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New Marketing (UX)
Décomposition Taxinomie
Stratégie - Secret Sauce
Plateformisation

Content Strategy

Search & Tech

Social Media & Influence
AdTech - Modeéle pub
Innovation
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servicisation - disruption
uberisation - tycoonisation
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3-5ans §-10 ans +10ans

Responsable digital (e-commerce et marketing digital) 50-65 K€ 65-85 K€ -
Responsable marketing 50-60 KE 60-85 KE -
Responsable média 40 -55 KE 55-70 K€ 70-95 KE
Responsable acquisition 50 -65 KE 85-85 K€ 85-110 KE
Chef de projet acquisition 45 -65KE

Responsable influence / E-RP 40-50 KE 50-75 K€ 75-80 KE
Brand content manager 40 -55 K€ 55-70 K€ 70-90 KE
Responsable référencement naturel / SEO 35-45 KE 45 -0 KE 60-75 K€ T5-85KE
Responsable Social média - - 55-70 K€ 70-85 KE
Chef de projet Social Media 35-40 KE 40 -50 KE - -




delivering

Vision-Assisted Package Retrieval

VAPR
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24/7 on-demand
care with Prime

For $9/month, Prime members get access to:
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AMZ |
build SMR small modular reactor i

AMAZON INVESTS S500M INNUCLEAR



STREET CRED
NEW PERPLEXITY FEATURE prr

"INTERNAL KNOWLEDGE SEARCH" SRINIVAS

» Perplexity Al CEO
« Helps users search the web as well

as own internal files through
"answer engine”

= For use with Perplexity Pro &
Enterprise Pro

2w PERPLEXITY'S NEW Al SEARCH FUNCTION
COMPANY LAUNCHES "INTERNAL KNOWLEDGE" SEARCH
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Speakers Agenda Training

Ray Summit 2024

Where Builders Create
the Al Future

Attend Ra r Saammyt

Why Attend Soonnors Venua FAQ Attand Ray Summit

rhe Golden Age Of
uardware Accelerators

Sep 30-Oct 2 San Francisco Marriot Marquis

The Next Generation of Al
Infrastructure is being Built and
Scaled on Ray

Al is moving faster than ever in the age of LLMs. Hear from the teams
and leaders developing the next generation of Al applications. Learn
how to develop and deploy LLM and generative Al applications with our
hands-on training and tutorials.
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Llama History

New for Llama 3.2

FEA 23 Ak 73 R

Llama 1 Llama 2 Llama 3 Llama 3.1
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TEXT MODELS

| ChatGPT
- $20/month

Claude
A - $20/month

*, Gemini —
- §20/month

Mistral e | MAMMOUTH

No pricing yet —— "  €10/month




Yesterday @nvidia delivered one of the first DGX B200s to @OpenAl.
The specs for these beasts are insane.

GPU

GPU Memory

/2 petakF LOPS training and 144

Performan e
. petaFLOMS inference

Power
Consumption
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Notebooks
L
Nouveau new1 hi
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Exemples de notebooks
Iintroduction to invention Of The Mugifier
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Un Ministral,
des Ministraux

Introducing the world's best edge models.
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CyberCab / RoboVan / Optimus
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Question:
difféerence entre
Vin Cerf
Tim Berners-Lee







create value
for the ecosystem

for the client,
and the company
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markecingdigital
Use of screens
(web, mobile, networks,
DOOH, metavers)
and data to bring greater
personalization and
satisfaction for auciences




Plan
providing
all the means
to achieve
an objective
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TUNNEL FUNNEL ENTONNOIR PIPELINE






Marketing Attribution
vs. Contribution

Last customer
Interaction ?



Contribution

ef"é J & i Cﬂ’ﬁ ’ & cﬁﬁ J ct"‘\ ) C“’# 1 &
o L @ kg o 9 = 2
EMAILING SEA oLV DISPLAY DISPLAY SOCIAL DISPLAY SEA
Interactions -> Ouverlure Clic Complété Impression Clic Clic Imprassion Clic
Objectits > Client Campagne de Compogne de  Compogne de  Compogne de  Compagne de Compogne de Compagne
dormant marque sensibilisation  sensibilisation considération  sensibilisation reciblage RLSA
Formals = Email Mot clé Instream Haobilloge Nmivﬂ Corrousel IAB Mot clé
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HubSpit

Customers

Attract Tools Engage Tools Delight Tools

Ads Lead flows Smart content

Video Email marketing Email marketing
Blogging Lead management Conversations inbox
Social media Conversational bots Attribution reporting

Content strategy Marketing automation Marketing automation



JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE
OF

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

Google



First Second

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

Stimulus




TV > CAC

Customer
Acquisition
Cost

L Equation du business développement ROMI 3/1
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Recette du succes des entreprises



mMiniMumM viaole product

MPP






Ordre :

1 Prototype (wireframing)

2 MVP (mini viable product)

3 PMF (product market fit)

4 Pivot (changement de stratégie)
5 Scale (passage a l'echelle)

6 POC (proof of concept)

/7 GTM (Go to Market)

8 Démonstrateur

9 Usecase (Business case, cas dusage)
10 Pilot






STRATEGIE
de CONTENU

... MARKETING d'INFLUENCE



BRAND
CONTENT

content marketing




content marketing

' -~
Red Bull
content strategy

content mix to be
diversify ‘
brand content
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BATTLE FOR ATTENTION






GARY VAYNERCHUK

NI DAY TRADING
PATTENTION . : ATTENTION

o[ HAY SALES WK w il A VIR
" mnce.tvpubHCttE ‘ . —
‘. e,

. .. . TV, BVOD, VOL, social media with EyeTracking 7638 sessions
. . TV linéaire & BVOD =100%
» .....' 97% VOL
® ® 35% SM
89% TV linéaire & BVOD seen completly
56% pour la VOL
11%réseaux sociaux ;
20 secondes TV linéaire ou la BVOD with 94% attention = 19 secondes
2,5 more than VOL

L

&
'
.
o

B

Etude « Cultivons I'attention » avec la mesure des différents leviers vidéos (TV, BVOD, VOL, Réseaux sociaux) MRC Cross-Video norme
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OTT - Over the Top

SVOD - Subscription based video on demand
TVOD - Transactional video on demand

AVOD - Advertising based video on demand =
FAST - free ad-supported streaming TV
BVOD - Broadcaster video on demand

PVOD - Premium video on demand

Exemples :

SVOD : Netflix, Disney+, Amazon Prime.

AVOD : Roku Channel, Rakuten TV.

BVOD : TF1+, 6Play, Peacock.

FAST TV : Pluto TV, Samsung TV Plus, IMDB molotov

Membedalip Accreditation Standards & Cusdelinges

Media Rating Council

The Media Rating Council IMRC) is a not-for-profit industey seif regulatory body, established in
1963 at the request of US Congress, that audits and sccredits media measurement products and
datla sources across Digital, Out-of-Home, Print, Raddho, Telovision, and cross-media products

Our Objectives

8 Tosecure for the media industry and related users Measurement sarvices that are valid
tellable and effective

0 Te evobes and detarmine minimum disciosiume and ethical critena for media measurerment
wWrvicoes

O To provide and sdministar an auoit system gesgned 1o Infosm users at 1o whethot such
massurements are conduciod n conformance with the criteria and prookdures developed



STORIES, CONTENT, BRAND, POSTs
WORTH YOUR ATTENTION







ATTENTION

MONEY




UBM 2023

. Catastmpheq

Ecolo e

174 635
UBM

e\
Conflit en Ukrane - S Réforme, ggg retraites:
79 292 UBM g% 85 429 BM
Pouvoir (f achal
Insectinte 65 267 1M
66 085 11

R (:chicition - —
| 53 7‘5 ik O Sraet-paiesimmen
50 601 115¢
i amm =
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19 455 1w

iy aton
36 161 11 4

Pl mek stredle
16 242 1=

(ces de Mahed & Newesre (97)
o wolerees (rhanes

18 464 15M

L'UBM est un indicateur d’impact mediatique offline
et online. Il quantifie le nombre d’individus
potentiellement exposés a une information en
France, quelle que soit la source de I'information et
sur I'ensemble des canaux mediatiques, traditionnels
ou digitaux; 100 UBM signifie que chaque Francais
de 15 ans et plus a été exposée une fois a un sujet.

