TAXINOMIE

Digital
Marketing



Digital Marketing

. Web Management

. Research / Data Analytics
. Référencement (SEARCH)
. e-marketing

. e-commerce

. e-publicité
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e-advertising
Web-Advertising
0 A4 M-Advertising
S-Advertising
AdTech

@ B

e-commerce :
web-commerce
m-commerce
s-commerce

Strategy
web-marketing :
o: M-Marketing
SoclalMarketing
Martech
MARCOM




-
D
TR
.
- ——
L B

LA wnm——

o .B...—-

‘ A8 wwey L ewe Aov

.=
L e and e o d
AL TIATNG
Lalis SR i
! e
— — et S oo _A‘.‘jv_
L
“____ — ___=§
e A— —
-y
ASO D Yore CPEIEN | e
1
VO S Rt e e
oUTLS ~
—
——




§:2:03

MARKETER L’INNOVATION

COMMUNIQUER
RENTABILISER & VENDRE




MARKETER
L* INNOVATION







Mesurer ce qui est
mesurable et

rendre mesurable
ce qui ne l'est pas

folly L4

G ACTTHINK IMPACT

Galillée 1564-1642
1604 annus mirabilis @
1633 Et pourtant elle tourne



G ACTTHINK IMPACT



NPS
Net Promoter Score




NPS

NPS (Net Promoter Score)

Net Promoter développé par Fred Reichfeld (Bain & Co)

Score

SETRACTORS = FAaaves rROMOTE

Q ACTTHINK IMPACT

2003 Harvard Business Review

Ce qu’il faut retenir / Key takeaway

1/ Calcul : (9+10)—-(0a 6) (sans 7 et 8)
2/ Question deécalée : conseillerez-vous ?
3/ Fréquence : trimestrielle



Metrics of Success | edt source |

1. NPS. . “Ner Promoter Score” i a managemaent 100l that can be used 10 gauge ™he loyaly of a fim's customer relationships, It serves as an
akematve o tradtional customer satistaction research and s claimed 1o be comrelalod with revenue growth,

2. CSAT™ - “Customer Satisfaction” is a score hal indicales how satisfied & Customer is with & SPeciiic Product, IraNsaction, of INeraction with a
company. The term “CSAT™ is most often used in the comext of a “CSAT score,” which descrides a numencal measure of customer satistaction,

3. CES - "Customer Effort Scorg” (or “Net Easy Score”) 5 a single-tem metric that measures how much efiort a customer has 10 exert 10 get an
ssue resoived, a request fulfiled, a product purchased/retumed of a QUESSON answered.

4. Churn L Chum rate, when applied 10 a customer base, refers to the proportion of contractual customers or subscribers who leave a supplier

during a given time period.

Customer success managers (CSM) | odn source )

Net Promoter

From Wikipecia, the free encyclopeda

Net Promoter or Net Promoter Score (NPS) is 8 management 100! that can be used 10 gauge the loyalty of a firm's customes relationships. it serves
25 an altarnative 10 raditional cusiomer Satisfaction research and is claimed 10 be corelated with ravenue growth.!!l NPS has been widely adopted
with more than two thinds of Fortune 1000 companies using the metric.?) The tool aims % measure the loyalty that exists batween a provider and a
The pe canbea y, @mployer or any other entity, The provicer is the entity that is asking the questions on the NPS survey. The
sthe Y0Q, Of resp % an NPS survey. An NPS can be as low as ~100 (every respondent is a "detractor”) or as high as
+100 (every respondent |s a “promoter”). NPS scores vary across different industries, but a positive NPS (Le., one that s higher than zero) is generally
deemed good, a NPS of +50 is g Y and amything aver +70 Is Al
The metric was developed by (and is a reg: of) Fred Fes Ban & Company and S Rwas by R nhis
2008 Harvard Business Review articie "One Number You Need 1o Grow", 1l

