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HERMES

VANILLE GALANTE

s and julia 52

Chateau

Angus and Julia Stone

| dont mind if you wanna go anywhere

{1 take you there ' CHATEAU

We can go f you wanna go anywhere

N - C T
I'll take you there ABOUS T
We can go 1o the Chateau Marmont
And 1ce in the hotel
We can with the headights on

Till we got nothing 1o ose

We have, lifing from the ground

We go, never coming dowv

| don™t mind If yo anna qgo anywheare

1l take yc
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hubert kratiroff




Notation

Controle continu sans rattrapage absence =0
4 quiz papier
_ 2 quiz online
509 1 note de classe
2 travaux de groupe cas
1 colle (kholle)

i Examen 3 heures sans document

:)OO/O Examen mars 2019 : cas
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technology
evangelist

product

support
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technology evangelist

full stack marketer

CDDO: chief digital/data officer

DPO: Data Protection Officer

expert learn marketing, CMI, marcom
everyday writing, coding & programming
entrepreneur / consultant

engineering

product

support

hubert@kratiroff.com
y @kratiroff
m linkedin.com/in/kratiroff
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Hubert Kratiroff
CDO at C4C, MyConnecting
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PARIS

The more you knvw‘
the more you dare’

Les acronymes du
marketing moderne
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1
Marketing Moderne



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






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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HBR
2014
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complexity

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

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

Approach: Restructure, bring on or
dovelop specialists, and build up
resowces 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 cutside your core
competencies.

Approach: Experiment. Undorstanding
cause and offect requires gonerating

hypothesos and teating theen, Design your
VXperimonts 10 that lessons learned can
bo broadly applied,

volatility

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

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

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

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 product
{aunch muddies the future of the business
and the market.

Approach: lerveat In information-collect,
intorpeet, and share it. This works bost in

conjunction with structural changes, such
A% adding information analysis networks,

that can reduce ongoing uncertainty.

HOW MUCH DO YOU KNOW ABOUT THE SITUATIONT +
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meeting
needas
profitably

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




The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar



‘“MARKETING

IS NO LONGER ABOUT
the stuff vou make

BUT ABOUT THE

STORIES,,

you lell




*®Créer de la
valeur pour le
client, I"écosysteme
et |'entreprise -

hk 2014




your
happiness
IS my
business

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

Hubert Kratiroff
(2004 Chef de Produit)
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@ Satisfaction vs. Profit

PROFIT : 10 types / frequents

SATISFACTION : 2 types / rares
Objective : features
Subjective : insight
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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)
Fonctionnalités, réponse aux besoins
Qualité reelle, benchmark technique
Disponibilite du produit, prix

Subjective (perception, insight)
Image, notoriété
Qualité percue, perception du prix
Appartenance (sentiment d’)

Buzz, viralité, recommandation
Réponse aux attentes et motivations



economie vs. marketing

rationalité des agents



Amartya SEN
Nobel 1998 pour IDH

Jean Tirole (%

3014 THE SVERIGES RIKSBANK
PRIZE IN ECONOMIC SCIENCES
IN MEMORY OF ALFRED NOBEL

J e a n Ti ro I e ECONOMIE 7

sieN commun J€an Tirole

Nobel 2014 : régulation diipaoiubud
et pouvoir de marche Lo Gl

Tonlouse  Capitole Uniiversaty, France

#NobelFacts fean Tirole is the thisd French
Laureate amanded the Prize in Economic
Sclences. Maurice ABals was awarded (o 1988
and Gerard Debiren i 1584

