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1 Tools for projects / Persona / Journey
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102| | SparcAgency.com just do it better sp a1 Go

BRIDGING THE GAP TO

99 | FastnAgency.com DIGITAL SUCCESS FOR EVERY F A S T N
BUSINESS -

94 | ChamsPub.com why not
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' BRIGHTENING YOUR BRAND'S HORIZON
SINCE 2024

She leads
for & by women

9 | Sheleads-Company.com for&by women

a

85 | HadikLagence.com strategy that deliver




create value
for the ecosystem

for the client,
and the company




Maleiiagmieita
(web, mobile, networks,
DOOH, metavers)
and data to bring greater

personalization and
satisfaction to users and
customers




Plan
providing
all the means
to achieve
an objective










U X- CX FlyWheel ﬁrowth

content acking
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S0 Strategy copy
data
driven

collaboratlve

freemium Inbound mutuelle
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Marketing Attribution
vs. Contribution

| ast customer
INnteraction ?



Contribution

é\\ é\@ &\‘5 &\ﬁ ‘5\«6 é‘b ; é“\ é\‘b
o < o o o o o o
® & @ L & i@ & -
EMAILING SEA oLv DISPLAY DISPLAY SOCIAL DISPLAY SEA
Interactions > Ouverture Clic Complété Impression Clic Clic Impression Clic
Obijectifs > Client Campagne de Campagne de  Campagne de  Campagne de  Campagne de  Campagne de  Campagne
dormant marque sensibilisation  sensibilisation considération  sensibilisation reciblage RLSA
Formats > Email Mot clé Instream Habillage Native Carrousel IAB Mot clé
Poids 5% 10% 15% 5% 15% 15% 25% 10%
) AUDIENCE SQUARE  (QV/ AHEE m ©
Google Ads Google Ads
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PAID
OWNED

EARNED ...
SHARED ™
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BRAND CONTENT

content strareqy
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Amazon
Retail Ready

Optimize
Ad
Spend

More
Data

f
\ J

More Increased
Organic Traffic Sales

Reviews/
Sales Rank
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HubSpot

Attract Tools

Ads

Video
Blogging
Social media

Content strategy

Promote/g

Customers

Engage Tools

Lead flows
Email marketing

Lead management
Conversational bots

Marketing automation

spadsoid

Delight Tools

Smart content
Email marketing

Conversations inbox
Attribution reporting

Marketing automation



Promote g

Apply the FLY WHEEL to your GEM MSD master :

1:
2:
3:



HubSppt Academy Explore Academy -~  About

Completely Free & Online

All Courses & Certifications

Stay sharp. Learn the latest business tfrends from leading experts. g g g g

CRM Data Migration Al for Marketers CMS Data-Driven Service Hub Demo

Certification Content Certification

CERTIFICATION COURSE @ SHORT COURSE SHORT COURSE CERTIFICATION COURSE @
Categories Content Type Duration HubSpot Software Levels Language 7 lessons 5:35 hours 6lessons 2:58 hours 5 lessons 300 hours 9lessons 4:53 hours

Note: This is o Partner Course only. Learn o use artificiad intelligence (Al) As a developer, you're responsible for Say goodbye to standardized click-

Discover best practices for data to ramp up your marketing stroteg.. creating websites thot offer through demos for your prospects.

migro... Read more Reod more secmies.. Read more Instead.. Read more
Show only certifications
m m
Filtered by marketing * ﬂ ﬂ ﬂ ﬂ

Email Marketing Social Media Solutions Powering Your
Marketing Architecture Business Through
Certification II Foundations WhatsApp

CERTIFICATION COURSE
9 lessons 3:54 hours @ CERTIFICATION COURSE CERTIFICATION COURSE SHORT COURSE

6 lessons 3:21 hours 1lesson 2:04 hours 5 lessons 1:08 hours

<p>Develop a holistic appreach 1o

H u bs pof Ma rketing H ubSpof X Linked I n Email M a rke*ing AI for Marketers email mc.'ke.nrrg with HubSpot Leam advanced sacial media Galin the knowtedge 1o evalucte the Learn how to use WhatsApp for
Academy's Em_ Reod more technigues to bulld your audience in value of embedding sotutions enhanced business communication
H ub Soffware Ambassador sofmare HubSpot Ac.. Read more architecrur.. Read more ond growth in.. Read more

Program } — =
Start certification Start certification Start certification Start course