G ACTTHINK IMPACT

Customer satisfaction

From Wikip the free ency

Customer satisfaction (often abbreviated as CSAT) is a term frequently used in marketing. It is a measure of how products and services supplied by
a company meet or surpass customer expectation. Customer satistaction is defined as “the number of customers, or percentage of total customers,
whose reported experience with a firm, its peocucts, or its services (ratings) exceeds specified satisfaction goals. "

The Marketing Accountabilty Standards Board (MASB) endorses the definitions, purposes, and constructs of classes of measures that appear in
mmmamdummuwhummmhammmmwmmmnpuem
responced that they found a customer salistaction metric very useful in managing and monitoring their businesses. ')

Itis seen as a key performance indicalor within business and s oflen part of a Balanced Scorecard. In a competitive marketplace where businesses
compete for CUSIOMErs, Customer salistaction is seen as a key diferentiator and increasingly has become a key element of business sirategy.'™



INBOUND



FAIRE




NEW
MARKETING
INBOUND

EMPOWERME
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:

CUSTOMER
EMPOWERMENT

One clic away
Power in the hand
AdBlock

Living Services
TouchPoints

Soft Power

G ACTTHINK IMPACT

2

INBOUND
MARKETING

Permission
VRM / WTS
OnBoarding
ZMOT

SEO
OmniCanal
Ul UX IxD SD

3

AARRR
CHURN

Acquisition
Activation
Retention
Referral
Revenue
Sales Funnel
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One Clic Away

G ACTTHINK IMPACT

Taux de conversion PDV physique 50%
Taux de conversion e-shop 3%
Abandon de panier 60%
Abandon de caddy physique 0%



Customer Empowerment

Consom’acteur / Consom’agent
le pouvoir des réseaux sociaux par partage et viralité

Pouvoir partagé entre MARQUE et
consommateurs et salariés :

Alignement de lI'information
Symeétrie des attentions

Ecoute utilisateur par MCA :

audit des TouchPoints adViSOI’

Q ACTTHINK IMPACT




Origines

Permission
marketing

de Seth Godin
(1999)

G

MANAGEMENT

(€ colomencars



inbound marketing

Teorw S0 rechecche

Etats-Unis + Ajouter un fieu

France ‘ Royaume-Uni

Evolution de l'intérét pour cette recherche Towscessctabis  Prévacns




inbound marketing

stratégie et moyens pour accueillir
les prospects et clients

offrir les informations et les outils
utiles aux prospects/clients

et s’ils le désirent
(, entrer en Felation



WHAT 1S

HUBSPOT"

Spotis an inbound mark g soft ¢ platform that help:
COMOAMNESs AMIract visiors, Conven leads. and close cusiomer

(, ACTTHINK e Lraditional marketing is broken.



INBOUND 2015 ABOUT ATTEND AGENDA  WATCH , HELP REGISTER

SEE YOU NEXT YEAR

SEPTEMBER 3.6, 2019 | BOSTON, MA

WATCH 2017 RECAP » REGISTER FOR 2019




Micro Moments
Stimulus

Know / Go

Do / Buy

B AFTER SALES

PRE SALES

Avant-Ventes SAV service client
Support Social SAV
Assurance . ' FAQ

Rassurance Portes d’entrée Vidéo Utilisation
Confirmation ; | vers

Stock / délai / livraison| INBOUND

Conditions | MARKETING
Retours possibles ? .

