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Tensiones en la educacion
y el mercado.
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El mercado
post-pandemia

Leading Companies That Announced Layoffs in 2023
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Aspects of Their Marketing Activities That Have
Been Influenced by Inflationary Pressures
According to US CMOs, Aug 2022
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Stronger value proposition
40.0%

Eficienciae
h i g i e n e More automated marketing
fi n a n c i e ra es e I Lower innovation levels

19.0%

n u evo m a nt ra ° More promotional activities

18.5%

Stronger brand-building investments
26.8%

26.3%

Add new channels
161%

Add new markets

151%

Marketing employee layoffs
12.7%

Source: Duke University's Fuqua School of Business, "The CMO Survey: Marketing in a
Post-Covid Era” commissioned by Deloitte and American Marketing Association, Sep 13,

https://www.insiderintelligence.com/content/tech-layoffs-continue-fed-signals-more-rate-hikes 2022
278672 eMarketer | Insiderintelligence.com
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Global Massive Open Online Courses (MOOCS) Market is Expected
to Account for USD 64034.37 Million by 20295

Boom de educacion en
lineay la flexibilidad de m
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QS World University Rankings (2022
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COMPLETION RATES AND COURSE LENGTH
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Completion rates (defined as the percentage of enrolled students who completed the course) vary from 0.7% to

52.1%, with a median value of 12.6%.
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Mayor diversidad en el
aulay en la seleccion
de programas*

QS World University Rankings (2022

8 %

Marketing / Sales

Finance

Consulting

Operations / Logistics
Business / Data Analytics
General Management
Legal

Human Resources
Accounting

Information technaology

Other
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Valor de la experiencia
practica, erroresy
aprendizajes*

QS World University Rankings (2022
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Cambios en las expectativas

de los estudiantes

The Guardian (2022)
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Demanda enla
actualizacion de
nuevas tecnologias*

https://www.digitalinformationworld.com/

ChatGPT Sprints to
One Million Users

Time it took for selected online services
to reach one million users

T
Kickstarter ' _ 2.5 years
T
Twitter 2006 |GG 2 years
Foursquare™ 2009 [ 13 months
Facebook B 10 months
Dropbhox , - 7 months

o O .0
Spotify B 5 months E)’\O/“&’\.D
|
Instagram™ 201 . 2.5 months —D— —D

ChatGPT 2022 |5 days

* one million backers ** one million nights booked *** one million downloads
Source: Company announcements via Business Insider/Linkedin

statista %a


https://www.digitalinformationworld.com/
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Cambio importante en la cultura de
trabajo de proyectos a productos.

Gobernando el pulso Continuo Experiencias punta a punta Cultura
Del cliente. aprendizaje De producto
inicia desde la necesidad, voz y Estar en continuo aprendizaje para Disefar, crear y gestionar productos Fomentar y adopta una cultura de

pulso del cliente. responder oportunamente a las quta a pun;a, considerando todo producto vs proyecto.
nuevas oportunidades y desafios. el ciclo de vida.
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Discovery.

Espacios de
Oportunidad
Problem-
Opp. Solution Fit

Shaping

Objetivos Problem-Solution Fit.

Fuente: Rodrigo Alegre; Accenture 2022

Prototyping

Validar hipotesis segin
experimentacion

Delivery
OK
Hipotesis
Desarrollo

Time-to-market
Calidad y eficiencia
Go-to-Market

G2M

Growth

Product-Market
Fit

Introduccidn Crecimiento

Product-Market Fit Maximizar adquisicion,

retencion y monetizacion

Madurez

Maximizar rentabilidad
Extender la vida del
producto

Declive

Mantener rentabilidad
Iniciar transicion



4| UNEGOCIOS
M4 FEN-UCHILE

innovacion

Trabajamos en la busqueda de
nuevas formas de creary
capturar valor a través de

innovacion abierta, prototipado

rapido, generacion de nuevas
propuestas de valor e incubaciones
de negocio.

Gustavo Soto Mino 2022

La iniciacion es la definicion y
entendimiento de nuestro
producto, en términos de vision,
propuesta de valor, objetivos que
apalanca, estrategia y roadmap.

Delivery

El delivery del producto
corresponde a la planificacion en
detalle del release de nuevas
funcionalidades que responden a
necesidades de los clientes.

Go to market

Corresponde a la planificacion y
movilizacion de actividades para
poner el producto en el mercado
oportunamente, optimizando
recursos e identificando a
stakeholders y areas transversales
claves para el lanzamiento.

Growth corresponde a las acciones
y gestion que realizamos para
aumentar la participacion,
adopcion, y valor de negocio.



