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un client connecté

—connecté en permanence,
avec son mobile

- multi-connecté,
avec plusieurs appareils

— tres bien connecté,
avec le haut-débit



https://www.flickr.com/photos/byrawpixel/34006156965/

évolution des comportements prives & professionnels
communication + information + loisir + achat

banalisation du digital

<



https://king.com/fr/game/candycrush
https://www.whatsapp.com/
https://www.20min.ch/ro/
https://www.zalando.ch/
https://www.meetic.fr/
https://www.booking.com/
https://www.epicgames.com/fortnite/fr/home

des entreprises
gui se digitalisent

— de nouveaux canaux relationnels |
— en plus de leurs canaux préexistants &

— un marketing « digital-first »
— publicité
— communication
— produits & services

—de I'innovation



https://unsplash.com/photos/IA45HH_ZrJw

un comportement d’achat qui évolue

—chercher —avant, pendant et apres
~ ’inspirer 'acte d’achat
- s’informer
— comparer —dans le monde, digital
. et le monde réel

- décider
—acheter \ |

cval — a travers plusieurs canaux,
- evaluer I’expérience omnicanale
—dépanner
~ partager - des interactions ATAWAD

- racheter (any time, any where, any device & now)



: ot : Explored
Stacy's car-buying journey included over 14 S,a,,ds

900 digital touchpoints™ in a 3-month period
m R m m

139 Google Searches R '

14 YouTube Videos

Considered
6 Brands

89 Images
69 Dealer Interactions

Occurred :
: 186 Manufacturer Interactions
on Mobile Decided Between

2 Brands

*Touchpoints = searches, website visits, video views, clicks



https://www.thinkwithgoogle.com/consumer-insights/consumer-car-buying-process-reveals-auto-marketing-opportunities/
https://www.thinkwithgoogle.com/consumer-insights/consumer-car-buying-process-reveals-auto-marketing-opportunities/
https://www.thinkwithgoogle.com/consumer-insights/consumer-car-buying-process-reveals-auto-marketing-opportunities/

’expérience client

— attentes définies et étalonnées
par les leaders digitaux

— dépasse le fonctionnel
— simplicité
— esthétisme
— convivialité
- fluidité
— dimension ludique

—transcende les limites B2C / B2B
— consumeérisation des services B2B

https://unsplash.com/fr/photos/gros-plan-dun-telephone-portable-surs


https://unsplash.com/fr/photos/gros-plan-dun-telephone-portable-sur-une-table-ahtI-FHPQG4
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I’ADN des |leaders d

Customer-
centric
metrics

Customer
obsessed

Owned
technology
stack

Velocity
fuels
innovation

[

High-
powered
talent with

passion \

FORRESTER 9

Source : Forrester - Digital Transformation: Your First 100 Days —June 2018



’expérience client

—au-dela du fonctionnel...
’émotionnel... le ressenti... le vécu...

= Where to?

- personnalisée

— enrichie en données
— transparente

- valorisante

— en libre-service |
— controlée par le client Y
- rapide, performante $3.33
- sociale o
- so cool ;-)

Economy |
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REQUEST UBER) Work Home Zinc Gym



https://ubernewsroomapi.10upcdn.com/wp-content/uploads/2017/08/home_01_scheduled-1.png

le marketing expérientiel

—un marketing des 5 sens

— le client comme étre sensoriel,
au-dela du rationnel

- |'expérience vecue, Transactional

et partagée ®

- une intégration du digital

B2B B2C
— lien avec le neuromarketing .@ 99
Functional n‘

Sensory

Time

Relational

Emotional
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e: PWC, http://www.pwc.com/us/en/advisory-services/cus

Sourc


http://www.pwc.com/us/en/advisory-services/customer-experience/customer-experience-value.html

UX

Conference

Nielsen Norman Group


https://www.youtube.com/watch?v=9BdtGjoIN4E
https://www.nngroup.com/

= ,-'— ﬂﬁ'ﬁl '

aSources s Apple


https://www.youtube.com/watch?v=-AkLOvjl5jo

(aller

HOME OF 5WI55 CHOCOLATE
SINCE 1819
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Source: https://cailler.ch/en/maison-cailler/la-chocolaterie-suisse/


https://cailler.ch/en/maison-cailler/workshops-at-atelier-du-chocolat/

The Definition of User Experience (UX)

by Dlon Morman and Jakob Nielsen
Topics: Interaction Design Management Visual Design

Summary: "User expenence” encompasses all aspects of the end-user's interaction with
the company, its services, and its products.

