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CDDO: chief digital/data officer
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Les acronymes du
marketing moderne
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Marketing Moderne
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M3 Modern Marketing Model

1. Strategy 6. Positioning

2. Market Orientation 7. UX / CX & content

3. Customer insight 8. Distribution

4. Brand & Value 9. Promotion

5. Segmentation Targeting 10. Data and Measurement
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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
countrios, all with unigue regulatory
ervironmants, taritfs, 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 precedents 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
hypotheses and testing them, Design your
oxperimonts 10 that lessons leamed 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 available.

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

Approach: Build in slack and devote
resources 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: levest 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.

HOW MUCH DO YOU KNOW ABOUT THE SITUATION? +
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The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar









‘“MARKETING

IS NO LONGER ABOUT
the stufl you make

BUT ABOUT THE

STORIES,,

you lell




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

hk 2014
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« Transformer la
satisfaction des clients
en profit pour
I'entreprise »

Hubert Kratiroff
(2004 Chef de Produit)



@ Satisfaction vs. Profit

PROFIT : 10 types / frequents

SATISFACTION : 2 types / rares
Objective : features
Subjective : insight



subjective




Réalité, features

Fonctionnalités

Réponse aux besoins

Qualité réelle

benchmark technique

Disponibilité du produit



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



Deux types de satisfaction

2 satisfactions a mesurer mensuellement
Objective (realite, features)

Subjective (perception, insight)



economie vs. marketing

rationalité des agents
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Economie de I'attention

Expectation economy
economie comportementale
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P+SITIVE ECONOMY FORUM

i, LE HAVRE

S

ACT FOR P4+SITIVE

0>
SEPT. 2015

4 JOURS 21 CONFERENCES 20 POSITIVE LABS 120 INTERVENANTS 180 EXPERTS 2 SOIREES



VALEUR ECONOMIQUE

valeur d'usage
VS.
valeur d’échange

prix vs. valeur



ObSo0Co

Observatoire Societé Consommation
Usage vs. Possession
50% s’'ecarte du modele dominant

SHARING ECONOMY



TIMP



pour succéder aux BRICS... N11 : NEXT11
PINE vs. TIMP
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Enterprse J0 Prnting
. Gesture Control
Virtual Reaity
Autonomous Feld Vehcies
s of July 201
Innovation e Trough of - Plateau of
Trigger Expectations  DiSiBusionment $lope of Enlightenment Productivity




Gartner for Marketing Leaders
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Luma Partners
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CALM

AND

GET DIGITAL
AS A SERVICE
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Key
TakeAways

ce qu’ll faut retenir
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nouvelles méthodes,
agilité et plus
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... de 2 milliards d’habitants
QMMR Zuckerderg - \

As Of this morning, the Facebook communty is now offically 2 bilkon
pocoio!

We're making progress connecting the worla, and now let's bring the
world Cioser 1ogether

IU's an horor 10 De On this journey with you
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Dreams change the
world,
not technology

Jack MA (F5= Ma Yun
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Nouveaux
Business
Modeles
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EEINVENT

YOUR

BUSINESSJ
MODEL |
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How to Seize the White Space
for Transformative Growth

ooooooooooooooooooooooooooooooooooo

» MARK W. JOHNSON {
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Nano Tech
Biotech / Biomimetics
“ _"InfoTech IOT Blockchain

’QCognitif / AL/ ML
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Michel
SERRES

-3000 écriture
1450 imprimerie
2000 NBIC

Luc
FERRY

1800 Vap/Moteur
1900 Electricité
2000 NBIC

. 1A
REVOLUTION
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Gordon
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omentum IOT

Objets connectés
Gartner = 25 milliards d'objets
Cisco = 50 milliards d'objets
Intel = 200 milliards d'objets
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Vesidd LE DIGITAL EN FRANCE
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MOBILE USERS vs. MOBILE CONNECTIONS
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FACEBOOK USAGE ANALYSIS
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TakeAways

cequ'ilfaut retenir




tout change

de maniere
exponentielle




