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

?wéslnvent Overview Topics v Experience W

Welcome to AWS re:Invent 2024

DECEMBER 2 - 6, 2024 | LAS VEGAS, NV

FULL CONFERENCE PASS: $2,099

C Register now > Log in




entrainement jguestionnement
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Amazon EC2 Querview Features Pricing Imstance Typos FAQs Getting Startad Rescare

Amazon Nova Foundation
Amazon EC2 P5 Instances Models

Highest performance GPU-based instances for deep learning and HPC
applications Frontier intelligence and industry leading price-performance

Get started with PS5 Instances CReseu ve for future use) Get started with Amazon Nova CLeam more at the user guule)

Why Amazon EC2 P5 What is Amazon
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Higher intelligence
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Amazon Nova

Micro
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QUNIRALLY AVALADLE

Amazon Nova
Lite

Very low cost multimoda
model that is lightning fast

{Of processing image, wieo

and text Inputs
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Amazon Nova

Pro

Highly capable multimodal
mode! with the best
CoOMbnation Of accuracy,
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Amazon Nova
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Most capable multimodal
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amazon --one medical
N

W one medical Locuvons »  FacWes «

FLU SEASON ONE MEDICAL XIDY AMATON FHARNACY

Book vour stress-iree tHu A healthy school year Finally, a pharmacy
shot today starts here that really delivers
Laam mare » Leam mam » Leam meam »

Getcaretodayfor_
knee pain —

24/7 on-demand
care with Prime

@ T ey temet asdany b e m——

SADO0 | ey A AT | S OO e -
ot e e

For $9/month, Prime members get access to:
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- Google's first advanced nuclear clean energy deal -
- -..;—' - — . =t ' -
AMZ

build SMR small modular reactor [ acmes | AmAZON INVESTS S500M 1N NUGLEAR



f%"-.’.-rl Creotor looks you love on the LTK app

& io Siore

lenamahfouf Bl

Fashion week 23 Beauld L @ Quthit Poris & Lock d'é1é

My products

Fw 2023 Matching set Robes Mes sacs Les choussure



Lattice - Force Alr Underwater Rocket -
& ANDURIL + + , + We're Hiring
Protection ems Vehicles Motors

Sack

Anduril Partners with OpenAl to
Advance U.S. Artificial Intelligence
Leadership and Protect U.S. and
Allied Forces

Share on @ @



pourquoi acheter chat.com P,

?
? 9 * 100k
. O ® .
Qui fete ses 2 ans  canvasgirlbeauty
cette semaine ? Stormi Steele

. SONEIUM ? ?

T

activite du 10 février 2025 ?


http://chat.com

iamstormisteele CANVAS BEAUTY BRAND

Follow Message o

292 Following 475K Followers 7.8M Likes
BODY GLAZE Creator. BIG RESTOCK HAPPENING SOON&S

11 Reposts & Liked

w orders to ge out your
rehouse every week

ou go 1
smell everywhere Y e

" POV: Monday morning after you got
over 4000 orders over the
weekend!!




https://openai.com/sora/

What can | help with?

b
©

https://openai.com/index/introducing-canvasy



Questions scientifiques de niveau doctorat (GPQA

Concours de Mathématiques (AIME 2024) Code de la concurrence (Codeforces)
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Soneium Spark Winners! | Seeall winners

o Soneium Bridge Community ~ Developers v About ~ | X O

GO MAINSTREA
GO MAINS NEad

Ethereum Layer 2 to

o Go Mainstream

On Soneium, everyone is a creator, no matter where you are or what you do. With our community, we aim tc go

mainstream with this public blockchain, empowering individuals and communities to collaborate, create, and

fill the world with emaotion together

Bridge to Soneium
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IOT - 10OB
NEW WORLD
2% DE L'EMPREINTE INNOVATION
CARBONE NOW
PROGRES

THE FUTURE IS ALREADY HERE —

TS et CRYIPTO

GIBSON
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New Marketing (UX)
Décomposition Taxinomie
Stratégie - Secret Sauce
Plateformisation

Content marketing
Search & Tech

Search & Tech (2)

INnNnovation

SMM, Influence & Creator Economy
USE CASE
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EXPERTISES WORK INSIGHTS TALENTS CONTACT

WE ARE SOCIAL
INFLUENCE

ots Nous pensons que les idées créatives sont les
traits d'union entre le territoire de la marque et
celul de linfluenceur. Nous asseyons a la
méme table influenceurs et créatifs pour tirer
le meilleur de chacun et enclencher une
demarche de co-création. Des campagnes sur-
mesure, construites sur la compréhension des
communautés et en phase avec notre politique
de transparence,

Voir plus —>

WE ARE SOCIAL'S MONDAY MASHUP #679

TikTok introduces new Al avatars and translation tools, Instagram
launches “Close Friends on Live”, TikTok adds new UGC options to its
‘Out of Phone’ ads and more social media news.

Read More

WE ARE SOCIAL
GANING




social graph

nb publication

nb follower

interest graph

frequency

authority

tiktokisation l dwell time \

new = old




2l THE WORLD’S MOST USED SOCIAL PLATFORMS

2024 RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS) {NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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LT SOCIAL MEDIA APPS: ACTIVE USER INDEX

& =B -
Y v <
24 INDEX OF THE NUMBER OF SMARTPHONE HANDSETS USING EACH PLATFORM'S MOBILE APP BETWEEN 01 MARCH 2024 AND 31 MAY 2024 4
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Les chiffres d'Instagram en France en 2023

La France compte 23,7 millions d'utilisateurs d'Instagram en janvier 2023,
08,6 % des usagers d'internet agés de 16 a 64 ans utilisent I'application au
moins une fois par mois,

19,4 % des Francais qui utilisent les réseaux sociaux font d'Instagram leur
plateforme favorite,

Les Francais passent en moyenne 8nh36 par mois sur l'application,
L'application mobile se classe 5e en 2022 en termes d'utilisateurs mensuels
actifs,

Cest aussi la be application la plus téléchargée en 2022.

Sources : étude We Are Social/Meltwater (avril 2023), étude We Are

Social/Meltwater (France 2023)




APR TIME_SPENT USING SOCIAL APPS

! : SFENT USING EACH AATFORM'S R0 APP BETWEEN 01 OCTOSER AND 3) DECEMBER 2022
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B 3 36M / MONTH

LTt 3 17M / MONTH

3H 17M / MONTH

we
are <O Meltwater
social




SOCIAL MEDIA WARS

% of teens using these apps or sites

23%
e

Twitter Facebook SnapChat Instagram TikTok YouTube




& united-states
=¥ united-kingdom
¥ france
W italy
== spain

# afghanistan
B algeria

" angola
®» anguilla

% antigua-and-barbuda
8 argentina

M azerbaijan

= bahamas

# bahrain
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& bolivia
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® burkina-faso

#1 News App

AppStore | 08 August 2024
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Starter Kit Numeérique &

“~ Digital

Home

yaus voulsz | s tenir au courant de 'actuaite dans le digital, vaicl une liste
de comptes a sulvre
Elle vous est proposea par Jaan-Philppe Timsit ot Jonaman Chan

Search

Notifications o

Following

Jean-Philippe Timsit

1 m

=ling strateggue digiial, c'est l'art de poier jos regies arposees po les
aur B { q f Carniar livee: urk. ma/VnzakW [ Cantact

nhilppetimsr com J J'adora Mass Efect

Profile

. Jonathan Chan & Bye—
& Settings B acnanpercobsky / Following

| create cocl coment for you

U New Post H28 Creator Cantant at La Engada Du Web

.“7% Fadouce :
Following

cipl netavorsing numarque & mecas et business, Welcomes here Q

a oliviersauvage .bsky.social Following
y IV BOe k v i -

M Renaud Joly

Following

« L'insultion, 'expériance, 2 sous

gamberge = Hurmor

"‘ o Following

ol G TE .