The first requirement for an exemplary user experience 15 to meet the exact needs of the customer, without
fuss or bother. Next comes simplicity and elegance that produce products that are a joy to own, a joy to use.
True user experience goes far beyond giving customers what they say they want, or providing checklist
features. In order to achieve high-quality user experience in a company's offerings there must be a
seamless merging of the services of multiple disciplines, including engineering, marketing, graphical and
industrial design, and interface design.

It's important to distinguish the total user expernence from the user interface (Ul), even though the Ul is
obviously an extremely important part of the design. As an example, consider a website with movie reviews.
Even if the Ul for finding a film is perfect, the UX will be poor for a user who wants information about a small
independent release if the underlying database only contains movies from the major studios.

We should also distinguish UX and usability: According to the definition of usability, it is a quality attribute
of the Ul, covering whether the system is easy to learn, efficient to use, pleasant, and so forth. Again, this is
very important, and again total user experience is an even broader concept.

15

https://www.nngroup.com/articles/definition-user-experience/


https://www.nngroup.com/articles/definition-user-experience/

le consommateur est un employé comme les autres...

‘'employé est un consommateur comme les autres...

16



The
Employee
Experience

How to Attract Talent,

Retain Top Performers,
_I_ _I_ _I_ — and Drive Results

I'racy Maylett, EAD, and

Matthew Wride, |D

1

J 1 UVI\L,
WORKPLACE
EXPERIENCE

10 RULES FOR MASTERING
DISRUPTION IN RECRUITING

AND ENGAGING EMPLOYEES
Nerry Pasterson
i s e e MORGAN Lt s
Farmwort try MARSHALL GOLDSMITH KEVIN J. MULCAHY
WILEY e g WILEY FOREWORD BY DIANE J. GHERSON, CHRO, IBM

: THE CMO OF
PEXPERIENCE | === FEOEt =
COLLABORATEUR. | 5 St

Faites de vos employés
les premiers fans de I'entreprise!

v PETER NAVIN
DAVID CREELMAN

X- THE EXPERIENCE WHEN

oz

— 17

Source: http://www.xthebook.com/


http://www.briansolis.com/2015/10/experience-brand-time-experience-architecture/
https://portal.klewel.com/watch/webcast/lift-conference-2016-day-1/talk/11
https://www.amazon.com/Employee-Experience-Attract-Performers-Results/dp/1119294185
https://www.amazon.com/Employee-Experience-Advantage-Employees-Workspaces/dp/111932162X
https://www.amazon.fr/gp/product/2354562691
https://www.amazon.com/Cmo-People-Predictable-Productivity-Performance/dp/1547416637
http://www.xthebook.com/
https://www.amazon.com/Future-Workplace-Experience-Disruption-Recruiting/dp/1259589382/

Brand Experience

The experience that users should have before, during
and after engagement with the platform? How does this
fit into my lifestyle? Where does this add value? What
value does it add? What do | feel? What do | tell people?

Customer Experience

The individual + the sum of all interactions with the
platform in each moment of truth. How does CX bring to
life the confluence of the brand promise and the brand
experience

The brand is the essence of the experience people have
and share. More and more, the brand needs to be
emblematic of consumer aspiration, relatability and
personality. It's more than creative, design and pillars,
it's emotional, personal...

User Experience

User experience (UX) refers to a person's entire
experience using a particular product, system or service.
New trends though are making UX frictionless...even
mindless or intuitive with movements suh as “No Ul =
Next Ul" and also “Conversational Commerce.”

Solving for X, Brian Solis
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https://www.briansolis.com/2017/04/customer-experience-new-marketing-customer-experiences-new-brand/

Définition : Expérience employé

Glossaires : Fidélisation /S CRM JCRC | Fidélisation / satisfaction

Le terme d'expérience employé est utilisé par analogie avec celui d'expérience client et peut donc étre defini sommairement en utilisant cette analogie

comme |'ensemble des émotions et sentiments ressentis par un employé dans le cadre de sa relation avec son entreprise . Cest le résultat de I'ensemble des
interactions gu'un collaborateur peut avoir avec son employeur. Cela concerne donc les éléments liés directement au contrat de travail {mission, rémungration,
horaires, etc) mais également tous les 3- cotés pouvant &tre considérés comme des points de contact pour poursuivre 'analogie avec le client. Ce sont d'zilleurs
souvent ces éléments qui sont pris en compte dans I'approche marketing du concept d'expérience employé.