Social S E A RC H Négociation

Referals Closing

SEO ABC

G ACTTHINK IMPACT + SEA



Les moyens du inbound marketing

blog
réseaux sociaux

QrCode
ChatBots / LiveChat

brand content

SEM (SEO principalement + Social Search,
ASO, +/- SEA)

C’ e-mailing en OPT-In



Landing Pages
VS.
Home Page

EEEEEE



Une par action
CTA
A /B test

Conversion : 50%
TAG

G ACTTHINK IMPAC
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AB testing

o e e B e W e -



CHATBOT
&
LIVECHAT

EEEEEE



Les ChatBots

Un peu d’intelligence artificielle

Un peu d'empathie utilisateur sur les
habitudes et la plateforme

Une rentabilité immeédiate

o LiveChat automatiseé



ONBOARDING

EEEEEE






ZMOT



JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE
OF

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




First Second

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

Stimulus




think with Google
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GRENOBLE
ECOLE DE
MANAGEMENT

@ CCl GRENOBLE

INSPIRING IDEAS AND TALENT

TECHNOLOGY & INNOVATION

SEARCH 3
PRATIQUE




C & google.com's:

wt Bace Bas Bac Bno B Bnr By vOOL I oY

GO gie marketing mti gem !

g Rappel concernant les régles de confidentialité de
Google

MTI GEM par kratiroff - toutsurlemarketing hubert kratiroff

MTI GEM master NITIAL management chndiogaue vasON M Marketing Owgeal 1

r
Mastére ¢ liséd Mar gique et Ir vat
Ma pé & Ma ¢ ! 2
0z e ¥ £ pAOM
r
@ trexe ~ e, -
ycCle | Grenoble le Managemen
e O Ma ‘ \ ( o Bote o5 & PramaceoMast Spé ‘
Mana { of Marketing de ]
r
' dananamar rhnaloain e \r Hon
MS Executive Management Techno gique et Innovatior
Mastére spd sé Executive en Management Technologique et Innovation s'adresse aux
AG10S ot MANAErS. Ayant un DACKY OUNS 19 100, SOUNMLAN
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.com
www.gqwant



SEARCH

moteur de
recherche

texte

G ACTTHINK IMPACT

VS.

FIND

moteur de
reponse

VOIX



TECH

semantic
SSL
META CODE
sitemap
EMD
RWD AMP

G ACTTHINK IMPACT

EXPERIENCE
SXO
Speed
organisation
uplicate

Mobile
AMP
UX



SEARCH (réferencement)
SEM

SEO + SEA + ASO + SMO

==>
SXO

G ACTTHINK IMPACT



SEARCH
ON/OFF PAGE
ON/OFF SITE

rrrrrrrrrrrrrrrrrr







Direct Google WeChat




SEM SEO SEAASO SMO SXO SERP
Backlink PageRank

Position Zéero AnswerBox

ggvigpet Knowledge Graph

GA GSC GoogleUpdate

Search engine - moteur de recherche (reponse)
browser - navigateur

Long Tail - longue traine

KeyWord - Mot Cle

No Scroll

RWD AMP SSL https SiteMap 404

G ACTTHINK IMPACT






SALES + MARKETIN

SMARKETING.




SALES MAR KETING

@

rrelev aaaa




CO NVERSATION
RICETING
09’ T )










Opportunity to talk : communication Opportunity to chat : conversation

Potme of o
* « * ° Pont *
+ P e + parchase
PRESALES POSTSALES *+ PRE SALES | POSTsALES #
|
|
+ + |
)
” “Foloe™ “Follow™ v :
Sacw Pronpect o Uiy cusluramer “Tollow ]
Advert Arre Advere Advers advert towork hoee » S ore : Upseril
© o o <@ ° . a o L J L J a a a Q o a e o @
Advent Advert Same Ven Intermnugpe Netarpet Send a 1 Kedeem New
Advem widwire lureh 22 adwvert voucher : vaioher adwert
work '
+ | +
|
+ - :
|
- » )
1

... talk, talk, talk, talk again ... talk, listen, adapt, modify, talk personally
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1

FOMO

Infobésité
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

G ACTTHINK IMPACT

2

BRAND CONTENT

StoryTelling
Native ad
Gamification
Curation
Vidéo

RTM / SEO

POEM

3

LOVEMARKS

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

lovémarkas
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Plateforme de marque
Identité de marque