Une couverture divisée presque par quatre dans les
JT de 20 heures par rapport a la premiere annee,
selon la Revue des médias / INA global (79 k

UBM vs 223 k UBM en 2022

Les bonnes nouvelles en matiere de
réindustrialisation3 (16 k UBM) éclaircissent un peu
I’horizon, en lien avec une multitude d'annonces
gouvernementales sur le sujet. 57 nouveaux sites

ouverts en France. U B M 2023

unité de bruit médiatique
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infobesity / information overload

Info snacking
or
Digital Détox
or
Premium Content = Content Strategy
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le rapport a l'infobesite
est une
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Native Advertising
Gamification
BrandContent

Influence

Curation

RTM / SEO
POEM

\/

LoveMarks

kratiroff 2024



YouTube

YouTube : vous pouvez désormais générer des
revenus dés 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



Butbrain




0 LICATUS Advarisers Pubiitidegt ) Ow Cosnpany - Aar s Cantact ™~

Be Bold. Go Native!

Sponsored by LIGATUS

Surpoids : Un ingénieur a découvert ce truc
a faire tous les jours




Google

® © ® 0 O
© 0 0 0 ©



FOMO // CONTENT

kratiroff 2021



PHILIPPE MICHEL
C’EST QUOI

LIDEE?

Prblicitd, crdation et sacedté de consompaation
FRESENTI AN
ANNE THEVENET-ABITBOL
FPREFACE DE PREDERIC BEIGBEDER
a ( Les idées naissent d'une
B minuscule collision, d'un

frottement entre des fragments de conceprs

qui n'avaient pas |'habicude de se fréquenter
et c'est ainsi que des concepts auparavant
troids se mettent & dégager de la chaleur et
que des objers obscurs jusque-la commencent
a émetere de la lumigre. Petite
chaleur, petite lumigre qui
menace de s'éreindre ,,
si l'on 0’y prend garde.

MICHALON
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#1: DEFINITION ¥

CONTENT STRATEGY IS...
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@ Content Marketing

The process of creating valuable, relevant content to
attract, acquire, and engage your audience



CONTENT BIG PICTURE

Infobesity g t?:::g;

1 2 3




1

Infobesity

FOMO
Info-Snacking
10 hours
Hyper Choix
Digital Detox
NoMoPhobiea

2

BRAND CONTENT

StoryTelling / Newsletter
Quality Writing

Native ad / Gamification
Curation / Vidéo / Podcast
RTM / SEO / NewsHack
Livre blanc / Webinar

Learn Marketing / WebSerie

POEM

3

LOVEMARKS

UX writing
USER Respect
Loyalty Beyond
Reason

fovemarka

The Future ynnd Brands
Kevin Roberts



content strategy could refer to:

. Content marketing,

Brand content,

Content format strategy,

Content channel strategy, Content Distribution,
Content writing, CopyWriting,

Video and social strategies,

Digital Asset management (DAM)

sk i i S

Content strategy is the umbrella term that
encapsulates all of these more specific content tactics



BRAND CONTENT

confent marketing



A l'inverse du #BrandContent, le #ContentMarketing
est #UserCentric

CLICK TO TWEET

Brand Content = Brand Centric
Content Marketing= User Centric
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gopro nike

Innovations in Video Content Marketing: a game-changer for brands aiming to hook their audience. It's all about crafting stories that not only
sell but stick.

GoPro’s Adventure-Filled YouTube Channel : Take GoPro, for instance. They've turned their YouTube channel into an adrenaline-pumping
showcase of user-generated content. It's not merely a display of the gadget's prowess; it demonstrates how users embody the brand'’s spirit
of adventure in their daily lives. GoPro, in its essence, has become the content marketing definition of visual storytelling — crafting a space
where the heartbeats of adventurers from all corners of the globe resonate with each frame.

GoPro’'s success stems from its ability to immerse the audience into a grand narrative of collective zeal and exploration. It's this sense of
belonging that keeps them coming back for more thrilling videos, making GoPro a thought leader in using real-life excitement to fuel its
marketing drive

Nike's One-Minute Talent Show : Nike took things up a notch with their “One-Minute Talent Show”. Featuring famous athletes showcasing
talents beyond sports was not just entertaining but it highlighted personal aspects often unseen by fans.

With its campaign, Nike masterfully harnessed the might of social media, transforming short videos into a medium that not only reinforced its
identity beyond mere sports apparel but also established it as a pivotal force in shaping cultural and creative landscapes




ce que la
STRATEGIE DE CONTENU

apporte au

marketing ?









FESTIVAL DE CANNES



« Le brand content c’est
ce que devrait étre la
bonne publicite »

Hubert Kratiroff
(Les fonctions du marketing)
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« production de contenus
nouveaux par les
marques »

Hubert Kratiroff
(Les fonctions du marketing)



Content is
King

G



“Content is King”

Bill Gates, 1996
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IS god



Création de cONtenu .
UGC user generated content

experts (indépendant,
marque,consultant)

artistes (ponctuel, récurent)
influenceurs .
iy



Avant / Apres

PUB : faire passer un message

BrandContent :
partager une expeérience



...avant une marque
faisait des pubs,
aujourd’hui elle fait
des romans, des films,
des évenements...

HK, préevision 2017









D TELECHARGEN LA CONVERTURE

> FRULLESTEA LE LVAE

A 3 O

COLLECTIF

Lady

Ouvrage colect TAdem Gopni, Caclle Guilbory, Ny Kapnélan, Camilly Laurens,
Alexander Massix, Avhony Mama, Eric Relnhard! et e Colombe Samick

L 1eaten SFALSM Gopiul, Alsvascdns Makas ot Anthiry Mams orl &30 Iraduits da
ranglais par Carine Chichessay

Hors série Litdrature, Galllard
Parution : 02-02-2012

Les Editions Gallimard ont proposé & cing auteurs francais et trois
auteurs américains d'éerire librement une nouvelle avtour du sac
comme objet littéraire. Centré sur le sac Lady Dior, objet de mode
devenu icdne, chaque texte offre au lecteur une vision singulifre ot
les mots jouent habilement avec cet objet de désir.
Cécile Guilbert offre une drolutique et brillante petite
phénoménologie du Lady Dior. Adam Gopnik décrit 'obsession de sa
femme américaine pour un objet qui symbolise le luxe francais.
Camille Laurens invente une tendre histoire d'amour dont le sac se
révile Btre le magicien. Alexander Mnisik dresse un somptueux
E:ort.mt de Paris. Anthony Marra propose une fable sociale autour de
possession d'un objet de réve. .ri: Rﬂlnharﬂ! retrace la fabrication
d'une commande spéciale dans les usines de Florence. Colombe
Schneck a trouvé au Lady Dior une étrange fonction, un abri pour un
homme qui ne sait pias encore aimer. Nelly Kapriélian ose décrire les
femmes de...
s T

140 & 205 mm
Adm;m-
Garen | “.mﬂm*w UitE s targaas >
Hiwveles wi rbroia
Epaqu M0 sbcs
TN - STIQOTOITROG - Concode | ITRATY T PESS4 - Coce duvbotes - A1 THE

Kratroll J02d4 -~ s



LADY

Nouvelles

GALLIMARD

TELIAN, Last Night a 1. 1. Saved My Life 108

IMBE SCHNKCK, A l'intéricur 113



branded content

content marketing

branded entertainment
product content

content marketing

brand content

content strategy
stratégie editoriale

brand culture
bibliotheque de contenus

tous les contenus
contenu sponsorisé
contenu spectaculaire
publicité de la marque
fiche produit

production éditoriale

DAM digital asset management



CONTENT BIG PICTURE

Infobésité Content Lovemark
Strategie

1 2 3






1

Infobésité

FOMO
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

2

BRAND CONTENT

StoryTelling / Newsletter
Qualité rédactionnelle
Native ad / Gamification
Curation / Vidéo / Podcast
RTM / SEO / NewsHack
Livre blanc / Webinar

Learn Marketing / WebSerie

POEM

3

LOVEMARKS

Respect du lecteur
Respect du client
Fidéle au-dela du
raisonnable




« contenu editorial cree
par une marque »

la marque est un media

Hubert Kratiroff
(Les fonctions du marketing)






Gutenberg Zuckerberg

Sandberg




Bouddha
Confucius
Socrate
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Proust

Sartre
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_ the furrow
= T John Deere

G. L SHAUL

Clarinda, Iowa. .‘ 1897
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About The Furrow

The Furmow was first established by John Desre Company in 1895 as “A
Journal for the American Farmer.” The goal of the magazine remains the
same - 10 tell stonies that people enjoy reading and provide them with
knowiedge that they can apply in their operations.

