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Décomposition
stratégique
d’Ansoff

Igor ANSOFF (1918-2002)

The new corporate strategy
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meeting needs profitably
Kotler

Transformer la satisfaction des clients en profit pour |'entreprise

G

GRENOBLE

Eeoiepe Gary Vaynerchuk
S Stop selling. Start helping Zig Ziglar

MoMaMa & M3

1. Strategy 7. Technology
2. Brand 8. Creative

3. Experience 9. Content

4. Data 10. Multi-screen
5. Digital 11. Social

6. Personalisation 12. Commercial
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VUCA

+ 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 overwhelming to process.

Example: You are doing business in many
countries, all with unique 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 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: Experimont. Understanding
cause and effect requires generating
hypothases and testing them, Design your
Oxperienonts 30 that lessons leared 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
&5 often available.

Example: Prices fluctuate after 2 natural
disaster takes a supplior c¥-line.

Approach: Build in slack and devote
rosources 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: Invest in information-coltect,
interpret, and share it, This works best in
conjunction with structural changes, such
a8 adding information analysis networks,

that can reduce ongoing uncertainty.
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Sotware-Defined Security Cryplocurmencies

Consumer 3D Printing

Neurcbusress
Netural-Language Question Answering

Cazen Dota Science
Scchips

loT Platform

Comnecled Home

AMective Computing

Smort Rebets

D Boprinting Systermns for Organ Transplast
Volumetsc Daplays
Human Augmentaton
Bram-Computer reface -
Quantum Computing

4 Sman Advisors internet of Things
Micro Data Centers Speech-to-Speech Transiaton
Owptal Dexterty Machine Leaming
Nearabies

Hyteid Cloud Computing

/ Enterprse 1D Prnting

Gesture Contrgl

Virtuel R‘."Q,'
Autonomous Feld Vehicies

Augmented Realty

Biwoscoustic Sensing Cryptocurrency Exchange
Pecpie-Literate Technology
C‘q“-‘l s’(u’f’" ’
Virtual Personal Assistants

Sman Dust
As of July 201
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Michel
SERRES

-3000 écriture
1450 imprimerie
2000 numeérique

Luc
FERRY

1800 Vapeur
1900 Electricité
2000 Digital
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Les Nouvelles
economies

GAFA MS...NATU...BAT




Début de liste des services disruptés

> Uber, the world’s largest taxi company
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Mail Chimp (ESP)
SurveyMonkey

PPT (masque / master)

s Word (style)
E xMind
% Gantt
s Unitag
E:l Xcode

Excel (TCD)

WO@RESS GoogleTrends
TXT sublime

GitHub() Browser (Chrome)

FTP
Sketch3 / iDraw
Canva
Cloud SAAS PAAS
AWS / OVH
bunkR / Prezi
TRELLO / Scrumblr
GoogleDrive (Gantter)
Hadoop
Doodle
SalesForce
Merkato
NODE
ANGULAR D3js

PRESTASHOP
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Lexique : les acronymes du marketing

Toute spécalind 3 500 [argon, €n AENdaNt un wrai kgue, Voo 220 ACTOMYMES « Pas 10uS pertinents

S marketing dgtal
ARA; Arerage active sssons.

ARRR ; Acquisimion ACTvation, Retertion, Rederral,
Revenue

ABC : Awarys Be Closing

ABM : Accourt Based Marketing

ACSEL : ASSaciation pour Commence et services en
KN (ASSOCATON de Fécommee nuména.e)
ADEX: Ad Exchange plateform

AdTech : Advertising Technclogy (volr MarTech)
AOX : Geogle DoubleCic AS Exchasge platefoem
AMP ; Accelerated Mcbile Pages

AP\ - Aephcation program ieserlace oot NEsM)
AR Augmented Bealty

ARPU : Average revence per user

ARR 2 aVerage recurring reven (o annual)
ASO ; App Shore Optimaanon [vor Search)

ASP : Application senvice provider

AAWAD ; Amytime Anywhere Anydevice

ATF - Abowe the fold

ATL - above the line (vorr media)

AND : Adapthve wab design

BAT : Baidu Albaba Tencent

BMG : Business Model Generation

BO8 : Best of Brees

BOFU : Botmom Of Funne!