Soclal Data Anal
DEscorg | disc J9/BHuMMaw s

Tipee - fripeee comifiedgraph




Top Apps Across i0S and Google Play

Q22024
< France v
CONSUMER SPEND DOWNLOADS
Rank Change AppName Rank Change App Name

1 A 1 TikTok 1 = m Temu

2 vy 1 2 A 6 TikTok
3 = 3 A1 © chaer
4 = 4 A 10 BF Franceldentité
5 = | Google One 5 ¥V 2 . SHEIN
6 A 6 2 Amazon Prime Video 6 A 1 Q Telegram
7 Y1 B3 YouTube 7 v 2 L@J WhatsApp Messenger
8 ) Sl : m LinkedIn 8 A 1 E CapCut
9 vV 1 @ Crunchyroll 9 A 23 G Google Chrome
T

10 151 ~— Amazon Shopping 10 vV 4 n Facebook

>
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= Free shipping on $25 | & Dest seller

Exercse Resstance Bands for Legs Butt, Fabric Loop Band... WV
$699

Add $10.43 to unlock fres shipping  ( FREE SHIPPING $28 )

5699 Add to cart

® &8 ¥

oare Catempomion Cravvy boma e Cant




Expertises v Casd'usage v Apropos v Ressources v ESklmOZ

Le Bootcamp SEO 2024 ouvre sas portes. [nscrivez-vous ici 9

Amazon Ads:le
guide pour creer vos
publicités Amazon

Vous souhaitez bénéficier de I'importante visibilité de la marketplace Amazon ?
Découvrez comment lancer votre premiére campagne Amazon Ads et ainsi booster vos
ventes,

Nous contacter =

COMPRENDRE APPROFONDIR DEMARRER OPTIMISER

https///www.eskimoz.fr/amazon-ads/

\
o)
,


https://www.eskimoz.fr/amazon-ads/

youtube In living room

©® Music 3 Premium
23 YouTubeTV

A VOD S VOD Membership

advertising-based video on demand subscription-based video on demand monthly sub to one channel
exclusive content, chat, poll

/0B paid to creator > Netflix



BEST TIMES TO POST

TIME #2: FROM 3:00PM-5:00PM



r'_I’ll(‘l'ok: The New Google

—"

Have consumers ever used TikTok as a search engine?

@@

5
59% 41%
No d. Yos

¥

Nearty 1in 10 Gen Zers said they were more bkely to
rely on TikTok than Google as a search engine

Which platforms did consumers find most
helpful when searching for information?

-
YouTube — 39%
s QD 7
rictok (D 17%
ouckouckGo (P 7%

What have consumers looked for when using

TikTok as » search engine?
tow recoe [7)  E 30%
Paiy P :J—[; P NI
ovis '§ I 3e%
Fanbeon advie é\': e 10
Wehout routnes G- (D 1%
Beauty advie Q f==——————=m———, I T}
Froduct secommendasony ':‘k ) 16
———
Mowe recommen dations f}ifr" L am—— I L%
Desn impration 75" QU 2%
Mesth o ¢ D 22%
TV recommendisions G G 2%
Travel decinatons o experences @ =D 0%
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SR 19
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little red book
Xiao hong shu

INeTH

&

Weixin
wechat

tiktok
Douyin

d 1s
QNI &

CHINA TECH LIFE
i mi




GE] i aa%“ v {_;_ BRE: M ,ﬁ,., 7 SBICR ", @JﬂECP:L.\

\-‘Q‘Q‘;

hiE EE B N SR B AR B A D ARSI SRR O RURRT B 2 P Em O NBE
HE EEN E6) N X N S0 D RE D AN sAom 82 v o Bif RE B SRPLUS

W o om P’

o S R
e

~ir
Ve

1444
A c B

{112 AL ta
(OB p s o8 5

mi

i







»
9N

: (,'



<
-
u realgrumpycat

RUMPY
yans

W

2573 likes
realgrumpycat Give the gift that keeps being
terrible all year long.., more

imment:

-
u realgrumpycat
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MEGA - INFLUENCEURS

AUDIENCE : +1 million

ACCESSIBILITE : Co0t trés élevé et
profils trés sollicités par les marques

VISIBILITE 2 0 6 & ¢

ENGAGEMENT Wi 7

X .
\ I\
I N
Pt ’
SN
QB .
N

CONVERSION *A:

MACRO - INFLUENCEURS

AUDIENCE :100 000 a1 million

ACCESSIBILITE : Coit élevé et
rares disponibilités

VISIBILITE 0’2 o ot
ENGAGEMENT Yelrs 777

A

CONVERSION 575777

MICRO - INFLUENCEURS

AUDIENCE :10 000 a 100 000

ACCESSIBILITE : CoUt réduit (mais en
hausse) et disponibilité élevée (mais
en baisse)

VISIBILITE ) 0 aitarkd
ENGAGEMENT Yl ’

CONVERSION W77

NANO - INFLUENCEURS

AUDIENCE : - de 10 000
ACCESSIBILITE : Co0t bas &

gratuits et disponibilité élevée,
souvent volontaire

VISIBILITE A

ENGAGEMENT Yl 7
CONVERSION WRAR




—— COLLABORER AVEC LES MEILLEURS
PROFILS SELON LES ENJEUX

STAR .
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INFLUENCEURS

Faible
Engagement & Confiance
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9 $2.176,000 PER POST

SELENA GOMEZ
$2,558,000 PER POST

B

CRISTIANO RONALDO
$3.234.000 PER POST
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Kaizen &
[kai - zen] » Japon

Déf. (n) : En tant que philosophie, le kaizen promeut un état d’esprit ou de tout petits changements progressifs UN DOOUMENTAIRE §
créent un impact au fil du temps. INOXTAG, BASILE MONNOT, S

4

KAIZEN: 1 an pour gravir I'Everest !

¢ . Inoxtag & P
G 0 R 0 e

9647567 yues Il y 2 17 heures #1 des Tendances
Devenir sipiniste et gravir FEverest an 1 an, jour pour jour ? Cles
Pandant 1 an vous aler me subre dans cé documant aire pour
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3 jours dans les coulisses du ZEvent 2024




Networking Publishing
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Caroline Mignaux [
Form Zero to Hero

Prologue

Introduction

Chapitre 1
Le personal branding, c'est quoi ?

Les 5 blenfalts du parsorol bronding
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Ad Details

Acti
WA Age ©
Library ID: 597125799312974

Started running on Nov 13, 2024 1 8'65+ yearS 0|d
Plattorms € © Q ©

This ad has multiple versions €@

Advertisers can choose a minimum and maximum age of who will be shown an ad.

. Debeaulieu
j Sponsored e Gender ©

Library 1D: 597125799312974 All

Fleurissez votre quotidien. A commander sur Debeaulieu-paris.com
Advertisers can choose to target their ad based on gender.

EU ad delivery

ABONNEMENT FLORAL

FLEURISSEZ VOTRE QUOTIDIEN

Reach

4,134

The number of Accounts Center accounts in the EU that saw this ad at least once. Reach is different
from impressions, which may include multiple views of your ads by the same Accounts Center
accounts. This metric is estimated.

Reach by location, age and gender ©
The demographic breakdown of Accounts Center accounts in the EU that saw this ad.

Location T Age Range Tl Gender T4 Reach T4

France 25-34 Unknown 22




00O Meta Ad Library Ad Library Report Ad Library API Branded Content =

Ad Library

Search all the ads currently running across Meta

technologies, as well as:

» Ads about social issues, elections or politics that
have run in the past seven years

» Ads that have run anywhere in the EU in the past
year

To find an ad, search for keywords or an advertiser.

See what's new

Search ads

Set your location and choose an ad category to start your search. View search tips.