CERTIFICATION COURSE CERTIFICATION COURSE SHORT COURSE

11 lessons 4:44 hours CERTIFICATION COURSE 12 lessons 3:42 hours 6 lessons 2:58 hours
1 lesson 4 minutes @ Prev 18| 2 50 Next >
Please note that accessing the Uniock the power of emall marketing Learn to use ortificial intefigence (Al)
educational resources, including The HubSpot x LinkadIn Ambassodor with HubSpat's Emad Marketing 10 ramp up your marketing strateg..
videos, qui. Read more Program is an Immersive seven-week Softwore.. Read more Read more

progra. Read more

Start certification Start course

Start certification Start certification

https://academy.hubspot.com/



https://academy.hubspot.com/

JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE
OF

P&G 2005 : First Moment of Truth
+ Google 2010 :+ ZERO MOMENT




First Second

Moment of Truth  Moment of Truth
(Shelf) (Experience)

Stimulus




think with Google ZMOT -  micro moments

-

[-want-to-know [-want-to-go [-want-to-buy
moments moments moments moments

65% 2X 82%

of online consumers increase in "near me” of smartphone users tum of smartphone users
look up more information search interest in 10 their phones for ideas consult their phones
online now versus a the past year.* while doing a task.* while in a store deciding
few years ago.? what to buy.®

06% 827 100MH+ 29%

of smartphone users tumn of smartphone users hours of “how-10” content increase in mobile
to their phones to look up use a search engine have been watched on conversion rates in
something they saw ina when looking for a YouTube so far this vear’ the past year.®

TV commercial * local business.® -




3 KEYS
MIX

Product
KPI DATA




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 Persona 10. Data & Measurement




Product-Led Growth

/‘ Model
Pricing ‘\—q‘
Experience ‘\ . /. Offer
=

Team @

Data

User

—@ Process

Strategy
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Customer Life
Acquisition Time
Cost Value

=
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"'M’ . . "
.-, . Equation‘du business développement ROMI 3:1
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CAC<LTV

CAC<LTV

LTV, also referred to as CLV (or customer lifetime value), is determined by multiplying three

factors together:

Tv p— Average value of x Average number of x Average value of
L - purchases purchases per vear purchases

To calculate the LTV:CAC ratio, divide the customer lifetime value by the cost of customer

acquisition.

Customer Lifetime Value

Customer Acquisiton Cost

Imagine your customers spend an average of $20 twice a year, for two years. This would
result in an LTV of $80 ($20 x 2 x 2).

To calculate your LTV:CAC ratio, divide your LTV by your CAC from the previous example,
which was $24. The resulting ratio is 3.33:1, indicating that for every dollar spent on

. — ——



workshop

hubertkratiroff

06 80 43 29 05

hubert@kratiroff.com
linkedin.com/in/kratiroff
@kratiroff



GROUP WORKSHOP

1.Qrcode

2.Slido

3.Exemple de phygital
4.MVP

5.digital=?
6.UX#CX?

7.SEO

8.NPS

9.What is WHOIS
10.VOC

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

16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
20.
27.
28.
29.
30.

TAM vs. SAM

Reddit

SAM vs SOM
Audience Interaction
3 digital pillars

POC

Done is better than ??
Fail fast or slow

SGE

GTM

Deming Wheel in startup
CES ?

ICP

10T

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.SXO

42. Empathy MAP

43. SERP

44. Unicorn

45. Sales funnel

46. Contribution
47.PMF

48.Registrar










GROUP WORKSHOP

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

OO NOUTRWN =

COXNOUNEWN=O-

Strategy

SAAS

Zero to One
Data Marketing
PLG

Persona

Lead Nurturing
Gafam
Ecosystem
AAARRR

SQL

VUCA
Positioning
Analysis

Data

LTV

Taxonomy
SEO

Reach

SGE

AAARRR
Cloud
Wearable
Survey
Quality
Market Pull
Sales

Batx
Platform
uv

CRO

Bl

Difficult
Goal

MMM

Rule

Retail Media
SEA

SMO

SERP

Lead

UX

Rolex

Bias
Advertising
Techno Push
Email

Next
Coopetition
Cookieless
MQL

SWOT
Target
Strategy
Pricing

CAC

Search

KPI

Time Line
Answer




Working Backwards

By Amazon

amazZon

& Quoea.con

Amazon's approach to new product development is about working backwards from the customer.
The product manager starts by writing a press release announcing the finished product. The press
release is targeted at the end customer and contains information about the customer's problem,
how current solutions are failing, and why the new product will address this problem.

The press release itself is a gut-check for whether or not the product is worth building. If the team
is not excited about reading it then document needs to be revised or perhaps the idea should be
revisited altogether. As the team begins development the press release serves as a guide for the
team to reflect on and compare with what is being built.

Che New Hork Times

What’s Amazon’s Secret?

Former executives at the tech giant give an inside account of its
management culture in a new book.

