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Executive

Summary

lere page 1300 caracteres
modele PAPER1

Suite du dossier selon modele
presentation

Oral tiré au sort

Paper Title
Subtitle as needed
Authors Name Class School |

Authors Name Class School 3
Authors Name ...

Abstract—This electronic document is a “live™ template and
already defines the components of your paper

Keywords—component; formatting; style; styling; invert (key
words)

L INTRODUCTION

This template provides authors with most of the formarting
specifications needed for preparing their papers. All standard
paper components have been specified for three reasons: (1)
ease of use when fummlunb individual papers, (2) automatic
liance to nts that facilitate the
concurrent or later pmducuun of electronic products, and (3)

fe y of style th hout a ¢ proceedings.

IL MARKETER L'INNOVATION

A. Selecting a Template

First, confinm that you have the comrect template for your
paper size. This template has been tailored for output on the A4
paper size. If you are using US letter-sized paper, please close
this file and download the file “MSW_USltr_format™.

B. Maintaining the Integrity of the Specifications

The template is used to format your paper and style the text.
All margins, column widths, line spaces, and text fonts are
prescribed; please do not alter them. You may note
poculiarities.

L. COMMUNIQUER

A. Abbreviations and Acronyms

Define abbreviations and acronyms the first time they are
used in the text, cven after they have been defined in the
abstract. Abbreviations such as 1EEE, SI, MKS, CGS, sc, dc,
and rms do not have to be defined. Do not use abbreviations in
the title or heads uniess they are unavoidable.
B. Units

o Use cither SI (MKS) or CGS as primary units. (SI units

are encouraged.) English units may be used as
e .

Identify appiacable spansco’s here. 1f 0o sponsors, delese this text bax
(sponsars)

C Equations

The eoquations are an exception to the prescribed
specifications of this template. You will need to determine
whether or not your equation should be typed using cither the

Number equations consecutively. Equation numbers, within
parentheses, are to position flush right, as in (1), using a right
tab stop. To make your equations more compact, you may use
the solidus { /), the exp function, or appropriate exponents
Italicize Roman symbols for quantities and variables, but not
Greek symbols. Use a long dash rather than a hyphen for a
minus sign. Punctuate equations with commas or periods when
they are part of a

IV. RENTABILISER L'INNOVATION
After the text edit has been completed, the paper is ready
for the template. Duplicate the template file by using the Save
As command, and use the naming convention prescribed by
your conference for the name of your paper. In this ne
not label axes with a ratio of quantitics and unxh For
example, write “Temy {K),” not “Temy /

V. Cc

The preferred spelling of the word * nd\mmkdymm in

America is without an “¢” after the Avoid the stilted

expression “one of us (R. B. G.) thanks ..". Instead, try “R. B.

G. thanks_..”". Put spoasor acknowledgments in the unnumbered
footnote on the first page.

USION

VL R

The template will number citations consecutively within

beackets [1]. The sentence punctuation follows the bracket [2]

Refer simply to the reference number, as in [3]—do not use

“Ref. [3]" or “reference [3]” except al the beginning of a
sentence: “Reference [3] was the first ..

1] G Easan, B, Noble, md LN Sneddon, "On certain integrals of
Lipschitz-Haskel type wwolving products of Bessel funcrions,” Phal
Trans. Roy. Soc. Londos, wal. A247, pp. 529 Ageil 1955,
(references)

2} ). Clerk Maxwell, A Treatsse on Electricity and Magnetism, 5nd ed., vol
2. Oxford: Clarendom, 1892, pp.68-73.
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this
person

doesn’t

exist
.com

Surnom
Age

Vit a

Vit avec
Enfant

JOB
Education

CV

Passionné

®

Zue es HESOMTS et attentes ?
/elle pas satisfait des solutions

nes es
Pain Poi
le probleme ?
yest la frus

/
EPIC / USER STORY

tions

O urquo
stantes ?

