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"Day Trading Attention" de Gary Vaynerchuk explore comment les 
entreprises peuvent capter et utiliser l'attention des 
consommateurs dans le paysage numérique actuel. Vaynerchuk 
souligne l'importance de comprendre et d'exploiter les canaux 
d'attention sous-évalués, notamment via les réseaux sociaux. Il 
compare l'attention en ligne à la volatilité du marché boursier, où 
les marques doivent agir rapidement pour rester pertinentes. Le 
livre met en lumière la nécessité de l'agilité, expliquant comment 
les entreprises doivent s'adapter aux tendances émergentes et 
aux algorithmes changeants des plateformes comme TikTok, 
Instagram et LinkedIn. Vaynerchuk insiste sur le storytelling, la 
création de contenus authentiques et engageants, et l'importance 
de la marque personnelle. Il offre des conseils pratiques et des 
exemples concrets pour construire une marque et augmenter les 
ventes, mettant l'accent sur la compréhension des 
consommateurs modernes, plus informés et exigeants. Il prône 
l'utilisation de diverses plateformes pour diversifier le contenu, 
tout en soulignant l'importance des données et de l'analyse pour 
affiner les stratégies marketing. "Day Trading Attention" est un 
guide pour naviguer dans le monde rapide du marketing digital, 
où l'attention est la nouvelle monnaie.
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https://wearesocial.com/us/blog/2025/02/digital-2025-the-united-states/ https://wearesocial.com/fr/blog/2025/02/digital-2025/ We Are Social

4.5 milliards de users 
3h / jour 
15 milliards de CA 
ROI = pub x 10

BlueSky  //  BSKY

TikTok, un moteur de recherche !

* 2 Américains sur 5 utilisent TikTok 

     comme moteur de recherche

* 1/10 membre GenZ utilisent TikTok 

     plutôt que Google
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Réseaux sociaux en 2025 

10 chiffres à retenir

•5,24 milliards de profils sont actifs sur les réseaux sociaux en 2025, marquant une hausse de 4,1 % en 
un an


•Un utilisateur se connecte en moyenne à plus de 6 plateformes sociales tous les mois

•En moyenne, un utilisateur passe 2h21 par jour sur les réseaux sociaux. C’est 2 minutes de moins 
qu’en 2024


•54,6 % des profils appartiennent à des hommes, contre 45,4 % à des femmes

•63,9 % de la population mondiale est présente sur les réseaux sociaux

•L’Europe du Nord est la région la plus active, avec 78,7 % de sa population inscrite sur les réseaux 
sociaux


•Pour justifier leur utilisation, les utilisateurs citent principalement le désir de rester connecté avec leurs 
proches (50,8 %)


•16,6 % des utilisateurs désignent Instagram comme étant leur plateforme préférée, contre 16 % pour 
WhatsApp (2e) et 13,1 % pour Facebook (3e)


•TikTok est la plateforme où le temps passé est le plus élevé, avec une moyenne de 34h56 par mois 
pour un utilisateur actif


•WhatsApp est l’application la plus utilisée au quotidien, avec un taux d’ouverture de 84,1 % chaque 
jour

We Are Social

Google : 83 milliards de visites par mois en 
moyenne,

YouTube : 28,5 milliards de visites par mois en 
moyenne,

Facebook : 12,3 milliards de visites par mois en 
moyenne,

Instagram : 5,88 milliards de visites par mois en 
moyenne,

WhatsApp : 4,55 milliards de visites par mois en 
moyenne,

X : 4,44 milliards de visites par mois en moyenne,

Wikipédia : 3,93 milliards de visites par mois en 
moyenne,

ChatGPT : 3,53 milliards de visites par mois en 
moyenne,

Reddit : 3,5 milliards de visites par mois en 
moyenne,

Yahoo : 3,45 milliards de visites par mois en 
moyenne.

