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customer obsession
user centric

pesoin utilisateur
nain point / probleme

collaborateur
manager / équipe
cible / segment
GEN BXYZa

OIrOPOSI

cas d'u

ion de valeur

sage

)&

parcours / UX

thd job to be done
journey

point de contact
touchpoint
publicité / SAV
teléphone
conversation
sans couture
sans défaut

sans friction
différentiation
offre

pain killer

candy

vitamine

0110
1001
1010
DATA
[OT

Connexion 4G
WiFi

BLE

capteur
tacking, tracing
[OB

NPS

MCA

A

ML

Datalake

5V



this
person

doesn’t
exist
.com

Surnom
Age

Vit a

Vit avec
Enfant

JOB
Education

CV

Passionné

®

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

nes es /
Pain pPoi EPIC / USER STORY
le probleme ?
aest la frus

tions

O urquo
stantes ?

Empathie map si besoin pour mieux comprendre le

persona
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1 2= 3

_e WEB sans cookie,
nous oblige a reconnaitre nos utilisateurs

-0
oo
-0
o~

Ou a les perdre !

Digital = Data



SANMISUNG

Un utilisateur a des attentes (client b2b, b2c,
interne, business partner, stakeholder, shareholder)

lorsqu’il rencontre la marque dans un

arcours enchanté (points de contact,
ouchpoints, pas de friction, pas de couture, pas de
défaut, fluide, simple, frictionless, steamless, flawless)

Il laisse des traces de son passage sous

forme de données (connexion, tracking,
tracing...)



UX>cx

nombre
plus de user que de client




CX > ux

qualite _
plus de contact avec les clients






ég: BIO Accueil Spécialités Examens Centres

Rendez-vous dans nos Centres
et Centres partenaires

Diagnostics et traitements des Troubles du
Sommeil, Neurologiques et Cardiologiques

®
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A propos

N

Contact

Se connecter

{f Y\
W Jolt
Capita

Jolt Capital invests
€24M in BioSerenity

+ This €24m investment will support the acceleretion of Intematienal development and the deployment of
cutting-edge AL In telemedicine,
mont I rolatorcod by the appointment ef Vincent Marcel as CEO of BiaSeronity.
a furthar evidance of Jolt Capitals amhitions in the fisld of advanced healtheare data
processing



Sommeil

Insomnies, Somnolences,
Apnées, Somnambulisme.
Découvrez votre profil

sommeil.

W
L 4 1 em

# lyon
Cerba HealthCare *® byusiness executive
school education

Confusions, Traumas, Epilepsie.

BioSerenity, leader francais des examens en électrophysiologie
met a votre disposition ses services de soin sur tout le territoire.

En savoir plus sur votre santé :

Y

Neurologie

Cardiologie

Recherche, evaluation et
surveillance du Troubles
du rythme Cardiaque.

Voir nos solutions pour
diagnostiquer un Trouble

Neurologique. Découvrez votre profil.

Covid Long

Covid long, Asthénie,
problemes de Sommeil,
sequelles long terme,
fatigabilité.
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creating value for
companies,

customers,

& ecosystems




creer de la valeur
pour le client,
l'ecosysteme,
et I'entreprise
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The best marketing strategy ever :

« CARE »

Gary Vaynerchuk

Stop selling. Start helping

Zig Ziglar



your
happiness
business’ [

Inspiré par Gérard Pélisson & Paul Dubrule




creer de la valeur
pour le client,
l'ecosysteme,
et I'entreprise




..no plan B,
(...no planet B)

Ban Ki-moon



) OBJECTIFS O BiRABLE

BONNE SANTE EDUCATION EGALITE ENTRE
ET BIEN-ETRE DE QUALITE LES SEXES

TRAVAIL DECENT INDUSTRIE, 10 INEGALITES
ET CROISSANCE INNOVATION ET REDUITES
ECONOMIQUE INFRASTRUCTURE

12 CONSOMMATION
ET PRODUCTION
RESPONSABLES

13 MESURES RELATIVES 1 4 VIE 1 PAIX, JUSTICE ] 7 PARTENARIATS POUR
A LA LUTTE CONTRE AQUATIQUE ET INSTITUTIONS LA REALISATION

