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TOUJOURS PLUS DE
PLUS VrrE ’A1TEN1ES CONTACTS
TOUCHE TOUT AGILE LIQUID MAGASINS
PARTOUT LEAN EXPECTATION AU CENTRE
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W Active poll

Comment vous sentez-vous en ce début de conférence ?
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Join at
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Michel
SERRES

-3000 ecriture
1450 imprimerie
2000 numeérique

Luc
FERRY

1800 Vapeur
1900 Electricité
2000 Digital

. 1A
REVOLUTION



LA
REVOLUTION
TRANSHUMANISTE

Comment la technomédecine et l'uberisation
du monde vont bouleverser nos vies

Conforama

Le confort pour tous
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INTRODUCING

amazongo
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Al + aMaZoN = gmazon go
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M3 Modern Marketing Model

. Strategy 6. Positioning
Market Orientation 7. UX / CX & content

. Customer insight 8. Distribution

. Brand & Value 9. Promotion
Segmentation 10. Data & Measurement
Targeting




« meeting
needs
profitably »

Philip Kotler
(2006 12éme édjtion de Mkt Mgt)






your
happiness
IS my
business




Mefiez-vous des recettes des annéees 60

Q4P

- bon produit bon prix
bon endroit bon moment

L

cognitif conatif affectif
SONCAS
AIDA
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VUCA

complexity

Characteristics: The situation has many
interconnected parts and variables.
Some information Is available or can be
predicted, but the volume or nature of it
can be cverwhelming to process.

Example: You are doing busingss in many
countries, all with unique regulatory
orvironmants, tariffs, and cultural values,

Approach: Restructure, bring on or
develop specialists, and build up
resources adequate to address the

complexity.

ambiguity

Characteristics: Causal relationships are
completely unclear, No precedeonts exist;
you face “unknown unknowns,”

Example: You decide to move into
immature or emerging markets or to
launch products outside your core
competencies.

Approach: Experiment. Understanding
cause and effect requires generating
hypothases and testing them, Design your
xperinonts $0 that lessons learmed can
be broadly applied.

volatility

Characteristics: The challenge is
unexpected or unstable and may be of
unknown duration, but it's not necessarily
hard to understand; knowledge about it

is often avallable.

Example: Prices fiuctuate after 2 natural
disaster takes a supplior c¥-line.,

Approach: Build in slack and devote
rosources to preparedness—for instance,
stockpile inventory or overbuy talent,
These steps are typically expensive; your
investment should match the risk.

uncertainty

Characteristics: Despite a lack of other
information, the event's basic cause and
offect are known, Change is possible but
not a given.

Example: A competitor’s pending product
launch muddies the future of the business
and the market.

Approach: Invest In information-collect,
interpret, and share it, This works best in
conjunction with structural changes, such
a% adding information analysis networks,
that can reduce ongoing uncertainty.
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Enterprse 10 Prnting
Gesturs Control
Virtual Realty
Autonomous Feld Vehcies
As of July 201
Innovation m.: Trough of Slope of Enlightenment Plateau of
90T £ypectations  Deiusionment Productivity
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L'humanité
augmentee

{" Q

Singularity

/ University

\
\
! paring Humanity for
/ Accelerating Technolegical Change
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PLUS







LA VITESSE D’ITERATION
BAT LA QUALITE D’ITERATION
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PLUS VITE

Les users attendent
du temps reel

rima




AGILE




Fail early, Fail fast, Fall cheap

Individuals and Processes and Tools

Test and Learn el

Working Product  over Dociimentation

Customer

Collaboration Contract Negotiation

Responding to
change

over Following a plan

That is, while there is value in the items on

FAI L FI rst Attem pt In Learn | ng the right, we value the items on the left more.

www aglemasdfeito org




Please read it at: agilemanifesto.org

Principles behind the Agile Manifesto

We follow these principles:

Our highest priority is to satisfy the customer
through early and continuous delivery
of valuable software.

Welcome changing requirements, even late in
development, Agile processes harness change for
the customer’s competitive advantage.

Deliver working software frequently, from a
couple of weeks to a couple of months, with a
preference to the shorter timescale.

Business people and developers must work
together daily throughout the project.

Build projects around motivated individuals,
Give them the environment and support they need,
and trust them to get the job done.

The most efficient and effective method of
conveying information to and within a development
team is face-to-face conversation.

Working software is the primary measure of progress.

Agile processes promote sustainable development.
The sponsors, developers, and users should be able
to maintain a constant pace indefinitely.