Empathie map si besoin pour mieux comprendre le

persona

al £ Jul ~ I=(c) Ia{O &l ]
1@ o@oQo@® o
0@ ool DGD$
QLr@Qre °O-e
Dee QO DD



Nom Jean-Luc Revenus |
Age 36 L N
Vie a Paris .
Ville
Avec Jeanne | |
Sans enfant - - +
Education Supérieure (ingénieur école promo ... Fréquences
cv pilote entreprise 1 I ﬁ |
) . 0 10
Pilote entreprise 2 .
Passionné d'aviation et de modéle réduits Usage mobile
Passionné de races de chiens et de voyages en Asie ‘0 150
CITATION
«Jai un beau metier, mais EPIC / USER STORY / PAIN POINT / PROBLEME Know How .
mes priorités sont ailleurs. . 5 0 10
Mon employeur n'est pas mon Quel est le probleme de Jean-Luc *
seul centre d'intérét » Quelle est la frustration de Jean-Luc ?
Quels sont les besoins et attentes de Jean-Luc ? (£ Im[~T (O] .®
BIO Pourquoi n'est-il pas satisfait des solutions existantes ?

Jean Luc 36 ans est pilote de D@ DO.GI@DD

ligne depuis 3 ans dans une

compagnie low cost Dx’i,i D@ Oy DGD 6
européenne.
Il trouve que sa vie manque de . DU DQD S D@D &

sens, de variété et d'originalité. | . : : :
Empathie map si besoin pour mieux comprendre le O DQ 167 D@D o)
persona -



this
person

doesn’t

exist
.com

Surnom
Age

Vit a

Vit avec
Enfant
JOB
Education

CV

Passionné par

Problemes / Besoins / Attentes / Frustrations /
Insatisfactions / Pain points / EPIC / USER STORY
Quel est le probleme ?

Quelle est la frustration ?

Quels sont les besoins et attentes ?

Pourquoi n’est-il/elle pas satisfait des solutions
existantes ?

Empathie map si besoin pour mieux comprendre le
persona

- I +
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Designed for:

Empathy Map Canvas

Designed by Date

Version,

WHO are we empathizing with?

Who is the person we want to understand?
What is the situation they are in?
What is their role in the situation?

What do they HEAR?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

GOAL . What do they need to DO?

What do they need to do differently?

What job{s) do they want or need to get done?
What decision(s) do they need to make?

How will we know they were successful?

What do they THINK and FEEL?

PAINS GAINS
What are their fears, What are their wants,
frustrations, and anxieties? needs, hopes and dreams? - What do they SEE?

What da they see in the marketplace?
What do they see in their immediate environment?
What do they see others saying and doing?

What are they watching and reading?

. What do they SAY?
What have we heard them say?
What can we imagine them saying?

What other theughts and feelings might motivate their behavior?

What do they DO?
Whal do they do today?

What behavior have we observed?
VWhat can we imagine them doing?
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|CP
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Quest/on

quw sont les




Keeping an
empty chair
S0 the
customerIs
always In the
room

(’ AcTTHINK IMpAcT CHAIR - VOICE : VOC (voice of the custumer)

VOC



ViiRGINIE

« Je n‘aime pas faire de vagues ou
gérer des conflits, le débat est la
meilleure maniere de progresser »

Virginie

55

Vit a Lyon (banlieue)

Vit avec son compagnon et ses 3 enfants
Enfant : 3

JOB : DRH

Education : BEP

CV : 2eme entreprise

Passionné par |'artisanat, la brocante

Tres belle progression dans
I'entreprise Virginie est DRH a 55
ans en commencgant assistante il y a
32 ans.

Appreéciée de toutes et tous elle
privilégie les contacts en face a face

Virginie en tant que DRH d’une ETI, ne sais plus
comment satisfaire les différentes générations de
salariés qui ont des buts et attentes différentes

Virginie cherche une innovation a mettre a son actif
dans I'entreprise, mais c’est dur dans les RH

Virginie n'aime pas son logiciel de SIRH mais elle na
pas su influencer le choix par son manque de
connaissance informatique

X
salaire
: I
équilibre I
- +
im‘ormatiqu.'e
- +
digital I
- +

0@ oMo oQod
QQ*8 O @
Dee QO DD



Name

S

Age *
Live With
Education : =
U7/ 9 Resumé

« QUOTE : happy Company 2012...2020 J +=

to be an Products

entrepreneur in

Description: funder of an IOT PAIN POINTS

company

9 employees

7 millions euros turnover
29 clients with 650 shops

DEPARTMENT ‘ \F/REUSEUSF?E\%’?OBr%E G ECOLE DE LA FINANCE 10/04/2020

RENAULT INTERNAL
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00000
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Surnom
Age