”\i D’ECONOMIE




Value

THANKING,
FAST.. ST OW

[ S
DANIEL

KAHNEMAN

(gains) Ss
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Nudge




Richard Thaler
Nobel 2017 pour Nudge

inciter sans que l'incitation soit perceptible :
sans contrainte ni recompense






ATTENTION

MONEY




Economie de I'attention

Expectation economy
economie comportementale

eeeeeeeeee



~' IDRISS ABERKANE

< Economie
© dela
connaissance




VALEUR ECONOMIQUE

valeur d'usage
VS.
valeur d’échange

prix vs. valeur



Key
TakeAways

ce qu’ill faut retenir




MBAESG

#Digital\Viarketing

ookl ron




G

GRENOBLE
ECOLE DE
MANAGEMENT

@ CCIGRENOBLE

INSPIRING IDEAS AND TALENT

TECHNOLOGY & INNOVATION

QrCode
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michelleobama




WeChat

MUS 1Y

(’ ACT THINK IMPACT WeChat Pay



QrCode : phygital

Lien analogique/physique
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1
UNITAG

pour encoder
avec action

2

UNITAG
pour lire sur
mobile
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URL
shortener

G ACTTHINK IMPACT
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Décomposition
du
digital marketing

©,



1 - Philosophique : vision

2- Strategique : long terme
projet/ PM / BP

3- Opérationnelle : court terme
plan d’action / PAC / PAM
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La philosophie

Marketing / Business



Philosophie

1. Consommateur au centre
2. Démocratie marketing

consumer focus
customer obsession ( @)



Marketing

“Marketing is so basic that it cannot be
considered a separate function...it is the whole
business seen from the point of view of its final
result, that is, from the customer's point of view.”

Peter Drucker




Marketing
STRATEGIQUE

2



Couple produit / marche

Fondamental du marketing

Sert de base a la matrice d’Ansoff
Sert de base au positionnement
Principe de la segmentation

Outil de réflexion universel



Décomposition
stratégique
d’Ansoff

Marches
Existants

Nouveaux

Igor ANSUIFF (1918-2002)

The new corporate strategy

Fidelisation Intensif

pénétration développement
marcheé produit

Extensif
extension
marchée
?f‘_‘p"ctallsation

Existants Nouveaux

Produits



Marketing
Opérationnel

3 3 x 6 moyens



Marketing Opérationnel

6
5
18




SOV RWMNH

Marketing Mix

Segmentation

Produit

Prix

Publi-promotion (consommateur)
Distribution

Positionnement



SOV RWMNH

Trade marketing

. CGV

FDV
EDI, SCM & LOGistique (process)

. COPromotion, comarketing, coadv

LOBbying
MERchandising



anhWbdH

Digital Marketing

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

e-commerce

e-publicité






MARKETING
360

outils | cibles



SALES + MARKETIN

SMARKETING.
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CONVERSATION

RKETING
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Discipline reine du
marketing :

Positionnement




Décomposition
du
digital marketing
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1 - Philosophique : vision

2- Strategique : long terme
projet / PM / BP

3- Opérationnelle : court terme
plan d’action / PAC / PAM
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La philosophie

Marketing / Business



Philosophie

1. Consommateur au centre
2. Démocratie marketing

consumer focus
customer obsession (a )



Marketing

“Marketing is so basic that it cannot be
considered a separate function...it is the whole
business seen from the point of view of its final
result, that is, from the customer's point of view.”

Peter Drucker




Marketing
STRATEGIQUE

2



Couple produit / marche

Fondamental du marketing

Sert de base a la matrice d’Ansoff
Sert de base au positionnement
Principe de la segmentation

Outil de réflexion universel



Décomposition
stratégique
d’Ansoff

Marches
Existants

Nouveaux

Igor ANSUIFF (1918-2002)

The new corporate strategy

Fidelisation Intensif

pénétration développement
marcheé produit

Extensif
extension
marchée
?f‘_‘p"ctallsation

Existants Nouveaux

Produits



Marketing
Opérationnel

3 3 x 6 moyens



Marketing Opérationnel

6
5
18




oA WNMNH

Marketing Mix

Segmentation

Produit

Prix

Publi-promotion (consommateur)
Distribution

Positionnement



QU HWNH

Trade marketing

. CGV

FDV
EDI, SCM & LOGistique (process)

. COPromotion, comarketing, coadv

LOBbying
MERchandising



anhNH

Digital Marketing

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

e-commerce

e-publicité



TAXINOMIE

Digital
Marketing



The Periodic Table of Content Marketing
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Web-Advertising
M-Advertising

S-Advertising
AdTech

SEARCH

o@ SearchMarketing

Référencemeont
SEM
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Quelques mots sur le B to ?

