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Why we buy: Features vs Jobs

Even though people buy this... ...they really want this

VALEUR REELLE

VALEUR PERCUE

PROBLEME DE COMMUNICATION

Méfiez-vous des recettes des années 60

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




SWOT

VUCA

M3 Modern Marketing Model

6. Positioning

7. UX/ CX & content

8. Distribution

9. Promotion

10. Data & Measurement

1. Strategy

2. Market Orientation
3. Customer insight

4. Brand & Value

5. Segmentation Persona

o @ @ &

Strategy

is a
plan
to create value

value for company
value for customers
value for employees
value for suppliers
value for government
value for earth

“Nobody really knows
what strategy is.”

Bain’s 5 Beliefs on Sirategy
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“Content is King”

Bill Gates, 1996




WebStory =

story snap on website mobile and laptop S o yTe"ing B RAN D CO NTE NT
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Evolution des différents leviers de communication

Télévision, un recul modéré
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Barométre Unifié du Marché Publicitaire et de la Communication (BUMP)
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RTB

Customer codt pub + enchéres
Acquisition pourvoir achat
Cost coQt juridique
concurrence
ARPU baisse
difficulté abonnement

4milliards = 50% cookiless 3 part
95% du traffic est anonyme

Programmatique Programmatique Real Time Bidding =
gun q ng q Editeur {webmaster) Anranceur Real TI me

SSP creer les deals les curated deal sur les inventaires comment mesure campagne pub
DSP outil dachat du média AMZads solution ™ -
AdExchange ‘/der = amz marketing cloud = croise FPD client FPD AMZ
Media Tradin 2/ contextuel = achat chez amz
SPO supply path optimisation avec ESG et durabilité 3/ mesure insight granulaire haut funnel bas funnel
DOOH piloté en programmatique
header bidding interroge plusieurs SSP avec cout de serveur important sauf si SPO moins energivore attrib contrib
difficulté de reconnaitre les parcours sans cookies -

auto private curated prefered post view = aveugle

8 SSP connectées a Adomik

DISPLAY ban habillage baisse 12%

VIDEO baisse 6% baisse CPM hausse inventaire 4 instream outstream preroll

NATIVE Régies  Plateforme de Plateformede  Agence

I'offre fa demande média,
courtiers

AUDIO avec podcast CPM plus élevé que vidéo car qualité diécoute forte et affinité forte g,
e Yous 209
ooty

PLUS OPERATION SPECIALE 10% du marché

2 concepts 3 méthodes d'achat
_ reach PPC
Impression CPM
(o] ITo)




2 inventaires d'achat
Mots-Search
Display&Video

Premium

home, actu, saison, théme, even
Secondaire

articles anciens
Long Tail

articles périmés mais indexés

A
Achat d’espace
Achat d'audience

4 lieux d'achat

Website
InApp/ Mobile
InStream/ Meta
Social

Getting LEAN with Digital Ad UX
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Ciblage + Enc
Programmatic advertising
ADTECH (MARTECH)

Achat d’espace programmatique
Automation

Transaction auto

RTA/ RTM (temps réel)

DCR data clean room

Retailers, broadcasters and walled garden platforms are among the first movers. In some cases they're
partnering with independent third-party clean rooms and in others they're using clean rooms built within a
walled garden. Some clean rooms enable only measurement and analytics, while others can be used to
target ads.

Attheir most basic, data clean rooms are p based that allow to merge and
match two or more first-party data sets in order to create a new audience or analytics segment informed
by both data sets - but without ever allowing either side’s personally identifiable information to be
exposed to the other.
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CLEANING ROOM

Lieu d’échange de First Party Data

DCR data clean room

Retailers, broadcasters and walled garden platforms are among the first movers. In some cases they're
partnering with independent third-party clean rooms and in others they're using clean rooms built within a
walled garden. Some clean rooms enable only measurement and analytics, while others can be used to
target ads.

At their most basic, data clean rooms are privacy-based that allow ies to merge and
match two or more first-party data sets in order to create a new audience or analytics segment informed
by both data sets -~ but without ever allowing either side’s personally identifiable information to be
exposed to the other.
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DCR data clean room

Retailers, broadcasters and walled garden platforms are among the first movers. In some cases they're
partnering with independent third-party clean rooms and in others they're sing clean rooms built within a
walled garden. Some clean rooms enable only measurement and analytics, while others can be used to
target ads.

