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MAGA « Drill, baby, drill »
Drill, baby, drill

« Plug, baby, plug »
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Marketing
sucks
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4P de Jerome McCarthy (1960)
Produit - Prix - Promotion - Place

5B de Charles Kepner (1955)/ BON -

produit prix endroit moment quantité
SWOT de Humphrey (1970)

CAP Caractéristique Avantage Preuve
cognitif / conatif / affectif
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M3 - MMM - Modern Marketing Model

|. Strategy 6.Positioning

2. Market Orientation 7.UX/ CX & content

3. Customer insight 8. Distribution

4. Brand &Value (branding)  9.Promotion / IMC

5. Segmentation Persona 10. Data & Measurement




créer de la'valeur:
pour le client,
'écosysteme et
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3 produits - 3 marques
3 propositions de valeur #

JTBD

Jobs to Be Done

Hiring a product to complete a task

User Story + Epic

VALEUR REELLE

VALEUR PERCUE
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branding

VS.

marketing

option #2

option #1 l

image qualité
branding expérience
promaotion PLG
pricing

Sales uplift over base

Short term effects dominate ~6 months Time
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UX s CX

UX >CX

En nombre : plus de users
que de clients

CX>ux

En qualité / plus de
contacts avec les clients

ux= UJE

user engagement
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L'ART
D'ATTEINDRE
UN OBJECTIF

Plan prévoyant
I'ensemble des moyens
pour atteindre un

objectif

PLAN
3 phases

Préparation
Conqueéete
onsolidation

Secret
Sauce
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Recette du succées des entreprises
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@ BUSINESS SECRET SAUCE

Inputs / Entrées
Intrants

Outputs

Process
Fabrication Outcomes / Resultats

ée ajouter

at. premiére enlever

Energie travailler plaisir

Temps Satisfaction

Ressources humaines

Travai assembler image

mutualiser / faciliter Connaissance

distribuer / intermédier Partage

tech / design / product vente

marketing Fidélité

Customer Service Efficacité
Valeur Créee
Prix
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BUSINESS SECRET SAUCE
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Les différentes tailles de marchés :
périmétre, référentiels, portée,

Market sizing : scope

TAM SAM SOM @

$........... Serviceable Available Market

TAM Tttttttttttt Serviceable Obtainable Market

TAM SAM SOM @

TAM = Your Total Available or
Addressable Market s the total
market demand for a product or
service

TAM = (Total of potential customers)
X (AAR average annual revenue per
customer or Average Revenue Per
User ARPU)

total market with a need or a
problem you could fix

Serviceable Available
Market

SAM = Serviceable Available Market
is the segment of the TAM targeted
by your products and services
which is within your geographical or
other reach.

SAM = (Total of potential customers)
X (% that can be realistically served)
X (AR average annual revenue per
customer)

Part of can reach

Serviceable Obtainable
Market

SOM = Your Share of the Market
(the subset of your SAM that you
will realistically reach ~particularly in
the first few years of your business)
tis the portion of SAM that you can
capture v. the competition or
alternatives

SOM = (Total of potential
customers) x (% that can be
realistically served) x (% you can
capture) x (AAR average annual
revenue per customer)

Part M you
reall fo reach

TAM SAM SOM @

Seviceable Available Market

€€able Obtainable Market

TAM = Total Number of Potential Customers x Average Revenue Per User (ARPU)
The top-down approach focuses on market size and potential, while

the bottom-up approach starts with an existing customer base and
projects future growth

TAM SAM SOM @

1/ Combien de personne ont le méme probléme que mon persona ?

2/ Combien de personne peuvent accéder ma solution en termes de
localisation, finance, technologie, culture... ?

3/ Combien de personne suis-je capable de toucher :
cout des médias

cout de la distribution

capacité de production

logistique

accessibilité

disponibilité




https://hbr.org/2016/09/
know-your-customers-
jobs-to-be-done

JTBD

Jobs to Be Done

Hiring a product to complete a task

User Story + Epic

system push work

Lean-Agile-Scrum:
cadre, principe, régle, framework
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