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Google

HERMES

VANILLE GALANTE

stone chaleau lyrics

15 (0.66 sac

Chateau

Angus & Julia Stone

I don™t mind if you wanna go anywhere
i take you there
We can go if you wanna go anywhere
i take you there

We can go to the Chateau Marmont
And dance in the hoted room

We can run with the headlights on
Till we got nothing to lose

We have, lifting from the ground
We go, never coming down

I don't mind if you wanna go anywhere
Nl take you there

Every day the weekend, I'm tryna be your best friend




your
happiness
IS my
business







marketing =

user experience
bonne expérience
garantie experience

. UXx




EQIP
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NOLMIT NOUVELLES ECOUTE INBOUND CONTENU
VUCA ATTENTES PARCOURS CLENT MARKETING DE MARQUE







Il N’y a pas d’amour,
Il N’y a que des preuves
d’amour



Il N’y a pas de digital,
Il N’y a que des preuves
de digital



#digitalmindset
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1

TOUJOURS
PLUS

TOUCHE TOUT
PLUSVITE
PLUS FORT

2

PLUS
D'ATTENTES

NOUVELLES
EXIGENCES
CLENT

www.toutsurlemarketing.com/nolimit

3

NOUVEAUX
OUTLLS

AGILITE

VUCA

USER EXPERIENCE

PARCOURS
EXPERIENCE
CLENT



Nouveaux
économistes

MARKETING
MODERNE

Portée
Scope
Bto....

Décomposition
du marketing

SatisfactionS







Michel Houellebecq
La carte
et le territoire

PRIX
GONCOURT

2010

Flammarion

RENAULT



Un nouveau continent ...
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FACEBOOK MONTHLY ACTIVE USERS
JUNE 2017
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Numerique
techno, electro, computer,
enable companies to do things greater

the way from finding clients to earn income
change business model, process, objective

Cyber

security, resilience
... bureau des légendes

LBUREAL
LEGENDES
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Human
To
Human






L'humanité
augmentee
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! Preparing Humanity for
/ Accelerating Technological Change



Singularity

University

Preparing Humanity for
Accelerating Technological Change







Démocratie Liquide

soft power
Civic tech
Nation Builder
Gov 2.0




Black Mirror

NOSEDIVE (SO3E01)

Entire History of you (SO1E03)
Credit Social : note de confiance
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Linked in

Social Selling Dashboard

Hubert Kratiroff
CDO at C4C, MyConnecting
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industry SSI Rank
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Natwork SS! Rank

Socilal Selling Index ~ Today

Your Social Salling Indax (SS1) measures how effective you are at estabishing your professional brand, finding the
right people, engaging with insights, and budding relationships. It s updated daily. Learn more
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tinder + amazon

Tencent

WeChat / Weixin
QQ

Tencent Cloud
WeChatPay

CEO:
MA Huateng (Pony)

WeChat 1MD pax




Forbes
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omentum IOT

Objets connectes
Gartner = 25 milliards d'objets
Cisco = 50 milliards d'objets
Intel = 200 milliards d'objets
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ANT FINANCIAL

Market
Ranking Banking Group Capitalisation
(USD bn)
1 JP Morgan 388
2 ICBC 330
3 Bank of America 315
4 China Construction Bank 270
5 Wells Fargo 268
6 HSBC 198
7 Agricultural Bank of China 200
8 Citi 183
9 Bank of China 180
10 Ant Financial 150
11 China Merchant Bank 122
12 Royal Bank of Canada 114
13 Santander 100
14 BNP Paribas 90
15 Goldman Sachs 91
16 Sberbank 84
17 Unicredit 50

18 Barclays 47



Elon Musk dévoile un premieg ,
apercu de la version test du Starship
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economies



Srang SBrang
2008 Value 2007 Value

2006 SMIL 2017 SMiL.

1 B Microsoft s2089 Google 245 581
N ss83e @y 2584 67
N G “'( ol <1408 B Microsoft 145,222
“ f//; o 968 8@_2;00 159 2686
g n 38,510 129,800
Walmart > 3 575867 {:‘,,-Mu nsn2
Google 37445 VISA 10,999
QH 36084 Tencenr i 08,292
cit 3028 15 102,088
G 30208 [Y\ mcDonumrs 97.723
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ama;on Alibaba Group

