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> Highlights generales de comportamiento y actitudes

Manana es
demasiado tarde

Estilo de vida social | WANT IT EAST

AND | WANT IT
NOW
'CR"S /:‘\r 3?‘?/‘;0 g Desconfianza
4 | TRUST MY FRIENDS mensajes de las
sl & COMMUNITY
OFELINE marcas, todo lo
MORE THAN traii t
 ORFGRA T contrario respecto
I NOUTHPIECES a los amigos o

miembros de

MILLENNIALS
Otra forma de comunidades con

eatendes.cl BRONOMIC intereses comunes
consumoy la INSTABILITY:

ropiedad IMPACT
s CONSUMPTION & DIGITAL NATIVES,
PROPERTY MULTIPLE DEVICE

OWNERS, MULTI-

I CAN MAKE THE TASKERS, PLATFORM
WORLD A BETTER SWITCHERS

PLACE

Estilo de vida altruista
Multi-canal, Multi-plataforma, Multi-

aparato, Multi-tasker

“Millennial”: Entre 15 y 35 afios de edad hoy (aproximadamente)
Fuentes: “The Millennial Consumer”, BCG, 2013; “Confianza: La base del nuevo Capitalismo”, El Pais, 2014 ©RACC
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Softland

* La transformacion digital es solo
la traduccion de nuestro negocio a
un mundo digital”
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Digital Transformation Model
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Digital Transformation Model
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NUEVAS AREAS DE CONOCIMIENTO
e? ¢
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SEARCH
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DIGITAL TRAFICO
ADVERTISING

CONTENT
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Content Strategist

Content Manager

User Experience Specialist/Design
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E-COMMERCE

Growth Hacker

Promotion Manager




SOCIAL
MEDIA

SociayMedia Strgtegist

Community Manager

Blogger




REPORTAR A: Direccion Marketing y Comunicacion
AREA / UNIDAD: Comunicacion
PERFIL DIGITAL FECHA DE CUMPLIMIENTO: Septiembre 2014

/ @  Community Manager | EXPERTO... .

MISION DEL PUESTO o o
i : _ e Social Media Strategist
isefiar, implementar y gestionar la estrategia de comunicacion online de la ¢ A
"“)mpaﬁia. Debera ser consciente de que la marca es una sola; tanto en el - n Eﬁectlve Talk
’_l‘_&)nal off como en el canal online. Por eso es de vital importancia que la Heframlentas — s
\ @ Zstrategia sea global para el resto de la compaiia y el resto de | suite ) 4 -— % = .
= #&epartamentos involucrados en la estrategia de marketing, comunicacion y ~F e es.linkedin.com/in/juanalbertobodas/
atencion al cliente. o “
Linked T} MANAGER
FUNCIONES PRINCIPALES ” R Fafians
Implementar y gestionar el plan de Comunicacién en la web y los canales , na rananas

sociales en los que estamos presentes

Estar alineado con la estrategia de comunicacion
de la compaiia ON y OFF para mantener un Unico mensaje global

Tripwolf ES Manager

es.linkedin.com/in/anapiccola

B ECIALISTA. ..ot

Realizar una escucha activa sistematica de la competencia, de nuestra marca y
de nuestro territorio para mantener el pulso a nuestra imagen y reputacion

online (escucha y monitorizacion) N . R - I
Generar contenido que aporte valor afadido a nuestro usuario y compartirlo aira egu ez
en nuestros canales . CommuntyManager HendhidesGin y Social
Generar conversaciones y dinamizar comunidades manteniéndolas vivas y lndlce_ _de ' Media Asia Gardens
haciéndolas crecer e_mpleabl_llda_d y , G

Evaluar el estado de la imagen de marca y reputacidon online y plantear nivel retrlputlvo : el
acciones correctivas si se inicia algan fuego en la red (Plan de contingencia) ‘ La posicion de es.linkedin.com/in/nairaregulez

Community Manager
es una de las

mas demandadas

COMPETENCIAS Y EXPERIENCIA PREVIA Sk ol merade diotal s “= Video entrevista Compaiiias

s de 2 afios de experiencia en gestion de comunidades no se discute si es Con | deinternet |z ~ . .