France w Ad category w Q

W Saved searches
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‘GIF Kuaishou" was Kuaishou launched short Kuaishou Flagship became - Kuaishou Express was Kuaighou has listed on the * Kugighou tolal revenue for the
aunched for users to create video social platform. the world's largest single live launched in August 2019. Main Board of The Stock yoar *: 11347 bilkon W"“"‘o"" ts
and share animated images streaming platform by + Kuaishou became world’s Exchange of Hong Kong ::::w;::m A
<nown as GIFs, in essence revenue from virtual gifting in second largest live Limited on Feburary 5, 2021, reaching 10.27 billion ,m_'
‘he eartiest form of short the fourth quarter of 2017. streaming e-commerce stock code 1024 HK, « Tha average manmly aciive users
videos, platform by GMV. in O4 increased by 8.4% year-ca-
year 1o 700 milion, and the average
daily active users increased by 4.5%
year-oo-year to 383 million,
© Anrug e-commerce GMV
axceadad one tilkon for the tirst
tme, reaching 1,18 trlkan yuan.
* By the end of 2023, the total
employment driven by the Kuaishou
will reach 40.22 million,
2011 2012 2013 2016 2017 2018 2020 2021 2022 2023
Kuaishou became the first Kuaishou launched live * Kuaishou Flagship's * The average DAUs of * The total revenue for the
mover in China's short video streaming as a natural average DAUs exceeded Kuaishou's apps and mini year was 94.2 billion yuan,
industry that enabled users extension to our platform, 100 million in January 2018, programs in China exceeded an increase of 16.2% year-

o create, upload and view
short videos on mobile
devices.

+ Kuaishou commenced its
e-commerce business.

300 million in the first half of
2020.

© Kuaishou Express's
average DAUs exceeded
100 million in August 2020.

on-year in 2021.

* By the end of December
2022, the cumulative
number of mutual users of
Kuaigshou applications
reached 26.7 billion pairs, a
significant increase of 63.4%
year-on-year.

* More than 5 million live
events were held in the year.
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Everything



The Harvard Business Review defines a super app as “a single application,
accessible by mobile device or web browser, that offers multiple diversified
services for everyday personal or commercial life, relies on a common
financial transaction platform, leverages intra-app data to tailor offerings,
and is widely adopted.”

The term became more popular due to the rise of WeChat and Alipay in
China — services with 1.2 billion and 711 million users, respectively, that
have become embedded in the population’s daily life. Beyond messaging,
people use WeChat for various tasks like video conferencing, video games
and mobile payment, among other applications. Alipay, on the other hand, is
an all-in-one financial app that supports debit, credit and transfer payments,
while also offering services such as wealth management and loans.

https://www.modernretail.co/technology/why-super-apps-have-yet-to-take-off-in-the-u-s/


https://www.modernretail.co/technology/why-super-apps-have-yet-to-take-off-in-the-u-s/
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utiliser la notorieté d’expert, influenceur, ambassadeur,
KOL pour diffuser le contenu de la marque



&® The Creator Economy Market Map
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Threads, an Instagram app (3
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Quelques chiffres extraits
de l'etude

63 % des 18-24 ans indiquent suivre des créateurs de contenu sur les réseaux sociaux
En adhérant a ces créateurs de contenu, 51% des sondés cherchent a s'informer et 47 % le

font pour s'occuper
Seuls 31% suivent des stars issues de la télé-réalité, contre 61% qui suivent des créateurs de

contenu dont c'est le métier
1 Francgais sur 4 accorde sa confiance a l'avis d'un créateur de contenu au moment d’acheter

un produit.
40% des répondants estiment que seule une minorité de créateurs de contenu méne trop de

campagnes




Social Media Platform Users in Millions
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Nnano : moins de 10K (niche)
micro 10 a 100k
macro : 100 a 500k

mega : plus de 500K (célébrité)

types d'influenceurs

https://neads.io/blog/types-dinfluenceurs/



https://neads.io/blog/types-dinfluenceurs/
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accord avec la marque

affinité avec la cible

engagement
(KPI': impression clic like commentaire action
code promo, lien... )




Creator Economy : 1/ Podcast

Podcast = 2004 iPod+Broadcast*
Natif / Replay / Livre audio
Paris Podcast Festival

* Ben Hammersley
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T"\e"/a'ge / Tech / Reviews / Science / Entertainment / More ==

Hot Porl Insirler

NEWS AND ANALYSIS ON THE BIGGEST EVENTS IN AUDIO

Hot Pod Insider is the podcast industry’'s go-to source for news, analysis. and interviews on
the companies and people changing the audio world. Subscribers receive three newsletters
each week, diving deep into the moment’s most important subjects and stories. For a limited
time, all new monthly and annual subscriptions come with a 30-day free trial. To receive
only Hot Pod’s free edition once a week. subscribe here.

Select Newsletter Plan

Monthly Annual Corporate

PAY MONTHLY PAY YEARLY PAY YEARLY
$7 / month after 30-day free trial $70 / year after 30-day free trial $60 / year / person

Receive every issue of Hot Pod and Hot Receive every issue of Hot Pod and Hot Keep your entire team informed with tull
Pod Insider. The first month is free. Pod Insider, The first month is free. access to Hot Pod and Hot Pod Insider,

START YOUR TRIAL START YOUR TRIAL SUBSCRIBE
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The home for great
writers and readers

‘ Get the app [ [ Create your Substack J

https://substack.com/

The subscription network for independent
writers and creators



https://substack.com/
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The Creator Lifecycle
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The “Creator” Economy

Advertising
Campaigns
Subscriptions [/ Engagements

Individuals

Specialty Products
Templates [ Resources
Communities

Mass Market

Niche Market

Ambassadors / Endorsements
Advisory Boards
Partnerships |/ Collabs

Courses [ Publishing
Consulting [ Advisory
Speaking




Markets : TAM - SAM - SOM

TAM

SAM

SOM

Total Available Market
All users interested by your type of offer
100% market share

Serviceable Available Market

All users interested by your type of offer that
can be served by a company’s products or
services

Serviceable Obtainable Market
All users interested by your type of offer you
can realistically adress, talk, touch or capture



There are multiple, interconnected and interdependent addressable
markets for music creator tools

Conceptual overviews addressable markets for music creator tools

MUSIC
SOUNDS

MUSIC

LEARNING

Buy music ¢
software Buy electronic
instruments
Make music
with software Buy
instruments
Buy TAM
Seurds People that play
instruments
META TAM Produce / record
Play instruments SUB TAM B
or plan to start
Learning or playing Upload and/or
lavin release music
playing SAM
Currently Release
|earn|ng SOM music

MUSIC
HARDWARE

ARTIST
SERVICES



The New _
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Economy
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Monetization Community

Web3 enables creators to earn Fans are rewarded for their
their fair share. community participation.
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K GEN = BTS + blackpink (lisa manaban
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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 181% €4.80 +19%

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

3. Consumer Packaged 8.8% €6.27 + 1%

Goods (CPG)



Le marché déepasse son niveau de 2019

34, T e

S

Presse, TV,

meédias

Radio, Affichage, Cinéma

Digital

Display, Search, Social et Médias
Propriétaires Numériques

Autres médias

MD, Annuaire, Promos etPLV,

(D FrancEPUB

Evenementiel

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 | in i E

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

Promotions & PLV* 062 9,6% 5,0% 104 :
Radio 839 9% 0,59 00 |
ala 0 4 () Q0 0 3% N0 i
Db A axtérietre 8/ A 0,8% 9¢ E
Evénementiel** 4678 19,3% -3,9% 95 E
ema 4 0% D.9% . E
Annuaires 436 -7,5% -28,4% 71 i
Marketing direct 5082 -10,0% -29,5% 70 i
MARCHE GLOBAL i
DE LA COMMUNICATION SA053 3,7% 0,7% 100 :
*dontcommunication par I'objet = 1,4 milliard soit +3,5% vs 2022 I L'indice 100 E
** | 'événementiel comprend le parrainage, le mécénat, les relations publiques et les salons et foires : corresponda :
E I'évolution moyenne i