‘E‘ﬁ Give this article ~ m

Amazon « WORKING BACKWARDS from customers» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Working

Backwards
v

Customer delight is our ultimate goal Insights, Stories

N\ ‘7 and Secrets from
Inside Amazon
Colin Bryar
and Bill Carr

Amazon « WORKING BACKWARDS from customers» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Press Release

T N L e

TEE AP st L aregm b B Sy 2 tme s e

Focus on the customer need
The customer quote is key
Leap into the future: Think BIG
Avoid jargon
Say it simply and clearly i
AWS lindnaizl

The Visuals

* Rough idea - rough drawin
* Include both customer FAQs ugn i g wing

and stakeholder FAQs R oA S VAT SR MY * Match fidelity to maturity of your
i : e idea
* Include the hard questions
* Don't be afraid to be provocative

» Share your Press Release early e
to gather questions e e e o s e o e et o 1 —_ + Create discussion

Amazon « WORKING BACKWARDS from customers» : communiqué de presse fictif / infographie finale / pitch / vidéo / website



Lrnerrrmases

LaDépéche

Veétérinaire .
article de presse

pour le lancement du

service, quel sera l'article -1/’7/

de presse idéal
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s 0o 0000 ] g
c 00000 . . U.
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00000000 s HWe= =
] ] 00000000 CE \)
.. foire aux questions 00000000 B
‘ecee ) 00000000 = o oar| W=
csse quelles seront les questions 00000000 e
‘ : i 00000000 .
.33328 Inse; des clients, utilisateurs... .':::::. " E;
cece0000 N 5 2 000 e
rreeess Quelles réponses : 00000000
........ _ e |||| ||||
©0000000 |
°0000000
+1000000 prototype
cco0 0@ ¢« o 00000
c00000 "*’ as . . . .
. :::::::.‘. - D e 3e t> parcours client essai de service ou produit
* 00000890 - R o . pour tests et modifications
cesssese . . € _ . - quandun client aura un
° 00000 ! | Y
cooo0800l— . v gy ot bl t le soluti
2200000 ~ . ' 4t . probleme, comment le solutionner
SRR 1)
Client Utilisateur . t

prét pour le départ
vers un monde meilleur




Use it to get clarity, not to document
what you've already decided to do

Release

Customer
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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

2
Z
O
—
-
O
P,

il

DISTRIBU-
7y TION

Stratégie
Objectifs
Communication
Vente

SAAS

Service

APP

SuperAPP

IOT

Capteur

PAAS IAAS
Réseaux S
Points de vente
Agent
Intermédiaires
Franchises

L



PROBLEME. SOLUTION. DISTRIBUTION.

Si vous avez la solution a

un probléeme : vo's

un sauveur, g

Il y a une situation pour un
persona (interne ou client ou
utilisateur) qui lui pose un

probleme. C’est un point de . L.
... si vous le distribuez :

vous étes ricl-
W ;.

friction (pain point) ou un

irritant.

> > =

Recette du succes des scaleup



PROBLEME

ANALYSE

BI

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
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@® SECRET SAUCE
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L
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Probleme Solt;ltion
Persona
1P v
Techno-Push

Distribution
Solutions

Q Echelle
Riche - Business - Scale



techno_push
Vi.
market pull



pus
putsch




1/
marketing de
I'offre

CATALOGUE PRODUIT
Offre initiale (solution)
Probléme résolu
Persona

Carte empathie

Value proposition
Offre finale

Distribution



marketing de la
demande

Portefeuille de clients [ J

Persona

Carte empathie
Problemes reels
Value proposition
Offre

(solution qui résout le probleme)

Distribution




RASOIR OKAM™

N

4y “All things being
- =cmac(equal, the simplest Solutions —_
L INC solution tends to be HCITISAES simpie
X TR completes solution
_\the best one. multi-factorielles

BES
CHOICE

* écriture complexe : rasoir d'Ockham / principe de parcimonie



MiNiMuM viable strategy




MiNiMumM viable product

M®P



MiniMum lovable product

MPP






PIMIF i o)
=+
P F (product fit 1+ user)



Ordre / Définition / Schema :

1 Prototype (wireframing)

2 MVP (mMini viable proauct)

3 PMF (product market fit)

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

6 POC (proot of concept)

7 GTM (Go to Market)

8 Demonstrateur, Pilot
9 Use case (Business case, cas d'usage)
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https://numeum.fr/

Engager le
numerique

NOS EVENEMENTS ——




Qdomik

French Programmatic Trend

April 2024
Monthly Overview Vv
Month on Month:
Advertiser spendings Impressions CPM
-5% -2% -3%
Year on Year:
Advertiser spendings Impressions CPM
+9% +5% +3%

Top Programmatic Demand - Deal market v

Top Programmatic Advertisers: Y Only filtered on deals
Advertiser Share of Voice CPM MoM Spending trend
1. TotalEnergies 25% £€8.06 +173%

