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Une journée dans les souliers de votre client 
externe

Isn’t it about time that the CIO set out on a customer journey?

Michael Maoz - Gartner Blog Network  - 6 avril 2016

http://blogs.gartner.com/michael_maoz/2016/04/06/isnt-it-about-time-that-the-cio-set-out-on-a-
customer-journey/
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Une journée dans les souliers de votre client 
externe

“Even email, which has been an accepted channel for almost two 
decades, is lagging behind consumers’ expectations. Insurers need to 
rectify this; without accurate and appropriate communication, 
consumers will rapidly grow frustrated and take their business 
elsewhere. This applies across the entire customer relationship, from 
initial contact to actually making a claim. Indeed, making a claim is 
often the moment of truth for many customers’ relationship with their 
insurer: the more painful the process, the more likely customers are to 
up and leave.”

Insurers just don’t get omnichannel customers

Scott Thompson

https://ibsintelligence.com/ibs-journal/ibs-news/insurers-just-dont-get-omnichannel-customers/
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Une journée dans les souliers de votre client 
externe

Consumers are expecting that this technology exists and companies 
that are not embracing the omnichannel experience are going to be 

offering a reduced customer experience.

When I walk in to anyplace that is supporting omnichannel, I just want 
to pick up my product without having to worry what happens on the 

back end

Omnichannel: Buzzword Or What’s Next In Retail

http://www.pymnts.com/in-depth/2014/omnichannel-buzzword-or-whats-next-in-retail/
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BALISAGE DE PROCESSUS : 
POUR INITIER LE CHANGEMENT DE PARADIGME



Balisage de processus : 
pour initier le changement de paradigme

Le balisage est une recherche structurée d'information externe au 
sujet d'un processus spécifique qu'on veut rendre plus efficient afin de 
trouver des moyens concrets pour améliorer un produit ou un service 

et se classer parmi les meilleurs.

Mouvement québécois de la qualité

https://www.qualite.qc.ca/centre-des-connaissances/fiches-outils-detaillees/balisage-des-processus
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Balisage de processus : 
pour initier le changement de paradigme

Best practitioners aim not just to improve the existing journey but to 
expand it.

Ultimately, the goal is to identify new sources of value for both the 
company and consumers.

Competing on Customer Journeys

David C. Edelman & Marc Singer

https://hbr.org/2015/11/competing-on-customer-journeys
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pour initier le changement de paradigme

One of the first things that retailers said they wanted out of omni-
channel was to be able to “present one face to the customer”. Great. 

But what does that face look like?

They are focused on aligning channels and technology so that 
whatever brand promise is made, the retailer will someday be 

positioned to execute on it.

Who Owns the Customer Experience in Retail?

Nikki Baird

https://www.rsrresearch.com/2014/03/25/who-owns-the-customer-experience-in-retail/
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pour initier le changement de paradigme

“The life insurance sector is set for fundamental transformation, 
brought about by technological advancements and new digital data 
analytic techniques,” stated Swiss Re’s research report which was 

produced by Kirova and her team. 

“The impact will span the entire insurance value chain from product 
development and underwriting through to distribution, services and 
claims. To date, the sector has been slow to adopt new technologies, 

but this is changing.”

Digitization is seen as industry saviour

Will Ashworth

http://www.lifehealthpro.ca/news/digitization-is-seen-as-industry-saviour-201772.aspx
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pour initier le changement de paradigme

“For me a fundamental change in these industries is to shift to a retail 
consumer mindset,” says Aviva’s Brem.

“If I think of the nomenclature of financial services, even on digital you 
are filling out a form. The button says ‘apply’. When do I apply for 

something from Amazon? This notion of a form, of applying, of a quote 
or of acceptance is entirely outmoded.”

How UK insurers are embracing digtal innovation with mobile apps, gamification and customer 
data analytics

Scott Carey

http://www.computerworlduk.com/it-vendors/how-uk-insurance-industry-is-embracing-digital-
innovation-3637605/
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pour initier le changement de paradigme

"Oscar is primarily a consumer experience company," says 

Noah Lang, the CEO of a startup called Stride Health, which 

helps its users find health insurance. 

"They also do a much better job at marketing ancillary benefits 

like gym discounts, while other carriers with similar benefits have 
failed so hard at this."

