
DIGIMIND

20 juin 2019



2

Andres Chihuailaf
Consultant Manager

https://www.linkedin.com/in/andrés-chihuailaf

@Digimind_FR



3

Nous aidons nos clients à 
comprendre le monde 

tel qu’il est

N O T R E  M I S S I O N



RABAT

MADRID

P ARIS

GRENOBLE

SINGAP OUR

MANILLE

NEW  YORK

BUENOS AIRES

200
employés

25%
du CA réinvesti en R&D

20
ans de croissance

2
Labs de R&D

Bonjour, nous sommes Digimind :)



Ils utilisent Digimind
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L’a llia n ce  d ’u n e  t e ch n o lo g ie  p u issa n t e  e t  d ’u n e  e xp e rt ise  u n iq u e

Co lle c t e
Ca p it a lisa t io n

Diffu sio n
Co lla b o ra t io n

Visio n
Ge st io n  

P a ra m é t ra g e
Cu ra t io n  
An a lyse

TECHNOLOGIE HUMAIN



Digimind Intelligence : intègre un écosystème

Packs de sources pré -configurés
500k so u rce s  q u a lifié e s  s t ru c t u ré s  p a r t yp e , in d u st rie  e t  
la n g u e

Configuration personnalisable
Ajo u t  s im p le  d e  so u rce s  sp é c ifiq u e s , é d it io n  d e  re q u ê t e s  
co m p le xe s  e t  syst è m e  d e  ca t é g o risa t io n  fle xib le  (t a g s)

Intégration de prestataires externes pour la presse 
écrite et audiovisuelle
Fa c t iva , Esm e rk, W e b  o f sc ie n ce , Th o m so n -Re u t e rs , 
Ka n t a r…

Multi -format
RSS, XML, HTML, P DF, o ffice
Cra w lin g  o f co n t e n t  b e h in d  a u t h e n t ica t io n

So c ia l 
Me d ia

Ba se s  d e  d o n n é e s  o u  
a g ré g a t e u rs  d e  p re sse

Fo ru m s

Blo g s  & 
Flu x RSS

Ma il

Ne w sle t t e rs

Mé ta -m o te u rs  
d e  re ch e ch e

W e b p a g e s  
& W e b sit e s
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Dig im in d  So c ia l : Un e  So lu t io n  d e  So c ia l List e n in g  360 °

Listening Ecouter sur le web et les 
réseaux sociaux

Historical Search Puiser dans 24 mois 
de conversations

Analytics Mesurer la voix 
de la marque

Web Search Ecouter les gens qui ne 
s’expriment pas 

CONSUMER
INSIGHTS

DETECTION DE 
TENDANCES

PROTECTION DE 
LA MARQUE

PERFORMANCE 
DES CAMPAGNES
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2 technologies combinées pour identifier les 
tendances, les risques et les menaces sur le Web

Clearweb

Deepweb
Forums, non indexed websites, Databases & press agregrators, metasearch 
engines

Darkweb
Aleph via GM Search Dark, 
specialized search engine

GM Search Dark collects more than 400 millions of pages in the Deep and 
Dark Web. 

IOT
Shodan

Facebook Twitter Instagram Youtube Pinterest Yelp

Reddit

Dailymotion

Tumblr

Weibo

Reviews Web Blogs ForumsNews Offline
(TV, Print, Radio)

TOR I2P

Shodan
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6 cas d’usage = 6  Bu sin e ss  So lu t io n s

Protection de Marque

Détection de TendancesIdentification d’influenceurs

Consumer InsightsCompetitive Intelligence

Analyse de Campagne

Suivi de Réputation
Gestion de Crise

Optimiser l’Impact des
Campagnes

Identifier et Suivre les Tendances 
de Marché 

Créer des Relations avec de 
Nouveaux Influenceurs

Comprendre les consommateurs
Améliorer l’Expérience Clients

Comprendre les Stratégies 
Concurrentes et identifier les 

bonnes pratiques



TOP 10 partenaires technologiques TOP 5 partenaires services

Une écosystème de partenaires



Accès à la plateforme

URL :  h t t p s://so c ia l.d ig im in d .co m /d /a f9/co n n e c t .d o

Id e n t ifia n t  : u se r@d ig im in d .co m

Mo t  d e  p a sse  : Dig i20 19

https://social.digimind.com/d/af9/connect.do
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AI Sense