- Total Direct Energie

1. TotalEnergies

2.5% . +173%

- Total Direct Energie > €8.06 ?
2. Action.com 2.5% €11.43 + 256%

3. Carrefour 2.4% €4.07 + 8%

4. E Leclerc 2.2% €3.90 + 9%
5. EDF 2.2% €9.60 +176%

6. Carnival
Corporation & plc 2.0% €3.35 +119%
- Princess Cruises
/. Ferrero 1.7% €7.48 + 4%
- Nutella

8. Amazon 1.7% €5.49 +186%

9. Renault 1.5% €7.53 -57%
10. Alphabet 1.5% €8.00 + 363%

- Google
Top Advertisers Verticals: Y Only filtered on deals
Business Segment Share of Voice CPM MoM Spending trend

1. Retail and E-commerce 18.1% €4.80 +19%

2. Automotive & Vehicles 10.7% €6.62 -25%

3. Consumer Packaged 8.8% €6.27 + 1%

Goods (CPG)



Le marche dépasse son niveau de 2019

34, T e

<

Presse, TV,

meédias

Radio, Affichage, Cinéma

Digital

Display, Search, Social et Médias
Propriétaires Numériques

Autres médias

MD, Annuaire, Promos etPLV,

(D FrancePuUB

Evénementiel

KANTAR MEDIA

8,2 milliards €

irep |

#BUMP2023

+3,7%
-0,4%
+6,1%

+4,4%

+0,7%

-3,8%

+40,6%

-11,9%

Source France Pub




Evolution des différents leviers de communication

Valeur 2023 { .. |

(en M€) 2023/2022 2023/2019 ; indice 2019 |

_ Digital 9577 61% | 406% | 140 |
Promotions & PLV* 6 062 9,6% 5,0% 104 :
Radlo 839 0% 0.5% D0 i
&lévisio 40 8% 0.3% 00 i
Bk S ST Q / % 29, 00 E
Evénementiel** 4678 19,3% -3,9% 95 E
ema 4 0% 0. 9% . i
Annuaires 436 -7.5% -28,4% 71 |
Marketing direct 5082 -10,0% -29,5% 70 i
MARCHE GLOBAL i
DE LA COMMUNICATION 24053 il Sl ULt :
*dontcommunication par I'objet = 1,4 milliard soit +3,5* vs 2022 E L'indice 100 5
** | 'événementiel comprend le parrainage, le mécénat, les relations publiques et les salons et foires : corresponda :
E I'évolution moyenne i

totale du marché

________________

B 5 Médias Autres Médias I Digital

@ FRANCE PUB KANTAR MEDIA ir ep | #BUMP2023 Source France Pub




Média Recettes 2023 (en M€) Variation vs 2022 (%) Variation vs 2019 (%)
Total des médias 17,317 34 14,1
Cinéma 82 30,4 -17.3
Radio 722 3,1 1.1
Presse 1,749 -2,7 | Non spécifié

dont +/- 500 digital
Publicité extérieure 1,285 5,2 -1,9

dont 268 digital

Télévision 3,382 -3 | Non spécifié
Recettes digitales (TV, Presse, Radio, DOOH) 897 8,1 39,6
Audio digital Non spécifié 21,7 | Non spécifié
Vidéo digital Non spécifié 17,3 | Non spécifié
DOOH (Digital out of home) Non spécifié 17,1 27,9
Annuaire 460 -8 % -34 %
Courrier publicitaire + ISA 1,008 -7 % -28 %

Barometre Unifié du Marché Publicitaire et de la Communication (BUMP)




DES ANNONCEURS PAR MEDIA
_______________________________________________________________________________________ en M€ en % en% en%
Presse 1772 5.2% -3.1% -15,4%
Télévision . of 4072 12,0% 2,8% 0,3%
' Radoe 839 2,5% 3.9% 0.5%
Publicité extérieure 1 384 4,1% 51% -0,8%
Cinéma _ _ i 151 0,4% 34,0% -16,5%
Sous Total 5 MEDIAS . 8218 24,1% -0,4% -3,8%
Marketing direct . 5082 14,9% -10,0% -29,5%
Courier publicitaire; 1 787 5.2% -7.4% -28,1%
ISA; 1820 53% -16.1% -35,3%
Autre markefing direct; 1475 4,3% -4,6% -22,6%
 Annuaires ) k436 1,3% -7,5% -28,4%
Promotions ! 6 062 17.8% 9.6% 5,0%
........................... dont Communication par l'objet | 1400 4.1% 3,5% -0,2%
Evenementiel* 4 678 137% | 19.3% -3.9% :
Sous Total AUTRES MEDIAS | 16257 | 47.7% 44% | -119% [ 46 | 206k | 632%
Digital 9577 | 281% | 61% | 406% || o 2 | Tok | e

. 8- display** 1778 57% 38,8%
[MARCHEDE TA'COMMUNICATIONT 13405310 100,07% WIS 7% R0 7% N | suvresteviers ariia] 970 | 7,3% | 257%

L'événementiel comprend le parrainage, le mécénat, les foires, les expositions et les relations publiques.
Source : FRANCE PUB

9- autres leviers (affiliation, emailing, comparateurs)**




Télévision, un recul modéré

3 382 v -3% = 0,6
millions €
6 379

annonceurs

.......................................................................................................................................

