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NOTATION 2020
(5x3h = 15h)
4 quiz 14% (1/7 note)
2 colles (question mail groupe) 14% (1/7 note)
3 ateliers (suite cours groupe) 14% (1/7 note)

1 examen 3 heures 50% (1/2 note)
1 note de cours / classe 14% (1/7 note)
5 présences a I'heure bonus

www.toutsurlemarketing.com/EBS

hubert@kratiroff.com e
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Méfiez-voue des receites des années 60
4P de Jerome McCarthy (1960)
Produit - Prix - Promotion - Place

BB de Charles Kepner (1955): BON -
produit prix endroit moment quantité

SWOT de Humphrey (1970)

CAP Caracteéristique Avantage Prcuve
cognitif / conatif / affectif
SONCAS / AIDA
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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 Persona 10. Data & Measurement




« meeting
needs
profitably »

Philip Kotler
(2006 12¢éme edition de Mkt Mgt)



Too Long ; Didn’t Read






“creer de la valeur::
pour l'entreprise,

le client,

et I'ecosysteme




comif

“JeMeDeconnecle
PourLaPlanete

Aujourd’hui, pas de Black
Friday, on déconnecte !

Pour la 3°*™° année, Camif se déconnecte
pour la planéte !

Un boycott pour cause d'urgence
climatique. Une fagon d'étre totalement
aligné avec nos valeurs pour consommer
moins mais mieux !

Mais, pour nous, déconnexion rime avec
action. Alors, aujourd'hui, on vous propose
de ne pas acheter et de faire un geste bon
pour vous et la planéte.

FERMER LE SITE : POURQUOI ?




GAFA
meilleur
marketing ?



*5Créer de la
valeur pour le
client, I'écosysteme
et I'entreprise

hk 2014



~ « Transformer la
satisfaction des clients en
profit pour |'entreprise »

Hubert Kratiroff
(2004 Chef de Produit)



‘““MARKETING

IS NO LONGER ABOUT
Lhe stufl you make

BUT ABOUT THE

STORIES,,

you lell




The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar



your
happiness
IS my
business







meeting needs profitably

Kotler

Transformer la satisfaction des clients
en profit pour I'entreprise

CARE Gary Vaynerchuk
Stop selling. Start helping Zig Ziglar
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360
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Deux types de satisfaction

2 satisfactions a mesurer :
Objective (realité, features)

Subjective (perception, insight)
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Réalité, features

Fonctionnalités

Réponse aux besoins

Qualité réelle

benchmark technigue

Disponibilité du produit



Perception
Insight
Image
Notoriéeté
Qualité percue
Perception du prix
Appartenance (sentiment d’)
Buzz/viralité
Recommandation
Réponse aux attentes et motivations









VUCA
2614

complexity

Characteristics: The situation has many
interconnected parts and variables.
Somo information Is available or can be
prodicted, but the volume or nature of it
can beo cvorwhelming to process.

Example: You are doing business in many
countrios, all with uigue regulatory
erwircnments, tariffs, and cultural values,

Approach: Restructure, bring on or
dovelop specialists, and build up
resowrces adequate to address the

complexity.

ambiguity

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

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

Approach: Experiment. Undorstanding
cause and offect requires gonerating
hypothesos and testing theen, Design your
SXperiments 10 that lessons learned can
be broadly applied,

volatility

Characteristics: The challonge s
unexpected or unstable and may be of
unknown duration, but it's not necessarily
hard to understand; knowledge about it
& often available.

Example: Prices fuctuate after a natural
disaster takes a supplior o¥-line.

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

uncertainty

Characteristics: Despito a lack of other
nformation, the event’s basic cause and
effect are known, Change is possible but
not a given.

Example: A competitor’s pending prodact
{aunch muddies the future of the business
and the market.

Approach: lervest In information--cellect,
intorpest, and share it. This works bost in
conjunction with structural changes, such
% adding information analysis networks,

that can reduce ongoing uncertainty.

