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Master Plan 3

Sustarable Energy For Al of Earth




Tesla Electric Rollout Plan

-\\\ T Coming in July to Texas
. B Unlimited
= | overnight
home charging
: =1 $30/month

iding SG&A per Car Enabling Improved Affordability

TS LA LIV E

Selling, General & Administrative Expenses per Vehicles

60-70%
Lower Than
Traditional

Traditional



This Is Just the Beginning

Cumulative Tesla Storage Deployed
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We are here e
— —

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

Current State FOSSIL FUELS 165 PWh/yr

Sustainable
Energy Economy

A

> 82 PWh/yr

End Use Efficiency

T 8 BN L 1 ¥ 8




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

HOW THE MASTER PLAN WORKS

240Twh 30TW  $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

1 40'000 .................................................................................................................................................................................................

120,000 <+

COVID-19 pandemic
¥

2009 Global Financial ( Global trade slowdown
r

GDP in billion U.S. dollars
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Description: The statistic shows global gross domestic product (GDP) from 1985 to 2020, with projections up until 2027. In 2020, global GDP amounted to about 85.44 trillion U.S. dollars, two trillion lower than in 2019. Bead more Stat i sta '
Note(s): .‘



The Plan To Eliminate Fossil Fuels

Reduction In 35% 21% 22% 17% S%

Fossil Fuel Use

s - :
€ 2 R 8
&N \ ) )
L N : 1 ? f‘.\? - -
Renewably Power Switch to Switch to High Temp Heat Sustainably Fuel
The Existing Grid Electric Vehicles Heat Pumps Delivery & Hydrogen Planes & Boats
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< PREMIUM

STARLINK PREMIUM

]

SWARM

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.




Valorisation APPL

3000 milliards (plus que CAC 40 ou PIB FR)
42 ans pour 1000 / 2 ans pour 2000 / 14 mois pour 3000
R&D Apple : 25 milliards par an

Achete une sociéte tous les 25 jours

Valorisation GAFAMS plus que PIB EU



The Apple Store Empire

Total number of Apple Stores worldwide as of May 14, 2021

United States £

China* @ 50
United Kingdom 5 38

Canada (+) 28
Australia @ 22
France { ) 20
ltaly ) 16
Germany @ 15
Spain® 11

Others - 40

* Including Hong Kong and Macau
Source: Apple

@®G Forbes
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VOC Parcours client Prototypage AAARRR
Persona Point de contact MVP Sales Funnel
Empathy Map UX Value proposition LTV

ICP Channel Audit
Pain Point Omni Channels
Insights \Y[@2
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Executive

Summary

lere page 1300 caracteres
modele PAPER1

Suite du dossier selon modele
présentation

Oral tiré au sort pour |'abstract

Paper Title

Subtitle as nceded

hors Name Class School 1
ors Name Class School 3

Authors Name
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VOC

Persona
Empathy Map
ICP

Pain Points
Insights







PERSONA
20 max




Surnom

Age
this Vit a
person Vit avec
d , Enfant

o.esn t JOB

exist Education
.com

CcVv

I +
H EEEERN

es es /

tions

Passionné
Pain poi EPIC / USER STORY
le probleme ?

al £ Jal - Ja(©) (O sl

I Aest |a frus

PO-0-O-0

Zud s HCOMIS et attentes ?
OUrquo /elle pas satisfait des solutions

stantes ?

0@ ool DOD$

1QQrecr®dr e
[ ee DQD@D@D@

Empathie map si besoin pour mieux comprendre le
persona




CITATION

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

BIO

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'originalité.

Nom Jean-Luc
Age 36

Vie a Paris
Avec Jeanne

Sans enfant
Education Supérieure (ingénieur école promo ...)
cv pilote entreprise 1

Pilote entreprise 2
Passionné d'aviation et de modéle réduits
Passionné de races de chiens et de voyages en Asie

EPIC / USER STORY / PAIN POINT / PROBLEME

Quel est le probléme 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 ?