BtoB vs. BtoC

BtoRtoC,
BtoltoC,
BtoltoBtoRtoC

BtoA, BtoR

CtoC, CtoB

020

« la véritable
economie est la
consommation finale
des menages, le
reste n'est que
variation de stock »

John Maynard Keynes



CtoB

RtoB

EtoB

CtoC

GtoC

RtoC

EtoC

MtoC

CtoG

GtoG

RtoG

EtoG

CtoR

GtoR

RtoR

EtoR

MtoR

CtoE

GtoE

RtoE

EtoE

MtoE

EtoM

MtoM



Consumer to business

User Content (UGC)

Consommateurs :
échange et recyclage

consomm'acteur
consomm’agent

: CtoB



Key
TlakeAways

ce quil faut retenir

HHHHHHHHHH



GRENOBLE
ECOLE DE
MANAGEMENT

@_ A ORI,



..........



Dessin d’un Mind Map

essal de classification de
nouveaux elements




XMind 8

Tha Mas! Pogader Ming Mepgeng Tool
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1 2 3

TOUJOURS PLUS NOUVEAUX ’
PLUS D’ATTENTES OUTLLS USER EXPERIENCE
TOUCHE TOUT NOUVELLES AGLITE PARCOURS
PLUS VITE EXIGENCES LEAN B%EUR'EENTCE
PLUS FORT CLENT VUCA

www.toutsurlemarketing.com/nolimit GROUPE
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SLIDO.com

#esg

Audience Interaction Made Easy

Live QA ard Polls for your Meetings & Events

CREATE EVENT
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HERMES

VANILLE GALANTE

Snow

Angus and Julia Stone

Running from the start and here we are again
Running from the start and here we go again
Smile in the smoke and find something fo say
Smile in the smoke and find something fo say
Who the hell are weo 10 start this chann again?
Who the hell are you 1o break thes chain agan?

Trying to imagne giving & away

Why don you stay? 2 la, lalatalala la







Michel Houellebecq
La carte
et le territoire

PRIX
GONCOURT
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Un nouveau continent ...

i
- - \\\

’ -~
. .
. "
. y
.

MBAESG
#DigitallVarketing

SoclCBobiE Codesr pSearth

GHOUPE RENAULT



... de 2 milliards d’habitants

Mark Juckerberg

As of this morning, the Facebook communty is now officaly 2 bilkon
ecpia!

weore making progress connecting 1he worlo, and naw let's drng the
worid Cosor 10gethor
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Numerique
techno, electro, computer,
enable companies to do things greater

the way from finding clients to earn income
change business model, process, objective

Cyber
security, resilience

... bureau des legendes
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Singularity

University

Preparing Humoanity for
Accelerating Technological Change
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Dreams change the
world,
not technology
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How to Seize the White Space
for Transformative Growth
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» MARK W. JOHNSON {
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ANT FINANCIAL

Market
Ranking Banking Group Capitalisation
(USD bn)
1 JP Morgan 388
2 ICBC 330
3 Bank of America 315
4 China Construction Bank 270
5 Wells Fargo 268
6 HSBC 198
7 Agricultural Bank of China 200
8 Citi 183
9 Bank of China 180
10 Ant Financial 150
11 China Merchant Bank 122
12 Royal Bank of Canada 114
13 Santander 100
14 BNP Paribas 90
15 Goldman Sachs 91
16 Sberbank 84
17 Unicredit 50

18 Barclays 47
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$15
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le slip francais  Jimmy Fairly
made.com Veja

maison standard Tediber
Michel Augustin Bergamotte
Dollar Save Sézane
Glossier Warby Parker
Casper Bobbies
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Michel
SERRES

-3000 écriture
1450 imprimerie/chiffre
2000 NBIC

Luc
FERRY

1800 Vapeur
1900 Electricité
2000 NBIC

LA
REVOLUTION
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Nano Tech

Biotech / Biomimetics
" InfoTech IOT Blockchain
& Cognitif / Al / ML

IKB
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Quelques mots sur le B to ?