2 691 annonceurs 4 421 annonceurs 1 952 annonceursé

) FrancEPuB  KANTARMEDIA irep | #BUMP2023 | y E . ot
; ont % b ont H on
i exclusifs 18 i1 exclusifs 11 exclusifs

_______________________________________________________________________________________________________________________________________

@ rrancerus  KANTARMEDIA  irep | #B8UMP2023 Source Kantar Media




Un marché digital dynamique

(o) 0
2 % o~ +56%
TOTAL 9,31 2 milliards € N +9!5 % v3250169
vs 2022
Search +11 > +65°
vs 2022 vs 2019
Social +12* +70*
vs 2022 vs 2019
Display +6" +39%
vs 2022 vs 2019
Autres +7% +26%
leviers vs 2022 vs 2019

@ FRANCE PUB KANTAR MEDIA irep | #BUMP2023 Source Observatoire epub SRI-UDECAM




dont 76% exclusifs digitaux

m 2022 N O
< 5 @
2023 2 o =
()]
(9] 0 (a5
= ~N
™ - 2 8
O 8 ") ()]
__ . — =_ 5=
DOOH AUDIO REPLAY DISPLAY PAID PAID SEARCH
DIGITAL IPTV SOCIAL
”~ ”~y o
Ea Ry )
P 'v's' TR T 1
: ' % % % '
' 2022 ! +25,1 +61,6 +139 !
1

@ rrancepue  KANTARMEDIA  irep | #BUMP2023 Source Kantar Media




97" des annonceurs du paid social utilisent Meta

oYeYeJo

Instagram Facebook TikTok Snapchat
d' TikTok g
Top 3 secteurs Top 3 annonceurs
. Ay ™ [
S & amazon
? ti "-‘f‘,'_"f “‘f 1 v
13%

@ Francepus  KANTARMEDIA  irep |  #BUMP2023 Source Kantar Media




L’o bse rvatoi re d u CHIFFRES DE NUMEUM

numérique

Numeum produit des etudes et des notes de
conjoncture chague semestre pour donner
une vision claire du marché du numérique et
de son évolution.

VOIR LES ETUDES

salariés dans le
secteur

66,2

milliards d'euros
de chiffre
d'affaires

29 348

entreprises

311,1

Indice février
2024
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CACx 3/an

Customer colt pub + encheres
Acquisition pourvoir achat
Cost colt juridique
concurrence
ARPU baisse
difficultée abonnement
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Real Time Bidding

Editeur (webmaster) Annonceur

R . Ad Exchange T ook
| Steweb, ell Slide (Demant in
: § A i Plateform) (Rea' Fme Slide Plateform) desk

Bidding)

—

Régies Plateforme de Plateforme de Agence
I"offre la demande media,
courtiers



Real Time
Bidding
Programmatic
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https://www.youtube.com/watch?v=L7iLdQ8WK5A



https://www.youtube.com/watch?v=pimK_XAcBsM

2 concepts

~ reach
impression

(clic)

aaaaaaaaaaaa




3 meéethodes d'achat

PPC
CPM

aaaaaaaaaaaa




2 Inventaires d'achat

Mots-Search
Display&Video

aaaaaaaaaaaa




Inventaire publicitaire

Premium

home, actu, saison, theme, event...
Secondaire

articles anciens
Long Tail

articles périmes mais indexes

G

GRENOBLE
ECOLE DE
MANAGEMENT

@ CCI GRENOBLE




A

Achat d’'espace
Achat d audience
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4 lieux d'achat

Website
InApp/ Mobile
InStream/ Meta

aaaaaaaaaaaa




|ab . . : (_r"m;; LEAN with c-.; dal Ad LXK

News

Sutdatines & Getting LEAN with Digital Ad UX

Best Practices

10.15.15

Research & By Scott Cunningham
Thought

Leadership

Events

Leaming

Certification

Public Policy

Membership

About IAB

e messed up. As technologists, tasked with delivering content and services to

users, we lost track of the user experience.

Twenty years ogo we saw an explosion of websites, built by developers around the world,
providing oll forms of content, This was the beginning of an age of enlightenment, the intersection
of content and technology. Many of us in the technical field felt compelled, ond even empowered,
to produce information as the distribution means for mass communication were no longer

restricted by o high borrier to entry

LIGHT
ENCRYPTED
AD CHOICE SUPPORTED

NON-INVASIVE ADS

iab.