Lexpérience employé reléve d'objectifs managériaux (qui ne seront pas développés ici), mais elle est également liée étroitement a la notion de marqgue employeur et
a l'expérience client.

Dans le domaine de la margue employeur, une expeérience employé de qualité est censée contribuer 3 |z fidélisation et aux recrutements dans la mesure ou les
témoignages de salariés sont de plus souvent recherchés sur Internet par les candidats.

Une bonne expérience employé est également souvent vu comme un moyen de contribuer a la qualité de 'expérience client, notamment pour les collaborateurs de
front office en relation directe avec les clients. Fidéliser et satisfaire les collaborateurs est alors considéré comme un premier moyen de fidéliser et satisfaire ses
clients.

Il est & noter que |z notion d’expérience employé peut étre vue parfois comme une utopie, voire une hypocrisie, dans certains domaines d’activité ou les conditions
de travail laissent 3 penser gue I'expérience des collaborateurs est loin détre la priorité de I'entreprise ou tout au moins difficilement compatible avec des objectifs

purement économigues ou financiers. On peut par exemple s'interroger sur la notion d'expérience employé au sein de certains centres d'appels.

La volonté d'optimiser I'expérience employé / collaborateur peut parfois aller jusqu’a la mise en place d'un dispositif d'ERM.

19

Source: https://www.definitions-marketing.com/definition/experience-employe/


https://www.definitions-marketing.com/definition/experience-employe/

des démarches de design thinking centrées client

- mieux comprendre les clients, leurs attentes, leurs besoins

— user & buyer personas
- employee personas

- mieux comprendre leurs parcours et leurs expériences
— cartographier les parcours (customer journey maps) et les contacts (touchpoints)

— développer cette compréehension de facon collective
— écoute et co-développement avec les clients
— intégrer ces éléments comme bases de la culture d’entreprise
— de l'obsession client...


https://www.nngroup.com/articles/persona/
https://uxpressia.com/blog/employee-experience-journey-example

un exemple de persona

Quote

| hope the new job will give me an

opportunity for professional growth.

Demographic
Male 26 years
New York City, NY
Single

Expected position: Junior

Financial Analyst

Expected income: $65 000

Michael Jones

Background

Young professional with 1-year experience in finance sphere.
Looking for a full-time job in a company with good reputation.
Single. Lives with his elder brother and his family.

Hopes this job will give him regular income and career growth.

Worries about his lack of solid experience and failing his probation.

Motivations Frustrations

Professional growth and regular Failing the probation and not

income. matching the expectations of the
employer.

Skills

Finances

0 25 50 75

Communication

100

100

21

https://uxpressia.com/blog/employee-experience-journey-example


https://uxpressia.com/blog/employee-experience-journey-example

V

X o

X

IMPLEMENT EMPATHIZE O
E@) Put the vision into effect. Conduct research @
Q to develop an

understanding of
your users.

TEST DESIG N DEFINE
Return to your users T H I N KI N G Combine all your researchQ

for feedback. and observe where your

1 0 1 users’ problems exist.

PROTOTYPE IDEATE @
Build real, tactile Generate a range of S
representations for a crazy, creative ideas.

range of your ideas.

EXPLORE

22

https://www.nngroup.com/articles/design-thinking/


https://www.nngroup.com/articles/design-thinking/

NN 7\

EMPATHIZE DEFINE IDEATE TEST IMPLEMENT

A

O
\V

UNDERSTAND EXPLORE MATERIALIZE

DESIGN THINKING 101
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https://www.nngroup.com/articles/design-thinking/


https://www.nngroup.com/articles/design-thinking/

parcours d’achat et expérience client

Débuter

Recevoir

Ressentir

: Posséder Défendre
le besoin

Acheter Approfondir Promouvoir

Prendre Recom-
conscience mander

Partager

Gartner,


http://blogs.gartner.com/augie-ray/2016/08/12/introducing-the-buyownadvocate-customer-experience-journey/

»-
ACCORHOTELS

Feel Welcome



https://www.youtube.com/watch?v=vh-ik39bOVM
https://www.accorhotels.com/
https://hubinstitute.com/2017/10/hubforum-accorhotels-personnalisation/