BtoB vs. BtoC

BtoRtoC,
BtoltoC,
BtoltoBtoRtoC

BtoA, BtoR

CtoC, CtoB

020

« la véritable
economie est la
consommation finale
des menages, le
reste n'est que
variation de stock »

John Maynard Keynes



CtoB

RtoB

EtoB

CtoC

GtoC

RtoC

EtoC

MtoC

CtoG

GtoG

RtoG

EtoG

CtoR

GtoR

RtoR

EtoR

MtoR

CtoE

GtoE

RtoE

EtoE

MtoE

EtoM

MtoM



Consumer to business : CtoB

User Genereted Content (UGC)

Consommateurs :
échange et recyclage

consomm’acteur
consomm’agent
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G https://toplink.weforum.org/knowledge/explore/all
ACTTHINK IMPACT https://toplink.weforum.org/knowledge/insight/a1Gb0000001hXcwEAE/explore/summary
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social / culturel
economique
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Michel Luc
SERRES FERRY

-3000 ecriture 1800 Vapeur
1450 imprimerie/chiffre 1900 Electricite
2000 NBIC 2000 NBIC

, LA
REVOLUTION
TRANSHUMANISTE
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omentum IOT

Objets connectes
Gartner = 25 milliards d'objets
Cisco = 50 milliards d'objets
Intel = 200 milliards d'objets

MBAESG
iDig thth
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DIGITAL AROUND THE WORLD IN Q2 2018
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TEMPS PASSE PAR MEDIA
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1 PLATEFORMES SOCIALES LES PLUS ACTIVES
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LE DIGITAL EN FRANCE .
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MOBILE USERS vs. MOBILE CONNECTIONS

2010 COMPEIN0 W SO NAEIR CF YR VOIS SRS 5O T8 GO SAMIUY 28 MOBLE COMECTIEAS
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2010

SHARE OF MOBILE WEB BY MOBILE OS5
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FACEBOOK USAGE ANALYSIS
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™ Hootsuite Y.




A CASEN AOON K POCAOAIM BT, VORI DOWN T MOBLE &3 S0 0 QOOLAND QONDWN Oy Lamey
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exponential
mindset




tout change

de maniere
exponentielle




Preface

ZERO TO ONE

E VERY MOMENT IN BUSINESS happens only once. The
next Bill Gates will not build an operating system. The
next Larry Page or Sergey Brin won't make a search engine.
And the next Mark Zuckerberg won't create a social net-
work. If you are copying these guys, you aren’t learning from
them.

Of course, it's easier to copy a model than to make some-
thing new. Doing what we already know how to do takes the
world from 1 to n, adding more of something familiar. But
every time we create something new, we go from 0 to 1. The
wct of creation is singular, as is the moment of creation, and

he result is something fresh and strange.

PETER THIEL

wiTH BLAKE

e rorm g # 63

a0k we STTIETHATS.

. .
e A, o) prees e

sz THE TIMEY

2012-2074

Peter Thiel
PayPal
FB, spaceX, LinkedIn
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DIGITALE
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Jame dire gue la
transformation
digitale est finie.
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HOW 10 CREATE A TRUCY
FLEDRLE CRGANIZATION
\ N

Les startups inf

5 @ AveA [N ascss o
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Google is our classroom

l ED Watch Dascovesr Attond Partcipats

What we're learning
from online education

TEDGIobad 2012 - 20.40  Rimed Jun 2012

6 O 6 @ c 1,959,910 o al s o vm



STATION F

Accelerators Y Combinator
VS. PLUGandPLAY
Incubators The Family

500 Startups
TechStars



Paul Graham
Jessica Livingston

Demo day
after 3 months of intensive work

Equity for mentoring




Y Combinator: startup school

= g- .o

Since 2005, we've funded over
1.464 startups.

