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Master Plan 3

Sustarabile Energy For AN of Earth







Tesla Electric Rollout Plan

Coming in July to Texas

e Unlimited
e overnight
| home charging

| $30/month

iding SG&A per Car Enabling Improved Affordability P—

TR AN [ AR

Selling, General & Administrative Expenses per Vehicles

60-70%
Lower Than
Traditional

Traditional Tesla




This Is Just the Beginning

Cumulative Tesla Storage Deployed
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Focus on Building Capacity & Ramping Fast Tesla Is an Electricity Retailer
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A Sustainable Energy Economy Is Within Reach & We Should Accelerate It

Primary Energy
Consumption

comenesioe (EUETRRASER —

Energy Economy

End Use Efficiency
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A Sustainable Energy Economy Is Within Reach & We Should Accelerate It

HOW THE MASTER PLAN WORKS

240Twh 30TwW  $10T 1/2 <0.2% 10% ZERO

Storage Renewable Manufacturing The Energy Land Area 2022 Insurmountable
Power Investment Required Required World GDP Resource Challenges
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Global gross domestic product (GDP) at current prices from 1985 to 2027
(in billion U.S. dollars)

Global gross domestic product (GDP) 2027
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The Plan To Eliminate Fossil Fuels

Reduction In 35% 21% 22% 17% 5%

Fossil Fuel Use

e———— — S E—
a = 9y L N
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Renewably Power Switch to Switch to High Temp Heat  Sustainably Fuel

The Existing Grid Electric Vehicles Heat Pumps Delivery & Hydrogen Planes & Boats
?‘\“‘“‘"?"”:"I 46 PWh/yr 28 PWh/yr 29 PWh/yr 22 PWh/yr 7 PWh/yr
FOssH Fuels
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STARLINK PREMIUM

PREMIUM

THANK YOU FOR YOUR INTEREST IN ORDERING STARLINK!

Starlink Premium is not yet available in your area. Please check back for future
availability in your area.
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Keeping an
empty chair
S0 the
customerIs

always in the £
room | f

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

VOC



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 pPoi EPIC / USER STORY
le probleme ?
aest la frus

tions

® urquo
stantes ?

Empathie map si besoin pour mieux comprendre le

persona
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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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« J'ai un beau métier, mais
mes priorités sont ailleurs.
Mon employeur n ‘est pas
mon seul centre d’intérét »

Jean Luc 36 ans est pilote de
ligne depuis 3 ans dans une
compagnie low cost
européenne.

Il trouve que sa vie manque de

sens, de variété et d’originalite.

Nom Jean-Luc
Age 36

Vie a Paris
Avec Jeanne

Sans enfant
EducationSupérieure (ingénieur école promo ...)
CV pilote entreprise 1

Pilote entreprise 2
Passionné d'aviation et de modeéle réduits

Passionné de races de chiens et de voyages en
Asie

EPIC / USER STORY / PAIN POINT / PROBLEME

Quel est le probleme de Jean-Luc ?
Quelle est la frustration de Jean-Luc ?
Quels sont les besoins et attentes de Jean-Luc ?

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

Revenus

Fréquences

Niveau Technique
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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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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




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?
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Parcours Utilisateur




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




What Defines a Good Omni-Channel Customer Experience?

CONVENIENCE
L]

® CONSISTENCY

CUSTOMER
EXPERIENCE

® RELEVANCE

® EMPOWERMENT

L]
AGILITY

Customer experience, like technological
evolution, is a moving target. The
companies thatwill win are the ones
that know they are in it for the long haul.

v,

o)

The importance of an amazing
brand experience canturna
customer into a brand advocate.

According to an anatysis by Watermark Consulting, 10-year iwestment
returns kom publicly t-aded customer experience ieaders [meacurod by
Forrester's Customer Experience Incex) were 43%, while investments
from customer experience laggards genarated necative returns.

(9 hybris software

AnSAP Company

www.hybris.com

The Five Key Factors toa Winning Omni-Channel Customer Experience

CONVENIENCE

Today's consumers ae
time-strapped, and this means
that convenience is not just a
benefit—it is a centrzl principle
of a streng customer experience.

of consumers expect to view
in-stors inventory online?

expect to be able tobuy online
and pick up in-store.?

Howaever, only a third of retailers
have operationalized even the
basics such as store pickup,
cross-channel inventory visibility,
and stcre based fullillment.?

Powerful customer
experiences are not
justabout maiataining

consistency. relevance,
and convenience at any
cost. Itis about creating
equally seamless
customer dialogue
across every stage of the
customer journey, from
pre-purchase research
to post-sales teuches.

CONSISTENCY

Consistency is vital when building

a true omni-channel business, but

it is also indispensable to create
experences based on a unified brand
preseace that consimers can tryst.

