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| dont mind if you wanna go anywhere

{1 take you there ' CHATEAU

We can go f you wanna go anywhere
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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

support

hubert@kratiroff.com
y @kratiroff
c’ m linkedin.com/in/kratiroff
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Hubert Kratiroff
CDO at C4C, MyConnecting
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The more you knvw‘
the more you dare’

Les acronymes du
marketing moderne
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Marketing Moderne



Méfiez-vous es anhhees 60

d 4P

J 5B de Kepner : BON -
produit prix endroit moment quantité

SWOT

cognitif / conatif / affectif
SONCAS

AIDA
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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.
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)



vvvvv






@ 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)

Subjective (perception, insight)



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
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DANIEL

KAHNEMAN
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Nudge




T };14”1\1 KIN G,

Quote from Thinking, Fast and Slow by Daniel

FAS T SLOW

S PR —
DANIEL
KAHNEMAN

WINNEN OF THE NOBEL PNIZE IN ECONOMICS

DANIEL
KAHNEMAN

WINNER OF THE NOBEL PRIZE IN ECONOMICS




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 maniére 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.



Richard Thaler
Nobel 2017 pour Nudge

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









Economie de I'attention

Expectation economy
economie comportementale
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~' IDRISS ABERKANE

< Economie
© dela
connaissance







ATTENTION

MONEY




VALEUR ECONOMIQUE

valeur d'usage
VS.
valeur d’échange

prix vs. valeur



pour succéder aux BRICS... N11 : NEXT11
PINE vs. TIMP

I Philippines Ph|||pp|nes’

Bl Indonesia Indonesig N

B BNigeria Turkey
S thiopia MeX|coI

Sy MINT (Mexico, Indonesia, Nigeria, and Turkey)







Key
TakeAways

ce qu’ill faut retenir
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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.



SAL ES

@

MARKETING
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CONVERSATION

RKETING
09’ s &)




Discipline reine du
marketing :

Positionnement




TAXINOMIE

Digital
Marketing



e o

Web-Advertising
M-Advertising

S-Advertising
AdTech

SEARCH

o@ SearchMarketing

Référencemeont
SEM
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The Periodic Table of Content Marketing
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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
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TlakeAways

ce quil faut retenir
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Dessin d’un Mind Map

essal de classification de
nouveaux elements
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Prcing Features Resources Contact ADMIN
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Audience Interaction Made Easy

ive Q84 g Polls for your Meetings & Events
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