Vin Cerf ) TCP/IP
Tim Berners-Lee http
Metcalfe network
Moore scaling
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FAIL FAIL FAST.
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FAIL OFTEN.
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done is better
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THE FUTURE IS ALREADY
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J'aime dire que la
transformation
digitale est finie

Nvidia CEO: Software
Is Eating the World,
but Alls Going to Eat
Software




[ satochi Nakamoto
Vitalik Buterin
Pascal Gauthier
Nicolas Julia
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L'écoute client
VOC
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3 points importants : Customer POV

L'écoute VOC
L'écoute search listening
L'écoute Passer du temps avec les

utilisateurs/clients
Ne pas tout écouter pour
décider

Marketing Research Data Driven marketing

Benchmarking Analytics (GA)

Best Practice SEO SEA analytics
Poll Keywords analytics
Competitive analysis Ne pas chercher

NPS I'information parfaite
Kano mais agir

Rentabilité
ROI

Analyse en facteurs
premiers (first principles)

Marge nette / brute
Business plan
Business model
CAC < LTV

Customer
Acquisition
Cost

CACL LTV

Customer Life
Acquisition Time
Cost Value

Equation du business développement ROMI 3:1

“CEOs should focus on their products.
The financials come as a result.”

TLON MUSK

Améliorer
I"écosysteme

Scope 1a3

Net Zero CO2

Net Zero Gaz Effet Serre
(GHG greenhouse gas)

SBTI (Science Based Targets index)

ISSB (International Sustainability
Standards Board) by IFRS

. <&~ Copier, Copier, Copier,

77 Piller, Voler & glow-up

WeChat

Story SnapChat

Vine Scroll short video
Tinder Swipe profile

Dangereux d'étre seul sur
un marché
Océan bleu / rouge

éBXP Brand Experience Product for BEST VALUE

BXP

= = = Emotions, besoins

= 7 subjectifs

Besoins attentes
objectives et
fonctionnelles
Benchmark de spécialiste

Besoins attentes d'image,
émotionnelle, subjective

Plusieurs
Modeles
de
FUNNEL

odéle CRM simple (6 étapes fondamentales d
Génération / achat de leads (upper funnel)
Lead nurturing (middle funnel)

Conversion par le contenu et progression par les propositions (lower funnel)
Livraison, vente et logistique

Récurrence, (entretien), et

Acquisition
Activation

Rétention

Revenu (CA)
Parrainage (referral)

Attention
Capture
Nurture
Convert
Expand




USER Stories

USER

USER
USER

USER STORIES

Stories

Stories

Stories

we = = User Story Mapping ~¢®:- Evoc=
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ALWAYS BEHAVE
AS IF

THE CUSTOMER
WAS IN THE ROOI\,/I,

cuslomer is
always in the
room

CHAIR > VOICE : VOC (voice of the custumer)

SALES + MARKETING

SMARKETING.

SALES MARKETING




KERING

technology evangelist

full stack marketer
CDDO: chief digital/data officer
DPO: Data Protection Officer
professeur d’économie numérique
expert learn marketing, CMI, marcom e
everyday writing, coding & programming
entrepreneur / consultant

KERING Toch Adoperon Proyect
Manager (UK UT

3 hubert@kratiroff.com
W @kratiroff
m linkedin.com/in/kratiroff

PM
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BrandEquity
capital de marque

BRAND Produit de
la marque

BrandLoyalty
fidélité a la marque

BRAN[> Concurrence

brand equity
brand loyalty
brand safety

Don't find customers
for your products,

find products
for your customers

Seth Godin

ALt

STORIES WORTH YOUR ATTENTION

fovémarks

Kevin Roberts
former CEO

&

BRANDS LOVEMARKS
Low Love High Love
High Respect High Respect

PRODUCTS FADS

THE LOVEMARKER

SNSRI

[N
e
e

how

what

Simon Sinek

Béhar (Yves)

« Advertising is the price companies
pay for being un-original »

« La publicité est le prix que paient les entreprises
pour leur manque d'originalité »

ek Y

Advertising is the price
companies pay
for being unoriginal

Yves Behar

« Votre marque est ce
que les gens disent de
vous lorsque vous nétes
pas dans la pléce... »

“un nom, un terme, un signe, un symbole ou un dessin (ou
méme une combinaison de ces €léments) capable
d'identifier le produit ou le service d'un fabricant ou d'un
groupe de vendeurs pour les différencier de leurs
concurrents”.