We Are Social

motifs d’utilisation peuvent varier selon 
l’âge, certaines motivations

Trouver de l’information (62,8 %),

Rester en contact avec ses proches (60,2 
%),

Suivre l’actualité (55 %),

Regarder des vidéos, des séries ou des 
films (54,7 %),

Rechercher des tutoriels (51,1 %)

S’inspirer ou trouver des idées (46,9 %),

Écouter de la musique (46,7 %),

Tuer le temps (45,2 %),

Rechercher des produits ou des marques 
(45,2 %),

Trouver des destinations de voyage (38,9 
%).

What is Audience Research? 
Audience research is the process of gathering and analyzing 
information about the people you want to reach with your 
marketing. It’s understanding your target audience’s 
motivations, pain points, and behaviors. Everything you learn 
will inform your marketing strategies, messaging, and 
campaigns. Done well, your efforts will resonate with your 
audience. Audience research is people-centric, market 
research is landscape-centric. 

Des récits directement façonnés par les consommateurs 
L’étude souligne que sur les réseaux sociaux, les comptes 
détenus par des marques ne sont responsables que de 1,11 % 
des conversations qui les concernent. Un chiffre en baisse 
par rapport à l’année précédente (1,51 %) et qui pointe la 
difficulté pour les entreprises à se faire entendre. Cela 
signifie que ce sont avant tout les consommateurs qui 
façonnent véritablement le récit de marque. Par conséquent, 
il est essentiel de les écouter activement et d’interagir avec 
eux

Social Data
How to Do Effective Audience Research (12 Different Ways!) 
To do effective audience research, you need to gather qualitative and quantitative insights into your target audience’s behaviors, preferences, and pain points. 
Here are some key methods — and ideally, you’ll do at least a few of these, and combine your insights: 

1. Social Listening and Online Monitoring 
Use tools like Google Alerts, Talkwalker, Mention, Brandwatch, Sprout Social, or Meltwater to track conversations about your brand, competitors, and industry 
trends. 
Monitor social networks to see what your followers and your competitors or similar brands’ followers are discussing.  
Pros: Easily scalable and there are already a lot of well-known tools to help you do this. 
Cons: You/your brand need to have at least some traction in order for alerts to, er, well… alert you. 
2. Social Media Discovery 
Use LinkedIn Saved Searches, create “finsta” Instagram accounts, and create lists on Twitter/X and Bluesky to curate feeds that represent your audience. 
To create your LinkedIn Saved Search, start by entering a name into your search bar to get to an initial search results page where you can access the filters. (See 
image below.) 
Filter by Post, Latest, Past Week (or 24 Hours, whatever you want), and then enter and select the LinkedIn accounts you want to keep up with. 
I learned this pro tip from our friend, growth marketer Chantelle Marcelle but I can’t find her original post detailing this. Giving credit where it’s due! 
Study hashtags and keywords. Analyze popular content formats, and monitor content engagement patterns. 
Pros: This can be easily done no matter how early or how far along you/your brand are. It’s also free (i.e. the cost is your time and effort). 
Cons: You already need to have a sense of who your audience is and the social networks they use. If you’re starting from scratch, you might not know which social 
accounts to monitor. 