Meet The Furrow Team

Back Issues

HOW'S THE WEATHER?
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he Furrow

JOFREE: roN THE ANMERICIN FURNER

FUELESHED QUANTTNLY BY

G. L SHAUL
Clarindsa, Iowa
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éevénements
compétition
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géreé sur 160 pays par 3000 personnes media house

Red Bull excelle dans la creation de
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Content Pillars
Pexrsona

what is your mission?



Piliers thématiques
Persona
Mission éeditoriale

audit de la plateforme de marque actuelle

et toutes les entreprises



Content strategy how you use
content to generate leads, convert
visitors, delight current customers,
grow your brand, provide sales
support, or even align your internal
communication



EEAT

Experience
Expertise
Authority
Trust

E-E-A-T: Making experience and expertise your
content advantage

E-E-A-T, YMYL, and other factors to consider when creating a content strategy to
beat your SEO competitors and satisfy your audience.

Googie probably worfl ever tell us how its algorithms work ~ but that doesnl mean it worft drop a few
s

Googhe's Search Qualty Rater guidelines mention [ A1 (expenence, expertine, authoritativeness and
rustworthiness) 126 times — which is a pretty big Indicator that this is important, according to el
N, lead SEQ content manager sl Kelley Blue Book & Autotrader

Leveraged correctly, ensunng your content defivers E-E-A-T to a high standard can supercharge your
SEQ, she exploined

Heré's hOw you Can use expénence and expertise 10 your content bavantage, as presented by Fach at

Experience is a priority
Googee updated M E-A-T Qg in December 2022 10 add an axtra ¢, which stands for expenence

= and 1's a factor afl SEOs should priontize when i1 comes 10 thes conlent strategy. Fach explaitied

¢ “The experience aspect s really great because anyone can leamn 1o write about any topic = but
only someone with expenence can provide the ingights people need 1o make o decision that could
mpact thew e, whether it be health or financial or even just what they're going 1o eat for dinner

e "S0 does your content demonsatrate it was produced with some degree of experience, such as
actusl use of a produat™ Or has the writer actually visited a place they're discussing?”



4 Steps to Getting Your Content Strategy Off the Ground

Define

What do you want to create?
Why is this important?

Who is it for?

What results do you want?

How will it be measured?

n © ©

Map

What channels will you use?
What formats are best?
How often will you publish?
Who's going to create it?

Who can you connect with?

Launch

Act! — Perfection is nothing
compared to practiced

production.

Measure and Revise

What performs “best"?

What performs “worst™?
What's the ROI?

What do we need to change?

Are these the right tools?



Types of Tangible Content Assets

Includes anything written, visual, or downloadable you use in your content marketing

LY Blogs Checklists © Memes
@ Case Studies I Guides ! Newsletters
B White Papers B¢ Videos B Articles
I Ebooks @ Podcasts Q. Reports
&% Infographics *s Social Media % Emails

B8 Templates Le! Webinars ... and more



erent content formats to shake up your strategy

- Visual -

* Webinars (Live and On Demand)
« Videos (Traditional & Interactive)
* Memes
* Infographics
* Virtual Reality
* Display (banners, GIFS)

* Animations
*» Social Images
* LookBook
* Slideshares

- Written -
A
- - * Analyst Report
-' : * How-to Guide
* eBook
* Workbook
* Checklists
- Audio - * Business Case
* Case Studies
» Podcasts * Vendor Guides
* Voice App * Reviews
* Digital Radio * Interactive PDFs

* Audio Books * eNewsletter




Leci nest pas une fufie.

Cecl n'est pas un cours !

Subtilité du contenu



# Step 1: Define Your Content Strategy

Your content has a mission — so define it.

What content do you create?

Why is that content important?

Who do you create content for?

What results will that content deliver to those audiences?

How will you measure the success of your content?

# Step 2: Map Your Content Strategy

You need a plan for implementing your content.

What channels will you use to distribute your content?

What formats work best for those channels?

How frequently will you publish?

Who will create the content?

Are there influencers in your space you could connect with?

# Step 3. Launch Your Content Strategy

Act — perfection is nothing compared to practiced production.

Post your first video. Publish your first blog. Print your first sales one-pager.

If you're thinking of launching or redefining your content strategy, take a cue from Nike: just do it™,
# Step 4: Measure and Revise Your Content Strategy

Don’t stop at publication. Learn and evolve your strategy to better meet your goals.

What content performs “best” in terms of our goals?

What content performs “worst”?

What is the ROI on our content strategy based on these goals?

Do we need to change the way we measure content performance?

Can we increase ROI with content repurposing?

Are there new tools or formats we should consider?

Remember, though: content can take time. Don't rush to launch a podcast or start creating videos just because other brands are doing it.
Give your content the time it needs to perform and tweak your strategy slowly, testing new variables (e.g. content length, format, channel,
voice, subject matter, etc.) one at a time till you find the right recipe for your brand.



PHASE 1: How to Build Your Content Strategy?

A vague idea like content strategy leaves a lot of interpretation to those — probably you — responsible for deciding what your content
strategy actually is and how you’re going to execute it.

When we talk about "content strategy” at Orbit, we're usually referring to a “content marketing strategy” — or how to use content for
marketing purposes.

But content isn't only for your prospects and customers. Content can serve a variety of purposes, so defining what content strategy means to
your team will help you narrow in on the more tactical elements of that strategy.

If you're focused exclusively on marketing, check out our content marketing mission statement guide. This formula can help you build your
content marketing strategy in less than an hour — use our free template to get that done next weekOpens a new window!

our content is where audience X gets information Y that offers benefit Z

And you can use this same formula to define your broader content strategy that extends beyond marketing:

Our content is where OUR SALES TEAM gets PRODUCT INFO so SALES AND DELIVERY ARE ALIGNED.

Our content is where PATIENTS get BILLING INFO that offers them TRANSPARENT COSTS.

Our content is where CUSTOMERS get TROUBLESHOOTING GUIDANCE that EMPOWERS THEM TO BETTER USE OUR PRODUCTS.

Here are some real-world content marketing strategy mission statements:

An example of a content marketing strategy might be: Our content is where ClOs get TRENDING SECURITY REPORTS that offer them
INSIGHTS INTO EVOLVING CYBERSECURITY THREATS

Swift Passport - “Where international travelers get travel tips and news to make travel easier.”

Enchanting Marketing — "Help small business owners find their writing voice so they can share their ideas with gusto, connect with their
readers, and sell more without selling their soul.”

Tellabs - “The best source for info on optical LANs. We show IT buyers how to address tech and business challenges, identify trends, reduce
expenses and improve user experiences."

Working Moms Only - “To Supply the tools that can give every working mom the ability to lead a healthy, wealthy and more balanced/blended
lifestyle.



How will you repurpose your content?
One of the biggest errors in content development is to create a piece of content, hit publish, and then move onto the next piece of content.

