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Les startups infuse
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Google is our classroom

What we're learning
from online education
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Y Combinator
500 Startups

Paul Graham
Jessica Livingston

Demo day

after 3 months of intensive work

Y Combinator: startup school
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Since 2005, we've funded over
1,464 startups.
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Y Combinator is 3 community
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The Next Immersive Cohort

is Quickly Approaching.

To be eligible for the January Immersive cohort. you wil need to
prepare soon.

Which Prop option best works for you?

Think Like a Sffare Engineer

Here's Why We've Been Called the Leading
Bootcamp in the Country
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HubSpdt  Academy

What do you want to learn today?
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L'ECOLE DE LA
CULTURE STARTUP

Notre Manifesto
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LEARN MARKETING
TENDANCE EN
PLEIN ESSOR

LE MEILLEUR
BRAND-CONTENT

Get out of
the building

Steve Blank
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Make something people
want.

-Paut Graham
Y=combinator. founder
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Creating a company we love.

GAFAMS .. NATUB .. BATX

Zappos

Delivering
Happiness
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By 2017 the CMO
will spend more on IT

than the CIO
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HOW 10 CREATE A TRUCY
FLEXIBLE CRGANIZATION

scrum kanban xp

Principles behind the Agile Manifesto

Please read it at:
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COLLE 1

Envoi par mail des 3 mots clés des 12 principes agile
www.agilemanifesto.org

pas de piéce jointe
pas de bonjour

3lignes:
mot1: ce que cela veut dire
mot2 : important parce que

mot3 : signification, implication

hubert@kratiroff.com (72h)
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ANTHONY FREELING

Fail early, Fail fast,
Fail cheap

FAIL : First Attempt In Learning

Test and Learn

continuous delivery
welcome change

agilemanifesto.org

LA VITESSE D’ITERATION
BAT LA QUALITE D’ITERATION

OF DESIGN
THINKING

DESIGN THINKING

Tim Brown CEO de IDEO

unlearn
“STunmarketing
| unselling
unpodcast

Scott Stratten _/




AGILE LEAN : bon

@ startup = disruption
@ startup = croissance
@ startup = incertitude

MVP

minimum viable product

premiere version visible et
distribuable d’un produit

utile pour les tests et choix des
fonctionnalités a ajouter / enlever

utile pour pivoter

MVP
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Quel PERSONA ? o

Persona User Stories

Resumé

Company 2012

Products: _
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Naming Logo Tagline
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Key
TakeAways

ce qu'll faut retenir

L'ENTREPRISE
ADONENANTE

Contre-etteqs
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HAROUN

HAROUN : internet etc.

R

vous étes sur internet, ce live aussi..|

OnRigoleBien.com
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1 - Philosophique : vision —ﬂw Lﬁé&-ﬂn
Décomposition = = =0y
- FMARKETING 2 ) )
du 2- Stratégique : long terme »’-—‘ © O Posey| b . [t La philosophie
digital marketing projet/ PM/BP = | e Marketing / Business

©

3- Opérationnelle : court terme

Philosophique, stratégique et opérationnelle

)

plan d’action / PAC / PAM
. : . 2 Décomposition p e gy
Philosophie Couple produit / marché stratégique
d’Ansoff @
1. Consommateur au centre Fondamental du marketing tn% Rt | s
2. Démocratie marketing Marke t:Lng Sert de base a la matrice d’Ansoff _oc)ﬁ i
STRATEGIQUE Sert de base au positionnement g
Principe de la segmentation 2%
consumer focus
. Outil de réflexion universel 5
customer obsession (3) e
G Produits




Marketing
Opérationnel

3 x 6 moyens
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Digital Marketing

Web Management
Research / Data Analytics
Référencement (SEARCH)
e-marketing

e-commerce

e-publicité

Marketing Opérationnel

TAXINOMIE

Digital
Marketing

Marketing Mix

Trade marketing

1. Segmentation 1. CGV

2. Produit 2. FDV

3. Prix 3. EDI, SCM & LOGistique (process)

4. Publi-promotion (consommateur) 4. COPromotion, comarketing, coadv

5. Distribution 5. LOBbying

6. Positionnement 6. MERchandising
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