Here’s a screenshot of my LinkedIn Saved Search. 
3. Competitor Analysis 
Identify your competitors, analyze their digital presences, analyze their customer sentiment, and then compare. Your competitors will likely fall into these 
categories: 
Direct competitors: Those who offer a similar product or service as you. 
Audience competitors: Those who share the same audience as you but might not be in direct competition with you. You also (likely) share similar customers. 
(Think: Mid-market webinar platform and CRM; or eco-friendly hair product and makeup.) 
Aspirational competitors: Those you aspire to be. Many of us still want to be like HubSpot one day. 
To understand their digital presences, consider auditing their website and SEO strategy; social media presence and engagement; advertising and paid strategy; 
product and pricing; and customer sentiment. 
Use SEMrush, Ahrefs, Similarweb, or BuzzSumo to analyze competitors’ website traffic, keyword strategies, and top-performing content. 
Understand customer sentiment through reviews on G2, Capterra, and Trustpilot. 
Track which publications cover them. 
Pros: You will learn a ton. And everything you learn will inform every aspect of your marketing strategy. 
Cons: It’s a lot to learn. You will need a very clear criteria for your ideal customer so you can ensure you identify the correct competitors. 
4. Community and Focus Groups 
Lurk in forums like Subreddits where your audience is likely to congregate over topics most relevant to your brand. Participate if you feel compelled, but make 
sure you’re not being self-promotional or you’ll get downvoted or worse, banned. 
Host a private Slack group, Facebook group, or LinkedIn community to engage your audience in discussions. 
Conduct virtual or in-person focus groups or run ads on Meta/Google/YouTube to test messaging, branding, or product positioning. Focus groups can be useful 
for hearing how your audience discusses a topic or pain point, which can then inform your messaging or positioning. Digital ads, however, will give you 
immediate feedback on what type of ad/creative/copy is most effective. 
Pros: Especially in public or semi-public forums, you’re likely to find candid discussions. 
Cons: Hosting a private community is very labor intensive and takes a long time to build. Focus groups require specific expertise to run, so you may need to 
invest in training your team or hiring a consultant. 
5. Surveys and Polls 
Use Google Forms, Typeform, SurveyMonkey, or Qualtrics (especially for enterprise) to create short surveys for your audience. Consider asking your customers 
first, or put some spend behind marketing this survey to ensure you get a decent sample size. A good sample size will vary across industry and goals, but as a 
baseline, at least 100 respondents is usually a good start. 
Conduct in-platform polls on LinkedIn, Instagram Stories, or Twitter/X to gauge opinions quickly. This might be more effective for gauging content topics or 
either/or questions that are easy for people to answer on the fly. 
Incentivize participation with discounts, free content, or giveaways. 
Pros: When you effectively reach your target audience, this can be a great way to learn about them at scale. 
Cons: Susceptible to bias. There’s a difference between what people say they do and what they actually do. They might misunderstand a question or two, or in the 
case of multiple choice, their true answer might not be represented. 
6. Customer and Prospect Interviews 
Interview current customers to understand their pain points, motivations, and decision-making process. Ideally, you’ll include Jobs To Be Done (JTBD) questions. 
Conduct user research calls with prospects who match your ideal customer profile. 
Ask open-ended questions about their biggest challenges, preferred content, and buying triggers. 