It's a huge waste and reduces the ROI of your content strategy drastically. Explore ways to repurpose your existing content. Turning a blog
into a video or social media post extends both the reach of your content and the ideas on which your content rests



How to Measure Your Content Strategy

Once your content strategy implementation is in full-swing, you'll need to begin measuring content performance.

Not sure what to measure? We wrote about the best content marketing metrics in our guide, so be sure to check that out.

A key takeaway? What'’s highly visible may not be very important.

Example 1: Page Traffic

That is a highly visible metric using analytics. If the goal of your content is to get more traffic, then leveraging SEO content is key to reaching your goal.
But “more traffic” may not always be what you want.

Example 2: Conversion Rate

More likely, you want that traffic to convert — and so you actually want conversion rates to increase. That could mean less traffic that converts more!
This is harder to measure — and harder to directly change — and yet is probably one of the most common goals of content marketing strategies.
Example 3: Brand Awareness

At the same time, maybe a key goal of your content strategy is brand awareness. And then a Linkedin video that has massive reach with absolutely O
direct conversions achieves your goal.

That’s why defining your content strategy — who you create what content for and why — is so critical. Because if you don't know why you're creating
content, you can't know whether the content is working.

Example 4: Support Calls

There are times when you want your content to actually decrease conversions! (| know, we said it!)

Consider the use of help videos that give your existing customers support so they can self-solve basic problems.

In this case, a bunch of folks NOT calling your technical support team or customer service team is success — and measuring video views and assessing
that metric in parallel with service calls to your teams could help you ascertain the success of your tutorial videos.

Content marketing can serve many purposes:

Acquiring website traffic.

Building brand trust.

Promoting a product or service.

Convincing people to download something.

Convincing people to buy something.

So many companies out there produce content without putting in any thought beyond staying top of mind. Some companies are so bad about it that |
actually subscribe to their newsletters just so that | can swipe the topic, write better content, and optimize it to earn more organic search data for my
clients.

These are what you're looking for:

Raw Traffic (Sessions and Users).

Goal Conversions.

Goal Conversion Rates.

arAammarra CAanvaresinne
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The Periodic Table of Content Marketing

An overview of the key elements of content marketing

A seven-step guide to success
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types de content

Ludique

Informatif, technique, innovant
Pratique, utile

Aide a la décision



logo

Image
vente
notoriete
valeur
culture
storytelling

+ DES CONTENUS

capital actif gere par le MRM & DAM



Avant / Apres

PUB : faire passer un message

BrandContent :
partager une expeéerience



Avant / Apres

1) Le consommateur devient un public

2) L'annonceur devient directeur des
programmes

3) La marque se transforme en éditeur
(meédia, publisher)

4) Le contenu créeé devient un actif (asset)

G



AVANT / APRES

Prise de parole limité a la
transmission de messages

Transmission :
unidirectionnelle, capte
I"attention, repétition,
couverture

Message : objectifs de

clarté, mémorisation,
attribution, affinité

Partager un contenu

Proposer une expérience
éditoriale

Apporte une valeur pour le
récepteur (drole, info,
pratique, culturel...)
Discours citoyens non client,

la personne et non le
consommateur



Avant / apres

avant une marque faisait sa pub maintenant
elle fait son histoire

nouveau format pour nouveau message :
le storytelling est difficile en pub classique

(seule les marques de luxe s’offre des films

pub de trois minutes pour raconter une
histoire)

G



e-advertising
Web-Advertising

11 & M-Advertising
S-Advertising
AdTech

e-commerce :
® B web-commerce
m-commerce

s-commerce

Strategy
web-marketing :

£l M-Marketing
SocialMarketing
Martech / MARCOM

WEB Design
II;‘JWEBMmmnt :
InsideWeb / BackOffice

Research - Empreinte
DATA - Bl
Gouvernance Information

SEARCH
a3 SXO
Référencement
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Selim Niederhoffe | , EYROLLES

Pages de vente, newsletters,
sites web, réseaux soclaux...




Sélim Niederhofler

POUR VENLHE
EN LIGNE

Pages de vente, newsletters,
sites web, réseaux sociaux...

ECRIRE MIEUX POUR VENDRE
PLUS
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LE MARKETING

DIGITAL

https://youtu.be/9e9TPAka79E?si=9deCTq6L6h 8wsH-



The Art Of Pitch

@



Best StoryTelling ever
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second StoryTelling
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ECOLE
NATIONALE
DE U'HuMOUR

Accuell

A propos

Programmes el cours
Services aux entreprises
Jeunesse

Fonds ENH-Netflix
Evénements

Nouvelies

Soutenez 'ENH

L'ENH dévoile les
récipiendaires 2019 du
Fonds ENH-Netflix

Description du cours

Ce cours vise a apprendre aux étudiants a reconnaitre et
a maitriser les divers éléments qui composent la
structure d'un sketch humoristique destiné & la télévision
ou au web :

{ objectifs pédagogiques)
- Comprendre la structure narrative d'un skelch

- Développer des techniques d'écriture qui permettront
aux étudiants d'étre plus efficaces lors de ['écriture de
sketches

- Comprendre les exigences de |'écriture pour la
télévision et le web

- Développer 'esprit d'analyse

- Initier & la script-édition

la structure générale, 'entrée en matiére, le conflit, les
dialogues, les personnages, la chute, L'étudiant sera ainsi
en mesure de constater ['apport d'une structure bien
comprise au petentiel humoristique d'un sketch,

{ méthodologre )

- Théorie

- Exercices d'écriture

- Visionnements

- Analyses et discussions en groupe

- Rétroactions



ECOLE
NATIONALE
DE L'HUMOUR

Accueil

A propos

Programmes et cours
Services aux enireprises
Jeunesse

Fonds ENH-Netflix
Evénements

Nouvelles

Soutenez 'ENH

L'ENH dévoile les
récipiendaires 2019 du
Fonds ENH-Netflix

{ objectifs pédagogiques )

- Initier I'étudiant aux principes de base de |'écriture de
scénarios de fiction

- Développer sa capacilé a créer un univers et une
prémisse de départ ayant un bon potentiel dramatique,
propice & la comédie

- Développer sa capacité & créer des personnages
engageants, riches et,..drbles

- Familiariser |'étudiant aux principes fondamentaux de
la construction d'une histoire

- Développer sa capacité a faire émerger un propos
dominant dans son histoire

- Initier I'étudiant & I'écriture de deux documents
indispensables dans le processus d'écriture de scénarios
: le synopsis et le scéne-a-scéne

- Développer la capacité de |'étudiant & écrire une scéne
solide - incluant arc et mouvement - ainsi qu'a
développer une oreille pour le dialogue

{ méthodologie )
- Cours magistral
- Discussions

- Visionnements d'épisodes de comédies télé et
d'extraits de films

- Devoirs réalisés & 'extérieur des cours, exercices
réalisés en classe

- Lectures de textes choisis
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WATCH DISCOVER ATTEND PARTICIPATE ABOUT LOG IN

Playlist (20 talks)

20 ' The most popular talks of all time

MOST Are schools killing creativity? What makes a great leader? How can | find happiness? These 20 talks are the ones that you

POPULAR your fellow TED fans just can't stop sharing.

: ; @ Watch now n_.. Add 1o st ; Favorite

Playlist (20 talks): The most popular talks of all time

(@n Robins Let's write the future
Do schools kill creativity? with buildings that care.

Kon Rebre .

Sir Ken Robinson makes an entertaning and profoundly moving case for FIND OUT MORE

creating an education system thal nurtures {rather than undemines) craativity
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Thank you for your email! I'll be out of the office for the holiday break, spending time
with my family back home in Canada; the weather lcaks to be fantastic!

Know that | would probably rather be responding to your email; instead I'll be reliving
my chilcdhood “character bullding”™ experiences of shoveling the driveway 2-3 times 3

day (that's me in Kitimat 1989) “ﬂ’

If you can’t wait for my return, at least feel sorry for me. I'll

get back to your email on the 28th, or after I've thawed
out.