LE DIGITAL AU SERVICE D’UNE EXPERIENCE HOTELIERE UNIQUE

A
S
REVER

+1 800

DESTINATIONS
PROPOSEES SUR
ACCORHOTELS.COM

-5
SEJOURNER

WELCOME

CHECK-IN EN LIGNE
ET FAST CHECK-OUT

el il e b

29
CHERCHER

1

PORTAIL WEB
MULTIMARQUE ET
13 SITES DE MARQUES

- ’_”.“_.~A

-6-

PARTAGER

10M

DE FANS SUR LES RESEAUX SOCIAUX

EROEC @

-3- 4
RESERVER PREPARER

+4

TELECHARGEMENTS PAR MINUTE 70
DE L’APP UNIQUE ACCORHOTELS CITY GUIDES EN LIGNE SUR

ACCORHOTELS.COM
= 3 M DE TELECHARGEMENTS

REVENIR

+18 000 -

DE NOUVEAUX MEMBRES CHAQUE JOUR

LECLUB ACCOR
HOTELS

Chiffres de juin 2016 %6


http://www.accorhotels-group.com/fileadmin/user_upload/Contenus_Accor/Franchise_Management/Documents_utiles/General_information/MAJ_2015/lessentiel_fr.pdf

— 4 MOMENTS-CLES
DE L'EXPERIENCE
COLLABORATEUR —

AVANT:

PREMIER CONTACT, PREMIERES
IMPRESSIONS, GESTION
DE LA CANDIDATURE

—> SEDUCTION

DEMARRAGE:

ACCUEIL, ORIENTATION,
ACCOMPAGNEMENT

——> VALIDATION

PENDANT:
PARCOURS SECURISE, MOBILITE, QUALITE

DE VIE AU TRAVAIL, TRAITEMENT DES IRRITANTS, ,,-?:)
MANAGEMENT COLLABORATIF, AUTONOMIE s

——> IMPLICATION

FIN:
ACCOMPAGNEMENT, SOUTIEN

— PRESCRIPTION
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https://recruteurs.apec.fr/Recrutement/Pratique-RH/Tous-les-dossiers-Gestion-RH/Enjeux-RH/Experience-collaborateur-reussie--un-atout-pour-les-clients


https://recruteurs.apec.fr/Recrutement/Pratique-RH/Tous-les-dossiers-Gestion-RH/Enjeux-RH/Experience-collaborateur-reussie--un-atout-pour-les-clients

Evaluate Decide Grow Contribute

Candidate Employee PX

Seek & Explore Perform & Develop
5

6

Apply Find Join Learn

Figure 1: The Employee Journey
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http://www.oracle.com/us/products/applications/employee-centric-hr-2203095.pdf

an example employee journey

sourcing and recruiting

pre-boarding

onboarding (orientation and initial training)

compensation and benefits

ongoing learning and development

ongoing engagement, communication, and community involvement
rewards and recognition

performance planning, feedback, and review

L 0o N O Uk WD E

advancement
10. retirement, termination, or resignation

tfully-as-yo

h

-thoug



Figure 2. Modified employee career model

Improve

: G ) Contribute
Recommit/transition

Treating employees as customers reframes the employee career model, designed to attract and engage (rather than
manage) employees by focusing on employee decisions (instead of HR processes) that form a continuous series of
journeys (instead of a single, career- or role-based life cycle).

Graphic: Deloitte University Press | DUPress.com

30

Source: https://www?2.deloitte.com/insights/us/en/industry/public-sector/treating-employees-as-customers-in-government.html


https://www2.deloitte.com/insights/us/en/industry/public-sector/treating-employees-as-customers-in-government.html

un exemple de parcours

Michael Jones

Young professional with
1-year experience in
finance sphere.

Looking for a full-time
job in a company with
good reputation,
Single. Lives with his
elder brother and his
family.

Hopes this job will give
him regular income and
career growth.

Worries about his lack of
solid experience and
failing his probation.

User goals

User expectations

Process

Quote section

Process and channels

Problems

Experience

Ideas

AWARE

Find an open entry-level financial
analyst position.

Michael expects to find a
position with a rich description
mentioning the experience level
and expected compensation.

After being out of work for a
couple weeks, Michael starts
looking for new jobs in the
financial sector.

He opens up the first website
with jobs.

| am afraid | won't find anything
matching my experience level.

I

O

Job Listing
Website

Learn as much as possible about
the company and possibly about
the team.