Bl 5 Médias Autres Médias [l Digital . Dotale dumarché

________________

@ rFrancePuB  KANTARMEDIA irep |  #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%
Téléevison 4072 | 120% | -28% | 03%
'Rade 839 2,5% 3.9% 0.5%
Publicité extérieure 1 384 4,1% 51% -0.8%
Cinéma 151 0.4% 34,0% -16,5%
Sous Total 5 MEDIAS . 8218 24,1% -0,4% -3,8%
Marketing direct i 5082 14,9% -10,0% -29,5%
Courier publicitaire 1 787 5.2% -7.4% -28.1%
ISA; 1820 5.3% -16.1% -35.3%
Autre markefing direct: 1 475 4,3% -4,6% -22,6%
 Annugires | 436 1,3% -7,5% -28,4%
Promotions i 6062 17.8% 9.6% 5,0%
........................... dont Communication par l'objet | 1400 4.1% 2.9% 0.2%
Evénementiel* 4 678 13,7% 19.3% -3.9%
Sous Total AUTRES MEDIAS 16257 | 47,7% 4,4% 119% | [Fe i ;gg :zz:
Digital | 9577 | 281% 6,1% R im | oo | sase
[MARCHEDETA'COMMUNICATION 113410531 1100/0% | \NS77% N NN0Z NN |o suveseviersattinl 970 | 73% | 25,7%

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

3382 =-3* = s

vs 2022

millions €

@ rrancerue  KANTARMEDIA irep | #BUMP2023

6379

dannonceurs

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

2 691 annonceurs 4 421 annonceurs 1 952 annonceursf

dont 18% dont g dont
exclusifs  exclusifs 1 exclusifs

@ rrancerus  KANTARMEDIA  irep | #BUMP2023 Source Kantar Media




Un marché digital dynamique

TOTAL 9,31 2 milliards €

Search

Social

Display

Autres
leviers

D France puB KANTAR MEDIA

irep | #BUMP2023

vs 2022

]~
vs 2022

+12%

vs 2022

+6*
vs 2022

+7%
vs 2022

Source Observatoire epub SRI-UDECAM

X +9,5% R +56*

vs 2019

+65%

vs 2019

+70*

vs 2019

+39%

vs 2019

+26%

vs 2019




dont 76* exclusifs digitaux

w2022 ~ O
-+ 0
0 u @
2023 ) =} P
* P
kS ©
< o & g
<
o - wn .
o s S r~ o
N - o~ ™ <
_IN —r p— 25
DOOH AUDIO REPLAY DISPLAY PAID PAID SEARCH
DIGITAL IPTV SOCIAL
”~ ” tet ”~
”~~ ”~ ”
A R e s e e e et By e = i e e e e e T e S e e s S e s e e -
: VS ' 5 -~ o ) |
| 2022 +25,1 +61,6 +139 :
B e e et b e s e e Rl e ot e e e e e e T s e e e e e o e s s o o e o o oy ol el e e s |
@ rrancepus  KANTARMEDIA  irep | s#sumpP2023 Source Kantar Media




97%* des annonceurs du paid social utilisent Meta

eYeYeJo

Instagram Facebook TikTok Snapchat
@ d' TikTok g
Top 3 secteurs Top 3 annonceurs

T LAl ]
12 B8 |

@ FRancePUB  KANTARMEDIA irep | #BUMP2023 Source Kantar Media




L’o bse rvatoi re d u CHIFFRES DE NUMEUM

numérique

Numeum produit des études et des notes de
conjoncture chaque semestre pour donner
une vision claire du marché du numeérique 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




Customer colt pub + encheres
Acquisition pourvoir achat
Cost colt juridique
concurrence
ARPU baisse
difficultée abonnement
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& CX

@kratiroff | 32023 k X Ql Xt X At

UX=>UE

user engagement

DIGITAL
mim]set
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Acquisition
Cost
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SAMSUNG

360°
Tunnel de conversion / vente
Conversion funnel

Sales Pipeline
L ead Generation

GLead Nurturing




SAMSUNG AAARRR

Awareness
Acquisition
Activation
Retention
Revenue
Referral




SAMSUNG

Notoriété

:(> Awareness C e
I> Acquisition ACqUIS!tlon
> Activation  Activation
1J Retention

J Revenue |
XJ Referral Parrainage

G




SAMSUNG
Acquisition

> Awareness : .
I> Acquisition Activation
> Activation ~ ACHAT

1J Retention
XJ Revenue

J Referral Retour
Parrainage

\

G




SAMSUNG

> Awareness
> Acquisition
> Activation
XJ Retention
XJ Revenue
XJ Referral

G
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Users that visited Main Page

Users that did Sign Up action

Users that did Invite teammates action

—

Users that did Paid B



SAMSUNG
TOFU

Top of the Funnel

MOFU
Middle of the Funnel
MID FUNNEL

dadVVV

BOFU

Bottom of the Funnel




Notoriéte, Awerness,
attention

Intérét, connaissance

Désir, Affection

Conversion, Action,

Achat

CLIENT

Acquisition trafic

Découverte des
fonctionnalités

Mise en avant
marque
Promotion,
incentive

Fidelisation

CTR

Brand Content
Blog

BC, SM

StoryTelling
Retargeting
Couponning

CPA, CPL

Email



Intent Data & Moment Client

& Réinvente ton Funnel Marketing

Maturité de
I’audience

C’est quoi ?

Que faire ?

Objectifs

Déclencheur ou
démarrage d’'un
parcours d’achat

Une “douleur” ou
une “émotion”
conduit a vouloir
changer de situation

Travaille sur tes
Persona & le Job To
Be Done

Recherche Passive
de Solution

A ce stade, la recherche
est dite “passive”,
'audience évalue de
multiples pistes
différentes et parfois
surprenantes

Propose des
contenus
“découverte” sur les
pistes qui
intéressent ton
audience

d'intention

! 4 ’
e Dotoots

Activateur &
Recherche Active
de Solution

A ce stade, tu risques
I'inaction de tes leads

Trouve le bon
activateur pour qu'ils
s'intéressent a ton offre
et te shortlistent parmi
d’autres prestataires

Travaille sur le
marketing du risque
avec des contenus
“évaluation” (ma
solution VS inaction
ou Ma solution VS
concurrence)

Décision 118 choisissent ton Travaille sur le fit o T
offre (ou pas) ! entre tes process » R 0y
commerciaux et -
leurs
Processus d’achat
Usage Les clients utilisent Assure-1oi que ce o Surdeli

ton offre pour
résoudre leurs
problémes

qu'ils ont vécu
durant leur parcours
d’achat correspond
a l'usage qu'ils font
de ton offre




SAMSUNG

Ordre des étapes
Durée du cycle de vente
Taux de conversion

Stades du lead generation
et lead nurturing

dadVVV




MARKETING onzZa ! .7 Sociabbls

—_ T
INXPO - e )| Microsoft
MARTECH STACK

EE Social Inelligence
Pl asform

HE Mcrosoft
Bl Skypefor Business

viduard i
e 1
Experience Manaqer
@ cloudwords
UberFlip

m

Customer Oppartunity

Adnne S
Media Omimize( Glonal Services
Gateway

Bl Account-Based
HWE Markebng

Linked T

Saers Bavgpatin Mraos?ft
Hl Skyoe for Bus ness

HE Intefigent
HE Lead Fouting

m Adobe
Analytics

Microsoft
Adote Powe &1 sy HE On:‘\/-icif' )
Audience Manager refinnovalion ® insidesales R Custemer Insight
Nicrasoft 2 InsideView"
= et \ POST-SALES
MARKETING
SYSTEMS OF...
INNOVATION DIFFERENTIATION RECORD Qur technology vision is to create an efficient and highly scaleble Marketing tc Sales automation platform
Temporal spplications Applications that enable un/que Established, pemstent that enables merketers, sellers and partrers to create seemliess and responsive customer experiences, meking
O Gl ey R hpan come it simple to find, try, use, share and buy Microsoft products. Customer informaticn and insights are surfaced
bsiness requirements or accommedata changing Husiness maraqge the organizaticn s 0 eracle both Marketers ard Sellers to precisely add value to custorner interactions along a multifaceted,

apporiundies practices or cusTomer requirements critical master data

rich customer conversation that spans from initial digital engagement to personalized sales discussions.