Regards, Stevan
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THE MESSAGE

®7 Episode?




=1 ages 4 THE MESS,

N\ Subscribe @ iTunes

New details about The Message ore revealed as the group embarks
on their journey to decode it How will they do it? What does it
toke? Whot do they need Lo know? What is The Message? All of
your questions answered in this episode of The Messoge. CAUTION:
LISTEN AT YOUR OWN RISK

Released 10/11/15

Episode 8
The NSA has tasked the Cypher Group with decoding a verified
alien message that has plagued codebreakers for decades. In this The group creates D'ﬂf; thot will heip them find an answer, but
- : ; puts o teom member’s life in greater donger. Even ol the expense
episode, Nicky introduces the members of the Cypher Group and of thel tom. they continiis duiliig thele lon Rirther o scive the

“The Message” to the world in her podcast Cyphercast. mystery of The Message.

Released 10/4/15

|@: podcast theater Released 11/21/15



Volvo Trucks - The Ballerina Stunt (Live Test)
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12 Stages Of The Hero's Journey - Christopher Vogler

se’ (leal L ftate

HERO’S JOURNEY




Pour captiver votre audience, utilisez des techniques éprouvées comme le voyage du héros, popularisé par Joseph

Campbell.

Cette structure narrative suit un protagoniste a travers différentes étapes : appel a I'aventure, défis, transformation, et retour
triomphal. Cette approche engage le public en montrant une évolution personnelle et des victoires face a |'adversite.

Une autre technique est le récit en trois actes : introduction, confrontation, résolution. Cela donne une progression claire a

votre histoire, maintenant I'intérét tout au long.
Utilisez aussi des arcs émotionnels pour toucher votre audience, en jouant sur les hauts et les bas eémotionnels pour renforce

I'empathie.

la morale le monde ordinaire
S1TLEY - The Mere's Adveiniure
POWIR
"MYTH
la résolution I8 I'appel a l'aventure e
Py %0 41 99 [l LTS T Y
«OWER
MYTH
T
103 - Tha Finyd Staryteller
la confrontation la quéte e 22, 1988 54

JSOWER
‘MY TH

traduit et adapte d'aprés Campbell (2010) et Duarte (2011

£1 B4 - Saorifice and Bligs



The 6 Primary Story Arcs + 12 CV stages

All stories move, but some stories only have one movement
1/ Rags to Riches (rise) ... education & work (or chance but without education 2/)
2/ Riches to Rags (fall) ... heritage fortune then nothing

3/ Man in a Hole (fall then rise) ... strenght

4/ Icarus / Freytag's Pyramid (rise then fall) ... self-confidence & arrogance lead to fail
5/ Cinderella (rise then fall then rise) ... emotional
6/ Oedipus (fall then rise then fall) ... hazard

12 stages of Hero’s Journey by Christopher VOGLER

... youtube video: « https://www.youtube.com/watch?v=o0NNaMuBOxv4 »




Beginning Middle End

Climax

Conclusion

Exposition I
Telltail Editing



Climax

The most suspenseful part of
the plot. The turning point for
the protagonist,

Falling Action

Events the unravel the conflict between
the protagonist and antagonist that
lead to the resolution.

Rising Action
Three major events that add

suspense or tension to the
plot that lead to the climax.

Resolution

The conflict is resolved
and we discover whether

Denouement
The "tying up of loocse ends”.

Initial Incident the protagonist achieves
Exposition The very first conflict that Uhere.gowl or rot.
Background information occurs in the plot.

of the plot that includes
characters and setting,



STO RY ARC ProwritingAid

CLIMAX

RISING SUCCESS
ACTION OR FAILURE

INCITING FALLING
INCIDENT ACTION

SET-UP RESOLUTION



CINDERELLA STORY ARC

PLOT DIAGRAM



FROM
MICRO-MOMENT

TO
NANO-MOMENTS



FMOT FIRST MOMENT OF TRUTH by P&G

ZMOT by Google
ZERO MOMENT OF TRUTH

SECOND MOMENT OF TRUTH
ULTIMATE

MICRO-MOMENTS



[-want-to-know | I-want-to-g0 I"want-to-do § I-want-to-buy

moments moments moments moments

Information Direction Action Purchase
Hours Decision Promotjon
Sales-Saving




I-want-to-know [-want-to-go [-want-to-do [-want-to-buy

moments: moments: moments: moments:
Al: B1: Ci: D1:
A2: B2: C2: D2:
A3: B3: C3: D3:
A4: B4: Ca: D4:
AS: B5: CHe D5:

Information Direction ctior Purchase
Hours Decision Promotion
Sales-Saving




[-want-to-
know

moments.
Al:
A2:
A3:
A4:
AS5:

Information

[-want-to-go
moments:
B1:

B2:

B3:

B4:

B5:

Direction
Hours

I-want-to-buy

moments:
D1:
D2:
D3:
D4:
D5:

Purchase
Promotion
Sales-Saving

[-want-
to-229

moments:
El:
E2:
E3:
E4:
E5:




Q

[-want-to-know
moments:

When someone Is
explonng or
researching, but is nol
necessaniy in
purchase mode

[-want-to-go

moments.

When someone is
looking for a local
business or is
considenng buyng a

product at a nearby store.

I-want-to-buy
moments:

When someone is ready
to make a purchase
and may need help

deciding what to buy
or how to buy it.




I-want-to-know
moments

65%

of online consumers
ook up more information
online now versus a

few years ago.’

66%

of amartphone users tum
to their phones 1o look up
something they saw in a
TV commercial.?

[-want-to-go
moments

2X

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

82%

of smartphone users
use 8 search engine
when looking for a
local business. ®

I-want-to-buy
moments

SYAL

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

PASK:

Increase in mobile
COnversion rates in
the past year®




CONTENT

DISTRIBUTION







Paid Media
Owned Media
Earned Social

Shared Social
Managed Marketing

G




PAID

Achat d’'espace
Displays

Liens sponsorisés
Programmatique & RTB



OWNED

propriété de I'annonceur

website
catalogue
print
newsletter
emailing

G



EARNED

Ensemble des retombées générées
gratuitement par une marque



SHARED

Earned via les partages de réseaux sociaux
(retweet, like ...)



Empreinte digitale




CONTENT
STRATEGY

¥

PAID

* Banniére
* PPC
* Mobile adv

" App

%

OWNED

* Websites

* Mobile sites

* APP

* Proprietary
blogs

* Video

* Data Planning

* E-mail
Marketing

* SMS & Mobile

L)

EARNED

* Social média

* Word of
mouth

* Forum
* News PR
* Bloggers



Loi de Metcalfe et viral loop
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Stop

Paid media
Media passif
Client passif




GO

Earned media
Media participatif
Client VRM




CURATION

Verbe : curer !



Selection + Aggregation +
Editorialization + Contextualisation+

Enrichment + Share

Curation



CURATION : TOOLS

Scoop.it Scoopm
Curata X curata-
Pocket (getpocket)
Instapaper

Paper.li FlipBoard
Pinterest, Bundlr, Stumbleupon et Pearltrees
Source : Medium, TheConversation

C’ I Instapaper ;ﬂ

”



E mdern marketing
1

B C ¢

EDE modern marketing

G WAl e | pkoad Fas s ot | Ot migoratew B

3

Live Desktop Broadcasts, Mid-Roll o |

Video Ads & More: 7 Facebook
Changes You May Have Missed

0
ﬁ
Qe
Le monde en 2022 selon IBM
LADN
¥
! .
&7
o
'We're the Uber of X!







CURATION

Curation = 1/3 brand content

Easy, fast, reliable, trust



CURATION

Influence marketing
Follow the right persons, account
Copy, cite, quote, steal, plagiarism

G CURATOR'S CODE






NUDGE UNIT'

SUCCESIFUL BEMAVIORAL CHANDG

1785 «Les Sablons» LouisXVI & Antoine Parmentier






bva

Nudge Who we are What we do Knowledge & News Contact us
Consulting Learning Resources

AL BT T RS a global consultancy

that applies the best of Behavioral Science to
help organizations and humans to...