BPM : Business Process Management

BR: bounce rate

BTF - Below the fold

YL Delow the lise (vor hors meda)

820G ; Business 10 Government

B20R : Business to Retal

BYO0 : lirieg your own device

CAC : Customer Acquisnon Cow

CAD : communcanon sdiovisuale dynamique
DOOH)

CCO - Chef Cuntomer Officer

CDC : Catver des Charges

CD): customar Sgtal journey

DO : Chief Digtal Offcer

CEM : Customer Experience Management

CLV: Customer Ifetme value

M : Community Manager

CMI: Communication Marketing inségrée (WC)
CMO: Ovief Marketing Officer

CMS : Content management syssem

COOC : Corporane Open Onliee Course

€05 : Cost Of Sale

CPA : collective performance et acquiskion
CPA: Cont par acquasiion / acson

CPC : Cost per chck (Cost-per-Customer)
CPOV: Cost per completed view (CPCV = Cont +
Compieted Views)

CPL: Cont per lead

CPM : Cost per thousand

CPT: Cost-par-Transaction

CPV: Cost per wiew (see diso PP

CR: Conversion rate

CRM : Customer relatonihip management

Lexgue

tcoie
POLYTECHNIQUE

sli.do

Pricing Featwes Resources

Live Q8A and Polls for yo

Audience Interaction Made Eas

Meelings & Events



Démo Xmind

é) " Fabrication

Professional & Powerful Mind Mapping d ’u n We b S i te
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Digital Marketing

Web Management

. Référencement (SEM)
. e-marketing

. e-commerce

. e-publicité

. m-marketing

v [ o-pubd

XMind.net
0 1\\{8 Devgn Managemeet .,

M-irietng Ingidetel  BackOfics
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The Agile Manifesto

Individuals and

over  Processes and Tools
interactions

Comprehensive

Working Product  over Do MERtatoR

Customer
Collaboration

Responding to
change

over Contract Negotiation

over Following a plan

That is, while there is value in the items on
the right, we value the items on the left more.

www aghemanitesto org

REAL TIME
MARKETING

m Orwo Caomoe

PNowver out? No poodiern
sy comy el 2

The Oreo Moment




Plus d’efficacité

Do More With Less

Lean Management
Pizza team
MVP (minimum viable product)




Plus de
partage




IDRISS ABERKANE

Bordeaux 2016

. 1/3
Economie
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THE BLUE ECONOMY




New Philanthropic Model
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Cryptographie Partagée
pas de limite a la BlockChain

base du BitCoin
développement de la fintech

La BlockChain




Post PC
Post Digital

RESTE HtoH

CNIL

orotection des
données personnelles




(> // FABERNOVEL

CITOYEN

SHOPPER

TOURISTE
GAMER

SPORTIF
WORKERS

CENTRIC

/

FABERNOVEL
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Tarll

Human




L'humanite
augmentee

10 MILLIARDS

FARM2050




California Life Company

alico

Subsdary

Healh care. Biosechnology
Soptemter 18, 2018
Google

Aty D Leveson

170 Veserans Bivd, Soun San
Francsco, Caldomia, Uried Sunes

Artter D Lovieson (CEO)
Googke (2013-2015)

Alphadet Inc. {2015 -present)
“We're tacking aging, one of Me'y
; y < ¢ greatea! mysteries. " '
We're tackling aging, .. 7 T
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NEAR

RAY
KURZWEIL

Singularity

University

Preparing Humanity for
Accelerating Technological Change




Le citoyen
augmente

Civic Tech

Transformations politiques :
3 élections américaines
1 mouvement populaire : nuit debout

1 mouvement politique : en marche




PLUS DE DONNEES

DataDrivenWorld

omentum

ﬁ I0OT / DATA

25 milliards
50 milliards
200 milliards

Gartner
Cisco
Intel




Granularité des données

Exprime la précision de la récolte
d’informations (taille du plus petit
élément)

Par exemple :

heure - jour - semaine — mois — année
ville — région - pays - continent - ...
SKU - réf — produit - gamme - marque

4V du BigData

Volume
Vitesse
Variéteé
Veéracite




Real Time
Bidding

Programmatic

real time

Pantone
Color of the Year 2014
[

acian Orchid
WEBFEW3A3

CONSUMER

THIRD PARTIES
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ADVERTISER  AGENCY DSP EXCHANGE SSP NETWORK PUBLISHER

© o © o o o0 ©
Q?» «__Q*

\"‘-S_- e

0 (D DATA AGGREGATORS




ET POUR FINIR :

Plus d’attentes...