Empathie map si besoin pour mieux comprendre le
persona

Revenus
| |
- +
Ville
| |
- | +
Fréguences
f {
0 10
Usage mobile
| e |
0 ! 10
Know How &
} |
0 A 10

(£ JIal1 (O] O] [
@ -GuO=D ()
"®-0-0 Q-
tQrQrecdOUe
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this
person
doesn’t
exist
.com

Surnom
Age

Vit a

Vit avec
Enfant
JOB
Education

Cv

Passionné par

Problémes / 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

- I +

al £ Jal - Ja(©) (O sl
1@ o@oQo@® )
0@ ool DOD$
1QQrecr®dr e
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Designed for: Designed by:

Empathy Map Canvas

Date

Version,

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

What do they THINK and FEEL?

PAINS GAINS
\What are their fears, What are their wants,
frustrations, and anxieties? needs, hopes and dreams?

{2} 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 other theughts and feelings might motivate their behavior?

What do they DO?
What do they do today?

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

WHO are we empathizing with? 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 SEE?

What da the in the marketplace?

What do they see in their immediate envirenment?
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?







PERSONA
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‘ - ’ ideal customer profi
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Jtlisateurs ¢




Keeping an
empty chair
s0 the
customer Iis .
always In the p

room - 1}1 -

CHAIR - VOICE

:  VOC (voice of the custumer)

VOC



« Je n'aime pas faire de vagues ou
gérer 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 l'artisanat, la brocante

Tres belle progression dans
I'entreprise Virginie est DRH a 55
ans en commencgant assistante il y a
32 ans.

Appréciée 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 |'entreprise, mais c’est dur dans les RH

Virginie n"aime pas son logiciel de SIRH mais elle n'a
pas su influencer le choix par son manque de
connaissance informatique

salaire

: -
équilibre I

- +
informatiqLie

- +
digital I

- +

7 £ Jal ~ Ja( 0 FIOal X )
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Name

Age
Live With
Education
o Resumeé
« QUOTE : happy Company 2012...2020
+o be an Products
entrepreneur Iin
Description: funder of an IOT PAIN POINTS
company

9 employees
7 millions euros turnover
29 clients with 650 shops

FOR SUSTAINABLE L
DEPARTMENT | VALUE CREATION G ECOLE DE LA FINANCE 10/04/2020 RENAULT INTERNAL
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Surnom
Age

Vit a

Vit avec
Enfant
JOB
Education

Cv

Passionné par

Problémes / Besoins / Attentes / Frustrations /
Insatisfactions / Pain points




(person known fo the group)

) (+itle)
EMPATHY MAP
JACK

O o .
C Y
) /;___,_
o 4 Ciia
lp.. & - )
- 1 - -
o VR
RSN,

N
m
™

>y

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:

What are some quotes and defining words your user said?

What actions and behaviors did you notice?

What might your user be thinking? What does this tell you about his or her beliefs?
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.

Q15 d. 0000




Parcours client
Point de contact
UX

Channel Audit
Omni Channels
\V/ (@A
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Premier
touchpoint

2009

Zeme

contact
2012

Recommande
2022






Parcours Utilisateur




Parcours Utilisateur r 2
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Customer Journey |
Two Weeks f }

B8




JTBD

Jobs to Be Done

Hiring a product to complete a task

—

When

.

0

Situation

W

Iwantto

T

Motivation

Solcan

6

Expected outcome

User Story + Epic



Numeére du touchpoint
Point de contact

Type de canal

(online offiine 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 le client
utilise ce point de contact ? Quelles
informations a-t-il recu ?)

Interaction marque
{Comment et pourquoi la marque
est présente ? Outils digitaux
utilisés ?7)

Avis / perception du client
& - dh O @
*X RV 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 pergu
par le client

