


Why we buy: Features vs Jobs

Even though people buy this... ...they really want this

M

E] D




TESLA

™2,5s |

06 03100 b

80diites | 652km  ——
. Comwes)

TP

Market capitalization of Zoom Video Communications vs. the 15 biggest airlines

Southwests " RYANAIR ‘ ARcwnn
S Bl $14.0B

AN € IR

$12.38  $10.6B $7.6B
ADELTA IAG Lufthansa .5
$21.6B $6.98 $5.6B $4.88

uNniTED ]

$11.0B

rpeianNe  jetBlue  easyJet
$6.4B  $358 $3.18

§178

$1518 $151




[J PillPack

by amazon pharmacy

HOME HOW IT WORKS  PRICING

amazon pharmacy

Prefer your meds
in bottles?
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O PillPack

by amazon pharmacy

Prefer your meds
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Awareness
Acquisition
Activation
Retention
Revenue
Referral

SAMSUNG

Notoriété
Acquisition

> Awareness
> Acquisition : ]
> Activaton  Activation

AJ Retention
AJ Revenue Retour

AJ Referral ACHAT
Parrainage
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SAMSUNG

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

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

Parrainage

Acquisition
Activation \
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Retour
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SAMSUNG

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




TOFU
Top of the Funnel

MOFU

Middle of the Funnel
MID FUNNEL

BOFU

Bottom of the Funnel

Taxinomie

Taxonomie




GENERAL EADY
RTD | Pregrammatic
Motile ADY

Sockel ADV

ADTech

Veste d'espace

Achat d'espace

MMERCE GENERAL

Sockel Seling

Mobie Seling

e-advertising
_ Web-Advertising
% M-Advertising
S-Advertising
AdTech

VAD

1's web-commerce
' m-commerce

e-commerce

|44 Social Network Marketing

- marketing
mobile marketiog

nbeund
Brand Content

sron

CRM

[ e-mailing

Ciblage et comportement
cMI

Vartoch

et macketng

Strategy
web-marketing :

DM
_ DigitalMarketing
e-business
Digital Business

M- .l
SocialMarketing
Martech / MARCOM

e
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WEB Design
WEB Management
InsideWeb | BackOffice

WEB Outils eco-system
Web Design

Plateforme

Mobile
RGPD NetNeutrality

CLOUD SAAS

Web Analytics : BigData
Analyse des logs ratios
Analyse du ranking

8ig Data

. DATA - BI

Research - Empreinte

Gouvernance Information

étude on-line e-survey

Segmentation | Generation / Persona

SEARCH
SX0

mkt metrics ratios

o-reputa search

NPS | CSAT /| KANO : Barometre =

SEO ©
SEA

ASO app store optimization

SMO : Social Ranking =

OUTILS

artaps

EARNED ...
SHARED ™

SAMSUNG




TOFU
Top of the Funnel

MOFU
Middle of the Funnel

BOFU

Bottom of the Funnel

PRE-SALES
MARKETING onza tropit

¥ Socianbls . .
INXPO r—— [ Microsoft
MARTECH STACK

Wl Social Inmelligence
ton Morosoft Bl P vform
Skype for Evaness
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‘;‘ Adobe
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MARKETIN
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INNOVATION DIFFERENTIATION Qur technology vision is to create an efficient and highly scalzble Marketing tc Sales automation platform
Temporal applicatiers Applications that ensble un que stablishec, persstent that enables merketers, sellers and partners Lo create sezmless and resgonsive customer experiences, meking
Sttt Colom e 0 (i Tl itsimple to find, try, use, share ard buy Microsoft products, Customer nformaticn and insights are surfaced
h 10 eratle both Marketers ard Sellers to predisely add value to customer interactions along a multifaceted,
rich customer conversation that spans from initial digital engagement to personalized sales discussions.
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CISCO

Customer

Gartner

Customer Journey

Virtual sales
consu[tza.t?on Customer portal
spurs initial reflects learned

product trial. preferences and

drives next-best
action.

Real-time inventory
tracking builds brand
trust in follow-through.

Gartner
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salesforce

There Are 7 Main Stages
in a Sales Pipeline




SAMSUNG

AttribUtion = last clic
ContribUtion » toutes les actions

Sans COOkie « Jardin clos login
Walled Garden

SAMSUNG

- = 100% de Pefficacité
Attrl bUtlon est attribué a une
action :
pub
recherche
first clic

last clic




SAMSUNG

Contribution

SAMSUNG

Sans Cookie
Cookieless

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

Guerre : FPD et login
First party data

Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte




Contribution
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EMAILING SEA oL DISPLAY DISPLAY SOCIAL DISPLAY SEA
Interactions > Ouverture Clic Complété Impression Clic Clic Impression Clic
Objectifs > Client Campagne de pagne de  Campagne de  Campagne de Campagne de  Campagne de  Campag
dormant marque ilisation bilisation  considération bilisati reciblage RLSA
Formats > Email Mot clé Instream Habillage Native Carrousel IAB Mot clé
Poids 5% 10% 15% 5% 15% 15% 25% 10%
g
o FS0 a. eads
[ AUDIENCE SQUARE  (“Y/pLR|S )
Google Ads Google Ads

