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full stack marketer

CDDO: chief digital/data officer

DPO: Data Protection Officer
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Social Selling Index ~ Today

Your Social Selling Index (SSI) measures how effective you are at establishing your professional brand, finding the
right people, engaging with insights, and building relationships. It is updated daily. Learn more
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API :

Interface entre
Applications
Programmee



Vous inventez une API qui permet de supprimer les queues et files d’attentes.
Votre client vous envoie :

« Le type de convocation (musée, aéroport, gare, vente, médecin ...)

 L’heure de début et de fin

* La liste des personnes convoquées
Vous lui retournez la liste des personnes avec I'’horaire précis de convocation

Votre algorithme tient compte des habitudes, des informations facebook,
linkedin, du comportement. Votre machine learning (IA) ajuste les horaires
futurs en fonction des heures d’arrivées réelles.

Sur place les personnes sont taguées pour comparer la prévision et la réalité.
lls peuvent aussi comme dans Waze déclarer la taille de la file d’attente.

Tous ces éléments améliorent les futures prédictions.
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MARKETER L’INNOVATION
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Henri Crohas

Ingénieur génial
Brevets sur :

Son, compression video,
streaming

Fondateur de ARCHOS
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Décomposition
stratégique
d’Ansoff

Marcheées

Existants

Nouveaux

Igor ANSOIFF (1918-2002)

The new corporate strategy

Fidelisation
pénétration
marché

Iintensift
developpement
procuit

Extensif

extension Diversification
marcheée croissance
sSpecialisation interne ou
externe
Existants Nouveaux

Produits
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Décomposition stratégique d’Ansoff
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LES ENTREPRISES
TECHNOLOGIQUES ONT BESOIN
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Matrice de progression
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Matrice de Michael rorter
matrice des cinq forces

Economique

Concurrence dans
secleur

Etat
Juridique
Législatif
Fiscal
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S SAFRAN







HOW 10 CREATE A TRULY
FLEXOBLE CRGANIZATION

' 3

e

\

Les startups infuse

P /
AveA LR ascss o

|









Les acronymes du
marketing moderne
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Les 150 définitions
Conférence NoLimit
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LECON INAUGURALE
ECONOMIE &
MARKETING
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FRANCE
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‘“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



The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar






« 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
Notorieté
Qualité percue
Perception du prix
Appartenance (sentiment d’)
Buzz/viralité
Recommandation
Réponse aux attentes et motivations






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




Discipline reine du
marketing :

Positionnement










VUCA

complexity

Characteristics: The situation has many
interconnected parts and variables.
Some information s available or can be
predicted, but the volume or nature of it
can be overwhelming to process.

Example: You are doing business in many
countries, all with unigue regulatory
orvironmaents, tariffs, and cultural values,

Approach: Restructure, bring on or
develop specialists, and build up
resources adequate to address the
complexity.

ambiguity

Characteristics: Causal redationships 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
0xperimonts 20 that lessons learned 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 supplier 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
effect 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: lewest in information—collect,
interpret, and share it, This works best in
conjunction with structural changes, such
as adding information analysis networks,

that can reduce ongoing uncertainty.
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Révolutions
social
economique
technologiqgue
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Michel
SERRES

-3000 écriture
1450 imprimerie/chiffre
2000 NBIC

Luc
FERRY

1800 Vapeur
1900 Electricité
2000 NBIC

. 1A
REVOLUTION




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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Audience Interaction Made Easy

Live Q&4 and Polls for your Meetings & Events

JOIN I CREATE EVENT
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TakeAways
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WeChat

MUY

(’ ACT THINK IMPACT WeChat Pay



QrCode : phygital
Link
analogique/physique

(» digital
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UNITAG
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UNITAG
pour lire sur
mobile
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URL
shortener



»
bl.u.lé, LINK MANAGEMENT ENTERPRISE RESOURCES SLOG LOGIN N ur GET ENTERFPROE

HARNESS EVERY CLICK, TAP AND SWIPE.
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GET STARTED FOR FREX
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Décomposition
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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 ( )



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



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
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Marketing
Opérationnel

3 x 6 moyens

3



Marketing Opérationnel

6
5
18
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Marketing Mix

. Segmentation

. Produit

. Prix

. Publi-promotion (consommateur)
. Distribution

. Positionnement



A U1 L WN K=

Trade marketing

. CGV

. FDV

. EDI, SCM & LOGistique (process)
. COPromotion, comarketing, coadv

. LOBbying

. MERchandising
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Digital Marketing

. Web Management

. Research / Data Analytics
. Référencement (SEARCH)
. e-marketing

. e-commerce

. e-publicité



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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XMind 8

he Most Popuiar Mind Mapoing Tod!

\% In ANNIVIRSASRY
s 9P 9 H 'S A

coggle.it

FOR SUSTAINABLE -
DEPARTMENT VALUE CREATION G ECOLE DE LAFINANCE 10/04/2018 RENAULT INTERNAL 104 RENAU LT



Smallpdf LOG IN l SIGN UP
We make PDF easy.
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WORDPRESS

GitHub()

Mail Chimp (ESP)
SurveyMonkey

PPT (masque / master)

Word (style)
xMind
Gantt
Unitag
Xcode

Excel (TCD)

GoogleTrends
TXT sublime
Browser (Chrome)

FTP
Sketch3 / iDraw

Canva
Cloud SAAS PAAS (U5 10
AWS / OVH
bunkR / Prezi B
TRELLO / Scrumblir  jgasss
GoogleDrive (Gantter) 4@
Hadoop ﬂ
Doodle PRESTASHOP
SalesForce '
Merkato
NODE

ANGULAR D3js
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