And finally, this pro tip from our friend Asia Orangio, Founder of DemandMaven: “You can conduct interviews with audience members using sites like 
Respondent.io and UserInterviews.com. It’s one of the fastest, easiest, and most cost-effective ways to get qualified audiences to talk to you. You just have to be 
savvy with the screener surveys to ensure you’re getting the right-fit people. We’ve conducted hundreds of interviews from both of these platforms and you can 
literally source just about anyone — from doctors to CMOs to PhD students to construction workers. They have everyone.” 
Pros: You get to hear directly from your customers! Not only is this great for relationship-building, but you get the opportunity to learn how they describe their 
problems, and you get to hear their tone. 
Cons: Again, the bias problem and disconnect between what people say they do and what they actually do. 
7. Search Intent Analysis 
Gather keywords to analyze; categorize keywords by intent (Google’s classifications are informational, navigational, commercial, and transactional); and analyze 
SERP features to confirm user intent. Here’s a little more insight into Google’s search intent classifications: 
Information: user is looking for knowledge 
Navigational: user is looking for a specific brand or website 
Commercial: users is interested in a product or service 
Transactional: user is ready to buy 
Use tools like Google Search Console, Ahrefs, or SEMrush 
Study autocomplete suggestions, analyze “People Also Ask” sections, and review related searches. 
Use the findings to inform your content creation. Match your content to user intent and structure your content based on Google’s preferred format. 
Track all this information in a spreadsheet to learn trends over time. 
Pros: There are tools that are easily available. Plus, there’s a good chance you’re already using Google Search Console, so might not have to worry about adding a 
new tool to the mix. 
Cons: Search intent can be ambiguous. A user might be searching for “best customer listening tool” but what they’re actually looking for is a ticketing system to 
organize requests. It also doesn’t capture the full buyer journey. This likely only helps a classic content team. 
8. Website and Content Data Analysis 
Understand how your content is performing and how users are navigating your website. 
Use Google Analytics, Google Search Console, Cloudflare Web Analytics, Domain Overview, Hotjar, Zipy, Site Audit, or more to track site user behavior, such as 
time on page, bounce rates, and conversions. 
Identify high-performing blog posts and content topics to see what resonates. 
Use Hotjar or Crazy Egg for heatmaps and session recordings to understand user engagement. 
Pros: You’ll likely identify some UX and SEO fixes to improve aspects of the user experience. You might also get inspiration for creating new content, and ideas for 
pruning old or unhelpful content. 
Cons: There could be too many metrics to track, and you’ll get lost in the data. For instance, Google Search Console and heatmaps might show conflicting 
insights, making it unclear what to prioritize. 
9. Cross-Platform Tracking 
Use tools like Amplitude, Segment, Mixpanel, Heap, Woopra, Adobe Analytics, Matomo, Click, or more to follow audience movement between platforms 
Study content sharing patterns, track how information flows, and monitor multi-channel engagement. 
Get a more holistic view of your customer journey. 
Pros: The learnings can benefit the whole marketing team. Getting the full overview can give the content team ideas, and can help performance marketers better 
understand how to allocate spend. 
Cons: Can be difficult and expensive to set up and to train team members. (I once worked at a company where we spent months putting the data together and 
onboarding the team with the platform.) 
10. First-Party Data 
Leverage the data your company has collected directly from your audience, whether customers, site visitors, or social media followers. 
Use tools like your customer relationship management (CRM) such as HubSpot or Salesforce to segment your audience by demographics, behaviors, and 
purchase history. 
Use email marketing data (open rates, click-through rates, and which subscribers engage most/east with your emails) to gauge interest in specific topics. 
Analyze chat transcripts from customer support and sales calls to identify common pain points. 
Pros: You’ll be using the data and tools you already have. You’ll also get a deep sense of your current benchmarks. 
Cons: While this gives you a great sense of your audience right now, you might not gain a ton of insight into what to do next. And if you’re an emerging brand, you 
won’t have much data to dig into.  
11. Third-Party Research 
Lean on extensive research from reputable think tanks and research companies like Pew Research, Nielsen, CB Insights, eMarketer, and others. 
Learn about public opinion and cultural shifts, as well as how people consume news and information. 
Get data on consumer behavior and demographics, even if they are likely to be broader than your target audience. 
Pros: Credibility. Citing these sources tend to be effective when you’re presenting to your executive team and when you use them in audience-facing content, like 
your blog posts. 
Cons: These firms describe people at scale, so you’re unlikely to uncover niche insights for your audience specifically. 
12. AI and Predictive Analytics 
Finally, we would be remiss in not mentioning AI-powered insights. 
Consider using tools like People.ai or Gong to analyze sales or customer interactions and buyer intent. You’ll even get guidance on next steps. 
Leverage predictive analytics in marketing automation platforms (Marketo, HubSpot) to forecast trends in audience behavior. 

Social Data

…

Social Data

Exemple de recherche sur le mot-clé (mots-clés au pluriel) : «data science»

Social Data (ex SparkToro)

threads 150 m



https///www.eskimoz.fr/amazon-ads/

youtube in living room

A VOD

advertising-based video on demand

S VOD

subscription-based video on demand

70B paid to creator > Netflix

Membership

monthly sub to one channel

exclusive content, chat, poll

A L'ère de la convergence  
AVOD, CTV, TV segmentée... La publicité TV a plus d'un visage désormais. 
Aux côtés des broadcasters, qui veulent devenir géants du streaming, des 
géants du streaming qui veulent, eux, devenir géants de la TV. 