Michael expects to find
information about the team he
will join and the place he will
waork in before even going to the
interview.

Cnce Michael finds a matching
position he want to do some
research to learn more about the
company.

He looks through the corporate
website and the LinkedIn profile.

| wonder what this company
looks like and what kind of
employees it has? i*q

in)

Linkedin

Q

Corporate
Website

It seems that there is not enough
info about the office and the
people working in the company.

APPLY

Apply for the position.

No unnecessary complications during
the process of application.

Michael finds a "WE HIRE" section on
the website, but cannot find the
position he saw on that other
website.

So he has to contact HR directly a
that is a little frustrating for Michael.

I wonder why this position doesn't
show on their website.. What if it's
not open anymore?! &

©

Website Email

WE HIRE section is not up-to-date so
potential employees feel frustrations
and might give up on application.

Successfully pass the interview.

Michael expects to hear how he
performed during the interview to
know what to expect.

Michael arrives at the office and
meets his interviewers. They offer
him some coffee and make sure he
feels safe. Michael was insecure at
first. but good attitude makes him
feel better. But after the interview is
over, no one tells how successful it
was.

These guys are really nice! | feel like |
want to work with them! &

0—0

Office Face to face
Building

Applicants have no idea how they
performed during the interview.

INVITATION

Find out about the results of
the interview as soon as
possible.

Michael expects to find out
whether we will hire him or not
before he goes looking for
other options.

Two weeks later, once the final
decision has been made,
Michael gets a phone call from
HR department. He finds out
that he's hired. At that point he
almost lost the hope of getting
this job.

It's been a couple weeks now
and | haven't heard anything
from them.. &2

o

Phaone
Conversation

Applicants feel uneasy when
waiting for the results.

o o e °

Bring more transparency by
adding a page about office life
and employees.

Make sure that the content on the
page is actual and does not confuse
applicants.

It would be better if interviewers
shared some of their thoughts with
the applicants after the interview.

It might be possible to send
them emails asking to wait for
a bit longer if the process of
choosing the candidate takes
more than usual.

Get clear guidance and perform well.

Less bureaucracy during legal
procedures.

Cetting initial training and guidance
in the beginning.

Michael submits all necessary
documents and gets instructions
regarding hiring process. After that.
he meets the manager who tells him
about the project Michael will be
working on for the following couple
months.

There's been a lot of legal routines
but | am happy to finally start with
my first project! &5

o—0

Legal Meeting the
Procedures manager

Document processing seems a little
frustrating for applicants.

Is it possible to simplify the process
for the soon-to-be employee?
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https://uxpressia.com/blog/employee-experience-journey-example


https://uxpressia.com/blog/employee-experience-journey-example

UXPRESSIA:
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https://uxpressia.com/customer-journey-map-online-tool
https://www.youtube.com/watch?v=cfLSjXzsslw

I"analyse de parcours client

SCENARIO

GOALS AND EXPECTATIONS

L ZONE A
The Lens

4 —

@ (O —— ® ——

@
.

5)

o

e

on

@

E’: ®

©)

]

9

. ZONEB
The Experience

OPPORTUNITIES

OPPORTUNITIES

OPPORTUNITIES

OPPORTUNITIES

eHTERNAL OWNERSHIP

INTERNAL OWNERSHIP

INTERNAL OWNERSHIP

INTERNAL OWNERSHIP

ZONE C
The Insights

NNgroup.com
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https://www.nngroup.com/articles/customer-journey-mapping/


https://www.nngroup.com/articles/customer-journey-mapping/

Figure 1. Overview of customer experience (CX) tools and applications

Understand
employees

Differentiate employees through
workforce analytics and digital
listening to identify sets of needs,
issues, or motivations.

0

Voice of the customer—capturing
VoC data via multiple mediums

Action segmentation—grouping
customers by behaviors rather than
demographics

Journey mapping—to highlight the
end-to-end customer experience as it
stands today

Tie EX to specific career
events and decisions

Connect with employees by identifying the
right tone and channels, anticipating
behavioral triggers, and shaping actions.

RESEARCH

Ethnographic research—use
observation(s) to decide where and why to
focus attention

Human-centered design and feedback
loops—break down complex problems
and design solutions from the viewpoint of
the customer

Choice architecture and
personalization—improve decisions,
behavior, and satisfaction through
personal data and insights

Create a unified vision
for service delivery

Align capabilities to help employees access
knowledge, tools, and support at critical
moments in the journey; become digital;
and co-design solutions with employees.