At their most basic, data clean rooms are privacy-based technologies that allow companies to merge and
match two or more first-party data sets in order to create a new audience or analytics segment informed
by both data sets - but without ever allowing either side’s personally identifiable information to be
exposed to the other.
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retail media

cookiless 31 party
95% du traffic est anonyme

comment mesure campagne pub

AMZads solution

1/dcr = amz marketing cloud = croise FPD client FPD AMZ
2/ contextuel = achat chez amz

3/ mesure insight granulaire haut funnel bas funnel
attrib contrib

difficulté de reconnaitre les parcours sans cookies

post view = aveugle

firefox et safari sans coockies tiers.
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Définition Retail Media

consiste a utiliser les espaces médias
des détaillants (point de vente,
distributeur, retailer..) pour atteindre
les consommateurs pendant leur parcours
d’achat, que ce soit en magasin
physique (off site) ou en ligne (on
site)l

Définition Retail Media

formats tels que les écrans vidéo, les
étiquettes numériques, les affiches
interactives, les bornes, les bannieres sur
les sites marchands ou les newsletters.

Le retail media permet aux marques
(annonceurs, industriels..) d’'atteindre les
consommateurs au moment méme de l'acte d'achat
et de les influencer dans leur choixl
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Définition Retail Media

Pub financée par les marque (industriel annonceur) et diffusee par les distributeur (enseigne
retailer) ancien stop rayon PLV leaflet catalogue affiche sur le chariot \ migre de 1'affiche
parking ou chariot ou rayon au mobile du client
infinity : 17n encarté monop fran itm casino = extension audience = look alike audiences =
pour optimiser plan media = apen web VOL video online + display IAB + yt fb snap = precision
narketing \ Tepetition 6 & 8 touchpoint \ persona sur comportement achat \ tis FPD \
Carrefour links = Criteo : ‘retail media plateforn’ LiveRamp = plateforn d’insights donc de
DATA = acces & la donnée en temps reel avec granilarité a 1'EAN au jour le jour + insight pour
afiner les persona et les DSP = acces self service sur les plateforn
ON SITE = sur les websites
UpLift = augnentation des ventes = sur carrefour.fr

reach mini 1 million d'impressions pour étre statistique bon

construire les audience

nouvelle forne de adtech inventee par anazon en copiant google en 2010 produit sponsorisés =
sponsor seazch - I
nam marketing mix nodeling dos nedia

ernier ne de la Tamille
search, publicité,

AdTech, data(FPD)

Au milieu de plusieurs catégories
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Différents points de vues du Retail Media

Pour un retailer valorisation des
assets - websites, points de vente,
APP, parking, data..

Pour une marque/industriel une autre
facon d’'annoncer, de négocier, de se
développer, de connaitre

Pour les consommateurs

coupon, remisel

DCR data clean room

Retailers, broadcasters and walled garden platforms are among the first movers. In some cases they're
partnering with independent third-party clean rooms and in others they're sing clean rooms built within a
walled garden. Some clean rooms enable only measurement and analytics, while others can be used to
target ads.

At their most basic, data clean rooms are privacy-based technologies that allow companies to merge and
match two or more first-party data sets in order to create a new audience or analytics segment informed
by both data sets - but without ever allowing either side’s personally identifiable information to be
exposed to the other.

Years For Search, Social, and Retail Media Advertising Markets
to Grow From $1 Billion to Over $30 Billion

Companies With Over $10 Billion in Net Digital
Ad Revenues Worldwide, 2022
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US Retail Media Off-Site Digital Advertising
Revenues, 2018-2023
millions, % change, and % of retail media ad revenues

B 575
2018 2019

‘Source: oMarketer, 0ct 2022
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US Connected TV (CTV), Retail Media, TV, Social
Network, and Search Ad Spending, 2023
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EVERYONE IS AN AD NETWORK Les principes directeurs d’Amazon Ads nous
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Notre Vision

Le futur de 'AdTech: U'IA au service de la pris
décision informée et transparente, fondée sur

amazon ads

Guiding Principles

des signaux durables et sécuritaires de
navigation, d'achat, et de streaming

#1 Conflance client #2 Perfarmance Annuncenr

Utitiser des solutions pertinentes et durables
pour alimenter vos stratégies média dans un
environnement cookieless

Amazon Marketing Cloud

+50%
Une marque CPG a pe—a
utilisé Shopping
Des insigh >
informey |";p’t?::l:u(lon Insights pour
de vos campagnes comprendre et +41%
Pt Auxhences optimiserla et
et mod#lisée contextuatles Customer Lifetime
Value (CLV) du client
“10%

Taum o

Jusqu'a +30% d'angmentation de couverture

amagon ads

amazon ads
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