LES CHANGEMENTS [, EFFICACES DES OBJECTIFS SU STA| NABLE

CLIMATIQUES

DEVELOPMENT
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Science Based Targets initiative (SBTi)

 SCIENCE
' BASED
" TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

A




SCIENCE
\ | BASED

D
DRIVING AMBITIDUS CORFORATE CLIMATE ACTION

How it works

Set a target Companies taking action Sector guidance Resources Net-zero

AMBITIOUS
CORPORAT
CLIMATE ACTION

Lead the way to a zero-carbon economy, boost innovation and drive sustainable growth by
setting ambitious, science-based emissions reduction targets

SET A TARGET LEARN MORE




amazon About v  Environment v  People v

The Climate
Pledge

Amazon is committed to building a
sustainable business for our customers
and the planet. In 2019, Amazon co-
founded The Climate Pledge—a
commitment to be net-zero carbon
across our business by 2040, 10 years
ahead of the Paris Agreement.

Governance

Download Center

Search




Net-Zero Carbon

Reaching net-zero carbon
emissions across our
operations by 2040

Shipment Zero

Making 50% of all shipments
net-zero carbon by 2030

Climate Pledge Fund

Investing $2 billion to support
the development of
decarbonizing technologies
and services

Renewable Energy

On a path to powering our
operations with 100%
renewable energy by 2025

Electric Delivery Vehicles

Deploying 100,000 custom
electric delivery vehicles by
2030

Right Now Climate Fund

Investing $100 million in
reforestation projects and
climate mitigation solutions

Amazon
Sustainability

Further and Faster, Together

Net-Zero Carbon by 2040

T Vi




IT'S HERE!

o NET-ZERO

STANDARD &%

N\ #NetZeroStandard Jasiaeitigensa g

- -DRIVING ABITIOUS CORPORATE CLIMATE ACTION




WORLD
ECONOMIC
FORUM

| Bk |

Save the @ 2R
Axolotl

-

*

Human-driven nature and biodiversity loss

- ————
.~

) ‘ is threatening life on our planet. The previous
Dangers of Accelerated Biodiversity Loss | s AnGE ey S
in 2020 in the face of existential climate risk.
l | T'his chapter considers the other side of the
e =T M. 48 R e, o | same coin: how destabilizing tipping points in

nature could exacerbate the social

and economic conseguences of climate
risk. At the same time, understanding
nature’s benefits could help societies
leverage opportunities to stem the
planetary emergency.
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Neutral # ZERO
/ERQO # ZERO CO2 carbon

carbon neutral -> NET ZERO CARBON -> NET ZERO

a







Quest/on

quw sont les




Keeping an
empty chair
S0 the
customerIs
always In the
room

CHAIR - VOICE : VOC (voice of the custumer)

VOC



Millennials ???

BabyBoomer (1940-1965 +/- 6 ans)
GenX (19551985 +/- 8 ans)
GenY = Millennials (1979 1999 +/- 5 ans)

(Generation e o 4 . GENERATION Z
oA " CONNECTED FROM BIRTH

bridging g Identity ,
adaptableN# protest - | Born mid-1390s to 2010,
multi-task risk taking S )
education fearless EDELMAN 8095: For

, B rand Preference
Self Expression
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Tweats Fallowing Fallowers Likes —
8,248 81 977K 148 @ :

" ard pivot Tweets  Tweets & replies Media
Eoarmardpivot| 6 bernard pivot @harnarmnnatt « ah v
Iersi oSur nos amis suisses d'ave - admis cars les Aoser 201€ 18 veroe azorer
B e o [réprimancarn et la calars | persorne tés comoéterte).

|8 Eoctura, Fooths || Wounmandise,
Homrme, Inerview, counaleme, Kinaue,
Lire, MOIS.. v veinn 205 L) 12 11 53

& Truredste Tao

iR T 12e Ly 12 =

[ Joned Novemoar 2011

bernard pivot @barnarapnatt - 4h v
Je regrette 'entréa ohez Roba oe coap 3y, g0, havarbazd, stovete ling,
Twoot to bernerd pleot ruraing, etc, qui aspariennent au glok sh ?

bernard pivot &
@bernardpivot1

Le mot arrogance contient deux r, un r de mépris, unr de
connerie.
07:55 - 24 mars 2016

() 1024 () 1204 personnes parlent a ce sujet o






Nouvelles Attentes

Pourguol se contenter
du minimum ?



