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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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meeting
needas
profltably

(2006 122éme édition de l\/lk I\/Ig)




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



your
happiness
IS my
business
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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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THE BLUE ECONOMY

Gunter Pauli

REPORT TO THE CLUB OF ROME




® IDRISS ABERKANE

¢ Economie
" dela
connaissance
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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  DSiBusionment $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

MBAESG
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Key
TakeAways

ce qu’ll faut retenir
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Décomposition
du marketing
digital

©,



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



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



Marches

Existants

Nouveaux

ANSOFF

.oo
W
P [Nntensi
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Existants Nouveaux

Produits

Décomposition stratégique d’Ansoff



Marketing
Opérationnel

3 3 x 6 moyens



Marketing Opérationnel

6
5
18




GV RWMNH

Marketing Mix

Segmentation

Produit

Prix

Publi-promotion (consommateur)
Distribution

Positionnement



GV RWMNH

Trade marketing

. CGV

FDV
EDI, SCM & LOGistique (process)

. COPromotion, comarketing, coadv

LOBbying
MERchandising



OV hwWNH

Digital Marketing

. Web Management

Référencement (SEARCH)

. e-marketing
. e-commerce

e-publicité
m-s-marketing



TAXINOMIE

Digital
Marketing



e-advertising
Web-Advertising
0 A4 M-Advertising
S-Advertising
AdTech

@ B

e-commerce :
web-commerce
m-commerce
s-commerce

Strategy
web-marketing :
o: M-Marketing
SoclalMarketing
Martech
MARCOM
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PARTIE 3

MARKETING DES
SERVICES

Differents types de
marketing

ECOLE DE
MANAGEMENT



Ne pas confondre

Marketing des services
Marketing du service

Marketing service



3/ MD<€

MarCom

37 milliards /7 2500 milliards de PIB
Etude FR: 2 MDE



MARCOM vs. PIB/ GDP

FR 37MD<€ PIB 2500 MD€
EU 500MD€ GDP 17000 MD€
W  1300MD€ GDP 78000 MD€



Taux disvvestssement publicitairo total (% MB)




Question : marketing du service

marketing des services : au sens du secteur des
services ... vs secteur productif

marketing du service : au sens de la relation de
service avec le client applicable dans tous les
secteurs

The Wealth of Nations (1776 - Adam Smith)
outputs of productive labor
vs. outputs of unproductive labor



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



Marketing ??7?

Influence marketing
Conversation Marketing

Mar
Mar
Mar
Mar
Mar
Mar

Keting politique et lobbying
Keting produit

Keting institutionnel

Keting personnel (e-reputation)
Keting des services (FMS)

Keting caritatif

Bto xxx (to yyy ...)









MARKETING
360

outils | cibles



CDO CXO
CCO CHO



SALES + MARKETIN

SMARKETING.




SALES MAR KETING

@
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MarCom

marketing et communication

MARIECH

THE MARKETING TECH CONFERENCE

MARCOM

CMI / CMDI
ADtech MARtech
VR AR

Full Stack
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CONVERSATION

RKETING
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Conversation

Outil de INBOUND par excellence

% Etre 12 oU est le client / user / contact

\%@ Base de la personnalisation
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Conversation mode : ON

G






Opportunity to talk : communication Opportunity to chat : conversation
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... talk, talk, talk, talk again ... talk, listen, adapt, modify, talk personally




Analyse sur base
d'informations (études)
traitées (outils)

O

-

Objectifs, cibles,
positionnement
(SCP & systéme)

:
B

La

O

Strazéole
et plan projet (Gantt)

demarche

O

Choix des Moyens d’action

O

Plan d’actions détaillés :

marketing

FINANCE
GESTION

Contréle : tableaux de bord




OBJECTIFS

Badyet ‘ rieeTey
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MarCow Covew v
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TINMG Décompanition Q0 Francies
L OB ety

5 Tpw Co Caige
Strategie HEEEE—

W re Povwdeg

B Tactique

SOSTAC

S : Situation, analyse interne, externe, marché, concurrence, portefeuille...
O : Objectifs en terme de cible + SCP + finance + persona + marketing + KPI...
S : Stratégie globale, macroplanning, phases

T : Tactique, microplanning

A : Actions, plan d’action commerciaux, marketing, communication

C : Budget, Finance, Contrdle, BP, PV




Medecine vs. Marketing

Analyse
Osculation, examen, Données primaires, analyses,
observation, intuition, enquétes études, mapping,
experience, analyse de sang, matrice, datamining...

NFS, chimie, iono DiagnostiC

. L Objectifs ,
Soigner, guérir, balssef Augmenter CA, marge, résultats,
douleur, prolonger la vie pérenniser, atteindre taille critique
Moyens
Medicament, operation Pub, prix, PDV, FDV, CGV, internet,
traitement amélioration de I'offre
Chiffrage

Prix, délai, remboursement Budget, rentabilité



Key
TakeAways

ce quil faut retenir
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Dessin d’un Mind Map

essal de classification de
nouveaux elements




ESG

#Digital

social datamobile code startupisearch
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