TECH LAS



RTB Ciblage + Enchere

Programmatic advertising

ADTECH (MARTECH)

Achat d’espace programmatique
Automation
Transaction auto

RTA / RTM (temps réel)




Real
Time
Bidding







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 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.



intermet Acveriising

Internet Advertising Bureau
Bureau

intemet Acveriising
Bureau

inteme! Acveriising
Bureau




RTB

Listing &t inventaires des 1/10eme de seconde
espaces en stock et
disponibles avec les Oui / Non BRAIN
informations suwvanies
- web / mobile
AdExchange - opérateur mobile / FAI
Sell Side Plateforme - INApp mobde / mobile

SupplySidePlateform - navigateur / OS / device
- Wifi | GPS

- AdBlock (secteur, nom._,)

I/ choix d'un enchénssedwr /
PIPE régles / Filtres

- Cookie

- date heure locale

- climat

- taille et forme de l'espace

- gbographie

- Contenu

- SNONYMISALon

g
AGENCES

RTB

algorithme Reges

DemandSidePlateform

EDITEURS / PUBLISHERS / SITES

ANNONCEURS



CONSUMER

THIRD PARTIES

...........................................................................................................
R R Ry

ADVERTISER AGENCY DSP EXCHANGE SSP NETWORK PUBLISHER

@ DATA AGGREGATORS



AD Exchange

VIV

ubhsher

P
SSP

Advertiser
/ Agency

Source : IAB UK



Real-Time Biddin
Ecosystem

g (RTB)

2

Trading
Desks

T

Demand Side - Advertisers/Agencies

2

2

Dynamic Creative
Optimisation
Partners

Data
Partners

Demand-Side
Platforms

v

Ad Exchanges

2

Supply-Side
Platforms

siaysiang - apig Ajddng

Ad Networks

2

Ad Verification and
Brand Protection
Platforms




A PREMIUM PUBLISHER COOP

REPPING MORE THAN 100 MEDIA BRANDS
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LES ACTEURS

D'UNE MARKETPLACE RTB
EOITEUR
OFFRE olm Y7

ANNONCEUR

REGIE

PLACE DE MARCHE
= ...... ..VivaKi ........ .= ..........
TRADING DESK

MoPub



LAPLACEMEDIA

L'OFFRE MOBILE
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La publicité remportant
I'enchérs est
affichée sur Ia page

Moins de 1:

milliseco

Les donnéea
essentiolles de
I'utilisateur (pages
vues, mota clés)
sont collectéa

par des trading
deaks, tradelab,
tradspotting,
cookias...




Interest

Engagemant

> lHustration #1 The right data
to uncover the right customer

This graphic represents the tull range
of interest, intent and engagsment data
across the entire purchase funnel - In

order to properly reach new, active and
dormant customers with the most rale-
vant and accurate meassaging. From top
io bottom, we believe there are 3 primary

typ=s of data imvoived in the buying pro-
cess across tha funnel:

OFF SITE DATA
3rd party data

y Mo

1— Interest ( !st-party data) demogra-
phics, bahavioral data from publishers,
and behavicral data |

2 — Intent ('=t-party data) high-intant
data collected from social platforms (|
like/l want), genenc keywords (product
category) and specific keywords (pro-
ducts, retailers)

3— Engagement (3rd party-data) spe-
cific searches an in-site engines, baha-

viaral brawsing and buying statistics 1o
fuel proouct engine rscommandations.

UPPER FUNNEL
New Custamears

SEM is purely intent-based marksting
and is 100% fualed by intent data — com-
prising only the queries enterad by users
on search channels. Pedormance display,
by leveraging the most appropriate data,
can now be considerad a “full purchase
funnel” advertising channel.

"WHO | AM®
Cemagraphic Data
'WHAT | LIKE”

I ‘ ‘ '."_'-:" in

"WHAT {M INTERESTED IN'

"EARLY SEARCH"

Kuywords

"WHAT i'M LOOKING FOR"

-----o---------------

Performance Display
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Définition Retail Media

\

consiste a utiliser les espaces medias

les consommateurs pendan

d'achat, que ce so1lt en r

des detaillants (poilnt de vente,
distributeur, retailer..) pour atteinc

leur parcol

1agasin

physique (off site) ou en ligne (on

site)l

re
IS
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!ernler ne !e !a !amille

search, publicite,
AdTech, data(FPD)

Au milieu de plusieurs catégories



US net ad revenues in billions

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

$260

$240

$220

$200

$180

$160

$140

$120

$100

$80

$60

$40

$20

$0

Other
retail media

Retail Media: 5 Years
2016-2021

Other
social

Social: 11 Years
2008-2019

.

