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customer obsession parcours / UX DATA
persona Journey / Parcours [OT
user Centric Attention CQﬂ.ﬂeXiOﬂ 4@
attention de I'utilisateur boint de contact Wikl / BLE
besoin utilisateur fouchpoint capteur

N \ publicite / SAV tacking, tracing
pain point / probleme téléphone OB
collaborateur/manager/équipe conversation NPS / MCA
cible / segment sans é@?ture IA / ML
GEN BXYZa sans defaut Datalake

g sans friction c\/

proposition de valeur différentiation

offre : value prop Messure de |'attention

cas d'usage

pain killer / candy / vitamine
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Le WEB sans cookie, nous De plus en plus de

oblige a reconnaitre nos données et de plus rapide.

utilisateurs... ou a les perdre

TRANSPARENCE ..
Digital

Digital = Data Accelération



Surnom

Age
person Vit avec
d i Enfant

oesn JOB

exist Educatio
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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 ?
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Empathie map si besoin pour mieux comprendre le
persona




Parcours Client / customer journey







AB test
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Transformations Digitales
PRODUIT - OFFRE - PROPOSITION
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QOO




Produit - Service - Offre

IA - Innovation - Numerigue -NBIC - NAT
Value Proposition - Fabrication

Product management - Technologie

Durabilité - Empreinte CO2
Frugalite - Responsabilite
Fcosysteme - Smart Grid - RSE - CSRD
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UX-CX
Experience fluide - Personnalisation
Omnicanalite - La voix du client (VOC)
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Méthodes - Marketin

Outils numeériques - Agilité - Scrum

Digital Marketing - Communication digitale
R&D

QOO
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TRANSITION Produit - Service - Offre
Innovation - Numerigue -NBIC - 1A

Value Proposition + Supply + Tracking

Product management - Falorication

Durabilité - Empreinte CO2
Frugalite - Nouvelles energies

Fcosystéme - Déchet - H2 - Pompe a Chaleur
RSE - CSRD - ESG

EX

Experience fluide donlboarding
Remote Télétravall
Omnicanalité

TRANSITION Méthodes - Process
Outils numeériques & Agilite
Management - Travail - RH

Finance & Supply Chain

Management - Travall

QOO




© Taxinomie du Marketing Digital <4 Whimsical

o0 TECH
WEB-Management
O- < JURIDIQUE
UX /CX
ESG i STRATEGY
o-- Tech For Good MARKETING
SEh Tor oo GROWTH
©- @ Marketing Research . SEARCH
Q rd I
@ DIGITAL MARKETING Référencement
E-Commerce
o- 1y 2 ES | CONTENT -0

" DISTRIBUTION
MERCHANDISING

-« SMM : Social network marketing -©

E-Advertising .
) CIA-©
e AdTech

o DATA

- Recherche https://whimsical.com/marketing-digital-2026-GvGwYVvFXfcButFVxdDckJ5
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MAGA « Drill, baby, drill »
Drill, baby, drill

« Plug, baby, plug »
?

F***

What do you mean .




LECON INAUGURALE

...DU MARKETING EN GENERAL

i*kkl"lly COLLEGE
¥ S~ ¥ DE FRANCE
(- ) 1530




arketing
SUCKS

| SETH GODIN

Your

All marketing
eters |suckes.

Authentic Stories in
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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
SONCAS / AIDA
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SwaT \/olatilité

Incertitude
Complexite
Ambiguite







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 |0. Data & Measurement







creer de la valeur
pour l'ecosysteme,
le client et
I'entreprise




“creer de la'valeur -
pour le client,
l'ecosysteme et

I'entreprise




creer de la valeur
pour I'entreprise,
le client,
et I'ecosysteme




“recherche =
de la valeur
pour tous







hubertkratiroff

3 lois du marketing ¥




#1 #2

Proposer Verifier
des offres que les
qui plaisent marges
aux permettent

utilisateurs un profit




#1 #2

Marketing Profit =
de la Chiffre

DEMANDE d’affaires

>

VOC Charges




Discipline reine du
marketing

Positionhement
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B.produits - 3 marques
3 propositions de valeur #




Why we buy: Features vs Jobs

Even though people buy this... ...they really want this
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’ & https://hbr.org/2016/09/
Know Your Customers’ “Jobs KNOW-YOUr-CUStomMers-

to Be Done” jobs-to-be-done

Is innovation inherently a hit-or-miss endeavor? Not if you understand
why customers make the choices they do. by Clayton M. Christensen,
Taddy Hall, Karen Dillon and David S. Duncan
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https://hbr.org/2016/09/know-your-customers-jobs-to-be-done
https://hbr.org/2016/09/

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



VALEUR REELLE

VALEUR PERCUE

PROBLEME DE COMMUNICATION




Adresser
une qualite
a une cible |




brandin

VS.

marketing




7/

option # |

branding

marketing

distri

social
media

promo

/

data g
research| [4dS

Ny

search DOOH

VS.

option #2

marketing

<7 ]

=

social [\
UX-CX branding| / |promo]| | | distri \ media] JUX-CX
AN L S
roduct data product
mapnagement research ads search| |DOOH management