Vit a

Vit avec
Enfant
JOB

Education
CV

Passionné par

Problemes / Besoins / Attentes / Frustrations /
Insatisfactions / Pain points




(person known fo the group)
) (title)
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METHOD
EMPATHY MAP

WHY use an empathy map

Good design is grounded in a deep understanding of the person for whom you are designing. Designers
have many techniques for developing this sort of empathy. An Empathy Map is one tool to help you
synthesize your observations and draw out unexpected insights.

HOW to use an empathy map

UNPACK: Create a four quadrant layout on paper or a whiteboard. Populate the map by taking note of the
following four traits of your user as you review your notes, audio, and video from your fieldwork:

SAY: What are some quotes and defining words your user said?

DO: What actions and behaviors did you notice?

THINK:  What might your user be thinking? What does this tell you about his or her beliefs?
FEEL:  What emotions might your subject be feeling?

Note that thoughts/beliefs and feelings/emotions cannot be observed directly. They must be inferred by
paying careful attention to various clues. Pay attention to body language, tone, and choice of words.

IDENTIFY NEEDS: “Needs” are human emotional or physical necessities. Needs help define your design
challenge. Remember: Needs are verbs (activities and desires with which your user could use help), not
nouns (solutions). Identify needs directly out of the user traits you noted, or from contradictions between
two traits - such as a disconnect between what she says and what she does. Write down needs on the side
of your Empathy Map.

IDENTIFY INSIGHTS: An “Insight” is a remarkable realization that you could leverage to better respond to
a design challenge. Insights often grow from contradictions between two user attributes (either within a
quadrant or from two different quadrants) or from asking yourself “Why?” when you notice strange
behavior. Write down potential insights on the side of your Empathy Map. One way to identify the seeds
of insights is to capture “tensions” and “contradictions” as you work.
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Parcours Utilisateur
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JTBD

Jobs to Be Done

Hiring a product to complete a task

i 1

When Iwantto Solcan

S
R — — e —

0 T 0

Situation Motivation Expected outcome

User Story + Epic



Numeére du touchpoint
Point de contact

Type de canal

(online offline web APP RS stream
conversation influence lien display
email vidéo SEQ nativead DOOH)

Nom du canal / channel

(FB, Insta, Google, TWT, Blog, article,
livre blanc, WeChat, YouTube,
média, Pinterest, Amazon...)

Interaction client

{Comment et peurquoi le client
utilise ce point de contact ? Quelles
informations a-t-il requ ?)

Interaction marque
{Comment et pourquoi la marque
est présente ? Outils digitaux
utilisés 7)

Avis / perception du client
& _.f s @ v
*x Y N @

Décalage avec
positionnement voulu
(image ou actions souhaitées par
I'entreprise : mémorisation,
téléchargement, commande...)

Solutions et propositions
d'amélioration

(néant si parcours futur ou
propose, sinon quelles sont les
pistes d'amélioration d'un parcours
constaté ou audité)




Nom du
Touchpoint /
Point de contact

Channel / Canal

Interaction du client

Interaction de la
marque

Avis du client percu
par le client

Décalage avec le
positionnement
voulu

Solutions et
propositions
d’'amélioration

plan d’actions
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Content Calendar
by audience

by channel
Budget

CAC




[-want-to-know [-want-to-go [-want-to-do [-want-to-buy

moments: moments: moments: moments:
Al: B1: C1l: D1:
A2: B2: C2: D2:
A3: B3: C3: D3:

A4: B4 C4. DY %
Ab5: B5: Ch: D5:

Information Direction Action Purchase
Hours Decision Promotion
Sales-Saving




[-want-
to-229

I-want-to- [-want-to-go I"want-to-do B [-want-to-buy

know moments: moments: moments: moments:
moments: B1: C1: D1: E1l:
Al: B2 C2: D2: ]

A2: B3: C3: D3: E2:

A3: . : :
B4: C4: DA4: .
A4: B5: C5: D5: E3:
A5: E4:

E5:

Direction Action Purchase
Hours Decision Promotion

Sales-Saving

Information




POESM

Paid Media

Owned Media
Earned Social
Shared Social
Managed Marketing
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Content
Calendar ~

Getting started

App directory

Content Calendar

Content Production

Dashboards

Getting started / App directory

b Oamews Cubvese

Insights Calendar
Section Section

Dashboards Content Production
Description Description

Insights serves as a comprehe...