E Funnelytics
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SCP : 30"

DEMO DAY [ini 9/12 - alt 12/01]

1/ Elevator speech (ES : 30" indiv.)
2/ Présentation groupe orale collective, personnelle,
mise en scene (groupe : 2')
3/ Présentation orale du PM (Pitch : 5")
Fait principal de I'analyse
(quel est le probleme ?) : 1’

Fiche persona et US : 30"
Systeme d'objectifs : 30"

Gantt planning phases stratégiques : 30"

Timing des moyens : 30"
Business plan en 4 chiffres : 30”

SANS POWERPOINT

4/ TAKEAWAY du pitch deck

(carte, objet, QrCode, lien, SMS, mail...)

TITRE ...

ES 4 parties

SOMMAIRE

1. ANALYSE Matrices stratégiques
2. SCP

3. Fiches personas

4. Systéme d'objectifs

5. Gantt des phases stratégique
6. Gantt des moyens

7. Business plan

1) Customer BuyerPersona ..

* Whatarethe

characteristicsof the

personas?

* What aretheir

demographic datasuch as:

age, gender, position?

* What goals, expectations,
interests and visionsdo
they have?

2) Needs, Problems, Quegtions

* What needs, problems and
questions dothe personas
have?

* What offers, solutions and
experiences do they
looking for?

3) Goal, Benefits, Topiks 55

* What arethe company's

objectives in content
marketing?

* Which topics should be

choseninorder to achieve

ahigh-quality brand

* What typical ions do

and atthe

they have regarding
context?

same time, to serve
solutions for customer-

centric concerns?

* What are the benefits of

the services?

* Which sales arguments

convince the personas?

4) Story, Formats, MediaPlan P

* What is the key story?

* How arethe messages
formulated?

* What is the tonality?

* What measures are
needed like corporate
blog, Landingpage, Social
Media Marketing?

* How isthe media plan
conceived: paid media,
owned media, earned
media, social media?

* Inwhich ways does the
company promote, e.g.

with influencer marketing?

5) Publications, Actions, Schedule

* Which publications(such

Content
larketing
Strategy

as whitepaper, blog, video
series) should be created?

* What actions (e.g.
campaigns, webinars)
should be planned?

* What are the main motifs
of the campaigns?

* Which formats (such as
texts, video, pictures)
should be planned?

* What isthe time and
budget planfora
campaign to achieve the
goals?

6) Content Marketing Costs: Production, Processes Tools 0

* What arethe costs for the content production?

* How isthe content production done: internally or externally?
* How arethe roles, tasks, pr

and ibiliti

daf nad?

* How aregovernance and quality

d?

* What are the costs of content promotion?

7) Content Marketing Controlling with the Balanced Scorecard Y

Which key figures should be chosen for success measurement:
* the financial perspective
= the customer perspective
* the internal process perspective

* the learningand growth perspective?

G
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LEAN MARKETING CANVAS e
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CAUSLS
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@ PROMOTER - EVANGELIST
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CSTS - ACTIVITIE REVENUE STREAMS - MANAGEMENT
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PLAY TO EARN
PERVASION

UX

PERSONA
HYBRID

CRYPTO

MICA
e-Sport

PAY-PLAY
ethereum

DAC

Lenvironnement et
la concurrence

FDLUCKCHAIN

Le futur du travail : hybride

Lutilisation éclairée des

technologies

BLOCKCHAIN

NBIC Les attentes utilisateurs
Enjeq delUX

Vovage dans le WEB3 (expérience utilisateur)

iy timir A GAMIFICATION

en 5 questions et 5 parties. SBTI

Un nouveau digital mindset

pour ahorder ce #new-world.

C'est le FOE (future of

economics), mais aussi le FOW

(future of work) grace au FOT

(future of technology).

Celui qui change tout cest le N

client : place au FOM (future of
marketing). . . quelle
expérience !!!

Quelle expérience ?