JUMIA
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GIG

evonomics :
blue expectation
sha | ring new

micro macro

offre ECO n O my

plateform

barter
attention

market «°
collaborative
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uberisation
servicisation
plateformisation




“WE'RE LIKE
AIRBNB FOR
COOKING”

Le UBER des combinaisons de snowboard
Le Google des recettes de cocktail et des parking
Le Facebook des surfers
Le LinkedIn des investisseurs en startup
Le Expedia des crypto-monnaies
Le blablacar des forfaits des ski
Le Twitter du camping car
LeBonCoin (craigslist, eBay) de I'adoption d'animaux
Le WeChat de |la rencontre amoureuse
UBER Everything
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Nano Tech

Biotech / Biomimetics
" wInfoTech IOT Blockchain
& Cognitif / Al / ML

IKB
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Révolutions d'ordre ;
social / culturel
economique
technologigue




Michel Luc
SERRES FERRY

-3000 écriture 1800 Vapeur
1450 imprimerie/chiffre 1900 Electricite
2000 NBIC 2000 NBIC

LA
REVOLUTION
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petite poucette

s Jll JEUNES DOIVENT TOUT REINVENTER : UNE MANIERE

muchel serres

DE VIVRE ENSEMBLE, DES INSTITUTIONS, UNE MANIERE D’ETRE ET DE CONNAITRE...

Ok il

[MANIFESTES LE POMMIER!]




airbnb

JEAN-LOUIS la ville ubérisée
MISSIKA ion brossot

PILRREL

MUSSEAU

Des
robotg dans
| la ville

.‘\

@ Lo

2:12 4 -

25 min 12 mi m
COMMENT

LES VOITURES AUTONOMES

VONT CHANGER
G NOS VIES
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Amartya SEN
Nobel 1998 pour IDH

Jean Tirole (%
5014 THE SVERIGES RIKSBANK
PRIZE IN ECONOMIC SCIENCES
IN MEMORY OF ALFRED NOBEL

@ I R £ 7 R SRR R

I O ECONOMIE .
J ean Ir ,e . BIEN COMMUN Jea_n Tll'Ole
Nobel 2014 : regulation T

#NobelFacts fean Tirole is the thisd French
Laureate amanded the Prize in Economic

i d h 4 PRIX NOBEL [ sttt
et pouvoir de marché PR ==

1 % Nobelprize.crg
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Nudge




Richard Thaler
Nobel 2017 pour Nudge

inciter sans que l'incitation soit perceptible,
sans contrainte ni recompense
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nolimit

exponential
mindset
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HBR

The New Basics of

MARKETING




VUCA

HBR
2014

https://hbr.org/2014/01/what-vuca-really-means-for-you

Nathan Bennett et G. James Lemoine
« What VUCA Really Means for You. »
Harvard Business Review, 01/ 2014.

complexity

Characteristics: The situation has many
interconnected parts and variables.
Somo information Is available or can be
predicted, but the volume or nature of it
can be cverwhalming to process.

Example: You are doing business in many
countrios, all with unigue regulatory
orwircnments, taniffs, and cultural values,

Approach: Restructure, bring on or
dovelop specialists, and build up
resowrces adequate to address the
complexity.

ambiguity

Characteristics: Causal redationships are
completely unclear, No precedents exist;
you face “unknown unknowns,”

Example: You decide to move into
immature or emerging markets or to
launch products outside your core
competencios.

Approach: Experiment. Understanding
cause and offect requires gonerating
hypothesos and testing theen, Dasign your
VXPerimonts 10 that lessons learned can
bo broadly applied,

volatility

Characteristics: The challonge s
unexpected or unstable and may be of
unknown duration, bot it's not necessarily
hard to understand; knowledge about it
& often available.

Example: Prices fuctuate after a natural
disaster takes a supplior o -line.

Approach: Build in slack and dovote
resources to proparodness—for instance,
stockpile inventory or overbuy talent,
These steps are typically expensive; your
investment should match the risk.

uncertainty

Characteristics: Despito a lack of other
nformation, the event’s basic cause and
effect are known, Change is possible but
not a given.