Notre vision Notre style / ton de
Notre ambition / mission communication
Notre métier / histoire / time-line Nos codes / partenaires /

Notre positionnement / territoire / bénéficiaires /users
promesse / identite

Nos valeurs / notre éthique

Nos convictions

Nos défis / objectifs

Nos eléments de communication

visuelle : logo, charte graphique



La plateforme repond aux questions essentielles comme :

identité : qui sommes-nous ? Comment se définir ?

mission : quelle est notre raison d'étre ? A quoi servons-nous ?

vision : vers quoi allons-nous ? Quel est le but a atteindre dans les prochaines
annees ?

valeurs : quelles sont les valeurs que nous défendons ? Nos atouts, nos
qualités ?

promesse : quelle est notre valeur ajoutée ? En quoi sommes-nous uniques
pour nos clients ?



Info Cacophonie

©
_‘-.-2
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Syndrome du Hamster




B<CcELACO™
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digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital DETOX digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital digital
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Infobesite

L'"hyper choix de l'utilisateur

Info snacking
ou
Digital Détox
ou
Séduction/Emotion/Premium

G ACTTHINK IMPACT



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

Olivier Altmann



« contenu editorial crée
par une marque »

Hubert Kratiroff
(Les fonctions du marketing)



« production de contenus
nouveaux par les
marques »

Hubert Kratiroff
(Les fonctions du marketing)



Content is
King



“Content is King”

Bill Gates, 1996






IS god



Avant / Apres
PUB : faire passer un message

<==>
BC : partager une expeérience

G ACTTHINK IMPACT



Avant / Apres

1) Le consommateur devient un public

2) L'annonceur devient directeur des
programmes

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

4) Le contenu créé devient un actif (asset)

G ACTTHINK IMPACT



la marque est media

prévision 2016



...avant une
marque faisait des
pubs, aujourd’hui

elle fait des romans

HK, prévision 2017



._-.'»'T‘ AIRSHIP R ) Platiorm Servaes C ety P b (00 Compery 1 tagn m

Be There

Deliver brilliant messages in the
moments that truly define your brand.




The #1 Customer
Engagement
Platform for
Enterprise Brands

31 50K
25%+ 90B

10 510/0]




StoryTelling

NoStory : NoBusiness






Best StoryTelling ever
veni vedi vicl

second StoryTelling

asteroide B612
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LEARN MARKETING
TENDANCE EN

()‘c) PLEIN ESSOR
——

LE MEILLEUR
BRAND-CONTENT
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ro i PROS

H ubert Bienvenue sur

5 s 39
Votre programme de formation Cours

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

Le prochain cours e votre programme est - Le fonctionnement des sites Wed

TOUS LES COURS 1 BADGE(S

votre 1ableau de bord Googhe pour les Pros !

Badges

e




Bon choix!

Vous avez terminé le cours Twitter Amplify

G ACTTHINK IMPACT



L 4

Bienvenue a la Twitter Flight School

Master the Tasller A landscade with in-depth Select a OO SPeCIC loarmng track Customized 10 Accoess on-demand exciusive content 10 keep you

procuct utonals and continually refrested content YOUr 3peciic learming roeds ahedad of e Ol Curve EAN




facebook blueprint eLearning Live Ceruification Webinars Start Courses

A‘//.Q-‘
FACEBOOK BLUEPRINT ‘ ’ 1

The tools'you nged talearn Aow
~acebook can‘help grow your
{ :

* business

Start Courses

Build Something Great

Weicome to Blueprint, Facabook's global training and certification program, designed to help

businessas reach their own goals their own way. From online leaming to live events to certification

opportunities, Blueprint is here 10 help your business see its best results



9 HACK
%' REACTOR

Changez de vie': apprenez a toder

Don't justibearn to Code:
Think Like a Software Engineer

Le Wagon ancote un savoiniigine technique aux esprits oréatifs

al1l\}

neCamerin |1

'- Watch (he Vo (3 l

— v w Ao BiAne Tagia et
Here's Why We've Been Called the Leading e ST T

Bootcamp in the Country Shondoem faudarh Shmaies g wpteh it i et

G ACT THINK IMPACT S SAFRAN



Primer

Google

G

GRENOBLE
ECOLE DE
MANAGEMENT

@ CCl GRENOSLE




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

HK, préevision






Gallimard
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D TELECHAACEN (A CONVEAT oo

