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clnnovacion distribuida?

Industrial revolution after 200 years:
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Fuente: MDDI - Master in Design for Distributed Innovation - IAAC
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Prototyping areas for
new productive models
and citizen engagement
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Xarxa de Biblioteques
Municipals

Ateneus de Fabricacio
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Makerspaces and Digital
Fabrication Laboratories
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Innovacion en Peru

GIT2022 rank

Global Peru 65
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Innovacion en Peru

Indice Global de Innovacién 2022
(Organizacion Mundial de Propiedad Intelectual / SNI)

Actualmente Peru se encuentra en el puesto 65 de 132 economias a nivel global.

Las oportunidades de mejora son: Colaboracién para Investigacion y Desarrollo entre la Academia y la Industria (109),
Desarrollo de Articulos Cientificos y Técnicos (108), Difusién del Conocimiento (106), exportacion de servicios TIC (112),
disefios industriales por origen (102)

Reporte de Competitividad Global 2019
(Foro Econdmico Mundial / SNI)

Segun el reporte pre-pandemia, Peru se encontraba en el puesto 65 de 141 economias.

Las debilidades y oportunidades de mejora fueron: Capacidad en el Gobierno de una Respuesta al Cambio (119), Visién del
Gobierno a largo plazo (118), Competencias Digitales de la Poblacién Activa (123), Crecimiento de Empresas Innovadoras
(102), Empresas que Adoptan Ideas Disruptivas (107), Colaboracién de Mdltiples Partes Interesadas (118), Inversién en
Investigacién y Desarrollo (106)



Habilidades del S. XXI

<4« New Vision for Education
——0 Unlocking the Potential of Technology

IMPROVING THE STATE
OF THE WORLD

Exhibit 2: Students require 16 skills for the 21st century

21st-Century Skills Exhibit 7: Most educational technologies are focused on developing foundational literacies

Personalized and adaptive =~ Open educational Communication and  Interactive simulations

content and curricula resources collaboration tools and games
@ @ : : : 1  Games for Change
Foundational Literacies Competencies Character Qualities @ @ m : g .
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Lifelong Learning

3 New Vision for Education



Habilidades del S. XXI|I

global

empatia cultural con cualquier pais

espacial

comprension e interés sobre los
planetas y el universo

expresivo

nuevas formas de comunicar un
mensaje

sensorial

trabajo que implique vista, oido,
olfato, gusto y tacto

ecologico

proteccion por el cuidado de la
salud y el medio ambiente

conectado
empaticamente

sentir sin estar presente en el lugar

imaginativo

no tiene limites para ideas
nuevos conceptos



Las Transformaciones

Herramientas

Espacios

El laboratorio como
espacio de trabajo
colaborativo

PN
-
)
4

Metodologias,
materiales y
actividades

Generaciones

Aprendamos de los
conocimientos de
todos

Origen Intersectorial

colaboracion Aprendemos y

desde dentro y fuera conectamos
del pais con los demas



;Que es Innovacion?

The Measurement of Scientific, Technological

El Manual de Oslo edicion 2018 define innovacién | Rnowtion Actities
7 . y Oslo Manual 2018
como “un producto o proceso nuevo o mejorado // SUPELINES PR cOLLECTIN, REPORTING

(0 una combinacién de los mismos) que difiere
significativamente de los productos o procesos
anteriores de la unidad y que ha sido puesto a
disposicion de los usuarios potenciales (producto)
o puesto en uso por la unidad (proceso)”.

Fuente: https://www.oecd- @// OECD eurostati& 4" Edition

ilibrary.org/docserver/9789264304604-
en.pdf?expires=1684927637&id=id&accname=guest&check
sum=E75F208A3B19833766661D4904CA8SAEQ



https://www.oecd-ilibrary.org/docserver/9789264304604-en.pdf?expires=1684927637&id=id&accname=guest&checksum=E75F208A3B19833766661D4904CA8AE0
https://www.oecd-ilibrary.org/docserver/9789264304604-en.pdf?expires=1684927637&id=id&accname=guest&checksum=E75F208A3B19833766661D4904CA8AE0
https://www.oecd-ilibrary.org/docserver/9789264304604-en.pdf?expires=1684927637&id=id&accname=guest&checksum=E75F208A3B19833766661D4904CA8AE0
https://www.oecd-ilibrary.org/docserver/9789264304604-en.pdf?expires=1684927637&id=id&accname=guest&checksum=E75F208A3B19833766661D4904CA8AE0

;Que es Innovacion Publica?