Cormer Meberse [S—

€3 Youlube (O-) e I® Camert Prtormance

il = +6,800.00
— — — 1178568 1447 T
Channels Metrics
Section Section
Content Production Dashboards
Description Description

The Channels page is dedicat...

The calendar view provides a ...

The Metrics page provides co...

cores measine = P =

Content Pipeline Task List

Section Section

Content Production Content Production

Description Description

The Content Pipeline page ser... The Task List compiles all task...

G N ot o=

no® e

[y

MnNncme
Team

Section

Content Production

Description

The Team page is a directory ...

Content Calendar >

vy Svhecrn

Task Timeline

Section

Content Production

Description

The Task Timeline provides a ...

My Taves
% 33 10

My Work

Section

Content Production

Description

My Work aggregates all



Evolution of a 15-year old B2B content strategy

A summary of Orbit’'s marketing history

Phase 1 Phase 2 Phase 3 Phase 4

Yearr ‘07 08 09 MO |"HY1 "1 13 4 | "5 16 N7 18 "9 | 200 21 ‘22

Articles / Videos
published per year

Events / Webinars
held per year

70
60
50 Tried to start
a podcast More videos
Era of
40 guest blogging
30
20 Update old articles
10 Start small... ...then go big
- T
Publish / update book i i i i i
Annual conference 2B IV S S
Wine & Web
10 Pivot to
webinars
20

@ Articies @ Guest Posts @ Rewritten Articles @ Podcasts @@ Videos

In-Person Events Webinars ABM Webinars



Sample - Content Marketing Plan

1
2 Line Budget January February March April May June July August September October November | December
3 |Tactic Creation Effor| Budget
4
Wl Awareness/Nurture Normal Track
6
7 | Twitter ! Social Push [Linked-in) Light Internal | $ - T|T|T|(T|T|T|(T|T|T|(T|T|T|T|(T|T|T|(T|T|T|(T|T|T|T|T|T|T|(T|T|T|(T|T|T|(T|T|T|T|T|T|T|[T|T|T|[T|T|T|[T|T]|T
8 |Blog Article Light Internal | $ - B|B|B/B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B(B|B|B|B|B|B|B|B|B|B|B|B|B|(B|B|B|(B|B |E
9 |Survey Light Internal | $ 200.00 S S
10 |Infographic Heavy Outsidg $ 5.000.00 I | | I I
11 | White Paper Heavy Internal| $ 6.000.00 = = = = =
12 |Webinar Heavy Internal| $ 10,000.00 ?
13 |Email Blast Light Internal | $ 2.500.00 E E E E E E
Nurture Weak Track
18 |Email Blast E E
19 |Survey - Targeting interest and budget S
20
21
¥l Nurture Aggressive Track
23
24 |Email Blast - Target Special Light Internal
25 ‘Email Blast - Special YIP Invite TS Heavy Internal E E E E E E
26 |Survey - Target Product Light Internal S
27
28
29
30 BEIE
shl
32 |TOFU (Toolbox) - Listen, Interest, Yalue vjyjv(jujujujyjujujujvjUjvjU|jUjUjUjUjU|IV|U(U|U|U|JU(U|U|U|U(U|(U|U|U|JU(U|U|UJU(U|U|U|UJU(UjUJUJU|L
33 | Video Overview Heavy Outside
34 | DEMO Heavy Internal
35 | White Paper - Yalue Heavy Internal
36
37 |MOFU (Toolbox) - Explore. Decide. Ability vjvjvu(jujujujujujuju|jujUjvjUjUjUjUjUjU|U|U(U|U|JU|JU(U|U|U|U(U|(U|U|U|U(U|U|U|JU(U|U|U|U|JU(UjUUJU(L
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PLANNING BRAND CONTENT