Y Combinator is a community
of over 3,000 founders.

Our companies have a combined
valuation of over $80B.



B a8 9 eaEe & ot

-~ STARTUP
s SCHOOL

. Hosted by Y Combinator

DEMO DAY:
PITCH SATURDAY FROM 4 to 6.30PM



PLUGAOPLAY Heorme

Join the ultimate
innovation platform.

We cornact tha best technology startups and

he .‘.'.-’511.'.:7:’!;‘.' A
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Accelerator Programs

We run ower S0 irdaalry-thermad accrieralor
PrEgrama & puar n OSes Acrius the sertd

Mﬂuhmtum-'muﬁwmmminmhm-

What is Plug and Play?

O
49
Corporate Innovation Venture Capital
We superesarge the isrovetion of over 250 We vt n over Ja commpares 4 year ang
ity y-Seadng L porgtiome. 2o« cwen! mrih e wortd & hesl VCa
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FORMATION
BOOTCAMP




SOOTEANE @D :éACéTOR

The Next Immersive Cohort

1S Quickly Approaching.

To be eligible for the January Immersive cohort, you will need 1o
prepare soon,

Which Prep option best works for you?



\g':;‘:‘-' HACK
Z REACTOR

Don'’t just Learn to Code:
Think Like a Software Engineer

rent YOURESIBERIn 12 w

Start Your Application E‘-'-w stch the Video (») |

Here’s Why We’ve Been Called the Leading
| EAES® Bootcamp in the Country

SoclCBobiE Codesr pSearth
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» DEMO DAY LE WAGON

» https://www.lewagon.com/demoday/
» 3 bootcamp en plus de lewagon et hackreactor
» https://lacapsule.academy/fullstack-javascript

» https://www.lereacteur.io/bootcamp-full-stack-javascript/formation-
developpeur-web-mobile

» https://www.ironhack.com/en/courses/web-development-part-time
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D NOOAY Postuler

Changez de vie': apprenez-a toder

Le Wagon apporte un savoinfaire technique aux esprits créatifs.
L IRIRY

Postuler pour 9 seenaines de formation

Décowvrat natre

Codez the startup way

Devenaz développeur wob @ Compronez ln technique Adopter e bon workfow

' X I exate une bonne fagon de vavaller s

sol ruby, SOL., ot e frameawork Raih Approws & poraer Soltwate

DO CoNStrore Ges applcmions web angineer . Leothe persOonme QUi comprond un prodiait tech. Ecrire des yaer atcries
"\(v rENed Ot DOCHNOLAS e Sensn s eryeun techmiques, QU 53t Ce Que Oossune ‘e schema oe la Dase 00
avancées en £SS. Plonce: cans MVE veut dre, COMment Mmarnche une derndon faire un mockup ur Shesch
Javescrpt ot explorer fvary ou encorn D380 08 SONNDEL,. OF Que content una coliabhorer en wiisat des Pl roguests
MBAESG Reactjs, (3 Cemitre Shravie Javascriot reqyaite HITP, Queiguun qui vor le s Cuthub, Appreras & ravadler avec la
#DigitallVarketing - 4 r A 0 " "
SooicHBTODiEondesER pSEEIh OEvelo0O0e Dar F aleDoon, Mus G infos MONGE 30Ul Un aNngse techngue MaNSOSOOE Gt Maliere MM TUDS
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facebook blueprint  eteaming  tve  Ceficaon  Webinars  StartCourses

.'. (,/”:
FACEROOK BRAURPRINT i L3

The tools'you nged tallearn Aow

~acebook can‘help grow your

% ]
business—

Start Courses

Build Something Great

Weicome to Blueprint, Facabook's giobal trainng and certification program, designed to help

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

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



PRQY

YOUR KNOWLEDGE

Earn official Facebook certifications and badges with Biuepnint exams.