Nouvelles Attentes

Pourquoi se contenter
du minimum ?




1990 : web et internet
2010 : mobile

2015 : Living Services

source : Google, Accenture

G

mobile first > mobile ONL
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Mail Chimp (ESP)
SurveyMonkey
PPT (masque / master)
Word (style)
xMind
Gantt
Unitag
Xcode
Excel (TCD)
GoogleTrends
TXT sublime
Browser (Chrome)

HTML

L
o
5|
9

‘WORDPRESS

GitHub()

FTP
Sketch3 / iDraw
Canva
Cloud SAAS PAAS [0S 100
AWS / OVH

bunkR / Prezi
TRELLO / Scrumblr
GoogleDrive (Gantter)

Hadoop
Doodle PRESTASHOP
SalesForce @
Merkato
NODE sorumblr.
ANGULAR D3jS name §our now bord:

Living Services




THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS

Digitalisation : IOT
Billet / Voucher / carte (wallet)

Porte (smart door)
Maison

Ecole / Cours
Santeée

Politique
Voiture (Tesla OS) ﬁ
Wearable




LIQUID

EXPECTATIONS

4 AND LIQUID

= ‘? OPPOR]UNITIES
RN ST R

Liquid Expectation
Partir / sortir sans payer

Réserver d’un clic
Commande par bouton interrupteur

Connexion permanente
Temps réel pour tout




Consommateur Sans Limite

un consommateur ¢ca ose tout,
ca compare tout,
¢a demande (exige) tout,

ca commente tout, partout,
c¢a ne lit RIEN (tl;dr)

¢a demande un secret total des
informations confiées

-> Expectation Economy

PLUS VITE

L es users attendent

G £
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PERSONA

USER STORY

Personas / UserStory

Personas

Portrait robot d’utilisateur (user) fictif de
produit ou service

UserStory

Description en langage utilisateur d’un point
de friction




ean-Luc

Revenus
Nom Jean-Luc )
Age 36 ] l
Vie a Paris
Avec Jeanne Ville
Sans enfant L l
Education Supérieure (ingénieur
école xyz Fréquences
. I promo 91) " l
«qu un bem.’ metier, cv pilote entreprise 1 ’
mais mes priorités sont Pilote entreprise 2
ailleurs. Mon Niveau Technique
employeur n'est pas
mon seul centre Passionné d’aviation et de
dintérét » modele réduits
Passionné de races de chiens et Usage mobile
. de voyages en Asie I |—|
Jean Luc 36 ans est pilote de yag
ligne depuis 3 ans dans une
compagnie low cost européenne Know How

User Stories (US)

Descriptions simples, claires et breves de
fonctions pour un utilisateur réel

Lien entre les utilisateurs, les designers,
développeurs et chef de projets

En tant que...

WE W USERS

weloveusers.com/methodes/personas.html

Je veux ...

Pour ...




Exemple de user stories
MUST SHOULD
En tant que...
Je veux ...

Pour ...

| R T
| P Y SRS
Fu dnad annnm
Eu dawmd sunsa

Eu dand mina

En tant que...
Je veux ...

Pour ...

En tant que...
Je veux ...

Pour ...

| R Y R
| PP DY IS
FEu dniad annnm

FEu damd mina

En tant que...
Je veux ...

Pour ...

Exercice persona et user story

Définir 2 personas par groupe

Définir 2 user story par persona

Modeles sur :
www.toutsurlemarketing.com/

En tant que...

Je veux ...

Pour ...




Get out of the
building

Steve Blank

Key
TakeAways

cequilfautretenir




tout change

emporte parle
courant du fleuve

Héradite

benchmark
intersectonel