Purchase

NIy
CISCO

Customer



Gartner

Customer Journey

Virtual sales
consul_tqt@on Customer portal
spurs initial reflects learned

product trial. preferences and

drives next-best
action,

Real-time inventory
tracking builds brand
trust in follow-through.

Gartner



Clients



SAMSUNG
TOFU

Top of the Funnel

OFU

Middle of the Funnel
MID FUNNEL

dddVVY

Bottom of thBIQanu
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SAMSUNG

Attribution . last clic
Contribution . toutes les actions

Sans Cooklie . jardin clos login
Walled Garden




SAMSUNG

. . 100% de I'efficacité
AttrIbUtIOn est attribué a une
action :
pub
recherche
first clic

last clic




SAMSUNG

CQntributiOn Calcul du taux de

contribution de
chaque action :
5% pub RS
10% sea
15% seo
20% avis
15% blog / content
15% fiche produit
20% eboutigue Samsung




SAMSUNG

Sans Cookle
Cookieless

Guerre : FPD et login
First party data
Walled Garden
Plateforme

2FA (2 factor auth)
Ouverture de compte




Contribution

®

“ 9 ¢ & % b 1
& A & & & & \ &
& £ & & & & &
o & & & o J o o
o @ ® & ® & &8 ®
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%

£
g 5 7wy 7’ 4
0\ > sol':!ne CVRLRIST eads (

Google Ads Google Ads
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PAID
OWNED

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

factors together:

LTV -— Average value of X Average number of X Average value of
< — purchases purchases per year purchases

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

acquisition.

Customer Lifetime Value

CAC < LTV e 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:], indicating that for every dollar spent on

e — ——
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Content & Experience

Social & Relationships

]

Commerce & Sales ]

2022 Marketing Technology Landscape wmay 2022

Display & Programmatic
Advertising

Content Marketing

ABM
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Retail, Proximity & I0T
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Marketing Analytics Performance & Attribution
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Audience/Marketing Data & Data Enhancement
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Ipaas Cloud/Data Integration & Tag Management
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3 piliers du digital

Persona + EmpatnyMap +ICP @
Parcours client + point de contact @®
UX et NPS N~y
Proto + Value Proposition e
Content calendar, target, Chann?
Budget L L \
AAARRR + sales funnel ® L







VOC Parcours client Prototypage AAARRR

Persona Point de contact MVP Sales Funnel
Empathy Map UX Value proposition LTV

ICP Channel Audit TAM SAM SOM
Pain Point Omni Channels IS & BP

Insights MCA

01.02.{85}
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VOC

Persona
Empathy Map
ICP

Pain Points
Insights
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this
person

doesn’t

exist
.com

Surnom
Age

Vit a

Vit avec
Enfant

JOB
Education

CV

Passionné

®

Zue s HESOMTS et attentes ?
/elle pas satisfait des solutions

nes es
Pain Poi
le probleme ?
yest la frus

/
EPIC / USER STORY

tions

® urquo
stantes ?

Empathie map si besoin pour mieux comprendre le

persona
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Nom Jean-Luc Revenus
Age 36 X i
Vie a Paris 0
Avec Jeanne \./l € :
Sans enfant : _ +
Education Supérieure (ingénieur école promo ... Fréquences
cv pilote entreprise 1 I Cﬁ |
Pilote entreprise 2 0 10
Passionné d'aviation et de modéle réduits Usage mobile
Passionné de races de chiens et de voyages en Asie ‘0 150
CITATION
«J'ai un beau metier, mais EPIC / USER STORY / PAIN POINT / PROBLEME Know How =
mes priorités sont ailleurs. . 5 0 10
Mon employeur nest pas mon Quel est le probleme de Jean-Luc
seul centre d'intérét » Quelle est la frustration de Jean-Luc ?
Quels sont les besoins et attentes de Jean-Luc ? .(’ m ~ .@ B .®
BIO Pourquoi n'est-il pas satisfait des solutions existantes ? _

Jean Luc 36 ans est pilote de D@ DG.Q .® | B
ligne depuis 3 ans dans une SiE
compagnie low cost Dﬁ) O£y Do [ wi
européenne.
Il trouve que sa vie manque de D;Q’) Do 09 D@ O@
sens, de variété et d’'originalité. . . . .
Empathie map si besoin pour mieux comprendre le e Da 168%™ D@D o
persona -




this
person

doesn’t

exist
.com

Surnom
Age

Vit a

Vit avec
Enfant
JOB
Education

CV

Passionné par

Problemes / Besoins / Attentes / Frustrations /
Insatisfactions / Pain points / EPIC / USER STORY
Quel est le probleme ?

Quelle est la frustration ?

Quels sont les besoins et attentes ?

Pourquoi n’est-il/elle pas satisfait des solutions
existantes ?

Empathie map si besoin pour mieux comprendre le
persona

- I +
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E th c Designed for: Designed by: Date Version:
WHO are we empathizing with? GOAL . What do they need to DO?
Who is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?
What is their rele in the situation? What decision(s) do they need to make?
How will we know they were successful?
What do they THINK and FEEL?

PAINS GAINS

What are their fears, What are their wants,

frustrations, and anxieties? needs, hopes and dreams? - What do they SEE?

What da they see in the marketplace?

What do they see in their immediate environment?
What do they see others saying and doing?

What are they watching and reading?

What do they HEAR?

What are they hearing others say?

What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

© What do they SAY?

What have we heard them say?
What can we imagine them saying?
What other thoughts and feelings might motivate their behavior?

What do they DO?

Whal do they do today?
What behavior have we observed?
What can we imagine them doing?







PERSONA
|CP
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Quest/on

quw sont les




Keeping an
empty chair
S0 the
customerIs

always in the £
room | f

(’ ACTTHINK IMPACT CHAIR - VOICE : VOC (voice of the custumer)

VOC



VI1iiRGINIE

« Je n'aime pas faire de vagues ou
gerer des conflits, le débat est la
meilleure maniere de progresser »

Virginie

55

Vit a Lyon (banlieue)

Vit avec son compagnon et ses 3 enfants
Enfant : 3

JOB : DRH

Education : BEP

CV : 2eme entreprise

Passionné par |'artisanat, la brocante

Tres belle progression dans
I'entreprise Virginie est DRH a 55
ans en commencant assistante il y a
32 ans.

Appréciee de toutes et tous elle
privilégie les contacts en face a face

Virginie en tant que DRH d’une ETI, ne sais plus
comment satisfaire les différentes générations de
salariés qui ont des buts et attentes différentes

Virginie cherche une innovation a mettre a son actif
dans I'entreprise, mais c’est dur dans les RH

Virginie n'aime pas son logiciel de SIRH mais elle na
pas su influencer le choix par son manque de
connaissance informatique

X
salaire
: I
équilibre I
- +
informatiqu.'e
- +
digital I
- +
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« QUOTE . happy
to be an

entrepreneur in
Description: funder of an IOT

company

9 employees

7 millions euros turnover
29 clients with 650 shops

G ECOLE DE LA FINANCE

Name

Age

Live With

Education

Resumeé

Company 2012...2020
Products

PAIN POINTS

10/04/2020 RENAULT INTERNAL
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Surnom
Age

Vit a

Vit avec
Enfant
JOB

Education
CV

Passionné par

Problemes / Besoins / Attentes / Frustrations /
Insatisfactions / Pain points
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EMPATHY MAP

JACK
\/P of 50\-155

& -
-'
- - A— p— -
e y » -
“/\
_
) ™ -
7, -
:
”-. —
P
»

METHOD
EMPATHY MAP

WHY use an empathy map

Good design is grounded in a deep understanding of the person for whom you are designing. Designers
have many techniques for developing this sort of empathy. An Empathy Map is one tool to help you
synthesize your observations and draw out unexpected insights.

HOW to use an empathy map

UNPACK: Create a four quadrant layout on paper or a whiteboard. Populate the map by taking note of the
following four traits of your user as you review your notes, audio, and video from your fieldwork:

SAY: What are some quotes and defining words your user said?