“. WEBJ
METAVERS

hl
Sohe 7
e
M I C A
e-sport

gameFl
play to earn

HIUR TH

renc HDe
TCETH Deso
SOND
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GENESE WEB3 Bulle
internet
AMZ -90%

FTX
3 arrows
Terra Luna
shit coin
Too Big . SBF
To Fail Cambridge
Financial [Analytica

crisis

Ll

O O oo o

1972 1989 2000 2008 2018 2020 2020 2021 2022

bancarisation
MPESA

platform
loi metcalfe

The term "Web3" was coined by Gavin Wood in 2014
Ethereum & Polkadot founder

« decentralized online ecosystem based on blockchain »

web3
foundation




Web3

- cil| off O ofl| o o
WEB] WEB? WEB3

. . platform ownership
information economy economy
economy
read read
read write write
i
S N
I N (&) (<)

https://ethereum.org/en/web3/

Web 1.0

Internet
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PILIERS WEB3

A B C

Decentralized web
DAO
Holacracy
Scrum

Tronsiurence
Blockchain

Linked data
Ownership

Trust
Verified ID!
Native payment

play to pay

PILIERS WEB3




HASH (SHA256 calcul)
clé privée / public
Tokenisation

NFT




Blockchain

Numéro de block + Nonce + Data + Prev = Hash

Block

[

VIDEO https://andersbrownworth.com/blockchain/

EXO

https://andersbrownworth.com/blockchain/hash

Nonce : Number used only ONCE

mazons

outes.

Amazen tr

© Neullly-S... 92200

Melleures ventes  Amazon Basics  Monog

1-48 sur plus de S 000 résubtats pour

Uvraisen

Tout Prime

Jour de livraison

Recevez-le dic demain

Affiner La catégorie
Sports et Loisirs
Trophées
Culsine et Malson
Figurines de collection
Cadres photo
Plaques & pltisserie
Chapeauss, masques et accessoires de fite
Joux et Jouets

Commentaires client
& phs
&
& ps
& s
Prix
Jusquss 20 EUR
204 50 EUR
503100 EUR
100 3 200 EUR
200 EUR et plis.

EURMIN | EURMax | Aller

frat
Newf

Liveaisen internationaly

Livraise

o internationale disponible

Disponibilité

Inchure les articles épuisés

oscar statuette

x  Acheter 3 nouveau

pscar statuette”

RESULTATS

§ 141
A AAN

STOBOK Trophées en Or
récompenses pour la cérémonie de
Remise des Prix ou des Cadeaux de
féte, Paguet de 10

31,99¢
GRATUIT Livraison en 1 jour
Recevez-lo demain le 8 julllet

Figurine de Prix, Trophée Vinciteur 23
em, Couleur O, idéal comme Cadeau
Fine Année Scolaire, Accessoires pour
Scherces Fétes Anniversaires Laurea...

9,90¢

Guide de Facheteur Livres Beauté  Santé et produits &'hygiéne

Statuette des vainqueurs VICTOR
avec gravure personnalisée

35,00¢

Recevez-le entre le mardi 12 juillet et le
vendredi 15 juillet

Unraison 38,55 €

Perscanalisez-le

Deolven Trophée dorTrophée
dhomme Trophée 10 Pouces Oscar
Style Trophée d'or Statues Trophées
en Plastique pour Les Célébrations

19,99¢

) taille et e

Idées cadeaux  Prévoyez et Economisez

i ’4;&.
. «.54 &. e

«iv é b
8 l
bbddd
TV

“.H,@‘ ’._..3‘.
| i <

885

SHURROW 12Pcs Oscar Statuette
Moule Récompenser Les Gagnants
Magnifiques Trophées dans Les
Cérémonies Plateau De Cuisson

17,53¢
'’
Recevez-e entre le lumdi 25 juillet et le
lundi 1 aodt
Uvraison GRATUITE

SHURROW 12P¢s Oscar Statuette
Moule Récompenser Les Gagnants

Magnifiques Trophées dans Les
Cérémonies Plateau De Culsson

17,53¢

Bocgew hratve?
Compte et listes -

etours
et commandes

Cartes adeaux  Chez kratiroff  Vendre sur

Trier par; Amaren peésares v

€ ¢
Yy ¥ ¥ ¥
asaa

288
anan

Eterspe 8 Piéces Trophées dor, Moule

de Figurine Oscar, Trophée en
Plastique, pour la Cérémonie de
Remise des Prix, Les Prix de Féte, la.

<
19,99
prime GRATUIT Livraisen en 1 jour
Recevez-le demain le 8 julllet

te plus Gue 3 exemplaire(s) en

YANZHI 12Pcs Oscar Statuette Moule
Récompenser Les Gagnants De
Magnifiques Trophées dans Les
Cérémonles Et Les Festivités.

1

17,20¢
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e RN ARG 0 e 0x98d3926be932D91639 1 F57fbcbA578f517CBC995

Ce relevé est destiné a &tre remis, sur leur demande & vos créanclers ou débiteurs
appelés & faire Inscrire des opérations & votre compte (virements, prélévements, etc.)
Son utilisation vous garantit le ton enregistrement des opérations en cause et vous évite
ainsi des réclamations pour erreurs ou retards d'imputation.

