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2 0 1 7 This Is What Happens In An
Internet Minute

facebook. | |
Google  gg0,000 16 Mmitlion \(['[Tube
Logins Text o
3.5 Million Messages 4.1 Million
Search Videos Viewed
NETFLIX Queries <Al
70,017 @& AppStore
Hours 342 ,000
Watched Apps Downloaded
[+] rj
@ $751,522 : . 46,200 @
Spent Online 5 O Posts Uploaded Instagram
1.8 Million
" . 452,000
@ =naps SECON DS Tweets Sent ,
Created . .
(-]
15,000 990,000
GIFs Sent via Swipes
Messenger a
° . tinder
New Accounts Ilz:snfa?//! iégg{,
Created
50 40,000
s ked Voice-First Hours v
Lin m Devices Shipped Listened M Created By:
. YW @Lorilewis
amazon echo l @ Spotify w @OfficiallyChadd
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Ranking por capitalizacion bursatil (miles de millones

de US$)

Apple Inc.

Alphabet Inc A
Microsoft Corp
Amazon.com Inc
Facebook Inc A
Berkshire Hathaway B
Johnson & Johnson

JP Morgan Chase & Co
Exxon Mobil Corp
Bank of America

Fuente: S&P Global 1200
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726

657
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922
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379

366

391

301

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Estados Unidos

Tecnologia de Informacién
Tecnologia de Informacion
Tecnologia de Informacion
Consumo Tecnologia de Informacion
Tecnologia de Informacion

Finanzas

Salud

Finanzas

Energia

Finanzas



Las empresas mas grandes del mundo hoy y hace 10 afios

Clasificacion de empresas por su capitalizacion bursatil entre 2007 y 2017

2007 2017
ExxonMobil 1 € o Apple
General Electric 2 @ D - Alphabet
Microsoft 3 © O 3 Microsoft
PetroChina 4 € / | O < Facebook'
Royal Dutch Shell 5 @ D 5 Amazon
A\
N D 0 ExxonMobil
Alphabet 29 @ \
@ 21 Royal Dutch Shell
W 27 PetroChina
Apple 70 O
O >0 General Electric

Amazon 367 €

Precio de cierre del 28 de junio del 2007 y el 8 de septiembre de 2017
@ @ @ * Facebook comenzo a cotizar en Bolsa en 2012

@Statista_ES Fuente: Bloomberg StatiSta 5
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MEJORA DEL NIVEL DE VIDA

excesivo consumo de recursos

necesidad mayor RSC
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CHROMIUM LEAD
BATTERIES BULLETS
DRUES CAR BT TERSS

FIRE-RETARBANTS

2025

2022

10 ywors
T00AY [u;.-'n today.

2020 2023

ol

ANTIMONY INDIUM &
YTTRIUM
BATTERIES
HRUEY L0 SCREENS
FIRE RETARMNTI SOLAR PANELE
FUMRESCENT

LIGKTS
-RAY SCREENS

minerals): US Geological Survey, Adroit Resources, World
N stine /.

Sitver Institute, World Nuclear Association, lnle

AT THE CURRENT GROWTH RATE OF THE USAGE OF THESE NON-RENEWABLE RESOURCES, THESE PRODUCTS/SERVICES
WILL SOON HAVE DISAPPEARED FROM THE FACE OF DUR PLANET EARTH. WHEN? SEE FOR YOURSELF!
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¢ Study Group, Wikigedia. Source (fossil
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PERO VAYAMOS AL
MICRO...



LOS CLIENTES
COMPRAN POR
SUS PROPIAS
RAZONES,

A veces compramos por impulso, otras
por necesidad, otras por costumbre,
otras para pertenecer,otras porque
estamos aburridos, otras en basqueda
de autoestima, y otras por ningdn
motivo en concreto.

PACO
UNDERHILL



Sobre-

exposicion

£l consumidor de hoy esta expuasto a miles de mensajes publcitanos
en cientos de canales de TV, emisoras de radio, revistas y en la Web

La influencia de las marcas se ha
erosionado. El solo hecho de cono-
cer una marca ya no es suficiente.
Muchas de las decisiones se toman

en el propio punto de venta.
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LA MARCA







EN LOS PROXIMOS ANOS, ¢CUALES DE LAS
OPINIONES CONSULTADAS ANTES DE COM-
PRAR SERAN CADA VEZ MAS IMPORTANTES ?