SELF-
ACTUAL-
IZATION

PURSUE INNER TALENT,
CREATIVITY, FULFILLMENT

SELF-ESTEEM

ACHIEVEMENT, MASTERY,
RECOGNITION, RESPECT

BELONGING-LOVE

FRIENDS, FAMILY, SPOUSE, LOVER

SAFETY

SECURITY, STABILTY, FREEDOM FROM FEAR

PHYSIOLOGICAL

FOOD, WATER, SHELTER, WARMTH

BATTERY



1999 : web et internet
2015  mobile

2020 : Living Servi

source : Google, Accenture




If you're not on Google,

You don’t exist
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Living Services




THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS
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BRAND CONTENT

confent marketing
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i - ) & WA &
PEersaita,
Empathie,
Choisir un persona = &% b F e -
RemplirsaFf)ime ;?arggc!!‘h‘:
Choisir une photo

remplir sa carte d’empathie
Remplir son parcours avec les points de contacts qualitiés




Nom Jean-Luc Revenus |
Age 36 L N
Vie c Pari :
ie a aris Ville
Avec Jeanne | |
Sans enfant - - +
Education Supérieure (ingénieur école promo ... Fréquences
cv pilote entreprise 1 I ﬁ |
) . 0 10
Pilote entreprise 2 .
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 n'est 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 ? Dﬂ 1@ o) @) D®

BIO Pourquoi n'est-il pas satisfait des solutions existantes ?

Jean Luc 36 ans est pilote de D@ DO DG D®D

ligne depuis 3 ans dans une

compagnie low cost Dx’i,i D@ Oy DGD@
européenne.
Il trouve que sa vie manque de . DU DQD S D@D &

sens, de variété et d'originalité. | . : : :
Empathie map si besoin pour mieux comprendre le O DQ 167 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
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(PCYSOV\ known to the groMP> METHOD

) (title) EMPATHY MAP
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.

N IDENTIFY NEEDS: “Needs” are human emotional or physical necessities. Needs help define your design
" beY challenge. Remember: Needs are verbs (activities and desires with which your user could use help), not
) ) L P nouns (solutions). Identify needs directly out of the user traits you noted, or from contradictions between
= AN // 7 - o = two traits - such as a disconnect between what she says and what she does. Write down needs on the side
, THIN of your Empathy Map.
= )
‘r ~ ‘ = - 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
D o X ) SN 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.

\
\ FF - ™™
\ / ] g = 15 = ;@{\}k’w




Designed for:

Empathy Map Canvas

Designed by Date

Version,

WHO are we empathizing with?

Who is the person we want to understand?
What is the situation they are in?
What is their role in the situation?

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?

GOAL . What do they need to DO?

What do they need to do differently?

What job{s) do they want or need to get done?
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 SAY?
What have we heard them say?
What can we imagine them saying?

What other theughts and feelings might motivate their behavior?

What do they DO?
Whal do they do today?

What behavior have we observed?
VWhat can we imagine them doing?




Customer Journey
Parcours client




Customer Journey
Parcours client
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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




Numéro du touchpeint
Point de contact

Type de canal

{online offline web APP RS stream
conversation influence lien display
email vidéo SEO nativead DOOH)

Nom du canal / channel
(FB, Insta, Google, TWT, Blog, article,
livre blanc, WeChat, YouTube,

média, Pinterest. Amazon...)

Interaction client

(Comment et pourquoi fe client
utilise ce point de contact 7 Quelles
informations a-t-il requ 7)

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

Avis / perception du client
*‘. da W W
* VA e

Décalage avec

positionnement voulu
(image ou actions souhaitées par
l'entreprise : mémorisation,

téléchargement, commande...)

Solutions et propositions

d’amélioration

{néant si parcours futur ou
praoposé, sinon gquelles sont les
pistes d'amélioration d'un parcours
constaté ou audité)
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