Example: A compaetitor’s pending product
{aunch muddies the future of the business
and the market.

Approach: levveat In information--collect,
intorpeet, and share it. This works bost in
conjunction with structural changes, such
A% adding information analysis networks,
that can reduce ongoing uncertainty.
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ambiguity

Characteristics: Caumal relationships are
completaly unclear, No precedents exint;
you face “unknown unknowns.,”

Example: You gecide to move into
immature or emerging markets or to
launch products cutside your core

competenchos.

Approach: Experiment. Understanding
cause and offect requires gonerating
hypothases and testing them, Design your
QXPerimonts 20 that lessons learmned can
be broadly applied.

uncertainty

Charactaristics: Daspito a lack of other
mformation, the event’s basic Cause and
offect are known, Change = possible bat
not a given.

Example: A competitor s pending product
{aunch muddies the future of the business
and the market.

Approach: lovvest in information-collect,
ntorpeet, and share it. This works bost in
conjuncion with structural changes, such
a3 adding information analyss networks,
that can reduce ongoing uncertanty.

HOW MUCH DO YOU KNOW ABOUT THE SITUATIONT +



complexity

Characteristics: The situation has many
interconnected parts and variables.,
Somo information is available or can be
prodicted, but the volume or nature of it
can be cverwhelming to procoss.

Example: You are doing business in many
countrios, all with unigue regulatory
erwircnments, tanffs, and cultural values,

Approach: Restructure, bring on or
dovelop specialists, and bulld up
resowrces adequate to address the
compleaty.

volatility

Characteristics: The challonge is
unexpected or unstable and may be of
unknown duration, but it's not necessanly
hard to understand; knowledge about it
 ofton avallable.

Example: Prices Suctuate after a natural
disaster takes a supplior o -line.

Approach;: Build in slack and devote
rosourcos to proparodness—for instance,
stockpile inventory or overbuy talent,
These steps are typically expensive; your
investment should match tho risk.



VUCA

outil
militaire
adaptation
auXx
conditions

HBR 2014

complete
bien le
SWOT

Volatilité Incertitude
Complexité Ambiguite

4 types de situations qui demandent 4 types de reponses

Généralement non cumulable ou plutdt avec une dominante
Planification agile et adaptative en environnement incertain
Utile pour décider dans un marché marqué par l'une des dominantes

La planification a trois ans dans un environnement VUCA est impossible tant le
nombre d'inconnu est grand : comment « savoir ce qu'il faut faire, quand
personne ne sait ce qu'il faut faire »

'ladaptation et la capacité a apprendre vite sont cruciaux :

«Every day I'm learning something new” Sir Richard Branson, Founder - Virgin
Group



VUCA

2 axes

- -

matrice 2x2
4 cases

DeuXx axes

1/ Niveau de connaissance sur I'écosysteme, I'environnement et la
situation

La masse d'informations est suffisante pour connaitre l'environnement ?
Linformation est disponible ?
Nous disposons de temps pour chercher linformation

2/ Niveau d'anticipation et de qualité dans prédiction des causes et effets
des actions

Le marché est-il apprivoisé ?
Dispose-t-on de modeles de réussite ou déchec ?
Quelle est notre expérience sur les réactions du marché ?

Bonne connaissance et bonne anticipation Volatilité
Bonne connaissance MAIS pas d'anticipation Incertitude (Uncertainty)
Manque d'info MAIS bonne anticipation Complexite

Manque d'info ET aucune anticipation Ambiguite
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GEN XYZ +

Serge Guérin

BabyBoomer = 1940 - 1965 +/- 8 ans
GenX = 19551985 +/-7 ans e

GenY Millennials = 1979 1999 +/- 5 ans

(Generation Y P GENERATIONZ: ’
oy RS =4 CONNECTED FROM BIRTH 2

protest \ , Born mid-1990s to 2010. UL
risk-taking b ‘ \ -



1990 : web et internet
2010 : mobile

2015 : Living Services

source : Google, Accenture



SI vous n’'étes pas dans Google,
Vous n’existez pas !
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Living Services




THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS



OUR HOMES

OUR BODIES
OUR FAMILIES
OUR EDUCATION
OUR WORK

OUR TRANSPORT
OUR FINANCES
OUR SHOPPING



J0 YOU

»\ HONGBAODZ esport
gaming F

eSports

(Nintendo')

Wii




Digitalisation : IOT

Billet / Voucher / carte (wallet) ﬁ
Porte (smart door)
Maison (home kit)
Ecole / Cours (MOOC)
Santé
Politique
C’ Voiture (Tesla OS, auto4.0)
crmons Wearable



Hatsune Miku

Hologramme



Liquid Expectation

Partir / sortir sans payer
Réserver d'un clic

Commande par bouton (DASH)
Connexion permanente

Temps réel pour tout



Consommateur Sans Limite

un consommateur ca ose toutg,
ca compare tout,

¢a demande (exige) tout,

¢ca commente tout, partout,

ca ne lit RIEN (tl;dr)

ca demande un secret total des
informations confiées

- EXxpectation Economy



Living services

Intime et proche de nous
Impact sur la vie

Fabrication de plus de data
autorisant I'IA et les changements

en temps réel
USAGE > PROPRIETE
Jouissance > Possession



o lgf (2O ' ‘ Professionnels « Deveoppours Blog

Paiement

inViSible Lyf Pay : Le paiement

d'aujourd'hui

Gratuite et sécurisée, télechargez Lyf Pay pour
simplifier vos paiements en magasin, en festival,
entre amis ...

¢

@ 1appStore || P> Google Play

@ Voir la vidéo
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Michel
Audiard
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OutilsJduste.com
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Quixtey
Réservatiom

Réservez votre nom de domaine

" :
WWW. | outidsjuste.com “Rocheccher

° cutitsist com 299 CHT/an | Continwer



TYPEFORM

Fabrigue de formulaire par déplacement
de bloc

Placement du formulaire sur :

RS

RSE
Website
Blog

Récupération d'informations sur XLS

X



Typeform

How you ask

s everything.

The versatile data collection tool for
professionals. Typeform makes asking
easy & answering refreshing
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o Active poll

sli.do
Comment vous sentez-vous en cette fin de programme 0 0 O
cadre (au niveau du tonus, énergie personnelle, moral,
enthousiasme, optimisme, ouverture d'esprit) ?

Score: O
Join at
slido.com # g el I I
#gem




NPS
Net Promoter Score

’H’I"I"l‘"n ,N



Detractors Passives Promoters

Net Promoter Score (NPS) = % Promoters - % Detractors

NPS : NET PROMOTER SCORE



NPS NPS (Net Promoter Score)
Net Promoter développé par Fred Reichfeld (Bain & Co)
Score 2003 Harvard Business Review

e PROMOTERS Ce gu'il faut retenir / Key takeaway

| °7 '° 2 1/ Calcul : (9+10) - (0 a 6) (sans 7 et 8)
' ' ' ' ' ' " (ﬁ nh w w 2/ Question décalée : conseillerez-vous ?
B g T R T ¥ 10

3/ Fréquence : trimestrielle




How satisfied were you with your experience today?

Worst: (1) (2)(3) (&) (5)(6)(7) Best

How satisfied are you with our services?

oy e o
CJC CI ] ° o . o
m.}"’ ==t -:." .-‘_. = 57
‘.{'u‘/ - ;_’,y \'»v;/ s\c_-;__{
Very Unsatisfied Unsatisfied Neutral Satisfied

CSAT CUSTOMER

Very Satisfied



Overall, how easy was it to solve your problem

with {your business} today?

Very ‘
Easy

| Very | | 28
; Difficult Difficult

Neither Easy

CES (CUSTOMER EFFORT SCORE)



Customer Satisfaction

e Indiffece nce

More Undesirable = More Desirable e Delighters

Characteristics Characteristics & Dissatisfiers

ound Found SRS
/ — R S

Customer Unhappy

KANO SATISFACTION MODEL



LANDING PAGES
EMAIL

HOME PAGE

JI

POLL & SURVEY

A/B TESTING