ScheddeTaxe Exam Take Systema Chock Test

CERTIFICATION

Set yourself apart as a Facebook certified
24ESO professional



LEARBN ADOUYT INSTAGHEANR

MBAESG

sockldaamob




Linked[] LEARNING

Certificate of Completion
Congratulations, Hubert Kratiroff

Top 10 Social Media Management Tools
Course completed on Sep 7,2018 + 51 min

By continuing to learn, you have expanded your perspective, sharpened your
skills, and made yourself even more in demand.

T, (%/I/Fj/ LinkedIn Learning
1000 W Maude Ave

VP, Learning Content at LinkedIn Sunnyvale, CA 94085

Certificate Id: AZHwXYaF2IPPVD7z0qtRVUns3uVU
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HUbSpbt Academy READ DOCS WATCH TRAINING DO PROJECTS GET CEATIFIED  WE INSPIRED

ﬁnmhllmm.w‘m&MVMMMl“ww.

What do you want to learn today?

T

Get Cortfod Watch our 1raiirg Wieos. View MutiSpot Projects.
Show e 900 P yOu M Lotin FAB DO Nt yOuUr 000w O Achiowe your Qoo LM Muibibe
bsres: YOuE Schedum HUSSDor 1o00m
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I

o i PROS

Hubert Blenvenue sur votre tableau de bord Googhe pour les Pros !
! T

MBAESG

#DigitallVarketing
serusioath

socklcaamobieades

5 " as
Voltre programme de formation Cours Badges

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

LO DroChimn cowrs oo votre programme est 1 0 foncionnement des siies Wed .

TOUS LES COURS 1 BADGELS)




l m . MANIFESTO PHOGRAMMES EVENTS LIVAE DE LA JUNGLE ALUMNI FAQ Q0000

L'ECOLE DE LA
CULTURE STARTUP

JE M'INSCRIS !




ETCTESTQUILE
LION « AU LIOK,

MAINTENANT 2 LA PART DU LIOK. »

e W S e

T
WEN
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VIS LOULE -

| RN BUREAUA

“N'IMITEZ RIEN NI

PERSONNE :
UN LION QUI COPIE UN
LION DEVIENT UN SINGE"

VOR D
. -t P

POURQUOI NOS

DEPARTEMENTS MARKETING

DOIVENTALS DEVENIR

DATADRIVEN
POUR SURVIVRE ?

ETCTESTQUILE
LION
MAINTENANT 2

e e e e




m join Lion

® LION

Notre Manifesto

executive. OP%.%OE co/data—
J.ve —-marketlin

Ih%t rse —4n/anrl1e:|. esto- quGJ%ngb]gB%rg

A toi la rébel-lion

Le numérique est un état d'esprit ; nous devons tous apprendre a

apprendre



LEARN MARKETING
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ides HNowvella

NOTRE OFFRE NOS SERVICES NOS ORIGINES PROS OS PISTONS @

P LE PLEIN DE POUR LUI

P, »
Pus de statioe service

feiic CARBURANT
us de probitme, Gaston est
_ Gagnez du temps en faisant le
aQ
r
-
—
—

piein en quelques clics

9 APPINEA MA RECHEACHE

28 vOus livrer ge lessence ou du

aevel devant chex vous, dans votre
parking, & votre bureaw, ot méme

dans la rue

Fates o plen d'Essence ou de
Diesel,

Planifiex votre livralson do
carburant A la date ot 'houre cue

vous souhaitez

Litraison pregrammic

n lemtde & une 2000 Sefinee an Die

posr veadecdl prochaie ) Ge-France Do i mommant L% MARILIS LB M LB MARSLS

OEVES MMEDAY VO PROJETS OF THhaALX NOS SOLUTIONS DF LVIASON TOUT SUR LE BETON "'u(vn.!: PAATENARE | m AILLE " E’ nl‘) " .‘0 C,D ( 3 C. C,:. (