Ce sont près de 300 personnes du secteur, agences, annonceurs et 
prestataires réunis pour un moment d'échanges et de networking le 06 
juin prochain au Comet Bourse. 
Au programme, des panels, keynotes et interviews qui nous permettront 
d’évoquer des sujets comme /  

La convergence des broadcasters et des grandes plateformes d’AVOD  
Le sujet de la monnaie d’achat et de la mesure unifiée 
L’entrée de la TV segmentée dans sa phase de maturité  
Le développement de la shoppable TV 
Le raz de marée Prime Video Ads ?  
L’explosion du retail media en TV  

Cet événement est réalisé en partenariat avec/ Canal + Brand Solutions, 
Captify, France Télévisions Publicité, Making Science, Orange Advertising, 
Realytics, Stamp, Teads, TF1 Pub.

YUKA

WeChat TenCent
TencentGaming Music

O-ICQ ̀ > QQ +  WeChat + WeChat Pay Mini MicroProgram Open Source SDK

Riot Game LOL Supercell , UbiSoft e-Sport TME Tencent Music Entertainement Karaoke Vidéo

Pony Ma e ste mondiale % Tesla 



Social 
Selling

Everything 
APP

The Harvard Business Review defines a super app as “a single application, 
accessible by mobile device or web browser, that offers multiple diversified 
services for everyday personal or commercial life, relies on a common 
financial transaction platform, leverages intra-app data to tailor offerings, 
and is widely adopted.” 

The term became more popular due to the rise of WeChat and Alipay in 
China — services with 1.2 billion and 711 million users, respectively, that 
have become embedded in the population’s daily life. Beyond messaging, 
people use WeChat for various tasks like video conferencing, video games 
and mobile payment, among other applications. Alipay, on the other hand, is 
an all-in-one financial app that supports debit, credit and transfer payments, 
while also offering services such as wealth management and loans.

https://www.modernretail.co/technology/why-super-apps-have-yet-to-take-off-in-the-u-s/

DISRU UPTION TaycoonisationUberisationDisruption
O-ICQ ̀ > QQ +  WeChat + WeChat Pay Mini MicroProgram Open Source SDK

Riot Game LOL Supercell , UbiSoft e-Sport TME Tencent Music Entertainement Karaoke Vidéo

Pony Ma e ste mondiale % Tesla 

marketing 
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5 Marketing d’influence

utiliser la notoriété 
d’expert, influenceur, 
ambassadeur, KOL 

pour diffuser le 
contenu de la marque



source

#ForYouClass

#ForMusicCreator #ForAds

TikTok 
Model 
Biface 
TriFace

Caroline Mignaux 
Form Zero to Hero

utiliser la notoriété d’expert, influenceur, ambassadeur, 
KOL pour diffuser le contenu de la marque

creator 
economy

accord avec la marque 

affinité avec la cible 
=  

engagement 
(KPI : impression clic like commentaire action 

code promo, lien… )
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nano  : moins de 10k (niche) 
micro  : 10 à 100k 
macro  : 100 à 500k 
mega  : plus de 500k (célébrité) 

types d’influenceurs  

https://neads.io/blog/types-dinfluenceurs/

Creator Economy / 1/ Podcast
Podcast = 2004 iPod+Broadcast* 
Natif / Replay / Livre audio 
Paris Podcast Festival

* Ben Hammersley

https///substack.com/

Markets / TAM - SAM - SOM

TAM Total Available Market 
All users interested by your type of offer 
100% market share

SAM Serviceable Available Market  
All users interested by your type of offer that 
can be served by a company’s products or 
services

SOM Serviceable Obtainable Market  
All users interested by your type of offer you 
can realistically adress, talk, touch or capture



GEN#Zendaya
K GEN = BTS + blackpink (lisa manaban 
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