> FOULLEITER LE LVeE
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COLLECTWF

Lady

Ouvrage coliect? & Adam Gopnik. Céclie Guilbart, Nely Kaprisan, Camilie Laurens,
Aexander Naksic, Anthony Marma, Bric Reinhardt of de Colombe Schneck

Los taxies TAdam Gopnik, Alexancer Makcsik ot Arghony Marra ont 608 trackuts de
Fangias par Carire Chichereay

Mors séeie Litseature, Galmard
Parution ; 02-02-2047

Les Editions Gallimard ont proposé & cing auteurs frangais et trois
auteurs anséricains d'écrire librement une nouvelle astour du sac
comme objet littéraire. Centré sur le sac Lady Dior, objet de mode
devenu kdoe, chagque texte offre au Jecteur une vision singulidre od
Jes mots jouent habilement avec cet objet de désir.

Céclle Guilbert offre une drolatique et te petite
phénoménologie du Lady Dior. Adam Gopaik décrit I'obsession de sa
femme américaine pour un objet qul symbolise Je huxe frangais.
Camille Laurens invente une tendre histoire d'amour dont le sac se
révile étre le magiclen. Alexander Maksik dresse un somptueux
portrait de Paris. Anthony Marra une fable sociale autour de
1a possession d'un objet de réve. Reinhardt retrace la fabrication
d'une commande spéciale dans les usines de Florence, Colombe
Schneck a trouvé au Lady Dior une étrange fonction, un abei pour un
homme qui e sait pas encore aimer, Nelly Kapridlian ose décrire les
femmes de_

e b ete

S

Garon  Nowsvedes of 1603 Cabone > Sous-casgose  LDwanse fargass >
Nouveles of réots

Epogue | X200 wbce

ISBN - F7RI0TO1 THGGA - Gancode - STROTO S 7RH64 - Code devetew - A1THG6



LADY

&

GALLIMARD

Last Night L. 10 Sevesd My Life
vex, A DNintivienr



la marque est media

prévision 2016






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 éditorial qui
I'accueille

G ACTTHINK IMPACT
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Curation de contenus

, Sélection + Agrégation +
Editorialisation + Contextualisation+

Enrichissement + Partage

Curation

G ACTTHINK IMPACT



CONTENT
DISTRIBUTION

EEEEEE



POEM

G ACTTHINK IMPACT



POES m
Paid
Owned

Earned
Shared

Média & Marketing

G ACTTHINK IMPACT



PAID

Achat d’espace
Displays

Liens sponsorisés
Programmatique & RTB

G ACTTHINK IMPACT



OWNED

propriété de I'annonceur

website
catalogue
print
newsletter
emailing

G ACTTHINK IMPACT



EARNED

Ensemble des retombées générées
gratuitement par une marque

G ACTTHINK IMPACT



SHARED

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

G ACTTHINK IMPACT



CONTENT

STRATEGY

G ACTTHINK IMPACT

PAID

» Banniere
« PPC
* Mobile adv

* App

%

OWNED

» Websites

» Mobile sites

« APP

* Proprietary
blogs

* Video

* Data Planning

* E-mail
Marketing

« SMS & Mobile

%

EARNED

 Social média

* Word of mouth
* Forum

* News PR

* Bloggers



Loi de Metcalfe et viral loop

Loi de Metcalfe

slas @0 Windeale ov/ v is Pinripe o sryrne burvde e Pdet Ve ale Aorvises @ i on e X " b Nrgre b -

Expiscations
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Stop

Paid media
Media passif
__Client passif

G ACTTHINK IM



Client VRM

GO

Earned media

Media
participatif




nedu relal O
bogrer relatons

fluencer relations

OWNED SHARED

G ACTTHINK IMPACT

adverturg

Danner acts



Béhar (yves)

« Advertising is the price companies
pay for being un-original »

« La publicité est le prix que paient les entreprises pour leur manque
d'originalitée »

-

.