ohocimientos de marketing, publicidad y periodismo necesario o no tener "SR m
ronocimiento avanzado de inglés presencia en la red

pacidad de escucha activa y de monitorizacion de la web con herramientas de e . \\// .

gestion y reporting 2-5 anos:
Habilidades sociales para la interlocucion con elusuario y de generacion de
contenido relevante y creatividad 1 8 o 000€
Inquietud por Ias redes sociales y las nuevas tendencias en la forma en que las = \/\
personas nos comunicamos y relacionamos 40 a 000€ \ A

s = ——
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L'Oréal
(o) 1.3k 1.7k 503
Dverview Raviews Salanes interviews
L'Oréal Salaries
US - Al Cres

Marketing Manager
i eal US Satar

Intern - Hourly

32 1 el US Salarss

Assistant Marketing Manager
7 tal US Salares
Manager

=1 11 -

<& LUTER US o&EaNes

Mancurstas pars Madnd parz
Dwision dge Productos Profesionaies
L'Oreal - Spain

LOREAL

Director
X 5 -

41 LUTES US Salanes

Marketing Director

2l US Saaress

Cpen
282 402
Bensfits Jobs More Follow
(») 1.3k 1.7k 503 282 402 .
Overview Reviews Salaries Interviews Benefits Jobs More w ot CE N
e Jobs You May Like
~ Assistant Product Manager Interview Retail Project Manager

Annmyamous Employ

ve 7 Madrd (Soain)

B Accepted Offer B Positive Experience Average Interview

Application
| applied through college or university  The process took 4 weeks. | interviewed at L'Oreal
(Madrid (Spain)) in January 2015

Interview
Application handed over during a university fair. It led to a brief phone Interview with HR

after

you are applying to within L'Oreal

Interview Questions
Why L'Oreal? Why this spedfic brand? Why the spedfic position | was applying for? Why
marketing?

tell me about this ad?
I, Answer Question

Heiptul

Mzanicuristas para Madrid para la Make-up Artist

| COmEAL  Division de Productos Profesionales  UOREAE  L'Oréal — Nueva Andaluda

and, then, a face-to-face interview with HR The final inteniew, with 2 marketing managers
{marketing director & product manager), lasted roughly 45 minutes Final offer amived a week

The process was quiet fast (4 weeks) and not very stressful. Make sure you know what brand

What can you bring to this position? What can you tell me about this product? What can you