Be healthy Be happy Be green

HAPPINESS
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Richard Thaler
Nobel 2017 Nudge

to encourage or persuade someone to do
something in a gentle way

inciter sans que l'incitation soit perceptible, sans contrainte ni recompense
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DANIEL
KAHNEMAN

THANKING,
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i
DANIEL

KAHNEMAN

WINNEHR OF THE NOBEL PRIZE IN ECONOMICS






What is native advertising?

Contenu sponsorisé, pertinent pour
I'utilisateur, qui n'interrompt pas son
experience de lecture, et qui s'integre
dans |I'environnement éeditorial qui
I'accueille



N/ATMI V.E
AD\/:—% [1SING

Native advertising is a form of paid advertising in which the
ads match the look, feel and function of the media format
where they appear.

NA fit “"natively” and seamlessly on the web page or SM
feeds.

Unlike banner, sponsorised post or display ads, NA doesn't
really look like ads, so it don't disrupt the user's interaction
with the page.



e
! T_I_: + FEDERAL TRADE COMMISSION Maen
d ' PROTECTING AMERICA'S CONSUMERD ohi

Home | Business Guidance | Business Guidance Resources

Native Advertising: A Guide for
Businesses

Tags: Advertising and Marketing Endorsements, Influencers, and Reviews
Online Advertising and Marketing Advertising and Marketing Basics

Marketers and publishers are using innovative methods to create, format, and deliver digital
advertising. One form is “native advertising,” content that bears a similarity to the news,

feature articles, product reviews, entertainment, and other material that surrounds it online.
But as native advertising evolves, are consumers able to differentiate advertising from other

content?



[LPS..

iploads/2Zu1Y,
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NATIVE
ADVERTISING

PLAYBOOK
2.0

There are thiee primary types of leeds where Nalive Ads typically appear.

* Content feads typcally indude articdes, imoges or video branded/native content, .4, publisher
conten! ites and newi aggregatan such as CNIN and Yohoo

* Product feeds typicolly include product, services or opprinstall branded /nafive content; e.g.,
retad sides and opp lanngs such o3 Amazon, Etyy ond elay
« Social feeds typically include social content, arficles, videos, stories, imoges and music

TODAY'S NATIVE AD TYPES AND CRITERIA  Pecec/pofis content g, soci retworking and messaging apps such os Facebook,

FOR HOW TO EVALUATE

neogtom, ond Twitter
Hnll Dnm-crdfﬂdx thate are no InCantent Ads




AD\/:%I\S\NG

Le native advertising, trait d’union entre les centres d’intérét des
cibles des annonceurs et les univers thématigues développés par
les marques médias avec |‘utilisation des data comportementales
observées sur les audiences digitales, est un vecteur
d’accélération de cette mise en relation.



3 conditions «native"

La transparence, qui assure une identification
tres claire de la provenance des contenus.
L’intégration qui assure la linéarité de
I’expérience utilisateur au sein de la marque média.

La qualité, qui répond a des criteres d’exigence en
adéquation avec le média



AdYou Like

ke est le Ie r Euro ee ative dAdvertisin%. Cette nouvell 5 EI
exp E%rgeeu ra 1 u cnn enu de marque au cceur du con enu editorial et

% orma S na fs sont beaucougrplus enﬁ eants les formats clas? %s de
P licI ieux er%L# ? iﬁ; S S ca é':'.L_!cmt non intrusi
con ent une Istoire en partaite a nlte avec € site media qui les accueﬂ e.

CHIFFRES CLES

Création en avril 2011 : 12 salariés
21 806 000 VU/ mois*

20 000 000 de vidéos vues/mois
Plus de 100 campagnes réalisées

GARANTIES

Formats 100% Native Advertising

60 Sites Ultra Premium

Mode d’achat sur mesure : CPV, CPM, CPC

Performance : CTR > 5%, garantle vidéo vue 3 100%
Web Mobile Tab!ette

Adyoulike




ArtText / UX writing

Un texte si beau qu’il
est conserve

nnnnnnnnnnnn



LEARN MARKETING
TENDANCE EN

PLEIN ESSOR

BEST IN CLASS
CONTENT MARKETING




® IDRISS ABERKANE
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That is, we had to reach them when they had tiny pockets of downtime-
ke when they were warting for a meeting to start or standing in line for
coffee. And what were people doing in those moments? Looking at their

Nhones.

[""J-i‘ i:"'.-'t-...'t:..‘};'” ;_:_':_ L

Fail Intelisgentiy
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GOOGLE
mu:ms

|

Bienvenue sur votre tableau de bord Google pour les Pros |

! Hubert

5 sut 89
Votre programme de formation Cours Badges

Félicitations ! Vous avez réussi ce cours. Etes-
vous prét pour le prochain cours ?

Le prochain cours de volre programme est  'La fonctionnement des sites Web »

-

TOUS LES COURS 1 BADGE(S)




Bienvenue a la Twitter Flight School

L = g .
- Fde
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Bon choix!

Vous avez terminé le cours Twitter Amplify




facebook blueprint  eteaming  ve  Cerificaon  Webinars  Start Courses

: .r.:‘ X i& g
FACEBOOK ELUEPHIHT ) ’ :

The too\s you nged tolearn fiow
Facebook can‘help grow your
¥, busmess

oy
/

Build Something Great

Welcome to Blueprint, Facebook's global training and certification program, designed to help
businesses reach their own goals their own way. From online leaming to live events to certification

opportunities, Blueprint is here to help your business see its best results.



HUbS@ét Academy READ DOCS WATCH TRAINING DO PROJECTS GET CERTIFIED BE INSPIRED

Sign up for a free account & gain access to our certification courses | Get started today »

What do you want to learn today?

Senrch
Get certified. Walch our training videos. View HubSpot Projects.
o Shaw the warld that you mean ° Loam HubSpat |l your pace on e Achieve your goals usma muligle
busineds, yOur sthisddi)ie. HubSuot tools.




i VILLES PROGRAMME FAQ DEMODAY ALUMN EMPLOVELURS Postuler

Changez de vie't apprenez.a toder

Le Wagon apporte un savnflﬁﬁﬁi technique aux esprits créatifs. :

. "

¢

:}ﬂ'!'. ODAVTRZ Notro Progr&mrmeD

Codez the startup way

Devenez développeur web ¥ Comprenez la technique .1 Adoptez le bon workflow

Matnsex ruby, SQL. et la framework Rails Apprenet & penser comme un " Software | 2xiste une bonne fagon de travailler sur
pour construire O Apphcations web ongineer” . Cette personne gul comprend un produit tech, Ecrire les usar stonos,
Apprenez des techngues de design tas enjeux techniques. qui 8ait ce qua dessiner le schéma de In base ce
avancies an 055, Plonge: dans MVC veut dire, comment marchis une donndes, faire un modkup sur Skatch
Javatenpt et dxpiorel ]':'-JH")" O anoDme Lase o0 OonNDel, Of Quo Contnt uha collaberer an utifisant des pull-requests
Heactps [a cermidre libraine Javasconpt requite HTTP. Quelau’un qui voa le sur Github. Apprenez b travailler avec Ly

coveOpoae Dar Facebcor Mus d'infos. MoNGe SOus un .1r11]!ﬂ technigue u-.g',-:jﬁqd.g.';,-g_;.t Ses mesllsures stariunt



% HACK
2 REACTOR

Don’t just Learn to Code:
Think Like a Software Engineer

Reinvent YOUBESEIEERIN 12 weoeks

Start Your Application W watch the Video  (»)

— —_— ee——

Here’s Why We’ve Been Called the Leading
Bootcamp in the Country



TOPIC
CLUSTERS cusTIn

What are Topic

. e:w Clusters?