\




Empreinte digitale




lovémarka
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Saatchi
a Lovemark is

a product, service or entity
that inspires Loyalty Beyond Reason

VIDEO KEVIN ROBERTS

G ACTTHINK IMPACT



CRM & VRM

Transaction
9

Relation



BRANDS
Low Love
High Respect

LOVEMARKS
High Love
High Respect

PRODUCTS
Low Love
Low Respect

FADS
High Love
Low Respect



THE LOVEMARKER

The Lowemarter s 8 cresive msgh
Pt 2o Pt et e emotonsl
Aest rom T Twes AW ACMINICH

o Loveruarte Mpstery Secsnatny

el rdomy

Haow 10 use e Lovemarher
Sosen: I posmts for Mot | post for
Warm ang 0 pownty for 2Codd

N Paapadt. /0 Lovemarh. You meast
seoce o lman! IV Basguen | puarda W
e condred for Loveran stima
el yowr puenie vean

2 % M powits » Commaday
375 80 « Brand

& =« Lovverman

G ACTTHINK IMPACT

WYSIERY
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1/3 curation
1/3 recydage

1/3 nouveau










PARADOXE
EXEMPLAIRE
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Ul : interface = BEAUTE
UX : expérience = INTELLIGENCE

on peut étre beau et intelligent a la fois
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Zéero UX
Zéero Ul

Meilleure Expérience
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Intuition

100%
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Telepéage
Dash button
AmazonGo
Uber
Doctolib

ooooooooooooooooo



Zéero UX
Zéero Ul

Best Expérience
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amazongo
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VOus s e praicien 7

) Terge b iy
A e v ares COMMULITON POUF CRIFuee O B 1a0e ot Ou oo

» Lonine "™
Reserwer or Bgoe Ln RIV svec on O ) Neulily war Sene - Porsen )
L e Ay -
v Ravier LACHIVER — o -y
LY ver
— 12w 1) o 14y )
e :
‘200 racstotvie
m [ TR ‘l“'—*v‘. -
[+ ] (3] 3
: o m P
Sant eres
' m‘(‘m
‘ Nul\c'r ire
o g Pask
: - Moty b Crm
D asires OFL sonvl réservabies o0 bgne darm bt enviroms de Mewily s Jevw L wm
!
vialeg
v Chwer Pinlow o m Lieied
[ e Loy > 2 [am] =
— 12 jorwy 15 oy 14 oy m m
r'y
on
4% o0 <
> © L
CF

[~ |
Per @ rended va
oo Core BED) vonms

(o) Mgy se g Cotel Drnowes



Digitalisation des entreprises

Obiectif N°1 : Améliorer |I'experience

Swisscom ¥ 18:18 Y E0NN
Y ] Q
, o TagCommander @Taolomm..
Experierce Hall | 14.09.2016 | 15.09.2016 ]’ '\ [‘ 9 )
' ‘ AR Top strategies for
' N A #conversionrateoptimisation at
Adobe #dmexco. Boost the efficiency of
your marketing campaigns. Meet
e p——m us
100 - Y0 INNOYATION 5 OUT, INVENTICN 5 IN! THANGING THE CONVIIGATION AS
) BRANDS BECCME THE EXPERIENCE
7 B ¢ v

Meet us at dmexco and
discover our Tag and Data Ma...

taqcommander.com

B Fromoted



second visit ?