“Proceso inclusivo e iterativo para
definir problemas publicos, co crear,
prototipar e implementar soluciones
viables, que modernicen al Estado y
agreguen valor a las personas”

Secretaria de Gestion Publica (2021) Lineamientos
N°001-2021-SGP Orientaciones para una Gestion
Publica Innovadora. Lima: Presidencia del Consejo
de Ministros

Fuente: Curso de Introduccién a la Innovacién Publica
(Servir)



;. Que caracteristicas deberia

tener una cultura de Innovacion?

Coloca a
las personas
al centro
de nuestra
intervencion.

Sustenta

el valor de
las nuevas
soluciones.

Superpone
el pensamiento
critico sobre
las reglas
desfasadas.

Conecta
la vision de
largo plazo
con las tareas
a corto plazo.

Promueve
espaciosy
recursos para
innovar.

Promueve
una estructura
y organizacion
que fomenta la

colaboracion.

Aprende
de las nuevas
tecnologias 'y
su potencial.

Promueve
un enfoque
preventivoy
prospectivo.

Desaprende

la idea que

dentro del
Estado no se
puede innovar.

Comunica

los avances

de manera
atractiva.

Reconoce
las ventajas
del trabajo

multidisciplinario.

AGILIDAD
P V‘S\“ Responder a
Q)* los cambios del 0,
/ entorno con 0 A
Entender las flexibilidad. Tendencia a la v
expenencncajs y accion y al
ot aprender
referencia de haciendo.
otros.

5 2
5 Perseverancia ; . Deseode | %
% para enfrentar Competencias ex‘p|>tlorlar % i

, - = multiples
e | laresistencia. para resolver posbiliades. =
problemas
publicos Habito de
Exploracion y reflexionar
= visualizacion criticamente :
Z de posibles sobre los . §
2 futuros. procesosy /&
resultados. £ &
Compromiso X
con efectos Deseo de
reales en el tomar riesgos.

mundo.




:De cuantas formas puedes innovar?