Dessine moi un
Ao cocon sémantique

A topic cluster (or content cluster or C Tu veux pas plutot
semantic cocoon or topic cluster) is a group YR Ioston... )
of interconnected, thematically related \
pages on a website.

Each cluster includes one pillar page, which
is the main page that provides a broad
overview of a particular topic. And multiple
cluster pages, which cover associated
subtopics.



Topic Cluster / Semantic Cocon / Pillar Cluster Model / Content Cluster

Pillar
| Page
. Cluster
page
Cluster
page
Cluster Cluster
page page
| Cluster Cluster [ Cluster
page page page




Topic Cluster Example

Dignary World
Packing
Lint
| Budgeting
Disnay World .
Restaurants ' for Disney
L ; l A World
Hurid.::::r:r\r - T I y to Vit
Diwney World
|
w
Hest
Drianey World
Hotels
Plitar Page Cluster Page . Hyperiink

4 SEMRUSH




What are Topic
Clusters?

Topic clusters AKA content clusters are an SEQ strategy to organize and

maximize the effoctiveness of topic-focused website content. The ‘Pillar’
of your cluster is the main topic you are covering. The ‘Clusters’ of your
content are the subtopics you are creating content for. Then, pages are
linked together naturally to demonstrate your knowledge on a topic.

. Hav:

Origines du cocon sémantique

I .
i Vil “-.
N I -‘; q :‘ o
Travaux de Bruce Clay et =C S0t b . e
desfréres Pevionnet =i I Vs Ys -3
20 - 60 pages per KeyWords 77 SNaN L
Concept par Laurent ’{/ ' “'H\
. w {:f 5a mm UM SITE ML OBCA MR UM ATTE MEN OBCAMISE
sujet # keywords Dés 2010

- L | -
Communauté cocon / ’
outils - Christian Méling g




Définition du cocon sémantique

T Tl W

CGroupe do pages do continug
Tratent a'un sujet
Proches sémantiguement

Bien maillges | ¢livarment

samamtigus

Déposies dans un eSpace
dédié <uir un Lite imtnmet

01-2. étudier la concurrence

Dou l'on part, oU 'on veut aller, contre qul .

I

() SEObserver

identifier les mots clés des cocons concurrents
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Prioriser les thématiques a fort ROI

THEMATIQUE  CONTENUS TRAFIC TRANSACTIONS CA POTENTIEL
A CREER POTENTIEL POTENTIELLES

Thallande 0 ETHN O —

s S EE W farTR |

Japon % (248 | L resn |

01-3. définir 1a stratégie

Quantits
MU papet / mots | pls oL plus vee 7

Qualité Posbles & granulis : de Lo 1geme A la prenidre position o 2 mels
Enjulips 100 'S Fr, formes ""f“_ = S
TaIx
irrtisation SED -
o 84K B e
Ut mesrlion semantanm F—— ———— — % F b e .






GATED CONTENT

Gated content Is any type of content that prospects can only access after they've shared their contact information and other details (like their name, job title, and company), Usually through a
lead capture form

Usually, users arrive at your website and see a CTA or pop-up that offers them access to a piece of content in exchange for their information. This could be their email address in exchange for a
content offer, for axample.

It's important to note that gated contant for inbound marketing Is free and not hidden behind a paywall, Users just need to submit their information to access the content.
Now, you might be wondering, "Why would | hide my contert from my audience?"
Typicaily, the goal of gated content is to generate leads. Marketers will create targeted content for their audience and use it to attract leads. Gated content isn't used for brand awareness or

visibllity
While gated content is a strategy for lead generation, ungated content is meant to improve SEO and

HubSa it
videos. On the other hand, gated content could be white papers, ebooks, or webinars,
.- Irarviornees bepmd gt '. {oeh of oy virers ot bt
B e e e wiies B be D Lerel il oo el
L T LR JFE 20 Sy o e R R N P TLe Lo = TERF e o ] i
:-Il-v-l:.t.ﬂ.h- :-::llill'p-:q_- —I—:-i——-:-. . Al § hoF gl ha® me . i BFong yrlbiry
s A S 1 e bos ey B @ Provice onoivticn o nsight info @ The torm defers peogle from dowrisading
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hubertkratiroff

#1: Content Calendar ¥

Content Strategy
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Marketing Mix

MMM

Modern Marketing Model
Marketing Mix Modeling







Paid
Owned
Earned
Shared
Media




1/3 curation

1/3 recyaage
1/3 nouveau

content




PERSONA
20 max




Articles | Videos

published per year

Events | Webinars

held per year

Evolution of a 15-year old B2B content strategy

A summary of Orbit’'s marketing history

Phase 1 Phase 2 Phase 3 Phase 4
Year 'OF ‘08 09 "W mn 12 ‘12 ‘14 "15 16 17 “18 19 ‘20 '217 ‘22

70

60

50 Tried to start
More videos

o podcast
Era of
40 guest blogging
30
20
- T

Publish / update book

%
A
%

Annual conference

10 Pivot to.
wobinars

20

. Articles . Guerst Posts -.- Rowritten Artiches . Podcmsts . Vide oy
In-Pgraon Events Wobinas  ABRM Wobinars
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Jean-Luc

CITATION

« J'ai un beau métier, mais mes
priorités sont ailleurs. Mon
employeur n'est pas mon seul/
centre d'intérét »

BIO

Jean Luc 36 ans est pilote de ligne
depuis 3 ans dans une compagnie
low cost européenne,

Il trouve que sa vie manque de
sens, de variété et d'originalité.

Nom Jean-Luc
Age 36
Vie a Paris
Avec Jeanne
Sans enfant
Education Supérieure (ingénieur école proma ...)
cv pilote entreprise 1

Pilote entreprise 2
Passionné d'aviation et de modele réduits
Passionné de races de chiens et de voyages en Asie

EPIC / USER STORY / PAIN POINT / PROBLEME

Quel est le probléme de Jean-Luc?

Quelle est la frustration de Jean-Luc?

Quels sont les besoins et attentes de Jean-Luc?
Pourquoi n‘est-il pas satisfait des solutions existantes 7

Empathie map si besoin pour mieux comprendre le
persona

Revenus

-

Ville

Fréquences

0

k

Usage mobile

0

Know How

0

()

DD
000Q@0©o©

0o0CO®
Q006

.

10

0000
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Articles | Videos

published per year

Events | Webinars

held per year

Evolution of a 15-year old B2B content strategy

A summary of Orbit’'s marketing history

Phase 1 Phase 2 Phase 3 Phase 4
Year 'OF ‘08 09 "W mn 12 ‘12 ‘14 "15 16 17 “18 19 ‘20 '217 ‘22

70

60

50 Tried to start
More videos

o podcast
Era of
40 guest blogging
30
20
- T

Publish / update book

%
A
%

Annual conference

10 Pivot to.
wobinars

20

. Articles . Guerst Posts -.- Rowritten Artiches . Podcmsts . Vide oy
In-Pgraon Events Wobinas  ABRM Wobinars
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Kevin Roberts
former CEO

lovémarks

P

KEVIN ROBERTS, CEQ WORLDWIDE, SAATCHI & SAATCHI




LOVEMARKS
High Love
High Respect

BRANDS
Low Love

High Respect

PRODUCTS
Low Love
Low Respect

FADS
High Love
Low Respect



THE LOVEMARKER

The Lovemarkss is o crestive insight
generator that measures emotional
hoat from the thige charactenstics
of Lovemarks: Mysiery, Sensuality

and Intimacy,

How to use the Lovemarker
Score: 2 points for Hot, 1 point for
Warm and 0 points for rCald,

No Raspect, nd Lovemark. You miest
score ot leaut 25 Respect paints to
te conmdered for Lovemark atatus.