Search: 14 Years*
2002-2016

o\

Meta

Other
search

A

2002 2003 2004 2005 2006 2007 2008 2009 2010 201 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

B Retail media ' Social B Search**

Note: *Using IAB’s estimates of $900 million in search advertising revenues in 2002. **excludes search ad revenues from retail media advertising

Methodology: Estimates are based on the analysis of various elements related to the ad spending market, including macro-level economic conditions; historical trends of
the advertising market; historical trends of each medium in relation to other media; reported revenues from major ad publishers; estimates from other research firms;
data from benchmark sources; consumer media consumption trends; consumer device usage trends; and eMarketer interviews with executives at ad agencies, brands,
media publishers, and other industry leaders.

Source: eMarketer, Oct 2022 INSIDER eMarketer

INTELLIGENCE



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

billions Google
$153.15

I
iphabet | - o
= ==

$15.29

[ FACEBOOK

I Jnstagram
£

$43.28
Alibaba Group

amazon - $3799

== JHS‘E’: $19.18

Douyin
Il ByteDance -l $29.07
__ ' TikTok

$9.89

$41.01

Tencent i&ifl . $12.51

Linkedm
& $5.99
=' Microsoft II $12.23
= Bin
gd othergs $6'24

Bai'd’b:'EE . $10.33

Note: includes advertising that appears on desktop and laptop computers as well as mobile phones, tablets, and
other internet-connected devices, and includes all the various formats of advertising on those platforms; net ad
revenues after companies pay traffic acquisition costs (TAC) to partner sites; Alibaba total includes Youku
Tudou; ByteDance total does not include smaller properties inside China such as Toutiao and Baike
Source: eMarketer, Oct 2022 INSIDER

i279230 IRTBL UG e CH eMarketer



US Retail Media Off-Site Digital Advertising
Revenues, 2018-2023

millions, % change, and % of retail media ad revenues
$6,535.2

106.7%

$3192.4

$1,826.9

2018 2019 2020 2021 2022 2023
B Digital advertising revenues [l % change B % of retail media ad revenues

Source: eMarketer, Oct 2022

278946 eMarketer | Insiderintelligence.com




US Connected TV (CTV), Retail Media, TV, Social
Network, and Search Ad Spending, 2023

billions

Search $108.48

Social network

TV

Retail media

CTV $26.92

Note: search ad spending includes contextual text links, paid inclusion, paid listings, and
SEQ; social network ad spending includes paid advertising appearing within social networks,
social network games, and social network apps; TV ad spending includes broadcast TV
(network, syndication, and spot) and cable TV, excludes digital; retall media ad spending
Includes digital advertising that appears on websites or apps that are primarily engaged in
retail ecommerce or is bought through a retailer's media network or demand-side platform
(DSP); CTV ad spending includes digital advertising that appears on CTV devices

Source: eMarketer, Oct 2022

280124 eMarketer | Insiderintelligence.com




EVERYONE IS AN AD NETWORK

Fpesbasmplh amazon d)ay Etsy amazon ads ebay Ads Ft sy .;‘:r\::(r:tcisim
Walmart>c  @TARGET  kmacys "' Waimart i N OR—

i BV ¥CVSpharmacy BestBuy.Ads  QfeGVSMedia  Retail Mediar
Booking.com Uber #" instacart Sasking oo H{?ﬂg&gts *instacart ads

Roku  @seotiv  Azynga NN Ounsews  AZynga Ads
Ashopiy  Klarna. [ Kiarna. i wme

COMMERC
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Les principes directeurs d’Amazon Ads nous aident a
créer des solutions durables

amazonads
N——

Guiding Principles

#2 Performance Annonceur

Optimiser nos méthodologies et
tirer parti de nos signaux 1P pour
continuer d’améliorer les résultats

#1 Confiance client

Créer des solutions marketing
pour acquerir la confiance des
clients durablement




Notre Vision

Le futur de l'AdTech: l'lA au service de I
décision informée et transparente, fondét

St
¥

hF=
}

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




Utiliser des solutions pertinentes et durables
pour alimenter vos stratégies meédia dans un ¢ GEEEEE=—
environnement cookieless

Audiences ,
Audiences Mesure

contextuelles avancee

personnalisées
et modélisée

Jusqu'a +30% d’augmentation de couverture

amazon ads
"




Amazon Marketing Cloud

Des insights pour
informer l'optimisation
de vos campagnes

Solution Clean Room sécurisée,
garantissant l'intégrité des données
personnelles, hébergée sur le Cloud.

amazon adS A M A Z MR DO NCDNF BIE T ML
N1




Impact de 'activation publicitaire sur les
Exposés vs. non Exposés

+50%
Une marque CPG a e
utilisé Shopping
Insights pour
comprendre et +41%
optimiser la e
Customer Lifetime
Value (CLV) du client
+10%
Taux c!e

amazon ads
—1

AAAAAAAAAAAAAAAAAA
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[-want-to-Know [-want-to-€0 I-want-to-dO [-want-to-buy
moments moments moments moments