Product Customer
Profit Model Network Structure Process Performance Product System Service Channel Brand Engagement
Premium User-Defined Merger/Acquisition izational Design Process Standardization Superior Product Complements Try Before You Buy Diversification Co-Branding Process Automation
Price at a higher margin Invite customers to set a Combine two or more Make form follow function Use common products, Devolopanoﬂermd Sell additional related test and Add and expand into new or Combine brands to mutually Remove the burden of
than competitors, usually price they wish to pay. entities to gain access to and align with owquaw or ancillary products or uwm offering different channels. reinforce key attributes or repetitive tasks from the
!;;hsupuhr f . capabilities and assets. core qualities and business and policies to reduce and/or services 10 a customer. before investing in it. Flagship St mh::emmbiityd user to simplify kfe and
8. experience, service reemium processes, complexty, costs, and errors. ip Store an offering. make new riences
or 3 Offer basic services for free, Consolidation Ease of Use Extensions/Plug-ins Guarantee Create a store to showcase seem mg::u
while charging a premium Acquire multiple ] Local Make your product simple, Aliow first- or third- Remove customer risk of quintessential brand and Brand Leverage
Cost Leadership for advanced or special in the same market o Offer rewards (financial of Adapt an offering, process, intuitive and comfortable party additions that add lost money or time product attributes. “Lend” your credibiity and Experience
Keep variable costs low com| ry markets, non-financial) to provide of experience 10 target a to use. functionalty, stemming from product aliow others to use your Simplification
and sell high volumes at motivation for a particular culture or region. - failure or purchase esror. Go Direct name—thus extending
> Flexible Pricing Open Innovation course of action Engaging Functionality Product Bundling Skip traditional retai your brand's reach. Reduce complexity
Vary prices for an offering Obtain access to processes Process Efficiency Provide an unexpected or Offer several products. Loyalty Programs channels and connect i and focus on deivering
Scaled Transactions based on demand. or patents from other IT Integration Create or produce more while  newsworthy for sale as one directly with customers. Private Label mmw:“
Maximize margins by companies 1o leverage, Integrate technology using fewer resources— component that elevates combined procduct. discounts 1o frequent and % Provide goods made by exceptionally
pursuing high volume, large Float extend, and build on expertise and n the customer inter; high-value ¢ Non-Traditional others under your ‘
scale transactions when unit Receive payment priof to and/or do the same with enefgy CONSUMPLICD of time. Modular Systems Channels company’s brand. Curation
costs are relatively fixed building the nd internal IP and processes. Competency Center Safety Provide a set of individual Added Value Employ novel and relevant Use a distinct point of view
use the cash to eamn interest Cluster resources, Flexible Manufacturing the customer's level components that can be Include an additional avenues o reach customers.  Brand Extension to separate the proverbial
Microtransactions prior to making margins. Secondary Markets practices and expertise Use a production system that  of confidence and security used but as part of Offer a new product or wheat from the chaff—and
Sell many tems for as litte Connect waste into support centers that can rapidly react to changes ¥ gain utility when combined. the base price. Pop-up Presence senvice under the umbrella in the process create a
as a dollar—or even only Financing by-products, or other increase efficiency and and still operate efficiently. Feature Aggregation Create a noteworthy but of an existing brand strong identity for yourself
one cent—to drive impulse Capmm revenue not di akemative offerings to effectiveness across the Combine existing features Product/Service Concierge temporary environment and your followers.
purchases at volume. trom sale of a product, those who want them. broader organization. Process Automation found across offerings into Platforms Provice premium service by 1o showcase and/or Component Branding
from structured payment Apply tools and infrastructure a single offering, Develop systems that taking on tasks for which sell offerings. Brand an integral Experience Enabling
Forced Scarcity p{uu and after-sale interest. Supply Chain Outsourcing to routing activities in X . connect with other, partner customers don't have time. component to make Extend the reaim of what's
Limit the supply of offerings ration Assign responsibility for order to free up employess. Added Functionality products and services to Indirect Distribution a final offering appear possible 1o offer a previously
avallable, by quantity, time Ad-Supported and integrate or maintaining new functionality to an create a holistic offering. Total Experience Use others as resellers more valuable. improbable experience
frame or access, to drive up Provide andlor a system to a vendor. Crowdsourcing existing offering. Management who take ownership over