Tag by Machine 
Learning

+

Sentiment Analysis by 
Machine Learning

+

Visual Listening



Smart classification

Sentiment Analysis 

Visual Listening

Digimind AI Sense
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Cas d’usage : Fnac

15

Quelle 
requête pour 

Fnac ? 🤓🤓
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(Fn a c  OR # Fn a c  OR @Fn a c )

Requête booléenne traditionnelle
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Cas d’usage : Target

17

Quelle 
requête pour 
Target ? 🤔🤔
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(Ta rg e t  OR # Ta rg e t  OR @Ta rg e t  OR Ta rg e tStyle  OR # Ta rg e tStyle  OR @Ta rg e tStyle  OR “Ta rg e t .co m ”) AND NOT (_b la n k OR a rse n a l OR Ba h ra in  OR ce lls  OR "ce n t ra l b a n k" OR 
CFC OR "co lle c t io n  t a rg e t " OR "cu rre n t  w e ig h t " OR d e m o g ra p h ic  OR Do D OR "e a sy t a rg e t " OR "e xce e d  t a rg e t " OR fire a rm  OR fo re x OR "fre e  a g e n t " OR Ga za  OR g e n o c id e  OR 
Go ve rn m e n t  OR Ha n d g u n  OR h e a lt h -ca re  OR "h e a rt  ra t e " OR "h it  t h e  t a rg e t " OR "h u m a n  t a rg e t " OR in t ra d a y OR Isra e l OR lfc  OR Live rp o o l OR Ma d rid  OR "m a in  t a rg e t " OR 
"Ma n  City" OR Ma n ch e st e r OR "m e e t  t a rg e t s" OR "m o vin g  t a rg e t " OR m u fc  OR "n e xt  t a rg e t " OR "n o  p re sc rip t io n " OR "No t  t a rg e t in g " OR "On lin e  Ch o ice s" OR P a kis t a n  OR 
"p o ss ib le  t a rg e t " OR "p rice  t a rg e t " OR "p rim a ry t a rg e t " OR q u a rt e rb a ck OR Ra n g e  OR "re a ch  t a rg e t " OR "re ve n u e  t a rg e t " OR "rig h t  o n  t a rg e t " OR "sa le s  t a rg e t " OR sca m  OR 
"Se a rch  En g in e " OR "sh o rt  t e rm " OR Sh o t  OR "sh o t s  o n  t a rg e t " OR "s in g le  t a rg e t " OR so cce r OR Syria  OR "t a rg e t  a re a " OR "t a rg e t  a u d ie n ce " OR "t a rg e t  b o n u s" OR "t a rg e t  
c e n t e r" OR "t a rg e t  co n ve rs io n " OR "t a rg e t  fie ld " OR "t a rg e t  g o a l" OR "Ta rg e t  g ro u p " OR "t a rg e t  m a rke t " OR "t a rg e t  p ra c t ice " OR "Ta rg e t  P rice " OR "t a rg e t  re c ru it s" OR "t a rg e t  
sh o o t in g " OR "t a rg e t  su p e rio r" OR "t a rg e t  t im e " OR "Ta rg e t  Tra ffic " OR "t a rg e t  w e ig h t " OR "t a rg e t in g  p o lice " OR t e rro ris t  OR "t ig h t  e n d " OR "t im e  t a rg e t " OR t ra n sfo rm = OR "US 
Cit ize n s" OR w e a p o n s OR "w id e  re ce ive r" OR IRS OR h re f= OR "firs t  Ta rg e t " OR "h it s  a  t a rg e t " OR "b ig  re t a ile rs  o fflin e " OR "W a tch  Ho t  Girls" OR "t a rg e t  p la ce s" OR "u n like ly 
t a rg e t " OR "id e n t ify t a rg e t " OR "t a rg e t  d a t e " OR "p o licy t a rg e t " OR "e n ro llm e n t  t a rg e t " OR "t a rg e t  u rb a n " OR "t a rg e t  h isp a n ics" OR "t a rg e t  g a y" OR m u lt i-t a rg e t  OR "t a rg e t  
d e t e c t io n " OR "in t e n d e d  t a rg e t " OR "e n e rg y t a rg e t " OR "t a rg e t  a d ve rt s" OR "re a lis t ic  t a rg e t " OR "g ro w th  t a rg e t " OR "sp e c ifica lly t a rg e t " OR "t a rg e t  fo llo w e rs" OR "t a rg e t  t h e  
w o rke rs" OR "t a rg e t  w o m e n " OR "t a rg e t  kid s" OR "h u g e  re t a ile rs  o fflin e " OR "m a ssive  re t a ile rs  o fflin e " OR "to p  t a rg e t " OR "p rim e ta rg e t " OR "re a ch e d  o u r t a rg e t " OR "m in d  