Produit

Service
mage qualite
pbranding experience
promotion PLG

oricing




Brand building

Long term sales growth
Sales activation Te—

Short term sales uplifts

Sales uplift over base

\ \w ‘

M

Short term effects dominate ~6 months Time

Marketing in the Era of Accountability Binet and Field

Binet and Field

https://ipa.co.uk/
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UX>cx

En nombre : plus de users
que de clients




CX>ux

En qualite / lus de
contacts avec es clients




uxw= UE

user engagement

C» DIGITAL

== mindset







Taxinomie

UX

G DIGITAL
== mindset

face a face

phySI q Ue e 1h§ne
web web3

1N ADD

mobile s
soclale  recause
metavers

metavers marque
motfery —ge N




full stack n LT\/ > C AC

marketer

& Gary Vaynerchuk

DIGITAL MINDSET

«Software is eating the world»
al6z

Mark Andreessen e iy T user engagement

IGITAL
mindset
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U X- CX FlyWheel ﬁrowth

acking
S— lateform
ZMOT micro-momen t p

seo-4 Strateé |es copy
&z digitales
collaborative

freemium Inbound mutuelle

.« . attribution
SerV|Clsat|0n POEM COntI’IbUt/On




Stratedy

No
Business




L'ART
D'ATTEINDRE
UN OBJECTIF



Plan prévoyant
I'ensemble des moyens
pour atteindre un
objectif



PLAN
3 phases




Preparation
Conquete
Consolidation
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Recette du succes des entreprises



PROBLEME

ANALYSE

Bl

Marché

Search listening
Veille

Persona

Carte empathie
Parcours
Touchpoint

UX

Design Thinking
Divergeant
VOC

Service client
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DISTRIBU-
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Stratégie
Objectifs
Communication
Vente

SAAS

Service

APP

SuperAPP

IOT

Capteur

PAAS IAAS
Réseaux S
Points de vente
Agent
Intermédiaires
Franchises

L






@) BUSINESS SECRET SAUCE

Inputs / Entrée
Intrants

ldée

Mat. premiere
Energie

Temps

Ressources humaines
Travail

Process
Fabrication

ajouter

enlever

travailler

attendre

changer

assembler

mutualiser / faciliter
distribuer / intermédier
tech / design / product
marketing

Customer Service

Outputs
Outcomes / Resultats

CA

data

plaisir
Satisfaction
margue
image
Connaissance
Partage
vente
Fidelite
Efficacité
Valeur Créee
Prix




BUSINESS SECRET SAUCE

!

Inputs / Entré,

Intrants

Idée

Mat. premiere
Energie

Temps

Ressources humaines
Travail

!

Process
Fabrication

ajouter
enlever
travailler
attendre

changer
assembler
mutualiser / faciliter

distribuer / intermedier
tech / design / product
marketing

Customer Service

Outputs
Outcomes / Resultats

CA
data

plaisir
Satisfaction
marque
image
Connaissance
Partage

vente

Fidelité
Efficacité
Valeur Créee
Prix







Market sizing : scope
Les différentes tailles de marchés :
périmetre, référentiels, portée,




TAM SAM SOM @

Total Addressable Market

Serviceable Available Market

Serviceable Obtainable Market




TAM S5AM 50M @

TAM = Your Total Available or
Addressable Market is 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 (AAR average annual revenue per
customer)

Part of canreach

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)
t is 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
reall

M you
o reach



TAM SAM SOM @

llotralfAcldressable Market

Seiceable Available Market

SeERiceable 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 5AM S50M @

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

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

ceable Available Market . .
S 3/ Combien de personne suis-je capable de toucher :
iSeiiceable Obtainable Market .
4 cout des medias

cout de la distribution
capacité de production
logistique

accessibilite

disponibilité






’ & https://hbr.org/2016/09/
Know Your Customers’ “Jobs KNOW-YOUr-CUStomMers-

to Be Done” jobs-to-be-done

Is innovation inherently a hit-or-miss endeavor? Not if you understand
why customers make the choices they do. by Clayton M. Christensen,
Taddy Hall, Karen Dillon and David S. Duncan
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https://hbr.org/2016/09/
https://hbr.org/2016/09/know-your-customers-jobs-to-be-done

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



Why we buy: Features vs Jobs

Even though people buy this... ...they really want this
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HOW TO CREATE A TRULY
FLEXIBLE ORGANIZATION

Les startups infuse : i'llf



LR L L L L S0 ARTI AL T e N
Harvard Strategy for Marketing in @

Start-Ups the Age of Alexa
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HOW TO CREATE A TRULY
FLEXIBLE ORGANIZATION
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systemvpsush work
pull model




Lean-Agile-Scrum:

cadre, principe, regle, framework

Product Backlog
Global ToDo list
Made by PO

Sprint Backlog

Sprint Planning

ToDo NOW list
Selected by team

SPRINT

SPRINT (1to 4 weeks)
Daily Scrum (1to10mn

every day

same place)

Artefact
Sprint Review
Completed features
Partial testable product
Ready - shippable parts

OV N

Product
MVP
Release
Beta
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~ Unicorn

CULTURE EATS STRATEGY FOR
BREAKFAST

PETER DRUCKER

PROBLEME
SOLUTION
DISTRIBUTION
SCALE

POC - PMF

a2 &

rowth
acking

content plateform
ZMOT

o Strateégies ...,

riven collaborative

dara - Cligitales  cat

oun mutuelle

\servicisatioﬁ | PO EM nouna

attribution
contribution _/
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NUMERIQUE
D|G|TP?L 20/ POSITIONN
CYBER 0 EMENT
PROGRES MORAL
MMM
MODERN MARKETING MODEL
2 LI ADVERTISING IS THE
10 POINTS PRICE ...
Marketing Opérationnel m 3 PILIERS DU
M Mix m DIGITAL
USER
UX JOURNEY
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