Warning: Trying To Disrupt Health Insurance May Cause Headaches

Chritina Farr

http://www.fastcompany.com/3055700/warning-trying-to-disrupt-health-insurance-may-cause-
headaches
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pour initier le changement de paradigme

Le succès de Jumia en Côte d’Ivoire, comme dans les 10 autres pays, 
repose fortement sur l’agilité dont l’entreprise fait preuve pour 

s’adapter aux réalités locales. Ainsi, loin de copier et d’imposer le 
modèle traditionnel occidental du commerce en ligne, Jumia s’est 

approprié les différences culturelles pour offrir un service adéquat à sa 
clientèle. Le paiement en espèces à la livraison arrive en tête de ces 

adaptations.

E-commerce et Jumia, la success-story de Lagos à Abidjan

Magathe Ngokana

http://www.info-afrique.com/e-commerce-jumia/



pour initier le changement de paradigme

Le succès de Jumia en Côte d’Ivoire, comme dans les 10 autres pays, 
repose fortement sur l’agilité dont l’entreprise fait preuve pour 

s’adapter aux réalités locales. Ainsi, loin de copier et d’imposer le 
modèle traditionnel occidental du commerce en ligne, Jumia s’est 

approprié les différences culturelles pour offrir un service adéquat à sa 
clientèle. Le paiement en espèces à la livraison arrive en tête de ces 

adaptations.

E-commerce et Jumia, la success-story de Lagos à Abidjan

Magathe Ngokana

http://www.info-afrique.com/e-commerce-jumia/



pour initier le changement de paradigme

"People only go onto government websites once or twice a year to 
find out a particular thing," he said. 

"So people shouldn't spend time relearning how to use it. The core of 
all our work is focusing on user need."

UK government's redesigned website has been named the Design of the Year

http://www.dezeen.com/2013/04/16/gov-uk-government-website-wins-designs-of-the-year-2013/
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PROCESSUS BOUT EN BOUT : 
DU MULTICANAL VERS L'OMNICANAL



Processus bout en bout : 
du multicanal vers l'omnicanal

L’évolution des SI est souvent gérée en silos. Chacun est chargé de 
tester « sa » partie, avec « ses » environnements et « ses » jeux de 

test. Ce fonctionnement qui ne facilite pas la valeur ajoutée apportée 
par le « bout en bout » est de plus en plus remis en cause par les 

nouveaux besoins du marketing multicanal. Le test de « bout en bout » 
est transverse. Il nécessite que les différentes entités concernées 

travaillent ensemble pour définir les cas de test transverses et mettre 
au point les scénarios et jeux de données associés.

« Bout en bout » : le test ultime des processus métiers

Serge Lega

https://parolesdexperts.gfi.fr/index.php/bout-en-bout-test-ultime-processus-metiers/
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multicanal vers l'omnicanal - 2003

Many people think that omni-channel started in 2007, with the 
introduction of the iPhone. But actually, for retail, the iPhone 

introduction was a non-event. I mean, sure, retailers scrambled to 
figure out what it would mean for them, etc., etc., but in the end, in 
2007, the net impact of the iPhone on shopping behavior was zero.

It was too soon to tell.

You can’t be omni-channel without also being customer-centric

The History of Omni-Channel, Part One

Nikki Baird

https://www.rsrresearch.com/2015/01/27/the-history-of-omni-channel-part-one/
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multicanal vers l'omnicanal - 2007

For some countries, it has taken the entry of Amazon  into their market 
to wake retailers up to what eCommerce can really mean to their 

business. 

For others, market leaders saw what was happening in other countries 
and took the initiative to invest in the eCommerce side of the business 

before Amazon came in and stole their lunch.

History of Omni-Channel Part II: The Tipping Point

Nikki Baird

https://www.rsrresearch.com/2015/02/10/history-of-omni-channel-part-ii-the-tipping-point/
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multicanal vers l'omnicanal - 2009

As retailers were getting their arms around what a consumer needed 
to buy with confidence online, it suddenly became clear that we were 
reaching a point as an industry where consumers would actually be at 
a disadvantage if they started their shopping journey in stores instead 

of online.

History Of Omni-Channel Part III: The Store Is In Trouble

Nikki Baird

https://www.rsrresearch.com/2015/02/17/history-of-omni-channel-part-3-the-store-is-in-trouble/
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multicanal vers l'omnicanal - 2009

The shift in consumer decision making means that marketers need to 
adjust their spending and to view the change not as a loss of power 
over consumers but as an opportunity to be in the right place at the 

right time, giving them the information and support they need to 
make the right decisions.