Décalage avec le
positionnement
voulu

Solutions et
propositions
d’amélioration

plan d’actions










MiNiMuM Viaoble product

4 A
W o
N >
R
N
N7






Cootact infarmation >
Novfoaton sarings. >
Your batsnce >
O moce e 3
ey Your o/ 34567 Sinid i
Qe more nam 5 @ e .
omrmnn-‘m > Your order 56789 L
& ;
>
Onder canceded 4 g
) 5 2
- w H
e K sccmt o « 7 Aot
Aztviey
= Activity

eecrhs on atagam
w v Voumoskiranttienits AR

, Yoo, Bub, Asd #3980 wsens

Taen Karmihabeg

Ampmh

Fouman Kanmstken
Comemantsd s @ correst

= K ® ® Acteumt
Calendar
= Reminder L - Reminder
s W “
. > » T E
i o Martn Luther Day s o Martin Lither Day
wvb et wrserroy e e
Aine g Mantin Luther King Day inar g Martio Luther King Dey

B

132

ACCOUNT

Novast fewt *

s o 9@

L

-—n

o

498

CROERS HISTORY

Your order 34567
Your order 34567

Claimed Suger Dascount

P

894

AbguEes

Jessica Shultz
sssso B
Newes! vt ~ CueAn
\' . Your crtier 34567 >
. Your ardec 34567 5
N0 orsers biatory cked o ped
I1's hugh tiwre to by seenething
. Clarmed Supor Dscount >
O o 5
» L o) :0 - >~ ‘..
& . g Aozt & L) Y Acciurt

Plannet

&
Check o awes0ma Ypdutes 1or Ascoid

Gosign kit for Figmia. Now mars scrwens
and meve categories.

rmam e

‘l T Turbing

W COMOONERT oINS a0 Wit
195N CONSTININS 5677777"

- oo
Tormeh Kuwslsiy
4
s component contane: and with

resizing constiuints ser??7r*

s P

‘ Horman Kamusten

Check eut awesoma updates Sor Avcrokt

Pr

Frame
X 800 0
W 360 H 720
h. | 0° Mixed
BACKGROUND
SECEFF1 100%

+! Show In exports

+ Clip Content

CONSTRAINTS

! Left
Top
Fix position when scrolling
COMPONENT
Description

LAYOUT GRID

LAYER

Pass Through v | | 100%

‘ ' Dark Color

0|pos

Prototypage
Wirefrg?ni%g

@

| F Figma

+

Yalye
Wy




Project

= )

Value
Propo

Prototypage
Wirefrani%g

WORK FROM BEST PLACES

VIAL APP

et bien mieux qu'au bureau

lieu de travail

Button

L2l

Sy
e

SIGN IN WITH FACEBOD

RESERVER

'2nd Feb@1
SE

=)

o

ion

00:3413

Updated 16th Feb @ 10:11 AM

MAP

>

Prototype

Handoff Edit design Download

Image 9



Content Calendar
by audience

by channel
Budget

CAC




[-want-to-know [-want-to-go [-want-to-do [-want-to-buy

moments: moments: moments: moments:
Al: B1l: C1: D1:
A2: B2: C2: D2:
A3: B3: C3: D3:
A4 B4: C4: D4:
A5: B5: C5: D5:

Information Direction Action Purchase
Hours Decision Promotion
Sales-Saving




[-want-to-
know

moments:
Al:
A2:
A3:
A4:
Ab5:

Information

I-want-to-go
moments:

B1:
B2:

B3:
B4:
B5:

Direction
Hours

[-want-to-do
moments:

C1:
C2:
C3:
C4:
C5:

Action
Decision

[-want-
t0-22?

[-want-to-buy

moments: moments:
D1: E]_
D2: .
D3: E2:
D4 .
E4:
Eb:

Purchase
Promotion
Sales-Saving




POESM

Paid Media

Owned Media
Earned Social
Shared Social
Managed Marketing




Content
Calendar v

Getting started

App directory

Content Calendar

Content Production

Dashboards

Getting started / App directory

[, -

Insights Calendar
Section Section
Dashboards Content Production

Description Description

Insights serves as a comprehe...

Owie O] see  § R
% ¥ 80000

o a - 178506 1447 Das

om -

Channels Metrics

Section Section
Content Production Dashboards

Description Description

The Channels page is dedicat...

The calendar view provides a ...

The Metrics page provides co...

Content Pipeline

Section

Content Production

Description

The Content Pipeline page ser...

nene

Team

Section

Content Production

Description

The Team page is a directory ...

Task List

Section

Content Production

Description

The Task List compiles all task...