Participative platforms and
co-creation—involve employees in
shaping service delivery and culture

Service blueprint—align operations to
support critical moments and desired
experience

Relationship management and
measurement—irack the quality of
service and experience for critical events

Graphic: Deloitte University Press | DUPress.com
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Source: https://www?2.deloitte.com/insights/us/en/industry/public-sector/treating-employees-as-customers-in-government.html


https://www2.deloitte.com/insights/us/en/industry/public-sector/treating-employees-as-customers-in-government.html

<HR/> Hackathon

eating Next Generation HR Tech

des évolutions culturelles
inspirées des leaders digitaux (cf. startups)

lean marketing, hack your marketing...
try, test, fail, retry, retest...
startups, incubateurs...

35


http://v1.benbarry.com/project/facebook-propaganda-posters
https://hackinghr.io/
http://www.hrhacking.com/
https://hackthehr.com/
http://www.hrhackathon.net/

un écosysteme de solutions

—un ensemble de points de contact (touchpoints)

- reel et virtuel
- monde digital
- monde physique
— phygital

— proposant une expérience globale fluide et intégrée

— omnicanalité
— dans une perspective d’efficacité commerciale...



interaction

) shared goals
User journey

t engagement

co-creation

person
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Source : http://www.zdnet.com/article/the-bar-for-digital-experience-is-rising-in-exponential-times/


http://www.zdnet.com/article/the-bar-for-digital-experience-is-rising-in-exponential-times/
http://www.zdnet.com/article/the-bar-for-digital-experience-is-rising-in-exponential-times/

IBM Institute for Business Value

Designing employee experience

Enhance engagement and productivity with a unified approach

3 spheres of employee experience

Interactions employees
have with others in their
work setting

The Physical
Sphere

Interactions employees Interactions employees
have with their have with the tangible
assigned tasks environment

Spheres overlap to create unique facets
of employee experience

Strategy

Social
platforms

Environment
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https://www-935.ibm.com/services/us/gbs/thoughtleadership/employee_experience/

5 strategies for improving employee experience

Personalization Simplicity Authenticity Responsiveness
I I I I I
I I I I I I
Creates a fit Improves visibility Removes non-value- Aligns experiences Allows both employee
between the needs across the organiza- added activities and to the organization’s and employer to
of the employee and tion, for both the information to streamline culture and value share information
the needs of the employee and the experiences system and modify actions

organization employer
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https://www-935.ibm.com/services/us/gbs/thoughtleadership/employee_experience/

% chiefmartec.com Marketing Technology Landscape (“Martech 5000” April 2018
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Employee Experience Management

Candidate
Experience

Development : Rewards Performance
and SageTD Management

Learning

Growth and Employees

Internal
Mobility for Life

4 Areas Underlie the 8 Touchpoints & Permeate the Employment Life Cycle

People Physical

HR Operating Model Technology Analytics Environment
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https://blog.bersin.com/deconstructing-employee-experience/
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de I'automatisation

- informatisation du marketing
et poursuite de celle des RH

- explosion des MarTech, HRTech
— intégration en cours... vers des suites

— construction du systeme
d’information marketing

— progression constante
— assister I’"humain (E2M)
— automatiser avec ’lhumain (C2M)
— remplacer 'humain (M2M)

Self-
Checkout

@ubito
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"humain dans le cycle relationnel digitalisé

N Self-service Full-service B

O
Digitally enabled sellers N
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- July 2018

- Make Omnichannel Real In B2B Commerce



EXHIBIT 2 | Go-To-Market Models Aren’t One Size Fits All—but All Start with Digital Engagement

THE PRECISE FIT OF A GO-TO-MARKET APPROACH DEPENDS ON THE LIFETIME VALUE OF THE CUSTOMER

Lifetime value
($millions)

10+

0.1

Unknown

Source: BCG analysis.