Philip KOTLEE

== |mportance of brands

une marque est un actif immatériel

fovémarks el

Tres respectées Trirk respectoes.
PRODUITS TENDANCES
Pew wmeées Tries aimébes
Peu respectées Peu respeciées

Plateforme de marque
Identité de marque

Nos éléments de communication
visuelle : logo, charte graphique
Notre tagline / signature

Notre style / ton de
communication

Nos codes / partenaires /
bénéficiaires /users

Notre vision
Notre ambition / mission
Notre métier / histoire / time-line

Notre positionnement / territoire
/ promesse / identité

Nos valeurs / notre éthique

Nos convictions

Nos défis / objectifs




La plateforme répond aux questions essentielles comme :

Identité : qui sommes-nous ? Comment se définir ?
Mission : quelle est notre raison d'étre ? A quoi servons-nous ?
Vision : vers quoi allons-nous ? Quel est le but a atteindre dans

les prochaines années ?

Valeurs : quelles sont les valeurs que nous défendons ? Nos
atouts, nos qualités ?

Promesse : quelle est notre valeur ajoutée ? En quoi sommes-
nous uniques pour nos clients ?

Point commun

- WHY
‘ o=
sToRY

Qui parle ?
éléements Tonalité
visuels Support
MESSAGE
uspP
Sensaton Canaveds
eur communication
Toucher
AO®e6 | ™

Minimum Viable Brand Canvas

‘The Minimum Vi i . It will help you build successive iterations of
v loop with

development time.

measure the growth P through . experiments, learnings, and iterations.

‘The Minimur Viable Brand Canvas components are:

Story is your story. Who you are s founders. Who you are as a startup. Why people should care about a relationship with you.
This is your unique rallying point defining what you're fighting against and what you're fighting for.

Artifacts are projections of your story. The goal s to find artifacts that project your story and engage people with who you are.
(Great artfacts evoke emotion ip you are forming

Invitations are active calls for people to join you on a journey toward shared value. By sketching out what you say, where you say
it, and how you say it, invitations impact the way people respond to you

S0 start with your story. In the story slice of the canvas, .
startup, your rallying point, and what you aspire to become using sticky notes, drawings, doodles, words, images, and anything else
you have. Then try to narrow all of those ideas into a single, compelling story that best captures who you are.

CONTENT

\\

CONTENT BIG PICTURE

Content
Stratégie

Lovemark

Infobésité

1 3

Infobésité B D E LOVEMARKS
StoryTelling / Newsletter Respect du lecteur
Info-Snacking Qualité rédactionnelle Respect du client
10 heures Native ad / Gamification Fidéle au-dela du
Hyper Choix Curation / Vidéo / Podcast raisonnable
Digital Detox RTM / SEO/ NewsHack
NoMoPhobie Livre blanc / Webinar
Learn Marketing / WebSerie

POEM

Brand Content

VouTube ween pocres dbcscmais ghedrer Sou
Ievem—n 300 303 sboces
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Paid
Owned

Earned

Média & Marketing

‘TOUJOURS FLUS
T LT "“e naea s

wasmaTons 3
IS
IS
1S
1S

1S
£
s

.J
T JS
TOUJOURS PLUS

K GEN = BTS + BlackPink (Lisa Manoban)

WORKSHOP

in »

PROFESSIONAL NETWORKS

ssssssEsnEEnn
CONSIDER CONTENT CREATION

GOOGLING YOURSELF

@
SOCIAL MEDIA

ALWAYS KEEP WORKING ON
YOUR PERSONAL BRAN

you're the first
brand to market




product
marhesn

LinkedIn SSI : Social Selling Index

1/ Calcul de votre SSI wawlinkedin.com/sates/ssi
2/ Profil complet

3/ Phto Bacground + UL Product
VERNES| s— |,

product manifesto [T

Objectives
product —— e otnt rg
Prabesto &
Ask “why" before “what,” use data and research 10 reveal the
Key Results

Ask "why" before "what.” use
data and research to reveal
the opportunity.

Goal
Oriented || @elaglell=lagl=Tal =TaVAR{e] (=S

ROADMAP

ﬁ@ product
re uirements

0c—=> ocument (PRD)

product MVP product

: A product requirements document (PRD) is a
d H d I' an artifact that product document comlammg L e
Iscovery elivery teams use to describe the  a certsin product allowing people to
| t th understand what a product should do not
solution they are how the product will do just what and why.
providing in order to PRDs can be used for any type of product
user story test & learn specs solve a specific problem. and senvices.