UNEGOCIOS
B[4 FEN-UCHILE

-

)

Exhibt
Every learner builds a unique, personalized T-profile with relevant skill blocks.

B Fersonal skills
' ' 2 Functional skil s
B:gadgf:km— — - . = = - . . — B Industry specific
essential ski P : :
Py

*The stuff everyone should know”

_ —+——— Skill block
New skill blocks arc added to the .

4 ® et - V ' s
M ayo r e nfa s I S e n i Svictia mpeiony . “The bricks building my persanal skill
. é

Sharzs = large degree of commaoneghty . n
repesitory

acruss al learner joureys
Skills blacks are predafined a-d belong

(] K
h a b I I I d a d es b I a n d a s y iﬂ:;nf:j’:péinf:mfi:ﬁf?g_MS o tc areas cuch as functional foundations

. . - e, lezn manufacturing), industry spec fic
ir cxoer ercc enc imoact level v X . ' )
cracre BIG IMPAS o v sKills (eg, biopharma), or psrsoral skills

®
co m pete n c I as Ihzy mirror the topics learners are
working on ard their past exparignces,
o
emocionales

Depth ot expertise

“Howr | define my persongl valuzs croposition”’
Leamers selact a range o’ skill blocks where Lhey can yo deeu o
support specific inTerssts ard Tocus arcas

Skills blocks mainly rcmain the same with tonure, but arc exgected
0 move down the T; developing [om basic Lo maslery [svel

McKinsey
Fuente: McKinsey & Company (2022) X Company
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We need to redefine our professional identity for a world in flux.

Skills can be measured in dimensions

Ereadth of essential skills Depth of expertise

For any given role, some skill requiremeants Bevod those basics, however, workers sqould
a“e univarsal. Every team mmremkbker may develop a deeper urderstanding in areas that allow
nzed -0 be comfortaole working with data, th=m to make a real difference in the rrcles, ~or
or sclvirg oroblems in a structured way, instance, that could be earring how “o incorporate
for 2xample. sustainability inzo procucts and services.

The combination of breadth and depth creates a skills profile

|I-shaped T-shaped Pi (N)-shaped X-shaped
Deep expertise Both breactnh and Breadth and Braadtn, derth, diversity,
in one lopic depth of 2xpeceure depth ir more and ability to slreten
ANC 2X0er lise Lhan one ared inlo 1ew comains
McKinsey
& Comparny

https://www.mckinsey.com/featured-insights/sustainable-inclusive-growth/chart-of-the-day/how-to-flex-your-fluxiness-muscle
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THE T-SHAPED MARKETER

CONTENT EMAIL
MARKETING MARKETING

DATA &
ANALYTICS

FACEBOOK
ADS

GOOGLE
ADS

INSTACRAM
ADS

LINKEDIN
ADS

ETC.

SEARCH
MARKETING

SOCIAL
MEDIA

ECOMMERCE
MARKETING
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THE T-SHAPE MARKETER

Width of
Knowledge

Front-End Service Behavioural Stakeholder . . Distributed
4 Finance hannel
Code Design Ux Psychology Management AR/VR Omnichanne Ledgers
PRI N Conversion Experiment Funnel Automation Machine Branding / Co ritin
vt Rate Optimisation Design Marketing & APIs Learning /Al  Storytelling Y 9
Paid Organic Tools Email Qualitative Revenue e/ Lead
Social Social Marketing Marketing Research Testing LPO Ceneration
i‘sa/ Marketplaces Sates lnﬂ:o‘:\cov Opm::lon Virality Onboarding Retention
- m w m ke
L T =
$% | 2%
[ B 4 b A7
O < o
Os | 9=
Depth of - A J

Knowledge
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Beneficios de tener una carreraenformadeT:

RN
S
Evita la dicotomia de ser un generalista o un especialista. ) P
——,:,/——"ﬁ \_/ 8 T ‘:—_.:-——-
Mejora la comunicacion y la colaboracion. ——— _ “l \ / S
= N
. | | — | S -
Flexibilidad para cambiar de carrera/trabajo. A— . e B
/ | / \
—
: : L S |y | \ A
Mas atractivo para los empleadores. \

= I 1
Pensamiento de vision transversal y de impacto / //7 Al J —1
f \ \

Ser un conector. / \ I'd . /
' / /// i //
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Respuesta desde la academia para
resolver dichos desafios.
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Iteracion ?onstante Ente.ndlmlzntlo de Ia: | Entendimiento del rol de

de co.ntenldc.) y casos tensml?es : oS I:O. elos las “habilidades

de la industria local. operativos de trabajo en higiénicas” para generar
el mercado.

roles conectores.
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Gracias!

@gusoto
LinkedIn/gusoto