demand and/or prices. for free to one party while a company Outsource repetitive or Integrated Offering Provide thoughtful, delivering the offering to the Transparency Maste
i seling listeners, viewers of functions of the supply chain.  C [ ing work 10 3 large :erlo:y;:nce Combine otherwise management of the final user. Let customers see into H:; y %
scription “eyeballs™ to another party. Provide job-specific of group of semi-organized implification discrete into your operations and customers
predictable cash Complementary [o:...' training Omit superfiuous details, a complete experience. an offering’s iecycle. Muiti-Level Marketing participate with your obtain great skill or deep
fiows by charging customers  Licensing Partnering for managers. features, and Interactions Sell bulk or packaged brand and offerings. of some activity
up front (3 one time or Grant permission to some Leverage assets by sharing On-Demand Production to reduce complexty. Supplementary Service goods 1o an affiiated but or
recurring fee) to have wuvwoum-vmu D Produce items after an order Offer ancillary services independent sales force Values Alignment :
Baccess to the product/ 10 use your offering in serve simiar markets butoffer  Ma nt has been received to Environmental that it with your offering. that turns around and sells Make your brand for Autonomy and Authority
service over time. ddmmylmaspxlfnd difflerent products and services. Distribute decision-making carrying costs of inventory, Sensitivity E it for you. a big idea or a set of Grant users the power to
payment. governance closer to the Provide offerings that do Superior Service . values and express them use your offerings to shape
Membership Alliances customer or other key Lean Production no harm-—or relatively less Provide service(s) of higher Cross-selling consistently in all aspects their own experience.
Charge a time-based Metered Use Share risks and revenues i Reduce waste and cost in your harm—1o the , efficacy, or with a Place products, services, of of your company.
payment 10 permit access Allow customers 1o pay for 1o jointly improve individual process and better experience than any information that will enhance Community and
to locations, offerings, o only what they use. tap Knowled other operatons. Conservation p an experience in situations Certification Belonging
services that non-members. nt Design your product so that where customers are likely Develop a brand or mark Faciitale
don't have. Bundied Pricing Franchising Share relevant information Logistics Systems customers can reduce their Personalized Service o want to access them. that signifies and ensures “’”m 2l
Sell in 3 sngle transaction License business principles, 10 reduce Manage the flow of goods, use of energy or materials. Use the customer’s oan o ""'d‘”m
Installed Base two Or more items that processes, and brand to redundancy and improve information and other i information to provide On-Demand third-party offerings. they are part of a group
Offer a "core™ product for could be sold as standalone paying partners. job between the point Customization perfectly calibrated service, Deliver goods in real-time of movement.
shm margins (or even a of origin and the point of use,  Enable altering of the whenever or wherever they "
o) 1o G Gemand Coopetition Asset Standardization o o sevice o 5t User Communities/ are desired. Personalization
loyalty; then realize profit Disaggregate Pricing Join forces with someone Reduce operating costs 3nd Strategic Design Indvidual requirements. Support Systems Alter a standard offening to
on I Allow customers to buy who would normally be increase connectivity and Employ a purposeful or specifications. 2 communal Context Specific allow the projection of the
and exacty—and your competitor to achieve by izing that dests itsell resource for product/service timely access to goods customer's identity.
they want. a common goal. your assets. consistently across offerings, Focus support, use and that are iate for a
Switchboard beands, and expeciences. Design an offering specifically specific location, occasion, Whimsy and
muttiple seliers with Risk Sharing Collaboration for a particular audience at Lease or Loan or suation, Personality
muliple buyers; the more Waive standard feesicosts Partner with others for Intellectual Property the expense of others. Let customers pay over time Humat offeriny
buyers and sellers who if certain metrics arent mutual benefit Protect an idea that has 10 lower upfront costs. Experience Center yvn::mmd‘
join, the more valuable the achieved, but receive outsze commercial value—such asa  Styling Create 3 space that on-brand, on-message
; gains when they are. recipe of industrial process—  Impart a style, fashion Self-Service NCOUTAREs YOur Customers ways of seeming alive.
with legal tools kike patents. or image. Provide users with control to interact with your
Auction over activities that would i Status and
Aliow a market—and its User Generated otherwise require an them through a different (and a
users—to set the price for Put your users to work in intermediary to complete. often lower- Recognition
£00ds and services. creating and curating content Otfer cues that infer
powers meaning, alowing users—
- your offerings. m those who interact
Predictive Analytics them-—to deveiop
Model past oeduwm;nce data and nurture aspects of
and predict future outcomes their identity.