Content Calendar > Content Prod

Task Timeline

Section

Content Production

Description

The Task Timeline provides a ...

 Toses

My Work

Section

Content Production

Description

My Work aggregates all



Articles / Videos
published per year

Events / Webinars
held per year

Evolution of a 15-year old B2B content strategy

A summary of Orbit’'s marketing history

Phase 1 Phase 2 Phase 3 Phase 4
Year ‘07 08 09 10 M1 12 13 14 “15 166 17 18 19 20 ‘21 ‘22

70

60

Tried to start
a podcast

Era of
40 guest blogging
30
20 Update old articles
10 Start small... ..then go big
- T

50 =
More videos

Publish / update book ] N ] loi
Annual conference , , , ’ ’ ,
Wine & Web
10 Pivot to
webinars

20

@ Articies @ Guest Posts @ Rewritten Articles @ Podcasts @ Videos

In-Person Events Webinars ABM Webinars



Sample - Content Marketing Plan

Line Budget

January

February

August

September

October

November

December

Tactic

Creation Effor

Budget

1
2
3
4
tl Awareness/Nurture Normal Track
6
7
8

Twitter ! Social Push [Linked-in) Light Internal | $ - T(T|T T(T|T|T|T T T T|T T|T|T|T|(T|T|T T(T T|T|T|T|T|T|T|T
Blog Article Light Internal | $ - B|B|B B|B|B|[B|B B B B|B B(B|(B(B|B|B|B B|B B(B|B(B|B|(B|B|E
9 |Survey Light Internal | $ 200.00 S S
10 |Infographic Heavy Outsideg $ 5.000.00 1 1 1
11 | white Paper Heavy Internal| $ 6.000.00 P
12 [Webinar Heavy Internal| $ 10,000.00 “
13 Email Blast Light Internal | $ 2.500.00 E E E E

Nurture Weak Track

18 |[Email Blast

19 Survey - Targeting interest and budget

E
S

21
Nurture Aggressive Track

23

24 |Email Blast - Target Special

Light Internal

25 ‘Email Blast - Special ¥IP Invite TS Heavy Internal W W E B8l E
26 |Survey - Target Product Light Internal S

27

28

29
30

31
32 | TOFU (Toolbox) - Listen, Interest, Value Uju|u Ujulu U U U uUfu Ujujuju|jujujujuju|U UljujujujujufuflL
33 | Video Overview Heavy Outside
34 DEMO Heavy Internal
35 | White Paper - Value Heavy Internal
36
Uju|u Ujulu U U U uUfu Ujujuju|jujujujuju|u UlfujujujujufuflL

37 IMOFU (Toolbox) - Explore, Decide, Ability
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Présenter laliste des Contenus Digitaux par :
-date dans un calendrier
- personadansune gallery
- produit dans une autre gallery
- producteur dans une liste
- état d'achévement dans un Kanban
-theme dansune autreliste
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Lead Nurturing

Awareness - Acquisition - Activation
Retention - Revenue - Referral
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Business plan /Income Statement Periode 1

Chiffre d’affaires / Ventes / Revenu / Net sales

CoUt de production / Colt des marchandises / Négoce Achat / Prix de
revient / Cost of Sales

Marge Brute / Marge commerciale / Gross Profit

Frais de commercialisation et R&D/ selling operating expenses - R&D

Frais généraux / Charges d’exploitation / Dépenses administrative /
General Expenses

Marge-Bénéfice d’'exploitation / Operating income / EBIDTA
Frais financier / interest expense
Provision et Taxes / Provision and income taxes

Bénéfice Net courant / Net income

Periode 2

Periode 3
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fail fast

INNOVATION

plus tard c'est trop tard
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Le futur est déja la ; mais il
n'est simplement pas réparti
équitablement

’7?



J'aime dire gue la
transformation
digitale est finie.

AurélieJean

LP CEQ et Fondatrice
In Silico Veritas, LLC




Le meilleur moment pour planter
un arbre etaitil y a 20 ans ;
le deuxieme meilleur moment
est maintenant



ALAN KAY

.  the best way to
predict the future
1s to 1nvent 1t
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