What your points mean:
0 1o J6 poimis = Commaodily
3710 40 = Brand

A1+ = Lowurmpri

MYSTERY

Great Stories

Past Preseant Future
Tap= Into Dreams
Mvths and lkcons

inspiration

-3
ey

00000

i
-

009 O

SENSUALITY

Sound

Sight

:3nml'
Touch

Taste

INTIMACY

Commutmant
Paswuon

Empathy




Paid

Owned
Earned

Shared

COPY- == - )
WRITING BB Media

NUDGE

CURATION

~  #1: CONTENT CALENDAR ¥

NATIVE LEARN
ADVERTISING MARKETING

StoryTelling CONFERENCE DE REDACTION GATED CONTENT
NoStory : NoBusiness
SO ... BRAND CONTEN

SEMANTIC COCOON eyt =H i | .
TOPIC CLUSTER NORTH STAR content markehng




workshop

hubertkratiroff

08 BO 43 29 06

hubert@xratiroi.com
I, comdirviomlvodf
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1.Qrcode
2.Slido
3.Exemple de phygital

L e
(/) s.digital=?
N 6.UX#CX?
Y 7-SEO

8.NPS

9.What is WHOIS
10.VOC

11.Zero to ... ? (book)
12.Def. marketing
13.Formula for NPS
14.Full Stack

GROUP WO

16. TAM vs. SAM

17.
18.
19.
20.
21.
22
23.
24,
25,
26.
27.
28.
29.
30.

Reddit

SAM vs SOM
Audience Interaction
3 digital pillars

POC

Done is better than 77
Fail fast or slow

SGE

GTM

Deming Wheel in startup
CES:¢?

ICP

10T

Linkedin SSI

31. MtoM

32. Moore (Gordon)
33. Rifkin

34. Touchpoint

35. WEB3

36. customer journey
37. Csat

38. YC Business Model
39. POC

40. PAIN POINT

41. SXO

42. Empathy MAP

43, SERP

44, Unicorn

45, Sales funnel

46. Contribution
47.PMF

48 Registrar




GROUP WORKSHOP

«Connect the dots» entre les 3 concepts
de la liste et proposer votre point de vue
sur les convergences et divergences en 2
a 3 paragraphes (min 150 words).

It's a group work, you can use any tool,
including Al, to prepare but during the
exercise-test just a single sheet of paper
(handwriting only) is allowed.




GROUP WORKSHOP
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Strategy

SAAS

Zero to One
Data Marketing
PLG

Persona

Lead Nurturing
Gafam
Ecosystem
AAARRR

SQL

VUCA
Positioning
Analysis

Data

LTV

Taxonomy

SEO

Reach

SGE

AAARRR

Cloud
Wearable
Survey
Quality
Market Pull
Sales
Batx
Platform
uv

CRO

Bl
Difficult
Goal
MMM
Rule

Retail Media

SEA
SMO
SERP

Lead

UX

Rolex

Bias
Advertising
Techno Push
Email

Next
Coopetition
Cookieless
MQL

SWOT
Target
Strategy
Pricing

CAC

Search

KPI

Time Line
Answer
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Working Backwards

By Amazon

aimazon

[ is about working backwards from the customer
- ralease announcing the linished product. The press
| ) information aboul the customer's problem
Y w product will address this problen

| i juct is worth bullding. If the taam

BT e I 564 Of pernaps the \dea shoula be
jevelopment the press release serves as a guide for the
il ] O

Ehe New {Jork Times

What'’s Amazon’s Secret?

Former executives at the tech giant give an inside account of its

management culture in a new book.

Amazon « WORKING BACKWARDS from customer» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Working

Backwards
| S

Customer delight is our ultimate goal Insights, Stories

~ —7 and Secrets from
Inside Amazon
Colin Bryar
and Bill Carr

Amazon « WORKING BACKWARDS from customer» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Press Release

Focus on the customer need
The customer quote s key
Leap into the future! Think BIG
Avoid jargon

Say it simply and clearly
The FAQ The Visuals

* FRDugh Bl ~ MOuUgh Sy
« Inciude bolt custormiie FACHS ’ 1

ueed s3heMoller FAL v WAASCH Roedty 10 rraturty of your

P

IR T S QuUESEOme
« Dot Db a¥aa 10 DF provecEne

* Share your Pross Roiwase sy

X gather ghaestons v Choate CECuRSEOn

Amazon « WORKING BACKWARDS from customer» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



article de presse

- pour le lancement du —
- - e service, quel sera l'article T
s - de presse idéal o~
JE'- == Y EEY g ¢
= Eees cenanene )
PR — ce0 00000
s - 0000000 O~
" o oup - °0000000 & 3 D
o iis foire aux questions 0000000 |
see see .
:E : quelles seront les questions "m [
. oy ) ] 000900000
.s - g des clients, utilisateurs... .
_epartures .:EE: ) Il t: p) I::W s @
A e . Quelles réponses : 000 ® - "
19000000 : wlip
ce 000000
re000000
R RN EL T ]
______ | Tranney Prufntyl’e
3 .EE . ' parcours client essai de service m:r prm.::'u:r
. K - quand un client aura un pour fests:etmoaijications
:E: L B 1 probléme, comment le solutionner
Client Utilisateur : L

prét pour le départ
vers un monde meilleur



Visuals

- Use it to get clarity, not to document
Press what you've already decided to do

Release

S

Customer Y




Faisabilite
«Rétrojustification»

Colt
C'est possible ! Autonomie « Rétropreuve »
Créativité Working Backwards

Amazon «WORKING BACKWARDS from customer» : communiqueé de presse fictif / infographie finale / pitch / vidéo / website



Un exemple
AMAZON

Here's an example outline for the press release:

Heading - Name the product in a way the reader (i.e. your target customers)
will understand.

Sub-Heading - Describe who the market for the product is and what benefit
they get. One sentence only underneath the title.

Summary - Give a summary of the product and the benefit. Assume the
reader will not read anything else so make this paragraph good.

Problem - Describe the problem your product solves.

Solution - Describe how your product elegantly solves the problem.
Quote from You - A quote from a spokesperson in your company.
How to Get Started - Describe how easy it is to get started.

Customer Quote - Provide a quote from a hypothetical customer that
describes how they experienced the benefit.

Closing and Call to Action - Wrap it up and give pointers where the reader
should go next.

Amazon «WORKING BACKWARDS from customers» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Titre : Contenant les produits/services sous une forme qui résonnera avec le client.

Sous-rubrique : Décrire de maniére concise le client visé ou le public cible en une phrase au maximum
Résumé : Mettre |'accent sur les avantages que les produits donnerons au client. Partir du principe
que le lecteur concentrera |'essentiel de son attention ici. Le résumé doit donc étre de haute qualité.
Probleme : |dentifier un probleme, puis décrire comment les produits en question offrent une solution
Solution : Comment les produits résoudre le probléme dans la pratique ? Le langage doit étre
pertinent et ne pas utiliser de jargon technique.

Citation interne : Inclure une citation inspirante d'un représentant de I'entreprise expliquant les
raisons du développement des produits

L'entreprise doit également détailler ce qu'elle espere que le client gagnera en utilisant les produits.
Est-ce du temps ou de 'argent supplémentaire ? Peut-étre est-ce lié a la confiance ou a un sentiment
accru d'autonomie ?

Appel a l'action : Il est important d'orienter le client afin qu'il profite des nouveaux produits.
TEMOIGNAGES citation review client : I'équipe doit créer un témoignage hypothétique. Mettre |'accent
sur les avantages des produits

FAQ : répondant aux questions ou préoccupations courantes.









2024-2025 hubert kratiroff

ALL YOU NEED IS
DIGITAL MARKETING




L'éecoleen
quelques chiffres.

5
46% 500 sl




e

En rejoignant Grenoble Ecole de Management,
vous faites le choix d'une école réellement
engagée. Notre mission et notre raison d'dtre :
apporter des répanses, par la formation et la
recherche, aux grands défis de la transition
écologique, sociétale et #conamique,

ot contribuer & un monde plus résilient,

plus juste, plus pacifigque, plus responsable.

prenoble-em com

12 rua Pigrre Sémard - 38000 Grenobla
163 avenue Jean Lolive - 83500 Pantin

Ac*

Think
mpcect
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