The consumer decision journey

David Court, Dave Elzinga, Susan Mulder, and Ole Jørgen Vetvik

http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey



multicanal vers l'omnicanal - 2009

The shift in consumer decision making means that marketers need to 
adjust their spending and to view the change not as a loss of power 

over consumers but as an opportunity to be in the right place at the 
right time, giving them the information and support they need to 

make the right decisions.

The consumer decision journey

David Court, Dave Elzinga, Susan Mulder, and Ole Jørgen Vetvik

http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey



multicanal vers l'omnicanal - 2013

A 2013 article in Huffington Post attributed the rise of omnichannel to 
the increase of smartphones. Shoppers with smartphones are 

showrooming, or using their mobile devices to research competitive 
pricing while in a store and purchasing a cheaper option later on a 

laptop or tablet.

A Brief History of Omnichannel Marketing

Savannah Louie 

http://www.nectarom.com/brief-history-omnichannel-marketing/
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multicanal vers l'omnicanal - 2016

All of our digital interactions can become synchronized into a 
continuous and ambient digital experience that preserves our 

experience across traditional boundaries of devices, time and space. 
The experience blends physical, virtual and electronic environments, 

and uses real-time contextual information as the ambient environment 
changes or as the user moves from one place to another.

Top 10 Technology Trends for 2016 - Ambient User Experience

David W. Cearley

http://www.forbes.com/sites/gartnergroup/2016/01/15/top-10-technology-trends-for-
2016/#1b70b9c75ae94a3e242e5ae9
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multicanal vers l'omnicanal - 2016

Nous avons tendance à vouloir que tout le monde utilise les nouvelles 
technologies, dont le commerce électronique. Mais certains 

consommateurs ne sont pas rendus là et ne le seront peut-être jamais. 
Il faut simplement le comprendre et l’accepter

Commerce en ligne: encore beaucoup de progrès à réaliser

Anaïs Brasier

http://www.infopresse.com/article/2016/4/5/lionel-pardin-le-commerce-en-ligne-n-est-pas-encore-
si-evolue-que-ca
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STRUCTURE ORGANISATIONNELLE : 
LE CLIENT EXTERNE EN TANT QUE PARTIE PRENANTE



Structure organisationnelle : 
le client externe en tant que partie prenante

Competing on Customer Journeys

David C. Edelman & Marc Singer

https://hbr.org/2015/11/competing-on-customer-journeys



le client externe en tant que partie prenante

Retailers should create an omni-channel leadership team that is 
appropriate for their business; they will need to balance the desire to 

have buy-in from multiple functions with the ability to be agile and 
move quickly. One size does not fit all organizations

Customer Desires Vs. Retailer Capabilities: Minding The OmniChannel Commerce Gap, 

Forrester Research

https://www.sap.com/bin/sapcom/en_us/downloadasset.2014-05-may-29-15.customer-desires-vs-
retailer-capabilities-minding-the-omni-channel-commerce-gap-pdf.bypassReg.html
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le client externe en tant que partie prenante

In this new environment, the CMO and the CIO must collaborate 
closely. But executive-level cooperation isn’t enough; a supporting 

organizational structure is also needed. 

Marketing might not understand how to fully leverage what IT can 
offer, and IT might not understand how to accurately translate 

marketing requirements into technical capabilities.

The Rise of the Chief Marketing Technologist

Scott Brinker & Laura McLellan

https://hbr.org/2014/07/the-rise-of-the-chief-marketing-technologist
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le client externe en tant que partie prenante

More and more CIOs find themselves reporting to CMOs, as CIOs slide 
down the corporate ladder.

The tech savvy consumer may use a half-dozen smart devices 
throughout the day: phone, tablet, PC, laptop, television, maybe 
wearables. Marketers must not only find and identify a consumer 

across these devices but deliver a seamless experience.

CIO-to-CMO Transition of Power Is Becoming a Reality

Tom Kaneshige

http://www.cio.com/article/2825086/cio-role/is-the-cio-cmo-transition-of-power-becoming-a-
reality.html
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opportunité?

“Technology, however, enables retailers to connect their online and in-
store experiences to create and enhance the unified shopping 
experience. Retailers should infuse it into every area of their 

operations,” he said. 

“Don’t just invest in technology though – ensure it’s operationalized 
via training and incentives! The more information that can be analyzed 
and processed, the more personalized and tailored a retailer can make 

their shopping experience whether that’s in-store or online.”

Top performers emphasizing expansion and digital improvement: report

Forrest Cardamenis

http://www.luxurydaily.com/top-performers-emphasizing-expansion-and-technological-
improvement-report/
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