Plus d’efficacite



Do More With Less

Lean Management

Pizza team

MVP (minimum viable product)
POC (proof of concept)



THE LEAN
STARTLP




PizzaTeam = 9 personnes
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Plus de
partage



® |DRISS ABERKANE

¢ Economie
* T de
connaissance



La BlockChain



Cryptographie Partagée

Solution a la double dépense
Solution contre la centralisation

pas de limite a la BlockChain
base du BitCoin
développement de la fintech



Human
10
Human



Post PC
Post Digital
Internet est mort

RESTE HtoH



USER

’ USER
ECOLE DE USER







ET POUR FINIR :

Plus d’attentes...









Nouvelles Attentes

Pourguoil se contenter
du minimum ?

PLUS
D’ATTENTES



1990 : web et internet
2010 : mobile
2015 : Living Services

source : Google, Accenture

G PLUS
D’ATTENTES
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THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS



OUR HOMES

OUR BODIES
OUR FAMILIES
OUR EDUCATION
OUR WORK

OUR TRANSPORT
OUR FINANCES
OUR SHOPPING



CEAGUE

| FGENDS

DO YOU
GIVE A

HONGBAO? eisl'p'Q?rif
gaming
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eSports

(Nintendo)

Wii




Digitalisation : IOT

Billet / Voucher / carte (wallet)
Porte (smart door)
Maison (home Kkit)
Ecole / Cours (MOOC)
Santeé
Politique
c’ Voiture (Tesla OS, auto4.0)
crmvoass Wearable

=



LIQUID

EXPECTATIONS




Liquid Expectation

Partir / sortir sans payer
Réserver d'un clic

Commande par bouton (DASH)
Connexion permanente

Temps réel pour tout



Consommateur Sans Limite

un consommateur ca ose tout,
ca compare tout,

ca demande (exige) tout,

ca commente tout, partout,

ca ne lit RIEN (tl;dr)

¢a demande un secret total des
informations confiées

- EXxpectation Economy
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Les lois de
Michel Audiard




INBOUND
MARKETING



CUSTOMER
EMPOWERMENT

One clic away
« Power in the
hand »
AdBlock
TouchPoints
Soft Power
Privacy

Living Services

INBOUND
MARKETING

Permission
VRM

ZMOT

SEO

Ul UX CX IxD SD
WTS

Personas UserStory

TAUX DE
CHURN

Engagement
Viralité
Fidélité

Lovemarks



vendre ;
ou y_
mourir




Micro Moments
Stimulus

Know / Go

Do / Buy

A
i

8 AFTER SALES

PRE SALES

Avant-Ventes SAV service client
Support Social SAV
Assurance FAQ

Rassurance Portes d’entrée Vidéo Utilisation

Confirmation ;
Stock / délai / livraison
Conditions

Retours possibles ?

vers
INBOUND
MARKETING

"pm-i"

Social S E A RC H Négociation

Referals Closing

SEO ABC PLUS

+ SEA D'ATTENTES



SI VOUS Ne payez rien,
cest que

VOUS étes le produit
G



| vaut mieux toucher
les gens qui comptent

que de compter les
6 gens gqu'on touche



FTECHNOLOGIE & MEDIAS 9




BRAND
CONTENT

BESITE



FOMO

Infobésité
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

BRAND CONTENT

StoryTelling
Native ad
Gamification
Curation
Vidéo

RTM / SEO

POEM

LOVEMARKS

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

lovémarks







JAN
2018

7.593 L. 021

BILLION BILLION

PENETRATION:

wswsﬂg/o: 53%

° ....‘ - : .

DIGITAL AROUND THE WORLD IN 2018

KEY STATISTICAL INDSCATORS FOR THE WORLD'S INTERNET, MOBLE, AND SOCIAL MEDIA USERS

UNXQUE
MOBILE USERS

3.196 5.135

BILLION BILLION

PENETRATION: PENETRATION:

42% 68%

ACTIVE MOBILE
SOCIAL USERS

2.958

BILLION

PENETRATION:

39%

-
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SHARE OF WEB TRAFFIC BY DEVICE

BASED ON EACH DEVICE'™S SMARE OF AL WEEB PAGES SERVED TO WEB BROWSERS

JAN

APTOPS & MOBLE TABLET
DESKTOPS PHONES DEVICES

43% 52% 4%

YIAS ONTIAR CHMNCR YEAS ON YLAR DvaNCa MARON YLAR CHANGL

-3% +4% -13%

OTHER

0.14%

FEAD ON YLAR OwinvGt

+17%

™ Hootsuite

g!



INFO-
BESITE



INFO-

Syndrome du Hamster BESITE




InfoBésité

METTONS FIN A
LA MALNUTRITION CEREBRALE.