EOREAL | 'Oreal — Madrid

Store Manager Kiehi's

LOREAL | 'Oreal - Pamplona

Company Updates See All >

Discover social entrepreneurship at
L'Oréal —3

+ days ago

Improving Lives. One Salon
at a Time

Disover the future of beauty - #science and
#innovation

30+ days ago

L'Oreal’s Plan to Start 3D
Printing Human Skin




in Q Busqueda N

Aptitudes y validaciones destacadas Anadir una aptitud nueva

) Validada por X Manuel Bazan y 3 personas mas que poseen grande

Estrategia empres... * /% { :
aptitudes en este campo

E Validada por 4 companeros de trabajo de Teresa en Sage

Liderazgo de equi... - 65 & \alidada por Andreu Vilamitjana y 3 personas mas que poseen gran
aptitudes en este campo
= Validada por 4 companeros de trabajo de Teresa en Sage
Teresa Morales Munoz
Directora General Softland Capital Humano en Softland = Recomendaciones
Negociacion =
Softland - ISDI Recibidas (3) Enviadas (0)
Madrid y alrededores, Espana « Mas de 500 & Teresa es también bueno en. .. —
Fernando Galvache Teresa es Una de las personas
Direccién y desarr... = 52 Pl; SI9 e "" ‘ conocido. Es una de esas pers
Capital Humanola solucion de Softland Capital Humano es u ;L;: : :— :lz; SR e virtudes, entre las cuales dest
Espafiol * 35 i &n gru - interno, la vision estratégica c
adaptacion. Ha sido un lujo h
Ver mas altimos anos. Todo talento.
Inglés * 21 Re
Santiago Solanas Teresa is probably one of the
. . ; Visu Gestion del talent... = 1° Co VP Southern Europe at Cisco  gpani 2F C
W Perfil de nivel estelar 499 Quién ha visto tu perfil 611 —— Spanish market. She has a un
pub e R S experience and knowledge (le
Team Leadership - 15 Ne perion a Tersss pero no easy Unions, payroll, restructuring
w Management abilities {talent
Tu actividad Redes sociatas s 10 Ad compensation and benefits, ¢
3.117 seguidores strategy, creative solutions to
about what she does, works v
Team Management ~ & M i i lity throu
iCumplimos 35 anos v Softland ? Hola necesito un validado € > P TS 26 g and ideas into reality through
Argentina lo celebra a lo GRANDE!... para el contenido que creamos para... recommend her.
Teresa ha recomendado ! Teresa ha compartido esto
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Bloomber?Businessweek Harvard
Companies & Industries W glel‘s, gass Q searcH

| nies & . ooy
S sl

THE MAGAZINE BLOGS VIDEO BOOKS CASES WEBINARS COURSH

Guest Subscribe 10day and get access 10 all current articles and HBR online archive.

Bankof
Merrill

O

LIRR
Learn L

How GE Applies Lean Startup Practices

Strategles
General Electric Wants to Act Like a Startup by Bvad Power | £:00 AM Apri 23, 2014
By Richard Clough  August 07, 2014 ents (4 = n m n 241

SEND TO
° o @ e e We are all lean now — or soon will be. As the world becomes more digitized, generating more

In a Manhattan office, a small team of engineers, marketers, and product designers information surrounding products and services and speeding up processes, large and small

is plotting the future of medical devices. With hopes of “disrupting” the market, the companies in every industry, even manufacturing, are starting to compete more like the software
industry, with short product lifecycles and rapid decision-making.
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CAPITAL HUMANO Scrum Task Board Template
Company name
Stories To Do In Progress
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Scrum Management of the
Design, Development and
Execution of the Programs.
Responsible for the Student
Satisfaction and the Quality of
the Programs Delivery
(Materials, Professors,
Contents and Service).

Product Owners of the
P&L of the different
Programs.

Responsible fot the
Sales Pressure.
Demand resources to
meet Business Targets.

Scrum

Management
Center of the of the Student
ecosystem. Recruitment, Loyalty

and ARPU.
Responsables for the
Branding and
Reputation of brands
and programs.

The whole organization
is oriented towards the
student (either a
professional, an
entrepreneur, a
corporation, an
institution or a
startup...) ’ g
We understand the
student as an endless
clustomer whose
satisfaction is the key
mission of all the
areas.

Staff Areas whose objective is to
facilitate the Technical, Financial,
Human and Regulatory resources,
to allow Revenue, Marketing and
Multidisciplinary Content obtain their goals.
Committee responsible for ¢
the long term Vision, < o

S

Development and
Expansion.

TRATEGY
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HOW OFTEN EMPLOYEES WANT FEEDBACK
FROM MANAGERS
Most millennials prefer monthly.

60% - M‘illennials

PERCENTAGE OF RESPONDENTS /
Non-Millennials

v

40 -

/

éTt:Tost Weekly  Monthly Quarterly Annually
ai
y PREFERRED FREQUENCY OF FEEDBACK

20 =
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Digital Masters have significantly better finnancial performance

REVENUE GENERATION EFFICIENCY PROFITABILITY

Digital Capability
Digital Capability

Leadership Capability

Leadership Capability

Basket of indicators: Basket of indicators:
* Revenue 7/ Employoe « EBIT Margin

* Fixod Assot Turnover « Not Profit Margin

* Average pedormance diffesence lor fems in each quadrant versus the average pedormance ol al large firms in the same industry for the 184 publcly-traded companies n our sample
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" Si crees que la transformacion
digital es cara espera que te llegue
la factura de no haberlo hecho”
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