HOW MUCH DO YOU KNOW ABOUT THE SITUATIONT +
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Amartya SEN
Nobel 1998 pour IDH

Jean Tirole (%
5014 THE SVERIGES RIKSBANK
PRIZE IN ECONOMIC SCIENCES
IN MEMORY OF ALFRED NOBEL

Jean Tirole -

) , BIEN COMMUN Jean Tirole
Nobel 2014 : regulation T

Tonlouse  Capitole Uniiversaty, France

et O UVO| t d e marc h é ' PRIX NOBEL [ e e
p £ 4 D'ECONOMIE Sl i it o 1486

puf “ Nobelprize.crg
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Value

THANKING,
FAST.. STOW
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Nudge




Richard Thaler
Nobel 2017 pour Nudge

inciter sans que l'incitation soit perceptible,
sans contrainte ni recompense
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Courbe de décision en incertitude

https://www.ubs.com/microsites/together/en/nobel-perspectives/
laureates/daniel-kahneman.html

https://www.cairn.info/revue-idees-economiques-et-
sociales-2010-3-page-15.htm

https://www.theguardian.com/science/2014/feb/16/daniel-
kahneman-thinking-fast-and-slow-tributes

Les agents économiques n'agissent pas de maniéere rationnelle et
«consistente». on peut prédire les actes des personnes par la
volonté du gain ou la diminution de la perte

In psychology, heuristics are simple, efficient rules which people
often use to form judgments and make decisions. They are mental
shortcuts that usually involve focusing on one aspect of a complex

problem and ignoring others. These rules work well under most
circumstances, but they can lead to systematic deviations from
logic, probability or rational choice theory. The resulting errors are
called "cognitive biases" and many different types have been
documented. These have been shown to affect people's choices in
situations like valuing a house, deciding the outcome of a legal
case, or making an investment decision. Heuristics usually govern
automatic, intuitive judgments but can also be used as deliberate
mental strategies when working from limited information.
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Nano Tech

Biotech / Biomimetics
~ mInfoTech 10T Blockchain
& Cognitif / Al / ML

IKB



Numerique
invention, technologie, recherche, technique,
scientifique, code, brevet...

Digital
innovation, utilisation, usage, assistance,
commande, clic, relation homme-machine...

Cyber

sécurité, protection, hacker, virus, espionnage,  #BUREN!

LEGENDES

militaire, défense, bureau des legendes

EN = FR
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JEREMY RIFKIN

GREEN L I REVOLUTION
NEW ﬂ[Al
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P THE =
HYDROGEN
ECONOMY

and THE DOLD ECONOMAC FLAN
70 SAVE LOE oN LARTH
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Michel Luc
SERRES FERRY

-3000 écriture 1800 Vapeur
1450 imprimerie/chiffre 1900 Electricité
2000 NBIC 2000 NBIC




petite poucette

s Jll JEUNES DOIVENT TOUT REINVENTER : UNE MANIERE

muchel serres

DE VIVRE ENSEMBLE, DES INSTITUTIONS, UNE MANIERE D’ETRE ET DE CONNAITRE...

[MANIFESTES LE POMMIER!]




Revolutions :

SOC|a|
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airbnb

JEAN-LOUIS la ville ubérisée
MISSIKA ion brossot
PILRAREL
MUSSEAU
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COMMENT
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VONT CHANGER
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Uber EOtS Connexian

‘e

Vos plats préférés, livrés avec Uber

Paris - Livraison de repas

Dépenssr 30 € #conomnez s €




Black Mirror

NOSEDIVE (SO3EQ1)
Entire History of you (SO1E03)
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Linked in

Social Selling Dashboard
L 7“.-':

Network SS! Rank

4.,

industry SSI Rank

Hubert Kratiroff
CDO at C4C, MyConnecting

Social Selling Index ~ Today
Your Social Salling Indax (SS!) measures how effective you are at estabishing your professional brand, finding the
right peopie, engagng with insights, and buiding relationships. It s updated daily. Learn more

69 |
| outof 100 .
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Poopie £ your network have
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