DATE DT 080 Ns
Irenuence !
Dbt & action 201
o Modin2 | Médi )
DATE Ay N Descrigtion Evunumuents uxtormas Modia | vie 8100 | Newstetter Madind | Madia s Média b
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Présenter la liste des Contenus Digitaux par :
-date dans un calendrier
- personadans une gallery
- produit dans une autre gallery
- producteur dans uneliste
- état d'achevement dans un Kanban
-théme dans une autre liste
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Business plan / Income Statement Periode 1

Chiffre d’affaires / Ventes / Revenu / Net sales

CoUt de production / Codt des marchandises / Négoce Achat/ Prix de
revient / Cost of Sales

Marge Brute / Marge commerciale / Gross Profit

Frais de commercialisation et R&D/ selling operating expenses - R&D

Frais généraux / Charges d'exploitation / Dépenses administrative /
General Expenses

Marge-Bénéfice d’'exploitation / Operating income / EBIDTA
Frais financier / interest expense
Provision et Taxes / Provision and income taxes

Bénéfice Net courant / Net income

Periode 2

Periode 3
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Transformation Digitale

TRANSIT
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PRODUIT
MARKETING & PROCESS




TRANSITION Produit - Service - Offre
Innovation - Numerigue -NBIC

Value Proposition

Product management - Falorication

La voix du client - Expeérience fluide
Marketing digital - Commmunication digitale
Omnicanalite

Q R
— QU - :
O =20 Durabilité - Empreinte CO2
C_TL QL Frugalité - Responsabilité
= o % Ecosysteme
| O RSE - CSRD
<
g UX - CX
<
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TRANSITION Méthodes - Process
Outils numeériques & Agilite
Management - Travail - RH

Finance & Supply Chain

Transformation Di
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MARKETER COMMUNIQUER VENDRE
MARKETING INTERNE CHOIX DES CANAUX BOTTOM FUNNEL
INFILTRER LA CULTURE CHOIX DES IMESSAGES SQL
ANALYSE DE MARCHE ~ MIESURE DE LA DIFFUSION L EAD NURTURING
BUSINESS INTELLIGENCE MQL CLOSING

VALUE PROPOSITION
CREATION DE L'UX-CX

G toutsurlemarketing.com/MT|



' marketer
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3vendre

l Innovation




MARKETER LINNOVATION
COMMUNIQUER
VENDRE




MARKEIER
L INNOVATION




COMMUNIQUER
L INNOVATION




VENDRE
& RENTABILISER

L INNOVATION










Master Plan 3

Sustairable Energy For AN of Earth







Tesla Electric Rollout Plan

| Coming in July to Texas

e Unlimited
o overnight
home charging
o $30/month
iding SG&A per Car Enabling Improved Affordability s o

TS LA L1 VE

Selling, General & Administrative Expenses per Vehicles

60-70%
Lower Than
Traditional

Traditional Tesla




This Is Just the Beginning

Cumulative Tesla Storage Deployed
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We are here e
J‘ ==
Focus on Building Capacity & Ramping Fast Tesla Is an Electricity Retailer
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A Sustainable Energy Economy Is Within Reach & We Should Accelerate It

Primary Energy
Consumption

conencsioe ([ EUSTANAEEE) —

Energy Economy

End Use Efficiency
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A Sustainable Energy Economy Is Within Reach & We Should Accelerate It

HOW THE MASTER PLAN WORKS

240Twh 30TW  $10T 1/2 <0.2% 10% ZERO

Storage Renewable Manufacturing The Energy Land Area 2022 Insurmountable
Power Investment Required Required World GDP Resource Challenges

TS LW & 1V &




Global gross domestic product (GDP) at current prices from 1985 to 2027
(in billion U.S. dollars)

Global gross domestic product (GDP) 2027
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4 Description: The statistic shows global gross domestic product (GDP) from 1985 to 2020, with projections up until 2027. In 2020, global GDP amounted to about 85.44 trillion U.S. dollars, two trillion lower than in 2019. Read maore t t t '
l Note(s): ’ ' Statisia Za

Source(s): IMF



Reduction In o
Fossil Fuel Use 35/°

21%

The Plan To Eliminate Fossil Fuels

22%

17% 5%

Renewably Power
The Existing Grid

Displaced -
3 46 PWh/yr

Fossil Fuels

L SHEN

Switch to
Electric Vehicles

28 PWh/yr

Switch to
Heat Pumps

29 PWh/yr

o D

High Temp Heat Sustainably Fuel
Delivery & Hydrogen Planes & Boats

22 PWh/yr 7 PWh/yr
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STARLINK PREMIUM

PREMIUM

THANK YOU FOR YOUR INTEREST IN ORDERING STARLINK!