betondirect

B résean notionififdgpendad de centra
proches

DES SOLUTIONS UN SERVICE C'EST SIMPLE
"SUR-MESURE" DE QUALITE & RAPIDE
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- Done is better than perfect -
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Done is better than perfect.
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KEEP
CALM

AND

FAKE IT TILL
YOU MAKE IT




Make
sometniges
people

want

Paul Graham (YC)




Get out
the buildi




INTERRUPTIVE
IN
SENSITIV




Hrari\ip,
OGilicon\alley
arga Q
Srlq kAt 0 I ind






THE HubSpt

CULTURE
CODE




GAFAMS ... NATUB ... BATX




uber
paypal
skype
airbnb
alibaba
facebook

In 2015 Uber, the world’s largest taxi company
owns no vehicles, Facebook the world’s most
popular media owner creates no content,
Alibaba, the most valuable retailer has no
inventory and Airbnb the world’s largest
accommodation provider owns no real estate.



Zappos

Delivering
Happiness

DELIVERING
Happiness
‘ “  TONY HSIEH \
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Tony Hsieh
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By 2017 the CMO
will spend more on IT
than the CIO
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HOW 10 CREATE A TRUXY
FLEDSLE CRECANIZATION
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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.

Please read it at:

agilemanifesto.org



12 principles
Work & Life is a FUN game
PIVOT & CHANGE



COLLE 1
' Envoi par mail des 3 mots clés des 12 principes agile

www.agilemanifesto.org

pas de piéce jointe
pas de bonjour

3 lignes :

mot1 : ce que cela veut dire
mot2 : important parce que
mot3 : signification, implication

hubert@kratiroff.com (72h)
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AGILE

MARKETING

HOW TO INNOVATE FASTER, CHEAPER
AND WITH LOWER RISK

ANTHONY FREELING



Fail early, Fail fast,
Fail cheap

FAIL : First Attempt In Learning



Test and Learn

continuous delivery
welcome change

agilemanifesto.org
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LA VITESSE D’ITERATION
BAT LA QUALITE D’ITERATION
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DESIGN THINKING

Tim Brown CEO de IDEO



unlearn
S unmarketing
 unselling
unpodcast

Scott Stratten
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AGILE LEAN : bon bien vite

source : product owner job youtube.com



@ startup = disruption

2 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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Minimum + Viable:
Good products for
startups to build

! . -~
Crappy Products Products built by
nobody wants to companies better-

use financed than you



Apprenons a
nous tromper



Beter donne
than perfect *



Better done
than perfect

* sans faute c¢’est mieux
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Scrum Master
VP Tech
VP Sales

VP Network
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Quel business
Model ?



3eme SPRINT

USER
IDENTITE




Quel user ?

Persona



Quel PERSONA?



Quel besoin ?

User Stories
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« QUOTE : happy to
be an entrepreneur in
10T »
Description: funder of an IOT company
9 employees
7 millions euros turnover

29 clients with 650 shops
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user stories / use cases
MUST SHOULD

Ewn fant Amnna
Eunn fant ~mia

Ewnn fant ~nina

En tant que...

Je veux ...

Pour ...
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PuncnlLine
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SLOGAN



3eme SPRINT

Brand Content
Contenu de marque




WeDbSite



InfoGraphie
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Powloon ou AniMaker
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Bonjour a tous ou |
rebonjour si vous étiez la

le 23 octobre au

technocentre.

Vous I’avez compris, la 7
transformation digitale a

¥ complétement change le
monde, la société, votre Promp ter

entreprise et peut étre
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Quelle UX?
Quel parcours ?