DO: What actions and behaviors did you notice?

THINK:  What might your user be thinking? What does this tell you about his or her beliefs?
FEEL:  What emotions might your subject be feeling?

Note that thoughts/beliefs and feelings/emotions cannot be observed directly. They must be inferred by
paying careful attention to various clues. Pay attention to body language, tone, and choice of words.

IDENTIFY NEEDS: “Needs” are human emotional or physical necessities. Needs help define your design
challenge. Remember: Needs are verbs (activities and desires with which your user could use help), not
nouns (solutions). Identify needs directly out of the user traits you noted, or from contradictions between
two traits - such as a disconnect between what she says and what she does. Write down needs on the side
of your Empathy Map.

IDENTIFY INSIGHTS: An “Insight” is a remarkable realization that you could leverage to better respond to
a design challenge. Insights often grow from contradictions between two user attributes (either within a
quadrant or from two different quadrants) or from asking yourself “Why?” when you notice strange
behavior. Write down potential insights on the side of your Empathy Map. One way to identify the seeds
of insights is to capture “tensions” and “contradictions” as you work.

- | GOOOO




Parcours client
Point de contact
UX

Channel Audit
Omni Channels
MCA
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Premier

touchpoint
2009

Recommande
2022






Parcours Utilisateur




Parcours Utilisateur
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JTBD

Jobs to Be Done

Hiring a product to complete a task

—

When

Situation

\

Iwantto

L

T

Motivation

Solcan
e e ——

0

Expected outcome

User Story + Epic



Numére du touchpoint
Point de contact

Type de canal

(online offline web APP RS stream
conversation influence lien display
email vidéo SEQ nativead DOOH)

Nom du canal / channel

(FB, Insta, Google, TWT, Blog, article,
livre blanc, WeChat, YouTube,
meédia, Pinterest, Amazon...)

Interaction client

{Comment et pourquoei le client
utilise ce point de contact ? Quelles
informations a-t-il requ ?)

Interaction marque
{Comment et pourquoi la marque
est présente ? Outils digitaux
utilisés 7)

Avis / perception du client
& B ; da @ W
*x VY N @

Décalage avec
positionnement voulu
(image ou actions souhaitées par
I'entreprise : mémorisation,
téléchargement, commande...)

Solutions et propositions
d’amélioration

(néant si parcours futur ou
proposé, sinon quelles sont les
pistes d'amélioration d'un parcours
constaté ou audité)




Nom du
Touchpoint /
Point de contact

Channel / Canal

Interaction du client

Interaction de la
marque

Avis du client percu
par le client

Décalage avec le
positionnement
voulu

Solutions et
propositions
d’'amélioration

plan d’actions
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Content Calendar
by audience

by channel
Budget

CAC




[-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: D4: .
A4: B5: C5: D5: E3:
A5: E4:

E5:

Direction Action Purchase
Hours Decision Promotion

Sales-Saving

Information




POESM

Paid Media

Owned Media
Earned Social
Shared Social
Managed Marketing

G




% Content
Calendar ~

Getting started

App directory

Content Calendar

Content Production

¢ Dashboards

Insights

sertion

Dashboards

YEILTCN0

Insights Servas as a comprane,

Ilmu- ((_)J e (88

om

Channels

Content Produchan

i noh o

The Channels page is dedicat

Getting started | App directory

Calendar

Carte

Contant Praduction

Descriotiorn

The calendar viaw provigss a |

Metrics

D scrictine

The Metrics page provides co..,

Content Pipeline

Secton

Content Production

SSILTIONS

The Cantent Ppekna page sar

nega

MNncmMe
Team

Content Productaon

t
oNnp

The Team page is a directory ...

Task List

Content Production

The Task List compias 3l task

Cantent Calendar > Coment Prod

Task Timeline

Content Preduction

Uesripuo

The Task Timalina provides 3

B

-

My Work

Seclhior

Cantant Production

Dezcrpiio

My ‘WNark aggregates all



Evolution of a 15-year old B2B content strategy

A summary of Orbit’s marketing history

Phase 1 Phase 2 Phase 3 Phase 4

Year 07 Q8 09 MO | 12 13 ‘4 |18 16 FZ 8 19 |20 21 22

Articles / Videos
published per year

Events / Webinars
held per year

70
60
50 Tried to start
a podcast More videos
Era of
40 guest blogging
30
20 Update old articles
10 Start small... ..then go big
- T
Publish / update book ] N BN )] [}
Annual conference ’ } ) ’ ’ ) ’
ABM webinars
Wine & Web
10 Pivot to
webinars
20

@ Articies @ Guest Posts @ Rewritten Articles @ Podcasts @@ Videos

In-Person Events Webinars ABM Webinars



Sample - Content Marketing Plan

1
2 Line Budget January February March April May June July August September October November | December
3 |Tactic Creation Effor| Budget
4
Wl Awareness/Nurture Normal Track
6
7 | Twitter ! Social Push [Linked-in) Light Internal | $ - T|T|T|(T|T|T|(T|T|T|(T|T|T|T|(T|T|T|(T|T|T|(T|T|T|T|T|T|T|(T|T|T|(T|T|T|(T|T|T|T|T|T|T|[T|T|T|[T|T|T|[T|T]|T
8 |Blog Article Light Internal | $ - B|B|B/B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B|B(B|B|B|B|B|B|B|B|B|B|B|B|B|(B|B|B|(B|B |E
9 |Survey Light Internal | $ 200.00 S S
10 |Infographic Heavy Outsidg $ 5.000.00 I | | I I
11 | White Paper Heavy Internal| $ 6.000.00 = = = = =
12 |Webinar Heavy Internal| $ 10,000.00 ?
13 |Email Blast Light Internal | $ 2.500.00 E E E E E E
Nurture Weak Track
18 |Email Blast E E
19 |Survey - Targeting interest and budget S
20
21
¥l Nurture Aggressive Track
23
24 |Email Blast - Target Special Light Internal
25 ‘Email Blast - Special YIP Invite TS Heavy Internal E E E E E E
26 |Survey - Target Product Light Internal S
27
28
29
30 BEIE
shl
32 |TOFU (Toolbox) - Listen, Interest, Yalue vjyjv(jujujujyjujujujvjUjvjU|jUjUjUjUjU|IV|U(U|U|U|JU(U|U|U|U(U|(U|U|U|JU(U|U|UJU(U|U|U|UJU(UjUJUJU|L
33 | Video Overview Heavy Outside
34 | DEMO Heavy Internal
35 | White Paper - Yalue Heavy Internal
36
37 |MOFU (Toolbox) - Explore. Decide. Ability vjvjvu(jujujujujujuju|jujUjvjUjUjUjUjUjU|U|U(U|U|JU|JU(U|U|U|U(U|(U|U|U|U(U|U|U|JU(U|U|U|U|JU(UjUUJU(L
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PLANNING BRAND CONTENT

