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M3 Modern Marketing Model
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1. Strategy 6. Positioning
\ ; 2. Market Orientation 7.UX/ CX & content
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1.Qreode

2.slido

3.Exemple de phygital
4.MVP

S.digital=?
6.UX#CX?

7.SE0

8.NPS

9.What is WHOIS
10.vOC

11.Zero to ... ? (book)
12.Def. marketing
13.Formula for NPS
14.Full Stack

GROUP WORKSHOP

16. TAM vs. SAM

17. Reddit

18. SAM vs SOM

19. Audience Interaction
20. 3 digital pillars
21.POC

22. Done is better than ??
23. Fail fast or slow
24.SGE

25.GTM

26. Deming Wheel in startup
27.CES?

28.1CP

29.10T

30. Linkedin SSI

31. MtoM

32. Moore (Gordon)
33. Rifkin

34. Touchpoint

35. WEB3

36. customer journey
37. Csat

38. YC Business Model
39.POC

40. PAIN POINT
41.5X0

42. Empathy MAP
43. SERP

44. Unicorn

45. Sales funnel

46. Contribution
47.PMF

48 Registrar
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\THE DCTS

CONNECTING

Connect the dots between these 3
concepts and propose your point of view
on how they interact, how they are
connected, how they converge (or
diverge) in two or three paragraphs (min
150 words).

It's a group work, you can use any tool,
including Al, to prepare but during the
exercise-test just a single sheet of paper
(handwriting only) is allowed.

GROUP WORKSHOP

O 1. stategy - AAARRR - Lead
O 2. SAAS - Cloud - UX

3. Zero to One - Wearable - Rolex
T 4 Data Marketing - Survey - Bias
Vs 5. PLG - Quality - Advertising

6. Persona - MarketPull - Techno Push
X 7. Lead Nurturing - Sales - Email
o 8. Gafam - Batx - Next

9. Ecosystem - Platform - Coopetition
O 10.  AAARRR v - Cookieless
; 11. SQL - CRO - MQL

12, vuca - Bl - swot

13. Positioning - Difficult - Target
O 14, Analysis - Goal - Strategy
D) 15. Data - MMM - Pricing

16. LV - Rule - CAC
O 17, Taxonomy - Retail Media - Search
x 18.  seo - SEA - KPI

19.  Reach - sMo - Time Line
(D 20, sce - SERP - Answer

Amazon

Working Backwards

amazon
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What's Amazon'’s Secret?

fetit/

p 1 pitch /vidéo / website

Customer delight is our ultimate goal

BACKWARDS & de pr Finfographie finale / pitch / vidéo / website

Press Release

Amazon 1 pitch /vidéo / website

Client Utilisateur

prit pour e départ
vers um monde melleur

article de presse
pour e lancement du
senvice, quelsera Farticle
de presse ool

foire aux questions
quelles serant s questions
des cents, uisateurs.
Quellesréponses 7

parcours client
quand un cent aura un

prototype

esso de sevice ou produit
pour tests et modfications

+ g probieme, commente solutionner
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Use it to get clarity, not to document
what you've already decided to do
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Techno-Push

Distribution
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tECthJ push
markesf'pull
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Offre initiale (solution)
Probléme résolu
Persona

Carte empathie

(" CATALOGUE PRODUIT )

("Portefeuille de clients) [v,k ]
Persona

Carte empathie

Problémes réels

Value proposition
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RASOIR OKAM* D M L D
minimum viable strategy || minimum viable product ||minimum lovable product

MYP

PMF :fiico)
¥
P F (product fit 1+ user)

Ordre / Définition / Schéma :

1 Prototype (wireframing)

2 MVP (mini viable product)

3 PMF (product market fit)

4 Pivot (changement de stratégie)
5 Scale (passage a l'échelle)

6 POC (proof of concept)

7 GTM (Go to Market)

8 Démonstrateur, Pilot
9 Use case (Business case, cas dusage)
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Numeum est membre de la fédération Syntec.

French Programmatic Trend
April 2024
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Evolution des différents leviers de communication

Baromeétre Unifié du Marché Publicitaire et de la Communication (BUMP)
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9- autres leviers (afiiation, emailing, comparateurs)*

Télévision, un recul modéré

3 382

millions

Un marché digital dynamique

9,312 nwes

97" des annonceurs du paid soclal utilisent Meta
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Customer
Acquisition pourvoir achat
Cost coQt juridique

concurrence
ARPU baisse
difficulté abonnement

RTB

Real Time Bidding

ur (webmaster) Annonceur

Plateforme de Plate e Agence
foffre a demande média,
courtiers

Real Time
Bidding

Programmatic

E—mm

2 concepts
_ reach
Impression
clic)




3 méthodes d'achat

PPC
CPM
CPA

2 inventaires d'achat
Mots-Search
Display&Video

Inventaire publicitaire

Premium

home, actu, saison, théme, event..)

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

e
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WomavAMIE ADY

Ciblage + Enchére
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 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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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)]
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ernier ne de la Tamille
search, publicité,

AdTech, data(FPD)

Au milieu de plusieurs catégories
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Years For Search, Social, and Retail Media Advertising Markets
to Grow From $1 Billion to Over $30 Billion

W Retsimesa @ Socisl M Searcht

Companies With Over $10 Billica in Net Digital
Ad Revenues Worldwide, 2022
thors

US Retail Media Off-Site Digital Advertising
Revenues, 2018-2023
millions, % change, and % of retail media ad revenues

2018 2019 2020 2021 2022 2023
M Digital advertising revenues Il % change Ml % of retail media ad revenues

‘Source: oMarketer, Oct 2022
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US Connected TV (CTV), Retail Media, TV, Social
Network, and Search Ad Spending, 2023

billions
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Social network $71.05
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cTV $2692

‘paid listings, and
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(network, syndicat
(DSP); C] ir TV devices
Source: eMarketer, Oct 2022
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Les principes directeurs d'Amazon Ads fous aident 8
créer des solutions durables ’ i

amazonads
Guiding Principlas
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Notre Vision

Le futur de 'AdTech: U'IA au service de la pi
décision informée et transparente, fondée sur
des signaux durables et sécuritaires de
navigation, d'achat, et de streaming

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

Audiences

et modétisce

Jusqu'a +30% d'augmentation de couverture

amazonads

Amazon Marketing Cloud

Des insights pour
informer l'optimisation
de vos campagnes

amazon ads

oat [ mTisanc ki tame s o
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+50%
D

Une marque CPG a Tping
utilisé Shopping
Insights pour
comprendre et
optimiser la
Customer Lifetime
Value (CLV) du client

amazon ads

I-want-to-know | I-want-to-g0
moments moments

Information Direction
Hours

I-want-to-buy

moments

Purchase
Promotion
Sales-Saving

I-want-to-know I-want-to-go
moments: moment:
Al BL:

Information Direction
Hours

Purchase
Promotion
Sales-Saving

I-want-to-
know
moments:
AL

I-want-to-go I-want-to-buy
moments: moments:
B! D:

Direction Purchase
Hours Promotion
Sales-Saving
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