PRD is created from a user's point-of-view by
a user/client or a PM




Typical components of a product requirements document (PRD) are:

Title & author information

Purpose and scope, from both a technical and business perspective
Stakeholder identification

Market assessment and target demographics

Product overview and use cases

Requirements, including

functional requirements (e.g. what a product should do)

usability requirements

technical requirements (e.g. security, network, platform, integration, client)
10.environmental requirements

11.support requirements

12.interaction requirements (how the product should work with other systems)
13.Assumptions

14.Constraints

15.Dependencies

16.High level workflow plans, timelines and milestones

17.Evaluation plan and performance metrics

]
=

vENO AW~

ﬁ@ The Contents of a PRD
Title: Give this project a distinct name.

@l Sty (Bl o Al S e it FR), et e chenessi;,

when they changed it, and what they changed

Overview: Briefly, what is this project about? Why are you doin

G VAT Ut o MRS A T Tosonyeu i g sy el

G e e

Messaging: Whats the product messaging marketing will Use to describe this product to

e o e e e

Timeline/Release Planning: What's the overall schedule you're working towards?

R AT N T e S bt ke s S Gy ey

e e eyht i [ Loty by e Sy e et ISt et o

context

9. User Stories/Features/Requirements: These are the distinct, prioritized features along
with a short explanation a5 to why this featurex s important.

(Bl O I D S e o et e el

11.Designs: Include any needed early sketches, and throughout the project, link to the
actual designs once they're avallable:

1RO e W e e e myeneInocs i gy an?)

TR i o S G e e A o phesh e A i s arsrE e
decided? This is a good place to note key decisions.

14.Other Considerations: This is a catch-all for anything else, such as if you make a key
B B e o CAE e TR e

o sw

@0

89 Main Takeaways

PRDs are live Documents: As you build the product, you need to constantly
update the PRD.

They must be flexible: As you write your first drafts, it ok to leave TBD and
placeholder comments for unknowns

A good PRD is concise: Note key decisions, add relevant links, and don’t
leave anything up for interpretation.

PRD:s are a product of teamwork: Even though the PM is ultimately
responsible for owning the product/defining what o do. It's much better to
have a collaboration/soft power approach when it comes to creating the PRD.

They are excellent communication tools: Use the PRD to communicate what
you're building and why.

Product Hunt

product experience management

DIGITAL
G mindset

Le PXM pour augmenter la satisfaction de vos clients. et bien plus
encore

Qu’'est-ce que le Product
Information Management 7

Définition du Product Information Management

A mesure que les consommateurs développent de nouvelles habitudes et attentes, il convient a toutes
les entreprises qui souhaitent améliorer 'expérience client et augmenter leur performance de mettre
en place une solution de gestion de données efficace. Le PIM fait partie des outils de gestion les plus
réputés. Pour vous aider & comprendre de quoi il s'agit, découvrez ci-aprés la définition du Product
Information Management (PIM)

Le Product Information Management (PIM) ou Gestion de I'lnformation Produit (GIP) en francais, est
une solution qui coordonne la gestion et la diffusion des informations prodits vers tous les canaux de
vente : sites e-commerce, sites web, catalogue produit imprimé ou encore places de marché.

Plus précisément, le PIM concentre et harmonise chacune des informations de vos produits tout en
garantissant que 'ensemble des contenus diffusés soit constamment mis & jour et adapté pour le
référencement naturel (SEO). Le PIM s'inscrit dans le concept de Master Data

Management (MDM = PIM + DAM + CMS)

roduct L

PIM
Product information management
PIM, pour la gestion multicanal du catalogue "produits"

known as PDM (Product Data Management), product MDM (Master Data
Management)

Optimise your multi-channel strategy by centralising product information

PIM fuatures

z Y
: %E

MEDIA
SERVER
SUPPLIERS
PURCHASING

PIM Guide : comment gérer votre catalogue procduits plus efficacement Got All Templates Design spint
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Product Managers, 2 t ays outyour vision and improve Your Enl\vz Funnel
e S N e
S Your Compass

Get Moving User Flow
Plan Your Journey Use Flows ar vl st dec e s of siaps en by auser o
achieve a goal vithin  digita proct
Product Launch Get Ino Flon!”
proven tools and templates. Enhance Your UX
User Pors
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Feature Prioritization

Don't Look Back in Anger

Hindsight's 20720 andwhat can all un e, basedonbalancing cost ih bt
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‘What Comes Fist

DAM

Digital Asset
Management




Qu’est-ce que le Digital
Asset Management ?