91

of customers expected a retailer’s
prodict offerings lo be the same
across multiple channels?

expected promotisns to be
consistent across online, offline,
and sacial touchpeints?

69-.

believed that variable pricing
across multiple channels should be
o thing of the past’

SOURCES:

3

L

RELEVANCE

The new consumer expects
interactions to be real-time, highly
personalized, anc tailored 10
buying preferences, transactios
history, and user behaviors.

98-

of consumers would share
details such as measuremen!
and size with retailers*

are comfortable with brands
collacting personal data®

354

approve 3 company sharing data
with a third party in the name of
creating o personalized customer
exparience*

EMPOWERMENT

Brands that emsower and inform
customers to make the best
purchasing decisions are creating
loval customers.

80-.

of revenue for most compasies
comes from 200 of their leyatl
customers®

Cross-sell and upselling

toa prospect is 5%-20%,
whereas the probability with
an existing customer is

60+%-704

[=]

' The eBasiness Professionals BEsspron Foc Siraegy In The Age Of Tw Customer,

Forrestrr Researth, ing, SetemBer 12, 2014

FCusterrer Desires V. Reeader Capadlities. Matog The Omadhann Comenerce Oag,
3 commis tontd wody Conduited by Forrester Comuttng on Debail of Acoenture

200ty B, 4 SAF compuey, Jeveaary 1006

"The Futace of Customer Encagemece, Edge Resdrch Reports and SA°, Jene 2014
*The Futore of Custeoner Encagement, E84e Rearch Reports 208 SAP, June 2014
S hep Aowww 140003 -00-None Com/ S R 39300N0G NN S 0N e 3nd- Dyalny

Sretp S wew Parder COON IEAanctyS- Drant- e I ernent -saats- 201 4- ddeshany/
Thetp /g s sake $40rce SO Company’ 201 L04 rew - SO0 - CUMSM ENgagernent - 153K gp. Ml

5 é
AGILITY

“echnological acceleration now means
that capturing connected customers
depends on a srand’s ability to take

an agile approach. Businesses must
adopt tools and analytics that rec-
egnize market changes and shifts in
buyer behavior, as well as scalable
systems that enable fast acion when
spportunities present themselves

80+

of consumers say they are more
likely to evaluate solutions from
brands they follow on soc al media*

635

of consumers say they have
engaged with disappointiag brand
content, and 23% of them said

Iney would never read thit brana s
content agair after the experience*

Companies are seeing mare than

63

of customer service inquiries
initiated over social channels’

For more information on the five key success facters for
delivering o winning omni channel customer experience,
watch our short video with Jamie Anderson, SVP of
Marketing, hybris Software here: youtu,be/5560ia_30H4



Nouveau
nomdu: 1
produit 2
entreprise

Secteur (s),

pays,
industrie (s)

Positionneme
nt et/ou
Promesse

Business
Model
BotBtoC

Définitions du = Définition générale, courte et simple du marketing Adaptation de cette définition pour ce cas de BtoB
marketing
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Acquisition
Cost
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SEQ + UX = SX0

SEARCH EXPERIENCE OPTIMISATION




SERP

Ranking

Speed

SEO
SERP__
Ranking _
Speed

vSEO

You Tube

Time Line

CPC App Store

Watch Time Bidding Promo Rating

SMO j ASO
Time Line JlAp» Siore.
Pomo  JlIRacn
Engege  JIRevien

Review

Algorithm KeyWord Engage
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anatomie d'une recherche

le

le

moteur moteur
effectue la recherche les
recherche sur sa annonceurs
base interne et \ intéresses par les

trouve les mots clés et cet

le navigateu réponses utilisateur
envoie la requéte au le

moteur choisi moteur

retourne une
SERP avec les

reponses, les
publicités et les
snippets

[utilisateur utilise
son navigateur pou
saisir sa requéte

le moteur
compte le nombre
de clics sur les
publicités pour
facturer les
annonceurs

le robot du md
de recherche
tous les sites




SEARCH PERSONALI
SATION

moteur de

recherche VS. | moteur d@
PUBLICITE

texte SERP $ annuaire $



SEARCH FIND

moteur de | . moteur de
\/S) 2
recherche reponse

texte liste VOIX



INFOBESITE

1 milliard de sites
2 millions d’APPs
10 milliards
d'interactions
sociales / j
2 millions de
e-boutiques

une affiche
dans le désert

SXO

Texte

Contenu

Brand Content
User eXperience
ZMOT

Micro Moment
Réputation
Confiance
Backlink

OnPage / OffPage

KPI

Visiteur Unique
(VU)
Engagement
Traction
Clic

PdM
ROI



TECH

semantic
SSL
META CODE
sitemap
EMD
RWD AMP

+

EXPERIENCE

SXO
speed
or anlsatlon

licate
obile
AMP
UX



SEARCH

2000

2003

BlackHat

2006

EMD
exact match
domaine

2009 2011

LongTail

Longue

Traine

2013

2015

Mobile
Orga.
Clear
Duplicate

2016

Al

2018. 2019.

