l:
Al: B2 C2: D2: ]

A2: B3: C3: D3: E2:

A3: . : :
B4: C4: DA4: .
A4: B5: C5: D5: E3:
A5: E4:

E5:

Direction Action Purchase
Hours Decision Promotion

Sales-Saving

Information










PROBLEME
AAARRR SOLUTION
DISTRIBUTION

POC - PMF

~ Unicorn

CULTURE EATS STRATEGY FOR C UX-CX rowth

BREAKFAST content | acking
plateform
PETER DRUCKER ZMOT

o Strateégies ...,

@
dara - Cligitales <t
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L'école en
quelques chiffres. e

TOP
EUROPE

8000

PERRRRRERARRRERRARRERRERRERAANY
PERRERRERRERRERRERRARRERRERAINY

RUSSIE

| SANTE
ET BIEN-ETRE

2 ENERCIE
ET CHANGEMENT
CLIMATIQUE

3 TRANSFORMATION
DICITALE

4 ECONOMIE
DU PARTACE

5 c£oPOLITIQUE
ET ENTREPRISES

6 ENTREPRENEURIAT

* CHAIRE PAIX ECONOMIQUE,
MINDFULNESS,
ET BIEN-ETRE AU TRAVAIL

+« CHAIRE TALENTS DE
LA TRANSFORMATION
DICITALE

* CHAIRE FERE
FEMMES ET RENOUVEAU
ECONOMIQUE

* CHAIRE ANOSMIE:
RENDRE VISIBLE
LINVISIBLE

* CHAIRE PUBLIC
TRUST IN HEALTH

* CHAIRE TERRITOIRES
EN TRANSITION

6 EXPERTISES DE RECHERCHE

6 CHAIRES

TOP
FRANCE

7Z

CLASSEMENTS EN MOYENNE SUR LES DERNIERES ANNEES

N\

LA R RREREEAI AL

ETUDIANTS DONT 3300 INTERNATIONAUX
ET 150 SPORTIFS DE HAUT NIVEAU

143 125

NATIONALITES REPRESENTEES AU SEIN DE LECOLE UNIVERSITES INTERNATIONALES PARTENAIRES

PARTICIPANTS EN FORMATION CONTINUE

46+ 500

DE PROFESSEURS INTERNATIONAUX COLLABORATEURS

20

PROGRAMMES DE FORMATION

Creverture en 2014

PARIS

Ouverture en 1584

CRENOBLE

7000

PROFESSIONNELS D'ENTREPRISE
QUI PARTICIPENT A LA VIE DE
LECOLE

250

ENTREPRISES PRESENTES SUR LES
FORUMS DE RECRUTEMENT
DE LUECOLE

1000

CADRES PRESENTS LORS DES JURYS
D’ENTREE ET DE SORTIE

2 CAMPUS EN FRANCE




GRENOBLE
ECOLE DE
MANAGEMENT

@ OClamemots

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 & 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

Act

Think

mprcect
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