UX : User eXperience

toutes interactions
percues par |'utilisateur
avant, pendant et apres
l'usage
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toutes : omnicanal
interactions : touchpoint, point de contact
percues : MEme pas voulues par |'entreprise
utilisateur : Client, consommateur
avant, pendant, aprés . parcours complet,
customer journey
usage . achat, utilisation, test, destruction
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- 13 g
(e nach Ausitatiung)

Gewicht: 9
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Onboarding




Expeérience :
marketing
produit

marketing de
I’'expérience...



Batir une bonne UX :
1/ supprimer
et seulement apres
2/ ajouter
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1/ Supprimer les :
irritants, allergenes
points de friction (frictionless)
coutures (seamless)
défauts (flawless)

= simplifier
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2/ Ajouter:
satisfaction, fluidité
art, plaisir, sentiment
personnel, émotion
sourire, humour

= enchanter
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RENTABILISER
L* INNOVATION




VENDRE

LINNOVATION



VENDRE
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You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow‘s enterprises. it's a book for the..

Bu siness

Model -
Genela.\lon

WRITTEN BY

Aloander Osterwalder & Yees Pigrewr

CO-CREATED BY , *\_
An amazing cowd of L0 practitioners from 45 countries c (‘F";_r’?’ d
DESIGNED BY ) o =)

Alan Seath, The Movement Ve V2 /'5‘-(&“' \.l}\ '\L



UNIVERSITE DE LAUSANNE
BOCLLE DUS HAUTUS ETUDLS COMMLURUIALLS

THE BUSINESS MODEL ONTOLOGY
A PROPOSITION IN A DESIGN SCIENCE AFTROACH

par
Alexander OSTERWALDER
Foicencud en Scienoms Politigues de FlLnivenatd de Fansan e

Diplden¢ postgrade co Informatique ¢t Organisation (DF20)
dz I'Becle des HEC de FUnivenité de Lausanse

Pomr 1'obeontion de grade de
Dosteur en Bfcrmatiqee de Uestion




The 9 Building Blocks
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The Business Model Canvas gy
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On vend quoi a qui ?

Ontologie du profit

Définition pragmatique de la stratégie
Qu'est ce qu'on doit faire, avoir ?

Qui sont nos partenaires ?

Combien ca codte ?
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AARRR

Retention
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ROPO
el:le

Research Online Purchase Offline

# showrooming
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Parcours
Client
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Parcours client visible et invisible

Q ACTTHINK IMPACT



Social

Web

In Person m M=
Contact center

Mobile &

Via sms
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What Defines a Good Omni-Channel Customer Experience?

The Five Key Factors to a Winning Omni-Channel Customer Experience
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C’ A Traditional customer lifecycle Digital customer lifecycle Eairn
T1



B CUSTOMER EXPERIENCE G L 7
JOURNEY T
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Understanding the Customer Journey
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Parcours vu par [S cllent




Le parcours client




agir sur la pente de
'entonolr



Retention
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Notoriété, Awerness,
attontion

Intérét, connaissance

Désir, Affection

Conversion, Action,

Achat

CLIENT

Acquisition trafic

Découverte des
fonctionnalités

Mise en avant
marque

Promotion,
incentive

Fidélisation

CTR

Brand Content
Blog

BC, SM
StoryTelling

Retargeting
Couponning
CPA, CPL

Email
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Parcours client vu par les entreprises

5 stades d’acquisition client AIDA — NCDCF

Notoriété, Awerness, 1 Acquisition trafic CTR
attention

Intérét, connaissance Découverte des Brand Content
fonctionnalités Blog

Déslr, Affection Mise en avant BC, SM
marque StoryTelling
Conversion, Action, Promotion, Retargeting
Achat incentive Couponning
CPA, CPL
5 Fidélisation Email
CLIENT



Parcours vu par [S cllent




Le parcours client




CUSTOMER JOURNEY ANALYTICS
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VENDRE
- OU -
MOURIR
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hubertkratiroff

06 80 43 29 05

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