REPONSE

2022



SEARCH (référencement)
SEM

SEO + SEA + ASO +
SMO + retail media

= =>



SEM SEO SEA ASO SMO SXO SERP
Backlink PageRank

Position Zéro AnswerBox

Snippet Knowledge Graph

PAA

GA GSC GoogleUpdate

Search engine - moteur de recherche (réponse)
browser - navigateur

Long Tail - longue traine

KeyWord - Mot Cle

No Scroll

RWD AMP SSL https SiteMap 404



zero clic
Search

Google Search CTR & Zero-Click Searches, 2020

(worldwide data, desktop & mobile devices, via SimilarWeb's 100M+ user clickstream panel)

Organic CTR
33.59%

Zero-Click Searches
64.82%

Paid CTR
1.59%

Data courtesy of ‘3 Similarweb Assembiled & published by spa rkTO ro



COMMON ' ]
The Data v Resources v Community v About v Search v ContactUs
( CRAWL |

Common Crawil
Mmaintains a free, open
repository of web crawil
clata that can be used by
anyone.

Common Crawl is a 501(c)(3}) non-profit founded in 2007,

We make wholesale extraction, transformation and analysis of
open web data accessible to researchers.

[ Overview 1

https://commoncrawl.org/



https://commoncrawl.org/

PAID
OWNED

EARNED ...
SHARED

e SAMSUNG




1

Infobésité

FOMO
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

2

BRAND CONTENT

StoryTelling / Newsletter
Qualité redactionnelle
Native ad / Gamification
Curation / Vidéo / Podcast
RTM / SEO / NewsHack
Livre blanc / Webinar

Learn Marketing / WebSerie

POEM

3

LOVEMARKS

Respect du lecteur
Respect du client
Fidele au-dela du
raisonnable

lovemarkas




STRATEGIE
deCONTENU

... MARKETING d'INFLUENCE



BRAND
CONTENT

content marketi ng




content marketing
Red Bull
content strategy

content mix to be
diversify

brand content




StoryTelling

NoStory : NoBusiness




 #CustomerEmpowerment




workshop

hubertkratiroff

06 80 43 29 05

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



FXERCICE GROUPE

1.Qrcode

2.5Slido

3.Exemple de phygital
4.Url shortener
5.digital=?

6.UX = CX?

7.SEO

8.NPS

9.HBR HBS

10.VOC

11.Zeroto ... 7?7

12.Def. marketing
13.Formule calcul NPS
14.VUCA

15. GEN Y vs. GEN Z
16.numérique vs. digital vs.?
17. Time is money 777

18.
19.
20.
21.
22.
23.
24.
25.
20.
27.

liquid ?

NFT

1111

Gafa +?

NATU + ?

BAT +7?

Positionnement

NBIC

Benchmark intersectoriel
Marketing de la

demande

28.
29.
30.

e-sport
IOT (avec 2i)
Linkedin SSI

31. Agile Manifesto

32.
33.

Blockchain
Lean

34. 41R vs. 3IR

35. Token

36. Scrum

37. Product Backlog

38. YC Business Model &
funders

39. POC

40. Marketing definition
41. AARRR ou AAARRR
42. Role Model

43. Incubateur name ?
44, Licorne (unicorn)
45. PMF

46. MVP




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

G ACTTHINK IMPACT






INNOVATION

PAPER

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
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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
' ‘ 3 vt ‘ LN < ‘ w .,

n v

Backup my contacts to a Save your Instagram photos Download new Facebook
Google Spreadsheet to Dropbox Ehotos you're taggedintoa

G ACTTHINK IMPACT



) 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)

Better done than perfect












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

Z

CLASRIMVEINTS 2N MOYIDNMNE SUR LES BLUNIERDS ANNES

125

PRIVERSCTIA INTEAN ADOMAULS PARTES RIS

143

ANTTOSALITES RENISDOTERS ALSIEN D LYCIN

DF POOTESSEU RS INTERNATTON ALY

msiwron 54

PARIS

CAMPMIS 1N AN

9
Z
Z

46 500

COLLARIBAT Y10

8000

LSS LA LA 1B
PERERARAERERARARERARERRILIRNINY
LLLAALARE LARRLAL )

CTUDLANT S DOXT 000 N TERRATIDNAVL
LT 120 ST0RTES DL HAUT SIVIAY

PAHTHIPANTS BN FURBMVATIN CONTIANL

20

MHOCRANMES OF FUEVATION

ey o fid

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
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