,, MUSCLEZ VOTRE ESPRIT.




le rapport a l'infobeésiteé
est une

aporie



IN] Canter Tor Theory & x:‘)'(.'-,.'q
VWorsshoos . Ressarch

A Time 7o Raflect is a gift of sef.care; a sell-structy

WOIESNoD ™ Bl ghves yO w» O Nty 000 as N 3
e as yo o

e LU PO WOIrshoos A Time To Refecstr S OOr anher &
weekend (Fnday through Sunday) or a wook (Sunday through
Nk 'R 0 CHOoas M l Csae sun -

-~ medtation

You coud dive inlo your next creative pro r fivesh & work
Ooress. Maditate for hours NG sreamsca Mmesiatx
nanouUse, volunteer In B famm and garden, or Dring that stack

f DOOKS YOuU'VE Biways wanind 10 redd. Trast yourself 1o a
massage of other hoaling mod: Sach and every day, or ove

INFO-
e e
Nowrish your mind, body, heart, and soud by treating youself 10 e bast of Esalen BESITE




Content Is
KiNng




“Content is King”

Bill Gates, 1996



BIII Gates AN Products | Swpport | Seach |

Wicrosoft Chairman
and Chief Software Architect

Content s King (LAY
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LEARN MARKETING
TENDANCE EN

PLEIN ESSOR

LE MEILLEUR
BRAND-CONTENT




StoryTelling

NoStory : NoBusiness



Best StoryTelling ever
veni vedi vicl

second StoryTelling

asteroide B612



michelleobama




Recherche esss 7 14:23 v 31 59 % M.

Discover

e Nionde

pendant que tu Votre antipub... va
bronzais ® vendre de la pub Peur de nous rater demain ?
Faites glisser pour vous
abonner t

Guérir une gueule Les Frangais en
| de bois avec du LDC : la stat qui fait
Battle in New York bacon? du bien oy

melty

-~
SOUSCRIRE
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INFO-
BESITE
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POEM




POEm
Paid
Owned
Earned

INFO-
BESITE

Média & Marketing



Empreinte digitale

INFO-
BESITE



oL ? }



WOW ?













PARADOXE
EXEMPLAIRE
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Telepéage
Dash button
AmazonGo
Uber
Doctolib

PPPPPP



Zéero UX
Zéero Ul

Best Expérience



INTRODUCING

amazongo

(1 Tube

Al + aMaZoN = gmazon go
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Ever

second visit ?







Dieter Rams (Braun & Bauhaus de Walter Gropius

~










OnBoarding

Version RH : accueil

Version Digital : Prise en main
Premier contact et étape du parcours
Fluidité des formulaires

Facilité des procédures

UI et UX

PLUS DE
CONTACTS



- | S U (R
.. 050 O O

BROMPTON

Gewicht: 9 - 13
(e nach Ausitatiung)

PLUS DE
CONTACTS
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Onboarding




Batir une bonne UX :
1/ supprimer
et seulement apres
2/ ajouter



1/ Supprimer les :
irritants, allergenes
points de friction (frictionless)
coutures (seamless)
défauts (flawless)

= simplifier pLuS DE
CONTACTS



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

= enchanter

PLUS DE
CONTACTS



Parcours client visible et invisible

G PLUS DE
CONTACTS



AARRR

Acquisition

PLUS DE
CONTACTS



Parcours vu par le client
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Le parcours client




One more thing. ..
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- Born to code
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Conforama

Le confort pour tous
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Conforama

Le confort pour tous
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What's next ?



YOU ARE [,

what Is next







MEMBRE FONDATEUR

(GIANT

INNOVATION CAMPUS

UN OBJECTIF
COMMUN

D’ | N NOVAT|ON Une alliance pour

répondre a 3 enjeux

sociétaux majeurs :

Grenoble Ecole

CEA de Mar]agement est
CNRS la Business School
ESRF }( Un éco-quartier
ILL
EMBL )&X
UJF UGA n
Grenoble INP Un investissement
GEM

GRENOBLE

ECOLE DE :

HMANAGEHENT

-

(€ coronencaLs




GRENOBLE
ECOLE DE
MANAGEMENT

e et

@ CCI GRENOBLE

France

e
Palmares 2014

des Grandes Ecoles
de Management

En S ,ti?tactjon
es diplomes

Monde

SSOCIATION
@AMBA
ACCREDITED

//__ EFMD

ACCREDITED

&" CONFERENCE DES

GRANDE
L@ ECOLES

4

Meijlleure école

en Europe

dans le European .
Business Schools Ranking

En Euroge
ans le classement
EMBA

Master Ranklrr1T$
pour le programnte Master
in International Business

Ran? mondial dans le
]

Rang mondial
Meilleures formations
« Juniors »
Pré-expérience

en Finance

et
Dans le palmarés inter
et intra Entreprises

Rang mondial
MBA Grenoblois

Rang mondial
MBA Grenoblois
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