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INTRO - CO2 (commun) 
Digital IMC 
Search Web + IA 
IA & Tech 
Social Media  
Influence Marketing 
Content marketing  
ADTech & Innovation 
IA-Chatbot -Mail-WhatsApp 
   Plan digital (commun) 
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COMMUNICATION  
DIGITALE  IMC
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Retail Marketing (UX-CO2) 
New Economy  
Stratégie - Secret Sauce 
Funnel  
Social commerce 
Plateforme  
Retail Media 
U-commerce 
GA4 - Data Driven Retail  
   Plan digital (commun)
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STRATEGIE RETAIL 
E-COMMERCE
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Sale Funnel





PREVIOUSLY  
in 180 sec



SALES 
FUNNEL



AAARRR
TUNNEL FUNNEL ENTONNOIR  PIPELINE
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Awareness - Acquisition - Activation 
Retention - Revenue - Referral 

communication 
marketing digital 
vente

1 
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stratégie funnel

TOPfunnel

MIDfunnel

BOTTOMfunnel



MARKETER DIGITAL 
ACTIVATION  

CARTE + BASE 

COMMUNIQUER 
NOTORIÉTÉ 
SEO+SEA 
SEARCH

VENDRE 
CLOSING 

ENGAGEMENT

2 31

Lead nurturing stratégie funnel



communication  
marketing digital 
vente
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de l’innovation



1 2 3
STRATÉGIE D’INNOVATION

COMMUNIQUER 
   MARKETER DIGITAL 
        VENDRE



KEY  
TAKEWAY



360°  
Tunnel de conversion / vente 
Conversion funnel 
Sales Pipeline  
Lead Generation 
Lead Nurturing



AAARRR
Awareness  
Acquisition  
Activation  
Retention 
Revenue 
Referral 
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Awareness  
Acquisition  
Activation  
Retention 
Revenue 
Referral 

Notoriété  
Acquisition  
Activation  
Retour 
ACHAT 
Parrainage 
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Notoriété  
Acquisition  
Activation  
ACHAT 
Parrainage  
Retour

Awareness  
Acquisition  
Activation  
Retention 
Revenue 
Referral 
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Acquisition  
Activation  
ACHAT 
Notoriété 
Retour  
Parrainage 

Awareness  
Acquisition  
Activation  
Retention 
Revenue 
Referral 
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Awareness  
Acquisition  
Activation  
Retention 
Revenue 
Referral 
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Taux de conversion
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TOFU 

MOFU 

BOFU

Top of the Funnel 

Middle of the Funnel 
MID FUNNEL 

Bottom of the Funnel



Taxinomie 

Taxonomie





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



Marketing Attribution 
vs. Contribution 

QUI A LE  
DERNIER CONTACT ?



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%           



CAC < LTV

CAC < LTV



360°  
Tunnel de conversion / vente 
Conversion funnel 
Sales Pipeline  
Lead Generation 
Lead Nurturing



PAID 
OWNED 
EARNED 
SHARED

marketing 
média





Contribution 

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











Cours Live avec Captation Compte 
Formateur



funnelytics.io



CAC>
Customer  
Acquisition  
Cost

LTV
Life 
Time 
Value

Équation du business développement ROMI



CAC>
Customer  
Acquisition  
Cost

LTV
Life 
Time 
Value

Équation du business développement ROMI



Plusieurs  
Modèles 

de 
FUNNEL





Modèle CRM simple (6 étapes 
fondamentales du modèle d’affaires) 
•  Génération / achat de leads (upper 

funnel) 
•  Lead nurturing (middle funnel) 
•  Conversion par le contenu et 

progression par les propositions (lower 
funnel) 

•  Livraison, vente et logistique 
•  Récurrence, abonnement (entretien), 

développement et parrainage 
Modèle AARRR 
•  Acquisition 
•  Activation  
•  Rétention 
•  Revenu (CA) 
•  Parrainage (referral)

RACE 
Reach 
Act 
Convert 
Engage 

Modèle ACNCE 
•  Attention 
•  Capture  
•  Nurture 
•  Convert 
•  Expand



Aim/ Encourage repeat 
business and advocacy 

Measures/ Repeat sales and 
customer satisfaction 

Customer retention activities/ 
• Customer onboarding

• Loyalty programmes

• Customer service

• Conversational messaging

Aim/ Achieve sales online 
or offline 

Measures/ Sales and customer 
satisfaction 

Customer acquisition activities/ 
• Email nurture and ad retargeting

• Website personalisation

• Mobile optimisation

• Multichannel selling

• Conversion rate optimisation

Aim/ Grow your audience 
using paid, owned and 

digital media 

Measure/ Impressions and 
visitors 

Customer acquisition activities/ 
• Review media effectiveness

• Search marketing

• Owned and earned media

• Paid media

• Customer acquisition strategy

RACE

stranger visitor

Aim/ Prompt interactions to 
encourage subscribers and 

leads 

Measure/ Leads 
Customer acquisition activities/ 
• Review media effectiveness

• Customer data profiling

• Content marketing strategy

• Landing pages

• Campaign/editorial planning

lead 
prospect 
MQL SQL

user, 
customer

repeat 
customer

REACH ACT CONVERT ENGAGE
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hubertkratiroff 
 

06 80 43 29 05 
 

hubert@kratiroff.com 
linkedin.com/in/kratiroff 

@kratiroff



I-want-to-go 
moments: 

B1: 
B2: 
B3: 
B4: 
B5:

Information Action 
Decision Purchase 

Promotion 
Sales-Saving

Direction 
Hours

I-want-to-
know 

moments: 
A1: 
A2: 
A3: 
A4: 
A5:

I-want-to-do 
moments: 

C1: 
C2: 
C3: 
C4: 
C5:

I-want-to-buy 
moments: 

D1: 
D2: 
D3: 
D4: 
D5:

I-want-
to-??? 

moments: 
E1: 
E2: 
E3: 
E4: 
E5:

???



SALES  
FUNNEL





AAARRR

MARKETER 
COMMUNIQUER 

VENDRE

PROBLÈME 
SOLUTION 

DISTRIBUTION  
SCALE

POC  ➜  PMF

YC

CULTURE EATS STRATEGY FOR 
BREAKFAST 

PETER DRUCKER

PDCA 
X 
20

M 
V 
P       Unicorn

JTBD (JOBS TO BE DONE) 
TONY ULWICK



INNOVATION / NOWPOEM MVP

1marketer2communiquer3vendre

TRANSFORMATION 
DIGITALE







183 avenue Jean Lolive - 93500 Pantin

12 rue Pierre Sémard - 38000 Grenoble
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