n a tu ra lly" OR "t a rg e t  fin d e r" OR "t a rg e t  m a n " OR B1A4  OR "zo o m  zo o m " OR "t ra n sfe r t a rg e t " OR "b e co m e  a  t a rg e t " OR "m iss  t h e  t a rg e t " OR "t a rg e t  a p p ro a ch in g " OR "m a rkin g  
t h e  t a rg e t " OR "se e  yo u r t a rg e t " OR # lin u x OR MLS OR "t a rg e t  q u e st io n " OR "t a rg e t  o f rs" OR # t e a m fo llo w b a ck OR # sa g it t a riu s  OR # g ive b a ckp h ilip p in e s  OR # se o  OR # n fl OR 
# id e n t it yth e ft  OR "b ig  t a rg e t " OR "m o b ile  m o m s" OR "Be a u t ifu l Ta rg e t " OR "h it  t a rg e t " OR "Ch e lse a  t a rg e t " OR "Ta rg e t  Kille r" OR "t a rg e t  t o  a im " OR lfc t sw im fo rh op e  OR "t a rg e t  
fo rm e r h o m e " OR "a cq u ire d  m iss ile s" OR "Asa ra m  Ba p u ji" OR "m iss in g  m y t a rg e t " OR "Asia  Cu p " OR "Tra yvo n  Ma rt in " OR "p in p o in t  t a rg e t " OR "Te xa s  A&M" OR "Mike  Eva n s" OR 
"b e t t e r t a rg e t  fo r" OR "u s  h a rd e r t a rg e t " OR "sh o rt  o f t a rg e t " OR "w ro n g  t a rg e t " OR "a ch ie ve  t a rg e t " OR "t a rg e t  fo r vio le n ce " OR "Sta y o n  t a rg e t " OR "t a rg e t  sys t e m " OR "re a l 
t a rg e t " OR "t a rg e t  a cq u ire d " OR # t co t  OR # in flu e n ce  OR "t a rg e t  t e e n s" OR # c ricke t  OR # n e w n jg u n la w s OR "t a rg e t  lis t " OR "a b le  t o  t a rg e t " OR "t a rg e t  u se rs" OR "t a rg e t  se t " OR 
"b e co m e s t h e  t a rg e t " OR "w ill t a rg e t " OR "s t icky t a rg e t " OR "t a rg e t  u .s ." OR "vic t im ize d  t a rg e t " OR "t a rg e t  n e ig h b o rh o o d " OR "t a rg e t  a n d ro id " OR "t a rg e t  Mic ro so ft " OR "th ie ve s  
t a rg e t " OR "p e o p le  t a rg e t " OR "h u n t in g  t a rg e t " OR "Sri La n ka " OR "w a rm  u p  m a tch " OR "va n d a ls  t a rg e t " OR "t a rg e t  p ro t  o p t " OR "Ta rg e t  P o lice " OR "Eg yp t  Bo m b in g s" OR 
"in t e rn e t  o f t h in g s" OR u ra n iu m  OR "fu ckin g  t a rg e t " OR "n o t  t h e  t a rg e t " OR t a rg e t s  OR "n o t  a  t a rg e t " OR e le c t io n s  OR "se t  a  t a rg e t " OR "Ta rg e t  Ma rke t in g " OR "g ift  c a rd " OR 
g ive a w a y OR Mu lb e rry OR "yo u  ca n  se e  if yo u 're  lis t e d  h e re " OR "cu sto m e rs  h a cke d  c re d it  c a rd s  p o st e d  o n lin e " OR "A g lo b a l fu ro r a n d  so m e  co n fu sio n " OR “th e y t a rg e t ” OR 
"Ne w  Ze a la n d " OR "t a rg e t  ch ild re n " OR rt  OR "a le x fro m  t a rg e t " OR a le xfro m ta rg e t  OR "re a l e s t a t e " OR "t a rg e t  s t o ck" OR # re a le s t a t e  OR # p ro p e rty OR # jo b  OR # jo b s  OR h it  OR 
"t a rg e t  sco re " OR "ye a r e n d " OR kill OR sco p e  OR sh o o t  OR h u n t in g  OR a im  OR a im in g  OR irr OR "fre q u e n t  t a rg e t " OR "cu rre n t  t a rg e t " OR sh o o t in g  OR "h a rd  t a rg e t " OR 
"fin a n c ia l t a rg e t " OR t ra in in g  OR t ra in  OR g o a ls  OR "NFL d ra ft " OR a rch e ry OR a t t a ck OR "t a rg e t  fo rw a rd " OR rifle  OR su sp e c t  OR p rim a ry OR m lb  OR m a in  OR "a g e  g ro u p " OR 
vie t  OR t a rg e t_b o i OR m ilit a ry OR "o ff se a so n " OR "10 ,0 0 0  # fo llo w e rs" OR w e a p o n  OR h u ske r OR q b  OR q u a rt e rb a ck)