OPINIONES
EN INTERNET




EXPERIENCIA
MULTICANAL

Fuentes ONLINE consultadas en el proceso de compra

Tiendas online Motores de busqueda

Webs de marcas y proveedores Webs de comparacion
de productos y servicios

Newsletters y folletos
online recibidos via mail Redes sociales, blogs y foros




LAS ETAPAS

DE DECISION

DE COMPRA HAN
CAMBIADO.

ESTIMULO, COMPRA Y EXPERIENCIA.

Lo que antes era un
mensaje ahora os una
interaccion.

Hoy an dia, los compradores
comparion la informacion que
han oblendo sobre o8 produc

108, 8 SU ManNara y a suU propo
mmo

La difusion de booa
oen boca os mas importante

que nunca.

Por pamena vez an la histonia de
la humansdiad, la difusion de boca
an Doca @8 un Madio qQue 8o
archiva an forma digital

No so puede desostimar
ningtin momento de la
verdad.

Los consumdonss no solo busca
rén nlormmacion an internat sobro
viviendas y servicios de atencion
machca, sino tambien sobre
curitas y boligrafos

Los momentos de la
verdad ostan encontrando

un punto de convergencia.

Los dispositivos movias son
méquinas do momentos do la
vardad. A medida que aumenta o
uso de estos dispositivos, los tres
momentos do la vordad ampiazan
A COnvargor




— Estimulando la experiencia de compra.

MARKE-
TING
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STORE TODAY

Mas alla de los recursos estandarizados relacionados
al Marketing sensorial, hoy en dia podriamos clasificar
a las tiendas en tres diferentes formatos, teniendo en
cuenta sus principales valores.

CONVENIENCERCONCEPT gONLINE

STORE STORE STORE
_ DISPONIBILIDAD _ EXPERIENCIA — PRACTICIDAD
— PROXIMIDAD _ INNOVACION _ COMODIDAD
— RAPIDEZ _ TECNOLOGIA — OFERTA

—~ PRECIO



The New Landscape

Customers expect omnichannel experiences

Business Model Evolution
Traditional
» Customers shop at » Customers shop » Customers shop via » Customers engage
bricks and mortar onine via e- muiltiple channels anywhere via
stores commerce websites integrated, seamiess
experiences

A - A%




What Defines a Good Omni-Channel Customer Experience?

i,

%

CONVENIENCE
L]

® CONSISTENCY

CUSTOMER
EXPERIENCE

® RELEVANCE

® EMPOWERMENT
L]
AGILITY

Customer experience, like technological
evolution, is a moving target. The
companies that will win are the ones
that know they are in it for the long haul.

The importance of an amazing
brand experience canturna
customer into a brand advocate.
According to an andlysis by Watermark Consulting, 10-year investment
returns from publicly traded customer experience leaders imeasured by

Forrester's Customer Experience Index] were 43%, while investments
from customer expenence Laggards generated negative returns.'

() hybris software

An SAP Company

www. hybris com

CONVENIENCE

Today's consumers are
time-strapped, and this means
that convenience is not just a
benefit—it is a central principle
of 3 strong customer experience

71

of consumers axpect to view
In-store inventory online’

90-

expect to be able to buy online
and pick up in-store.’

Howaever, only a third of retallers
have operationalized even the
basics such as store pickup,
cross-channel inventory visibility,
and store based fulfiliment.’

Powerful customer
experiences are not
just about maintaining
consistency, relevance,

and convenience at any
cost. It is about creating
equally seamless
customer dialogue
across every stage of the
customer journey. from
pre-purchase regearch
to post-sales touches.