Starlink Premium is not yet available in your area. Please check back for future
availability in your area.
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fall fast

INNOVATION

plus tard c’est trop tard
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Le futur est déja la ; mais il
n'est simplement pas réparti
équitablement

r7?



#TRANSFORM
ationdigitale

1/ New 2/ NewWorld 3/ New digrtal 4/ New  //REDPILL
Marketing  Innovation Strategy Digrtal Plan

Révolutions industrielles ArtOfWar Persona Are you RED/BLUE pill?
positioning, new taxonomy I'TAB\IA[I:EB3 XXKQRR E:ls:'c:dmaerrJ ooooo y



#ARE YOU
transformed?
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M1 5 DRI = VOC Parcours dlient Prototypage

: Persona Point de contact MVP
Empathy Map UXx Value proposition
ICP Channel Audit
Pain Point Omni Channels
Insights
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L'école en
quelques chiffres. e

TOP
EUROPE

8000

PERRRRRERARRRERRARRERRERRERAANY
PERRERRERRERRERRERRARRERRERAINY

RUSSIE

| SANTE
ET BIEN-ETRE

2 ENERCIE
ET CHANGEMENT
CLIMATIQUE

3 TRANSFORMATION
DICITALE

4 ECONOMIE
DU PARTACE

5 c£oPOLITIQUE
ET ENTREPRISES

6 ENTREPRENEURIAT

* CHAIRE PAIX ECONOMIQUE,
MINDFULNESS,
ET BIEN-ETRE AU TRAVAIL

+« CHAIRE TALENTS DE
LA TRANSFORMATION
DICITALE

* CHAIRE FERE
FEMMES ET RENOUVEAU
ECONOMIQUE

* CHAIRE ANOSMIE:
RENDRE VISIBLE
LINVISIBLE

* CHAIRE PUBLIC
TRUST IN HEALTH

* CHAIRE TERRITOIRES
EN TRANSITION

6 EXPERTISES DE RECHERCHE

6 CHAIRES

TOP
FRANCE

7Z

CLASSEMENTS EN MOYENNE SUR LES DERNIERES ANNEES

N\

LA R RREREEAI AL

ETUDIANTS DONT 3300 INTERNATIONAUX
ET 150 SPORTIFS DE HAUT NIVEAU

143 125

NATIONALITES REPRESENTEES AU SEIN DE LECOLE UNIVERSITES INTERNATIONALES PARTENAIRES

PARTICIPANTS EN FORMATION CONTINUE

46+ 500

DE PROFESSEURS INTERNATIONAUX COLLABORATEURS

20

PROGRAMMES DE FORMATION

Creverture en 2014

PARIS

Ouverture en 1584

CRENOBLE

7000

PROFESSIONNELS D'ENTREPRISE
QUI PARTICIPENT A LA VIE DE
LECOLE

250

ENTREPRISES PRESENTES SUR LES
FORUMS DE RECRUTEMENT
DE LUECOLE

1000

CADRES PRESENTS LORS DES JURYS
D’ENTREE ET DE SORTIE

2 CAMPUS EN FRANCE




GRENOBLE
ECOLE DE
MANAGEMENT

@ OClamemots

En rejoignant Grenoble Ecole de Management,
vous faites le choix d'une école réellement
engagée. Notre mission et notre raison d'étre :
apporter des réponses, par la formation et la
recherche, aux grands défis de la transition
écologique, sociétale et économique,

et contribuer & un monde plus résilient,

plus juste, plus pacifique, plus responsable.

grenoble-em.com

12 rue Pierre Sémard - 38000 Grenoble

183 avenue Jean Lolive - 93500 Pantin

Act

Think

mprcect