Face-to-face
sales engagement

®

Highest ) )
Function typically

responsible for
an activity

- Marketing

- Marketing
or sales

» Trend
over time

Lowest
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Source: BCG - Building an Integrated Marketing and Sales Engine for B2B - July 2018


https://www.bcg.com/en-ch/publications/2018/building-an-integrated-marketing-sales-engine-b2b.aspx

des données

—un marketing massivement
basé sur la data, |la big data
- CRM, DMP, CDP

- du web analytics
au customer analytics
a I'intelligence artificelle

— nouveaux metiers & services
- nouvelles réglementations
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https://www.wired.com/wp-content/uploads/blogs/wiredenterprise/wp-content/uploads/2012/10/ff_googleinfrastructure2_large.jpg

I'intelligence artificielle au coeur des solutions

& Salesforce Einstein is the #1 Bus X + m How LinkedIn Uses Automation = X +

6

CcC 0O @ https://www.salesforce.com/products/ein C O # https://business.linkedin.com/talent-solutions/blog/product-updates/2017/how-linkedin-uses-automation-and-ai-to-powe

Linkedin - Talent Blog Recent Posts Topics Q 1 Subscribe to the Blog

Products Solutions Supp

recruiting-tools

How LinkedIn Uses Automation and Al to Power

- Recruiting Tools

Salesforce
Einstein

[ =
iJanJersm October 10, 2017 IN Share e yaime 14 G+

TAKE THE TOUR

Overview

Features

Einstein Voice

Al Deep Dive

Al Research

FAQ

Customer Stories

Resources

QUESTIONS?



https://www.salesforce.com/products/einstein/overview/
https://business.linkedin.com/talent-solutions/blog/product-updates/2017/how-linkedin-uses-automation-and-ai-to-power-recruiting-tools

Digitization
Improves efficiency by
applying technology to

individual resources or
Processes

Digital
transformation

Digitizes entire aspects
of a business producing
customer experiences
that support individuals’
needs or wants

Digital
Reinvention

Incorporates digital
technologies like never

before to create revenues
and results via innovative

strategies, products and
experiences
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LE LEADERSHIP RH

DANS UN MONDE DIGITAL

NOUVELLES POSTURES

BusINESS ACCELERATEUR

Partenaire stratégique des fonctions métiers
et management pour accroitre le business
en développant le capital humain
et en anticipant les nouvelles compétences.

#ExpérienceCollaborateur

#StrategicWorkforcePlanning #GPEC

ROLE DE FACIUTATEUR

SocioLoGUE

Aguerrie aux nouvelles formes de communication
et de relation par |'intelligence émotionnelle
et |intelligence collaborative, la DRH teste,
pratique et diffuse de nouvelles fagons de
travailler et de vivre au quotidien sa mission.

#Agilté | #Collaboratif | #CoDéveloppement
#Facilt ateur #Epar‘-ouiSSen)er'-t

-~

v

ENTREPRENEUR

Pragmatique et force de proposition,
la DRH innove et déploie des nouveaux
modes d'organisation & de collaboration
tant internes qu’externes.

#intrapreneuriat
#OrganisationApprenante | #EntrepriseEtendue

ROLE DE PILOTE

TECHNO-AGILE

Mattrisant les enjeux et solutions
technologiques (automatisation des process
RH, outils collaboratifs, Data Analytics &
Prédictif...), la DRH cherche a optimiser
I'efficacité et la performance de l'organisation.

#NouvellesTechnos

#innovationPed agogique
#ProjectManagement | #DataAnalytics

NOUVEAUX MODES DE TRAVAIL

ENJEU : DEVELOPPER LES CAPACITES D'ADAPTATION PERMANENTE D’'UNE ORGANISATION @

INSTITUTE

D HUB Institute - Emmanuel Vivier & Caroline Loisel
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https://t.co/9Bl6tWQvcj

des risques sous-jacents

—des risques dans le domaine du marketing,
comme dans celui des RH
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https://www.youtube.com/watch?v=ARJ8cAGm6JE

le technostress

—un ensemble de symptomes
- sur-sollicitation
— surcharge cognitive
— interruption, deconcentration
— dé-responsabilisation
— détachement du reel

—des limites de la performance
et de la réification

—des mouvements de rejet
#digitaldetox #adblock




LES 3 PEURS FACE AU DIGITAL

Rationnel Emotionnel
DEPASSEMENT ISOLEMENT DESHUMANISATION
Profusion Dématérialisation Vie privée - Vie professionnelle
Trop d'informations - Chronophage Relation a distance, moins humaine Porosité des vies - Data privacy
Complexité Addiction Métier