Le terme Digital Asset Management (DAM) signifie Gestion des Données Numériques en francais. Il désigne les
solutions logicielles permettant de stocker, organiser et partager les ressources numériques d'une entreprise, de
maniére centralisée.

A forigine de simples logiciels e stockage de contenus multimédias d'une entreprise, le Digital Asset Management
s'est développé jusqu'a devenir une véritable plateforme collaborative de gestion de contenus digitaux.

Le DAM est particuliérement utile pour transmettre de fagon rapide et sécurisée les actifs numériques au sein d'une
entreprise (images, vidéos, fichiers audio etc.). l offre Ia possibilité aux équipes marketing, commerciales et graphiques
davoir un acces pratique et réglementé & tous les contenus digitaux de l'entreprise.

Le DAM gere la déclinaison d'un média pour plusieurs canaux différents. Limage est stockée une seule et unique fois
en haute définition sur la plateforme puis elle sera automatiquement déclinée en fonction du besoin et du canal sur
lequel elle sera exploitée.
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Product:

I Product-Market Fit 1
Market:

MODERN ELECTRICS

1909, George Cove

system push work

pull model

techno_push
mar esf'pull
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1999

2010

2019

i
Le futur est déja la ; mais il
n'est simplement pas réparti
équitablement

.))) William Ford Gibson (1948-) cyberspace noir prophet
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Jaime dire gue la
transformation
digitale est finie.
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Gartner’s Top Strategic Technology Trends for 2023

Digital Immune System Industry Cloud Platforms Superapps

Applied Observability Platform Engineering Adaptive Al

AITRISM Wireless-Value Realization Metaverse

Sustainable Technology

Gartner

AITRISM
Create Secure
[

Digital Immune

Maximize Value
From Data o]

Adaptive Al

Protect and Grow

Your Brand Wirsless-Value U3
‘Appli

Platform Observability

Attract and
O. Engineering O

Retain Talent

Sustainable
Grow. Technology
Revenue
Industry Metaverse
Cloud
Platforms.

Superapps.
Accelerate Digital
0-1 Year

23 Years

Gartner

DIGITAL MINDSET

DIFFUSION OF
INNOVATION
MODEL

théorie générationnelle Strauss-Howe

(Grand Pouvoir [Missionnarre |prophéte [1860-1882 [The Figh (idealist) 13651686
Reconstruction & Gilded Age
[Perdue nomade  |1883-1900 _|eveil: Troisieme grand rével 18361908
[Grandiose _|néros 1901-1024 _[démaler: Premiére Guerre mondiale & 1908-1929
[Prohibition
[Siencieuse _|artiste 1925-1942 [crise: Grande Dépression & Seconde Guerre | 1029-1946
Imondiale
Milénaie [Baby boomer |prophéte |1943-1960 _[naut: Capitalisme 19461964
X nomade  |1961-1981 _|éveil: Gontre-culture & Quatriéme grand réveil [1964-1984
Milénare |néros 1982-1096 _[démaler: Grande modération & Guerres 1984-2000
leutturelles
3 [artiste 1997-2010 _[crise: Crise économique mondiale, Guerre _[2000-2015

|contre le terrorisme & Crise climatique

The Strauss-Howe Generational Theory : Fourth Turning theory

1. The High (Idealist): Born 1900-1924, e.g., the Gl Generation

2.The Awakening (Reactive): Born 1925-1942, e.g., the Silent Generation
3.The Unraveling (Civic): Born 1943-1960, e.g., Baby Boomers

4.The Crisis (Adaptive): Born 1961-1981, e.g., Generation X

The cycle repeats with the following generations:
|.The Millennials (Idealist)

2. Generation Z (Reactive)

3. Generation Alpha (Civic)

4. Generation [MARS ou autre] (Adaptive)

DIFFUSION OF INNOVATION MODEL
S—
WOWIDHS o waoa waow usasos

n.s% s i

Innovation Project Scorecard © Strategyzer

derce & corfoianve
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