Information Direction Action Purchase
Hours Decision Promotion
Sales-Saving




[-want-to-know [-want-to-go [-want-to-do [-want-to-buy

moments: moments: moments: moments:
Al: B1: C1l: D1:
A2: B2: C2: D2:
A3: B3: C3: D3:

A4: B4 C4. DY %
Ab5: B5: Ch: D5:

Information Direction Action Purchase
Hours Decision Promotion
Sales-Saving




[-want-
to-229

I-want-to- [-want-to-go I"want-to-do B [-want-to-buy

know moments: moments: moments: moments:
moments: B1: C1: D1: E1l:
Al: B2 C2: D2: ]

A2: B3: C3: D3: E2:

A3: . : :
B4: C4: DA4: .
A4: B5: C5: D5: E3:
A5: E4:

E5:

Direction Action Purchase
Hours Decision Promotion

Sales-Saving

Information




Q

[-want-to-know
moments:

When someone is
exploring or
researching, but is not
necessarily in
purchase mode.

[-want-to-go
moments:

When someone is
looking for a local
business or is
considering buying a

product at a nearby store.

[-want-to-buy
moments:

When someone is ready
to make a purchase
and may need help

deciding what to buy
or how to buy it.




[-want-to-know
moments

65%

of online consumers
look up more information
online now versus a

few years ago.?

66%

of smartphone users turn
to their phones to look up
something they saw in a
TV commercial.?

I-want-to-go
moments

2X

increase in "near me"
search interest in
the past year.*

82%

of smartphone users
use a search engine
when looking for a
local business.®

I-want-to-buy
moments

82%

of smartphone users
consult their phones
while in a store deciding
what to buy.®

PASK/:

increase in mobile
conversion rates in
the past year.”




TOPIC
CLUSTERS

CLUSTER
PAGE

What are Topic

CLUSTER
PAGE

Internal link

CLUSTER
PAGE






L'école en
quelques chiffres. e

TOP
EUROPE

8000

PERRRRRERARRRERRARRERRERRERAANY
PERRERRERRERRERRERRARRERRERAINY

RUSSIE

| SANTE
ET BIEN-ETRE

2 ENERCIE
ET CHANGEMENT
CLIMATIQUE

3 TRANSFORMATION
DICITALE

4 ECONOMIE
DU PARTACE

5 c£oPOLITIQUE
ET ENTREPRISES

6 ENTREPRENEURIAT

* CHAIRE PAIX ECONOMIQUE,
MINDFULNESS,
ET BIEN-ETRE AU TRAVAIL

+« CHAIRE TALENTS DE
LA TRANSFORMATION
DICITALE

* CHAIRE FERE
FEMMES ET RENOUVEAU
ECONOMIQUE

* CHAIRE ANOSMIE:
RENDRE VISIBLE
LINVISIBLE

* CHAIRE PUBLIC
TRUST IN HEALTH

* CHAIRE TERRITOIRES
EN TRANSITION

6 EXPERTISES DE RECHERCHE

6 CHAIRES

TOP
FRANCE

7Z

CLASSEMENTS EN MOYENNE SUR LES DERNIERES ANNEES

N\

LA R RREREEAI AL

ETUDIANTS DONT 3300 INTERNATIONAUX
ET 150 SPORTIFS DE HAUT NIVEAU

143 125

NATIONALITES REPRESENTEES AU SEIN DE LECOLE UNIVERSITES INTERNATIONALES PARTENAIRES

PARTICIPANTS EN FORMATION CONTINUE

46+ 500

DE PROFESSEURS INTERNATIONAUX COLLABORATEURS

20

PROGRAMMES DE FORMATION

Creverture en 2014

PARIS

Ouverture en 1584

CRENOBLE

7000

PROFESSIONNELS D'ENTREPRISE
QUI PARTICIPENT A LA VIE DE
LECOLE

250

ENTREPRISES PRESENTES SUR LES
FORUMS DE RECRUTEMENT
DE LUECOLE

1000

CADRES PRESENTS LORS DES JURYS
D’ENTREE ET DE SORTIE

2 CAMPUS EN FRANCE




GRENOBLE
ECOLE DE
MANAGEMENT

@ OClamemots

En rejoignant Grenoble Ecole de Management,
vous faites le choix d'une école réellement
engagée. Notre mission et notre raison d'étre :
apporter des réponses, par la formation et la
recherche, aux grands défis de la transition
écologique, sociétale et économique,

et contribuer & un monde plus résilient,

plus juste, plus pacifique, plus responsable.

grenoble-em.com

12 rue Pierre Sémard - 38000 Grenoble

183 avenue Jean Lolive - 93500 Pantin

Act

Think

mprcect




hubertkratiroff

06 80 43 29 05

hubert@kratiroff.com
linkedin.com/in/kratiroff
@kratiroff