ATTENTION : Les domiciiations de prélévements ne sont pas autorisées sur les comptes
d'épargne.

[ T T

| | | de compte|Clé RiB| Domiciliation |
| 30002 | 08969 | 0000070654 | 57 [CL VERRIERES BUISSON (08969)|

IDENTIFICATION INTERNATIONALE

1BAN FRO9 3000 2089 6900 0007 0654 L57
Code B.1.C CRLYFRPP

rrrutatre ou comete < m o -

% Dropbox @ IPFS

InterPlanetary File System




Union européenne
République francaise

PASSEPORT
wou

passeport = objet non fongible = jeton unique = token # image
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VC

les investisseurs
peuvent prendre des
positions
dominantes

A

Droit a
I'oubli

impossible d'effacer
la blockchain, le
passé est figé

r Risques WEB3

Courbe

apprentissage

détenir ses
informations oblige
des connaissances
techniques

B

4

copyright

art original facile a
voler et a protéger
au nom d'un tiers

A

r Risques WEB3

scam

manipulations
nombreuses sur
base d'idées
brillantes

hyper

peut-on
durablement tout
tokeniser sans

risquer une pénurie

B

tokenisation

4




""" Le WEB3 est :

""" plus complexe

not your keys plus technique
not your coins plus codé

plus acteur

moins assiste
moins infantilsé
moins le produit

k BESOIN DE FORMATION

.
horizcn
Explore. Play. Create. Together.
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CHRISTOPHER NOLAN

a/ HASH 256

What is it ?

I—S|ow do you calculate a hash 256 ?

|
"59b494e72142ed8dcebdcae1774e2188787e1495607423911b7
8afdadd3624d8" the right hash 256 for "hubert" ?

1S
"4e8552786b56603a%9be8976ceal3488cba/t26c545913a1bbaee
6d1a4da11427" the right hash 256 for "Kratiroft"

b/ PoW vs. PoS
What are the differences between Proof of Stack and Proof of

Work ?
What are the differences in time and energy ?

siitec




c/ Bitcoin (nombre / délai / rémunération minage)

d/ Ether ETH = vs. ethereum
ls Ethereum a blockchain or a cryptocurrency?
What is a FIAT money vs. a cryptocurrency ?

e/ NFT

What is a non fongible object or asset ?

Look at the french licorne SoRare and describe their
technologies

f/ Token

What is a token?

What différent kinds of token can Xou describe?
What is a public/private signature’

siitec




o)

TOUT CE QUI
ESTATTEINT
EST DETRUIT

Chet de Produit




hubertkratiroff

06 80 43 29 05

hubert@kratiroff.com
i I in/kratiroff

workshop

a/ HASH 256

What is it ?

I—S|ow do you calculate a hash 256 ?

|
"59b494e72142ed8dcebdcae1774e2188787e1495607423911b7
8Safdadd3c624d8” the right hash 256 for "hubert" ?

|
"4e8552786b56603a%be8976ceal3d88cba/t26c545913a1bbaee
6d1a4da11427" the right hash 256 for "Kratiroft"

b/ PoW vs. PoS

What are the differences between Proof of Stack and Proof of
Work ?

What are the differences in time and energy ?

siitec




c/ Bitcoin (nombre / délai / rémunération minage)

d/ Ether ETH = vs. ethereum
ls Ethereum a blockchain or a cryptocurrency?
What is a FIAT money vs. a cryptocurrency ?

e/ NFT

What is a non fongible object or asset ?

Look at the french licorne SoRare and describe their
technologies

f/ Token

What is a token?

What différent kinds of token can XOU describe?
What is a public/private signature

siitec
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Working Backwards

By Amazon

amazon
N

& 0w

Amazon's approach to new product development is about working backwards from the customer.
The product manager starts by writing a press release announcing the finished product. The press
release is targeted at the end customer and contains information about the customer's problem,
how current solutions are failing, and why the new product will address this problem.

The press release itself is a gut-check for whether or not the product is worth building. If the team
is not excited about reading it then document needs to be revised or perhaps the idea should be
revisited altogether. As the team begins development the press release serves as a guide for the
team to reflect on and compare with what is being built.

Faisabilité
Collt «Rétrojustification»

C'est possible ! « Rétropreuve »

Autonomie

Créativité Working Backwards




Working Backwards

En groupe de 4/5 personnes

Définir une innovation reelle que I'entreprise pourrait
lancer dans les prochaines années

Preparer le texte de 10/15 lignes du communiqué de
presse qui pourrait étre rédiger a I'occasion du lancement
en se focalisant sur les avantages client/utilisateur, le prix
client et le business model.

Working Backwards

En groupe de 4/5 personnes

En juin 2023 KERU deviendra une licorne, rédiger le dossier
de communication selon la méthode “Working Backward”
d’Amazon




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.