DATE DY 0%01/1%
Irequence !
Dbt action 201
OATE At | W Description Evenemonts sxtames Modia 1 1o ”.‘l‘:,‘;' pedn ® [modian | wodias | modu o
r\g_;-_mvme' 13 1< 201 | tascription dy conteny, de |'oparation Salon ' .
lured 12 [armier 15 LI 202 | Duscrignion du contenu, de | 'opdiation |Fesre ' ' X 0 ' X
lires 19 [oriee 15 FINI 203 | Duscrption du conteny, de l'opvrat ion Smaine de o X0 ' ' X . .
lured 20 |arrier 13 1< 208 | Duscription du conteny, de l'optration . X
lun 2 Yyriar 15 ATT 205 | Duscrption du contenu, e l'opdrat kn . 0
Jlures @ deyrinr 35 i | 206 | Descrigtion du tonteny, de l'opdration sant plentin . ’ .
207 | Buncrigtion du contany, 8 |opration '
208 | Geacrption dy conteny, te |'opdration . A .
200 | Duscrigtion du conteny, de |'operation Sport X
210 | Duseription du contarnu, de |'ogdsation . . .
211 | beserigtion du tonteny, de l'operation JLizction : x L
lureh 23 mars 1% ATT 212 | Duscrigtion du contanu, de |'opdr ation )
e 30 mars 15 2 213 | Duserigtion du contenu, e l'opdration Salon muison ut objet . X J
414 | Deycrption du conteny, tie 'opdration . x X
FINI 215 | Duscrption du contaiu, de 'egdration [Hienrale de Vense . . ]
. 210 | tescription du conteny, de |'oparation : * x x : X
JAIT 217 | Doscrigtion du contenu, de l'opdration ' X » X
FINI 218 | Duscription du contani, oe 'opdsathon |Ouwr ture de XX X
%J 219 | Dexcription du conteny, de l'opération : x :
el 18 mai LS ATT 220 | Duscription du contenu, de l'ogdration A " x
[hures 28 mai 45 FINE | 221 | Description du conteny, de l'opdration
Pm)_mn_u_ [ T 222 | bescrigtion du contenuy, de 'opdration X X X
lures B uin 15 AT 223 | Dascription du contenu, de l'opdration . X X
[haresd 15 Juin 1% FiN 2248 | Ueacription du tonteny, de l'oparation s .
Junes 22 juin 45 ATT | 225 | Descrigtion du contonu, de |'opdeatien ' X » . X
Jlunes 29 jum 15 ATT | 220 | Destription du cunteny, de |'operstion . . ' X
Jlunes & juitnt 15 EArE | 227 | Description du contenu, de l'oparation ' x x
[hares 13 juitot 15 ATT 228 | Descrigtion du contenu, de |'opdrat ion . X .
Jluret 20 juttet 15 ATT | 220 | Bescrgtion du conteny, de 'opération . x » x
P 27 juitet 15 ATT | 230 | Descrigtion du contenu, de |'opdration X
luneh 5 aout 1% NEANT | 251 [NEANTY
Jlures 10 2001 18 NIANT | 232 [NEANT
[tures 17 aoit 15 ATT 233 | Loscription du contenu, dé I'opdration ' '
lund 24 ao(t 1% 1€ 236 | Description du tonteny, de |'operation X x
lundk 31 aolin 15 ATT 235 | Duscription du contenu, de l'opdration
lundh 7 septembes 15 ATT 236 | Dascrigtion du contenu, do l'opdration . X 0 0 X
[lund 14 syeptembre 15 ATY 237 | Description du tontenuy, de l'opération . X x . x
[lunes 21 septambre 15 ATT | 238 | Descrigtion du contanu, o 'opdration f X
[luns 28 septembes 15 ATT 239 | Description du tontenu, de l'opdration . - 1 X
llm_u 5 octobire 15 FAIT | 240 | Description du contenu, de 'opdration . X X X
lund 12 octobre 15 ATT 241 | Doscription du contenu, de l'opdration X
[luns 19 octobre 15 ATT | 242 | Description du contenu, de l'operation ' x
[tures 26 octobra 15 ATT | 243 | Description du tonten, de |'ogdration '
[lures 2 novermber 15 ATY | 204 | Description du contenu, de l'operation '
Jlunct 9 rovemben 15 ATT 245 | Description du contenu, de |'operation X * x » X
[lurs 18 novembee 15 ATT 246 | Description du contenu, de l'opdration
Jlunck 23 novembee 15 ATT | 2a7 | Pescription du tontens, de |'opération x
|w 30 nevembie 15 £C | 248 | Descrigtion du contanu, de |'opdration ' )
luned 7 cecembre 1% ATt 204 | Bescription du conteny, de l'opdration 0 » *
Tl 14 dbomenbioa 18 ATt aen | n e ol 1.




Présenter la liste des Contenus Digitaux par :
-date dans un calendrier
- personadans une gallery
- produit dans une autre gallery
- producteur dans uneliste
- état d'achevement dans un Kanban
-théme dans une autre liste

Airtable




Personnes v

= Views B3 Grid view & v & Hide fields = Filter [E) Group It Sort & Color =l (7 Share view
, #. Nom Complet v A Prénom 7 A Nom de famille v 3=
(!l Find a view
1 Vincent Ertveld Vincent Ertveld Kre
B3 Grid view v
2 Jean Nabuse

3 Emma Tome = / Content Marketing Pipeline * Q@ it & g

- Editorial ~ EEREHERISLEES Personas Published Stories Verticals SEO Keywords Serles [ SHARE RO
Calendar B Using 4 fields and dateranges = Filter It Sort @& Color (&

Month Two woek Today < > October 2017 Records are assigned the first color that they match. v Allracords X

Sun Mon jus ¥ Where Publication Date is within the next week and Statusis.. & X
2 3 logy behind...

Timing your ... DRAFT ° Where Publication Date is before today and Status is not Pu... & i

Create...

v Otherwise rends to ma

9 10 1 1 + Add color

Timing your s.. o Tiing your so..7us Timing your social post..

Data viz for ... bRaAsT  Top 10: The .. ORAFT Why everyo.. oraFT  Data visualiza... eoit Oct 13

B8 Grid
&
(=] Form

+2 more +1 more +1 more +1 more
l 2017 tools roundup
Oct 23

5] Calendar

15 17 18 19 20
Social media p.. FELLEEIER IO Why everyone.. eDiT - 5 ways to use... eoir  Dataviz ford.. eorr  Data visualizat... pus

Gallery

2017 toolS roU... EMT Has data visu... eoir 5waystousedatatos

Top 10: The m... coiT Oct 24

9P Kanban

5 ways touse ... pus  Why everyone... pus  Data viz for du.. Pus Data viz for dummies
Oct 26

23 24 25| 26 .

&E Timeline  Pro

Data viz week -

Top 10: The m... pUs  Has data visua.. Pus

E List
% Gantt  Pro

Has data visualization changed t...

29 1 Oct 26
Data viz week

B + + +
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Sales Funnel
LTV
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Lead Nurturing

Awareness - Acquisition - Activatior
Retention - Revenue - Referral
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E Funnelytics

Linkedin Post

@

Cours Live avec Captation

Montage

Youtube TikTok

Sortie épisode

>

Linkedin Outreach

A )
A Y
5

~
'
'
'
'
|
|

Unkedl_n Posts

20

n
1

i -

Extrait sur chq‘ino YouTuBe

i s

Youtube Ads .~

=

B

Blog Post

AN
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' \
] |

Twitteradin Post

Linkedin Post

@

Cours écrit ’

~ -
€
A ot
Blog Post
~
ko

Twit@enkeqln Post

Facebook Ads
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Compte
Formateur

Blog Post

Twitterkedin Post
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Content Strategy

o1 OB N

< OB Flow {

VACARME : Enregistrement Live

Linkedin Post

e

gE%

S funnelytics.io

O

Linkedin Post Focebook Ads

© ¢ o

Linkedin Post Linkedin Outreach

Sortie épisode . Coursécrit .
~- J ~ [
S ase Auteur
Montage ﬁ .
>
» ¢ 'y
N\ Y "
\\ [ cAu o acTow | k P ’ X
\\ ' 5 y // |
mr\oit sur chaine YouTube  Blog Post / 9‘09'[03‘ Blog Post
\ .o . " .. - o

Youtube Ads .

a

’

»

Al o

Aaan TH® “aan
' ' \ ! '

L

TwittlinkadiFacebook Post wminked‘océpook Post Twmtinkedfocebook Post

ORR ORRE ORR
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Business plan / Income Statement Periode 1

Chiffre d’affaires / Ventes / Revenu / Net sales

Cout de production / Colt des marchandises / Négoce Achat / Prix de
revient / Cost of Sales

Marge Brute / Marge commerciale / Gross Profit

Frais de commercialisation et R&D/ selling operating expenses - R&D

Frais généraux / Charges d'exploitation / Dépenses administrative /
General Expenses

Marge-Bénéfice d’'exploitation / Operating income / EBIDTA
Frais financier / interest expense
Provision et Taxes / Provision and income taxes