Jargon & technicité

Rapidité
Nouveauté permanente

Usages & dépendance

Solitude
Vie en dehors de la réalité

Automatisation des taches, robotisation

Relation
Intelligence artificielle

R J

ENJEU : OBSOLESCENCE DU
SAVOIR ET DU SAVOIR-FAIRE

->

© HUB INSTITUTE - Emmanuel Vivier & Caroline Loisel

SENTIMENT DE REMISE EN CAUSE
DE SON POUVOIR ET DE SON EGO

INSTITUTE
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https://hubinstitute.com/index.php/dossiers/hubklub-rh-leadership-experience-collaborateur

|la concentration

—oligopoles globaux
de géants digitaux

—« winner takes all »

—concentration massive
— de captation de valeur
— de pouvoirs
- des risques
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|la data surveillance

—au niveau des géants de |'Internet
— en collusion avec les Etats

—au sein des organisations
— transparence vs. confiance

—des risques reels
— dysfonctionnement
— piratage
— détournement d’usage

- une reglementation émergente




@ Workplace de Facebook : un ou

<« C 1 & https//www.facebook.com/workplace?sourc

(Workplace by facebook

Des outils de travail qui
changent tout

Communiquez, collaborez et discutez sur ordinateur et
sur mobile, grace a des fonctionnalités familiéres comme
les groupes, les discussions et les appels vidéo. Parce
qu’en travaillant ensemble, tout devient possible.

Rejoignez-nous en utilisant votre adresse e-mail professionnelle.

Démarrer

Norkplace a toujours été gratuit pour les organisations a but non
lucratif et pour le personnel des établissements d’enseignement. Nous
renforgons a présent cet engagement, en offrant de nouvelles
ressources pour aider les organisations qui s'engagent en faveur du

changement dans leurs propres communautés et dans le monde entier

En savoir plus

Nous contacter
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https://www.facebook.com/workplace
https://www.facebook.com/workplacebyfacebook/videos/what-is-workplace-and-how-can-it-help-my-organization-take-a-look-at-our-brand-n/1433377353377613/

trendingAround Shared with me

manager

workingWith

createdBy

MESSAGES
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https://developer.microsoft.com/en-us/office/blogs/microsoft-graph-or-azure-ad-graph/
https://www.youtube.com/watch?v=jKoUP9BJYro

E=E )
8% Microsoft Graph X e

2> C {Y & https;//developer.microsoft.com/en-us/graph pag

=. Microsoft | Microsoft Graph Solutions ~+  Graph Explorer ~ Getting Started v Docs ~ APIReference  Blog  Support My Apps All Microsoft ~  Search O Sign in

: = - =
Global Find 2018 Global Office 365 Developer Bootcamps in your country/region. FIND BOOTCAMPS >
Developer Bootcamp

Build smarter productivity
apps with Microsoft Graph

Connect to the data that drives productivity — mail, calendar,
contacts, documents, directory, devices, and more.

LEARN MORE >

T

Rich context Deep insights Real-time updates Broad reach

Get rich context for your applications, such as Access deep insights generated from usage Respond to changes in Microsoft Graph data in Build solutions that target enterprise users in

who someone's manager is, whether they are patterns, such as trending documents, best real time. Reschedule a meeting based on Azure and Office 365, consumers on Office

out of office, or what documents they've been team meeting times, or who people typically responses, notify others when a file is modified, Online (Outlook.com and OneDrive.com), or
working on. work with. or continue a process after it's been approved. both.
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https://developer.microsoft.com/en-us/graph

From HCM to Talent Management to HR In The Flow of Work

Automated Talent
Management

Talent Management:
Integrated processes and systems,
Talent as core to HR and business

agenda

Automate

Systems of Automation
Practice-driven solutions

Integrated Talent
Management

Engagement, Fit,
Culture, Analytics

People Management:

Focus on culture, engagement,
environment, leadership, and fit

Integrate

Systems of Engagement,
Empowerment solutions

Productivity, Performance,
Teams

Team and Work
Management:

Optimizing productivity, alignment,
connection of the “network of
teams”, tools to make work better.

Systems of Productivity
In the Flow of Work

1990s-2000s

2004-2012

2012-2017

2019+

Copyright @ 2018, Josh Bersin, UpsideToWork LLC. All rights reserved.
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https://joshbersin.com/2018/09/hr-in-the-flow-of-work-a-new-paradigm-has-arrived/

des limites

— des finalités tres orientées
— croissance
— profit
— efficacité (réduction des codts)
— controle (réduction des risques)

- des questions qui montent
- chez les clients
— chez les employés
— chez les citoyens
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