Requête booléenne traditionnelle
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Couleur OrangeMarque Orange

Même mot clef en 
entrée : Orange

Cas d’usage : Orange

19



Smart classification

Sentiment Analysis 

Visual Listening

Digimind AI Sense
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THE OLD WAY THE NEW WAY

+ + +

Combinaison du NLP+machine learning
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Optimiser l’analyse de sentiment



Smart classification

Sentiment Analysis 

Visual Listening

Digimind AI Sense
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"Josh Cellars" 
OR "#betterwithjosh" 
OR BetterWithJosh 
OR joshcellars 
OR "#joshcellars" 
OR "@joshcellars"

Client :

Requête :

Josh Cellars

Cas d’usage : Josh Cellars

24
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Visual Listening

https://social.digimind.com/d/sm4/reader/home.do
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Digimind 
Historical 

Search
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http://drive.google.com/file/d/15Oal7kpfusjCbDQhdO14ZjmlLbqUj9vm/view
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Marketplace

Tableau Domo

Google Data 
Studio Salesforce

Hubspot Hootsuite

SocialBakers Zendesk
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Last 7 Days
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Dashboard 
Management
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More 
Coverage

Naver WeChat

Tencent QQ Instagram 
Stories

Google My 
Business Reviews

TV Radio
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What’s next ?
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Audience & Influencers
DIGIMIND HISTORICAL SEARCH
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Print Media
MEDIA TYPE
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Virtual Analyst
AI SENSE
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Email Alerts
UX / UI
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Reports Customisation
EDITEUR
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Visual Listening V2
AI SENSE

Plateforme

+

DHS

+

Clients

=

Meilleure 
couverture du 

marché
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Social Wall V2
COMMAND CENTER
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MERCI !

4 0
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