CONSISTENCY

Consistency is vital when building

a true omni-channel business, but

i is also mdispensable to create
experiences based on a unified brand
presence that consumers can trust,

) 2

of customers expocted a retaller’s
product offerings to be the same
across multiple channels’

expected promotions to be
consistent across anline, olfline,
and social touchpoints’

69-.

believed that variable pricing
across multiple channels should be
a thing of the past’

LURCLS

O
EMPOWERMENT

Brands that empower and inform

RELEVANCE

The new consumer expects

interactons 10 be real-tame, highty customers to make the best
personalized, and tailored to purchasing decisions are creating
buying preferences, transaction loyal customers.

history, and user behaviors

98-

of consumers would share
details such as measurement
and size with retailers?®

9%

are comfortable with brands
collecting personal data*

35

approve a company sharing data
with 3 third party in the name of
creating a personalized customer
experience

80

of revenue for most companies
comes from 20% of their loyal
customers'

Cross-sell and upselling

to a prospect is 5%-20%,
whereas the probability with
an existing customaer Is

60+-70%

>

"The e Bariners Prateyiionaty waprne For Sirategy in The Age 01 The Cuniomar.

Foarmumt Reseach nc Segrerber 12, 2014

FOumamar Deares Vi Setader Capatdams Magag The DraaCaanne Commurce Oap,
4 comrrisaned wady candacted by Forrewme Cormutang on Bebal! of Azzentars

M e, an SAF Campany, Janey 2014

e Futers of Dustomer Eagagemenn, Edpe Sesesrch fReports and SAF e 2014
*The Futerm of Customer Engegemen, Ddge Seaeach feports and AP, Sove 2014
1-on-trand- ity

wars- 14

Yo Lwwn ’]

comS-umprrg

MY Dwwa gardm W brand engage
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: é
AGILITY

Technological acceleration now means
that capturing connected custormers
depends on a brand s ability to take

on aghe approach, Businesses must
asdopt tools and analytics that rec-
ognize market changes and shifts in
buyer behavice, as well as scalable
systems that enable fast action when
oppectunities present themsabves

of consumers say they are more
likely to evaluate solutions from
brands they foliow on social media*

63%

of consumers say they have
engaged with disappointing brand
content, and 23% of them said
they would never read that brand’s
content again after the experience*

Companies are seeing more than

63-.

of customer service inquiries
Initiated over social channels’

For more information on the five key success factors for
delivering a winning omni-channel customer experience,
watch our short video with Jamie Anderson, SVP of
Marketing, hybris Software here: youtu.be/5560ia_30H4



Instagram Uber Airbnb
La compania La compaiia de Lacompania
fotografica taxis mas rande de alojamiento

mas valiosa no del mundo no mas grande no
vende camaras posee vehiculos posee terrenos

PARA CAMBIAR AL MUNDO NO SE NECESITA
DINERO, SE REQUIERE INTELIGENCIA FINANCIERA.

Alibaba Netflix Facebook
El vendedor  Lared televisiva El medio de
por mayoreo de mas alto comunicacion

mas valioso no crecimiento no mas grande no
tiene inventarios  utiliza cables crea contenido



CONSUMPTION

LEARNING

PRODUCTION

FINANCE

GOVERNANCE

Economia Col:-laborativa

redistribution product-service —— ~ on-demand services - — localfood systems
& Ileboncoin. fr D — TaskRabbit e -
L) 3 VB ER k
.Lm lokéo slaslaCar Snatacard e @ k
p2p leaming open courses & moocs
# hetomentor 3 TalenTroc  P2P Wanmcaemy  coursera
[~ digital peer production —] [ diskributed fabrication (makers) ] [ co-design / co-innovation —
Wikipedia  @ggaiisns “ SFAB A= Quirky @a
A ' e
| OpenStreetMap - Make: Cby> LocAaL MOTORS
—  p2p funding p2p payments p2p insurance —— compl. currencies —
KICK: TanTEn Transferwise Q) triendsurance Qm
Qm M-PESA eiml’u’r R
—— parficipatory organizations participatory government blockchain / DAO
Holacracy* @ romyStreet | .PB,.E 0 ethereum O
PROJECT SWARM
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PERO LAS
PREDICCIONES NO
SIEMPRE
ACIERTAN...






O SI?...



AMERICA YOU CAN BE MY EX-wWire



Aquellos que estan tan locos
COMO para pensar que pueden
cambiar el mundo, son aquellos
que lo hacen

sieve Jobs




