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Introducing the Modern Marketing Model (M3)
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M3 Modern Marketing Model

. Strategy 6. Positioning
. Market Orientation

. Customer insight

. Brand & Value

. Segmentation Persona

7. UX/CX & content

8. Distribution

9. Promotion

10. Data & Measurement
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Elon Musk dévoile un premier
apercu de la version test du Starship

-

Choix de la
meilleure définition
selon vous...
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“Meeting needs profitably”
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THE DIGITISATION
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Nouvelles attentes

nouveau marketing

Business Model Generation
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4P /7P /4C/ 5E / 6S / 10i/ MoMaMa / M3: évolution des différents MIX des années 60 & 2017

4P (Jerome McCathy en 1960): Product, Price, Place & Promotion

7P (Boom 1980): 4P + People, Process & Physical evidence (Performance, Purpose)

4C (Lauterborn 1990): Consumer, Cost, Communication, Convenience

SE (Minter Dial 2000): Essence, Emotion, Engagement, Expérience & Echange

4E (Ogilvy 2009): Emotion, Expérience, Exclusivité & Engagement

SAVE (Motorola 2013): Solution, Access, Value & Education

6S (Gérardon): Situation, Satisfaction, Sel (p! Séduction, Social (réseau) & Sécurité

novation, 8! interconnexion, information,
intermédiation, individual

ion, itération, invitation

pratique marketing
démarche marketing
définition marketing
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Quatre exemples d'utilisation : taille et ordre variables

(econsultancy 2014 Modern Marketing Manifesto): Strategy Brand Experience Data
Digital Personalization Technology Creative Content Multi-screen Social & Commercial
7C of DM : content, converstion, e, C ion, c¢

1, context, convergence
M3 (Ashley Friedlein 2017 Modern Marketing Model): strategy, market/customer orientation,
customer insight, Brand & value, Segmentation & targeting, Positioning, Customer experience,
distribution, IMC/Promotion, Data/Measur e
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Impératifs : intégrer et unifier

Digital / Classique
Stratégie / Tactique

Data / Action

Finance / Satisfaction
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Impératifs : casser les silos marketing
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CONVERSATION
MARKETING

NPS

Net Promoter Score

ITTTART
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Opportunity to talk : communication

Opportunity to chat : conversation
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talk, talk, talk, talk again

talk, listen, adapt, modify, talk personally
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Passives  Promoters
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NPS : NET PROMOTER SCORE

Every Question Matters
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Overall, how easy was it to solve your problem
with {your business) today?
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Don’t make
me think!

Paid
Owned
Earned

Média & Marketing

Parcours
Client

CITATIONS

“Content is King”

Bill Gates, 1996
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Zappos
Delivering
Happiness
Tony Hsieh

DELIVERING
Happiness
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Make something people
want.

-Paut Graham
Y=combinator. founder

FROM FIRST SIGHT TO LAST MILE
No matter i  customa i traditional, v avery
Pre-sales phase Sales phase [ Ownership phase
! i
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GET OUT OF
L_ EBUILD
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Simon Sinek

o WEERETRNe[Il]  You can’t manage
: 3 est mesurable et RLEL
ZCHleCAIEENEEll[E]  you don’t measure

ce qui ne l'est pas

Business Intelligence Customer Experience Market Intelligence
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