Quel business
Model ?



Quelle value
proposition ?



One more thing...

: CULTURE
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MBAESG

#DigitallVlarketing
socicmovisodkser posarch




ESG
#Digital
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TRELLO

open
software
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.
P rOJ e< t g% GanttProject
g .:"J Free project scheduling and management app for Windows, OSX and Linux.

GanttProject is
not just a free clone of MS Project.

ol n & L POt MANOOH

gantter gl

for Google Drive



u Flycut (Clipboard manager) - ombrone

A free program for mac
Flycut (Clipboard manager) = o free Mac oeog b Jing 1o 1he category

Deyelopment

"‘l.:‘!.! f"“ ‘j‘:'.;!:- ;‘!";:1 m

Free
Mac 0S X

473

English

You may also like 1.5
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INTERACTION




Sl'.do Producs (e cases Pricing Reaouces LOG NN

sli.do @

audience

interaction Every Question Matters

The Ultimate Q8A and Polling Platform for Company Meetings and Events
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AUDIENCE INTERACTION

pSLl.do

pwww.beekast.com

» Kahoot

p Klaxoon
pwww.mentimeter.com/inspiration

pSysteme renault privé : JOYN.tk
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ce quil faut retenir
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agile at

scale
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GEN XYZ +

BabyBoomer = 1940 - 1965 +/- 8 ans
GenX = 19551985 +/-7 ans

GenY Millennials = 1979 1999 +/- 5 ans

Generation A | GENERATION Z:
) " =3 CONNECTED FROM BIRTH.

bridging identity ~ «
adaptableN/ protest , Born mid-1990s to 2010.
multi-task risk-taking [ .

education fearless SELAAN 6005:




Nouvelles Attentes

Pourguoil se contenter
du minimum ?

SoclCBobiE Codesr pSearth



1990 : web et internet
2010 : mobile

2015 : Living Services

source : Google, Accenture

SoclCBobiE Codesr pSearth



Si vous n’étes pas dans Google,
VOus n’existez pas !




Living Services




THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS



OUR HOMES
OUR BODIES

OUR FAMILIES
OUR EDUCATION
OUR WORK

OUR TRANSPORT
OUR FINANCES
OUR SHOPPING
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GIVE A
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gaming
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eSports

(Nintendo)

Wii




Digitalisation : IOT

Billet / Voucher / carte (wallet) ﬁ
Porte (smart door)
Maison (home kit)
Ecole / Cours (MOOC)
Santé
Politique
(7 Voiture (Tesla OS, auto4.0)
eeeeeeee Wearable

EEEEEEE
HHHHHHHHHH



Hatsune Miku

Hologramme



LIQUID
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AND LIQUID
OPPORTUNITIES
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Liquid Expectation

Partir / sortir sans payer
Réserver d'un clic

Commande par bouton (DASH)
Connexion permanente

Temps réel pour tout

EEEEEEEE
EEEEEEE
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Consommateur Sans Limite

un consommateur ca ose toutg,
ca compare tout,

¢a demande (exige) tout,

¢ca commente tout, partout,

ca ne lit RIEN (tl;dr)

ca demande un secret total des
G informations confiées

EEEEEEEE - EXxpectation Economy

EEEEEEE
HHHHHHHHHH



Living services

Intime et proche de nous
Impact sur la vie

Fabrication de plus de data
autorisant I'IA et les changements

en temps réel
USAGE > PROPRIETE
Jouissance > Possession

EEEEEEEE
EEEEEEE
HHHHHHHHHH



0 Lljf (2O ! ' Professionnls « Developpours Blog

Paiement

inViSible Lyf Pay : Le paiement

d'aujourd'hui

Gratuite et sécurisée, télechargez Lyf Pay pour
simplifier vos paiements en magasin, en festival,
entre amis ...

' FApp Store P Google Play

@ Voir la vidéo
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#Digital
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