Bénéfice Net courant / Net income

Periode 2

Periode 3
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Cost
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My 1-Page Marketing Plan

@ = E

; _ 1. My Targel Market 2. My Massage To My 3. The Medis | Will Use To
*Everybody knows marketing s getting too complicated. Allan DIb solves < Target Market RAsoch My Target Market
that problem with his brilliant now book. Read it and simplify your life.” ’L
ALTIES BESTRELLING AUTHOR OF PONITIONING  THE BATTLE FOR TOUR Mind .;
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GET NEW CUSTOMERS,
MAKE MORE MONEY,
AND STAND OUT P 21l 2
il ol ia
FROM TH E CROWD 7. How | Deliver A Warld 8. How | Incresss Customer 9. How | Orchestrale Ard
Class Experivnce Lifstime Value Stmmilnte Referrnls
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4/ My Lead Capture System 5/ My Lead Nurturing System 6/ My Sales Conversion Strategy

A/ BEFORE prospect

2
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C/ AFTER customer




workshop

hubertkratiroff

06 80 43 29 05

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



Picks and Shovels

NoQueue cle
API for UX

QOO




API :

Interface entre

Applications

Programmee
Meteo
Carte

Finance

G ACTTHINK IMPACT






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, medecin ...)
 L'heure de début et de fin

« Laliste des personnes convoquées
Vous lui retournez la liste des personnes avec I'noraire précis de convocation

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

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

Tous ces éléments améliorent les futures prédictions.
NoQueue est une plateforme biface, attention au double persona !




Cr -

Ipapi . un outil gratuit pour géolocaliser vos
visiteurs en temps reel

Fabian Ropars, le 29 octobre 2018

Nous vous présentons régulierement les différents produits d'APllayer, cette start-up
est en effet spécialiste des API permettant d’automatiser certaines taches, et de
donner de la valeur aux données. Leur dernier né s’appelle ipapi, et le service permet
de géolocaliser les visiteurs grace a leur adresse IP.

Toutes les datas disponibles grace aux adresses |P

Contert Porsonallzetin

Lage Reddire 1t

irrency Detecnon
Vian Campsign

! 'c'? W LO00s f

S = O . m : —

2 &

-

Califarnia Campasipgn



Des tarifs pour tous les besoins

@ Free

Free forever, No exceptions

so Per mongn

SIGN UP

G ACTTHINK IMPACT

= Standard g Business ED Business Pro

Sasic leve! — core features and Our Dest-seiler — advanced Professional ieve! — complete
wp ta 50.000 manthiy requests festures and up o 500.000 set of AP| festures and upto 2

monthly requests MAEan MonNthly requests,

s1 0 per monin SSO per montn 5100 per month
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Turn volume up by text Receive an emall if there will

(when phone lost in be rain in your area
I F T T T cushions) tomorrow
Ly alarpm ‘ e WA tre moyallern ‘ 0 Wiy Iy & abkhn ‘ - !

ifthisthenthat

then
Keep a phone call log in Set my Android's wallpaper Mute my ringer at bedtime
Google Drive to the NASA Astronomy
Picture of the Day
o 4 @ he A Yo 3 ¥ 1%

then

fR®

then

0 O

M 3

Organize iPhone Forward emails to Save new Facebook photos
screenshots in an iOS Photo trigger@recipe.ifttt.com to you're tagged in to an
album save an #attachment in album on your iPhone
Dropbox
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Backup my contacts to a Save your Instagram photos Download new Facebook
Google Spreadsheet to Dropbox Ehotos you're taggedintoa
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) twilio

[ DOCS

Build apps that communicate
with everyone in the world.
Voice & Video, Messaging, and

Authentication APIs for every

application.

Get a free API key




Lancer I’API qui révolutionne I’'UX :
fluidité de I'acces aux locaux

pas d’attente

rapidité du onboarding

temps supplémentaire pour achats
meilleure UX

moins de personnel de contrdle
travail plus agréable
ventes additionnelle

OBJECTIF VALO : passer de 1 a 500 millions !

MAIS







Les grandes
reussites viennent
des bonnes equipes
aui ont pivote... plus
que des grandes
idees !




Les VC (venture capitalist)
choisissent d'abord I’'équipe ...
et 'oriente sur un bon projet



1/ Présentation équipe (1mn oral)
2/ Persona (1)

3/ Carte d’empathie (simple)

4/ Parcours client (7))

5/ Product Backlog (10 user stories)
6/ Prototype (Marvel App)

7/ Content Calendar

8/ Sales Funnel and data

Better done than perfect



In 2002, according to tech legend, a mandate was issued by Amazon founder Jeff Bezos. This mandate - also known as the “Bezos API
Mandate” or “Amazon API Mandate”- would serve to form the backbone of Amazon in the modern web space, informing both the API

development paradigm in the corporate mindset and a general improved approach to externalizing API functions.

Below, we'll talk about the mandate and discuss why it has become so legendary in the API space. We'll dive into each point’s specifics and look
at how the mandate formed much of the modern thought around APIs and microservices.

The Jeff Bezos APl Mandate

The mandate in question was issued in 2002 to Amazon by founder Jeff Bezos. For many reasons, it's become somewhat legendary in the
API/microservices space, as it formed the basis for much of the modern API design paradigm within the corporate view. By legend, the mandate
is as follows:

1. All teams will henceforth expose their data and functionality through service interfaces.
2. Teams must communicate with each other through these interfaces.

3. There will be no other form of interprocess communication allowed: no direct linking, no direct reads of another team’s data store, no shared-
memory model, no back-doors whatsoever. The only communication allowed is via service interface calls over the network.

4. It doesn't matter what technology they use. HTTP, Corba, Pubsub, custom protocols — doesn't matter.

5. All service interfaces, without exception, must be designed from the ground up to be externalizable. That is to say, the team must plan and
design to be able to expose the interface to developers in the outside world. No exceptions.

6. Anyone who doesn't do this will be fired.
7. Thank you; have a nice day!

This mandate helped encourage a lot of Amazon's thinking around AWS, externalized infrastructure, and business-to-business functionality. Let's
dig into each of these points (with the exception of 6 and 7, which are more cheeky than API-minded) and look at why they may be important,
generally speaking.

Before we do so, it's important to mention that this memo is often unattributed — the original source seems to have been lost to time due to the
shutdown of Google+ (for an early reference, see this post by API Evangelist (https://apievangelist.com/2012/01/12/the-secret-to-amazons-
success-internal-apis/)). Nonetheless, the lessons imparted are essential, and as such, we're going to discuss them with the assumption that the
memo did exist in the form commonly shared.

Data and Functionality Exposure

“1. All teams will henceforth expose their data and functionality through service interfaces.”
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L'éecole en

quelques chiffres.

ETATS-UNIS

ALLEMACNE

! RUSSIE

SINCAPOUR

| SANTE
ET BIEN-ETRE

2 ENERCIE
ET CHANCEMENT
CLIMATIQUE

3 TRANSFORMATION
DICITALE

4 ECONOMIE
DU PARTAGE

5 cEoPOLITIQUE
ET ENTREPRISES

6 ENTREPRENEURIAT

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

*« CHAIRETALENTS 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

06 7
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CLASRIMVEINTS 2N MOYIDNMNE SUR LES BLUNIERDS ANNES

125

PRIVERSCTIA INTEAN ADOMAULS PARTES RIS

143

ANTTOSALITES RENISDOTERS ALSIEN D LYCIN

DF POOTESSEU RS INTERNATTON ALY
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MHOCRANMES OF FUEVATION
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CRENOBLE

7000

PROFESSIONNELS EPRISE
QUI PARTICIPENT A LA VIEDE
LECOLE

250

ENTREPRISES PRESENTES SUR LES
FORUMS DE RECRUTEMENT
DE LECOLE

1000

CADRES PRESENTS LORS DES JURYS
D'ENTREE ET DE SORTIE




GRENOBLE
ECOLE DE
MANAGEMENT

@ OCI GEMaRLE

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 a 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

mpcct




