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s> AU PROGRAMME

DESPI CAS

CLOUD COMPUTING DATA MINING ACHETEURS FOOD INDUSTRY:

LES INFLUENCEURS VONT-ILS ECRIRE NOS MENUS
BIG DATA

ERP COLLABORATIF : DE LA
TRACAGE CO-CREATION CHEZ STARBUCKS
A L'OPTIMISATION DES ACHATS
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© S'INSCRIRE

Pourquoi ?

HTTPS://GLTR.EU/COURS/DOCS

HTTPS://MYACTIVITY.GOOGLE.COM/MYACTIVITY


https://gltr.eu/cours/docs
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Centralized vs Decentralized Internet
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The Evolution of Web:

A Comparative Analysis

1.0

LY

Simple Banner Ads were seen
Basic Content Delivery
Networks (CDN) were
introduced

Personal websites were rare
Page views and screen
scrapping were
introduced
Contents had directories or
taxonomy system

2.0

| s

Automatic texts, graphical and
Interactive ads
replaced the simple banners

B2B and P2P file sharing
protocols were invented

Blogging became extremely
popular
Cost per Click (CPC) and web
services replaced
the older methods
Website, image and video
tagging (folksonomy)

replaced taxonomy system

Artificial Intelligence (Al) will
personalize the ads
Cloud-based file sharing
system will prevail
Semantic web will take place
of Wikipedia
User-centric live streams will
replace blogs
Artificial Intelligence (Al)
based search engines will
sort out the search results
P2P user engagement will
replace their ancestors



What Makes Web 3.0 So Unique?

Semantic Web

Better understands contents
web rather than focusing on
keywords and numeric values

£

3D Graphics
Utilizing Virtual Reality, more
realistic and natural looking
graphics are extensively used
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Artificial Intelligence

Computers now can  understand
information like a human being with the
ability of natural language processing
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Peer-to-Peer Network

A decentralized network that dissolves
the need for a centralized authority

=l

Ubiquity
Every device will be connected
to the network. Contents can be

accessible by various
applications

Enhanced Connectivity
Web 3.0 uses semantic metadata
to provide users better
connectivity



Non la guerre du 3.0 n’aura pas lieu

{wee 2}, {weB 3} =>{weB 5}
Web 5 : La Plateforme Web Décentralisée

> T

Interactions Interactions App Favorites

Socuales Fmanaeres /
Today

Vos données sont captives dans
des silos dont les entreprises sont
Les propriétaires

Nouvelle classe d’appllcahons décentralisées
et de protocoles rendront le contréle de vos

données a vous seul

did:// O

m

Decentralized Identity Data et Models for Data storage & message nodes

authentication and routing cryptographic verification serve as the foundation of DWP



{web2},{web3}=>{web5)}

Web 5 : La Plateforme Web Décentralisée

D

Universally
Addressable

>

Replicated

Q

Semantic

Async Msg Threads

2 i1

Supports any
Identity type

(Cie , machines, Humans )
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53 INFLUENGEURS & INCIDENCE/RISQUE ?

Lucas le magicien !
Vous dégusterez ces 2 beaux bars de ligne a la carte http://del.li

See Translation
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Like - Reply - See Translation - 1y

‘ WSS e e Dont play with food #shame o 6

Like « Replv + v

: Translation - 1y

C'est vraiment sérieux ou c'est juste des bobards

: Translation - 1y

Wi Dont play with food #shame Qs




57 MIGRO-MARKETING, MICRO-INFLUENCEURS A PARTIR DES 36 MILLIONS DE MESSAGES

OBJECTIF : DEVELOPPER UNE COMMUNAUTE EN 4 SEMAINES
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55 MIGRO-MARKETING, MICRO-INFLUENCEURS
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s DEMOGRAPHIQUES

Gender split

8374 authors
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56 SUJETS

JOURNALISTES

plant-based

vegan optlons

vegan chicken eat meat I t
g good stuff

vegan food
vegan and vegetarian options

selling vegan

FRANCE

Student Passionate Instagram
Vegan Abolitionniste
Author pesign L214  Fytur
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" Animal Protection
Lover Vie Animaux Photo Food
Vegan Antispéciste Droit

Cuisine AnimalRights Vegan
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Gin Enthusiast Lover Mother

Animal Lover Vegan ACth'St
Run Kind

Mum UK Vegan Year Old

Femin
wrir2°9 Vegan Living Tweets

FollowVegan Life | ,yave!
FanVegan Food Natural
rawFood \/@gan Blogger London
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Vegan Cat Lover Vegan
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e Writer VE@gan Mom | RESIST

New York

Advocate Vegan Life Human
neisFan \/@gan LivingNature

Fan Anima

Vegan Health “Music Junkie
Rescue Dogs Vegan Food Sports Fan

Change the World

Animal Lover Animal Save  Recipe Book



g7 DE NOUVELLES VALEURS ET UNE EXPLOSION DE L'OFFRE : MICRO-BRASSERIE, MIGRO-RESTAURANT, MICRO-EPICERIE,
FOODTRUCK...

LOCALE &
TOITIION DEV.DURABLE

HONNETETE

SINCERITE
TRANSPARENCE
CUSTOMIZATION

XPERIENCE

EASY

UGC

HEALTHY
FRUITS | _ SNACKING
ROUGES I | g LAY |
‘ A OPENMINDED