CONFIGURATION

OFFERING

EXPERIENCE




:De cuantas formas puedes innovar?

Product Customer
Profit Model Network Structure Process Performance Product System Service Channel Brand Engagement
Premium User-Defined Merger/Acquisition Organizational Design Process Standardization Superior Product Complements Try Before You Buy Diversification Co-Branding Process Automation
Price at a higher margin Invite customers to set a Combine two or more Make form follow function Use common products, Developnnoﬂemgd Sell additional related Let customers test and Add and expand into new of Combine brands to mutually Remove the burden of
than competitors, usually price they wish to pay. entities to gain access to i with design, quality, or ancillary products or expenence an offering different channels. reinforce key attributes or repelitive tasks from the
for a superior product, o i capabilities and assets. core qualities and business and policies to reduce andlor services 10 a customer. before investing in i } enhance the credibility of user to simplify kfe and
offering. , service F processes, complexity, costs, and errors. . . Flagship Store an offering. make new experiences
o brand, Offer basic services for free, Consolidation Ease of Use Extensions/Plug-ins Guarantee Create a store to showcase seem magical.
while charging a premium Acquire multiple L Make your product simple, Allow first- or third- Remove customer risk of quintessential brand and Brand Leverage
Cost Leadership for advanced or special in the same market of Offer rewards (financial of Adapt an offering, process, intuitive and comfortable party additions that add Iost money or time product attributes. “Lend” your credibiity and Experience
Keep variable costs low features. complementary markets, non-financial) 1o provide or experience 1o target a to use. functionalty, stemming from product aliow others to use your Simplification
and sell high volumes at motivation for a particular culture or region E failure or purchase error. Go Direct name—thus extending e
low prices. Flexible Pricing Open Innovation £ artio Engaging Functionality Product Bundling Skip traditional reta your brand's reach Reduce complexity
Vary prices for an offering Obtain access to processes Process Efficiency Provide an unexpected or Offer several products Loyl!ty vams channels and connect i and focus on delivering
Scaled Transactions based on demand. o¢ patents from other Create or produce more while o for sale as one directly with customers. Private Label specﬁcan«:;ws
Maximize margins by companies 1o leverage, using fewer resources— component that elevates combined product. o%soovnu © lmquam and S Provide goods made by exceptionally wedl.
pursuing high volume, large Float and build on expertise: n materials, the customer interaction. high-value Non-Traditional others under your ¢
scale transactions when unit Receive payment priof to and/or do the same with enefgy CONSUMPICD of time. Modular Systems Channels company's brand. Curation
costs are relatively fixed. building the offering—and internal IP and processes. Safety Provide a set of individual Added Value novel and redevant Use a distinct point of view
use the cash to eam interest Flexible Manufacturing the customer’s level uonw\ems that can be Include an additional avenues fo reach customers.  Brand Extension to separate the proverbial
Microtransactions prior to making margins. Secondary Markets Use a production system that  of confidence and security used independently, but service/function as part of Offer a new product or wheat from the chaff—and
Sell many items for as litte Connect waste streams, can rapidly react to changes gain utility when combined. the base price. Pop-up Presence service under the umbrella in the process create a
as a dollar—or even only Financing by-products, or other increase efficien and still operate efficiently. Feature Aggregation Create a noteworthy but of an existing brand. strong identity for yourself
one cent—to drive impulse Capture revenue not directly akernative offerings to effectiveness acro bine existing Product/Service Concierge temporary environment . and your followers.
purchases at volume. from the saie of a product, want them. i Process Automation found across offerings into Platforms Provide premium seevice by to showcase and/or Component Branding
but from structured payment Apply tools and infrastructure a single offering, Develop sys!uns lhd laluuon tasks for which sell offerings. Brand an integral Experience Enabling
Forced Scarcity plans and after-sale interest Supp'y Chain o ? o hes have time. component to make Extend the reaim of what's
Limit the supply of offerings o Int Indirect Distribution 3 final offering appear possible 1o offer a previously
available, by quantity, time -Supported cmmmm Use others as reseliers more valuable. probal rience
frame or access, to drive up Provide and/or who take ownership over im bia &k
demand and/or prices. for free to one party while a company or - , holistic delivering the offering to the Transparency Maste
seling listeners, viewers or functions of the supply chain. e final user. customers see into astery
Subscription “eyeballs” o another party. n e ra Ion & BCross. _ your operations and Help customers to
Create predictable cash Complementary 3 Muiti-Level Marketing participate with your obtain great skill or deep
fiows by charging customers  Licensing Partnering Sell bulk or pac brand and offerings. of some activity
up front (a one time of Grant permission o some Leverage assets by sharing Service g00ds 10 an affliated but or
recurring fee) to have other group or -ndnvdud them with companies that independent sales force Values Alignment >
access to the product/ to use your offering in serve simiar markets but offer that turns around and sells Make your brand stand for Autonomy and Authority
service over time. ddkudmylmaspzafnd different products and services. it for you. a big idea or a setof Grant users the power 1o
payment, values and express them use your offerings to shape
Membership Alliances . . ) of higher Cross-selling consistently in all aspects their own experience.
Charge a time-based Metered Use Share risks and revenues reSOU rces a n a pp ICa Ions i Place products, services, o of your company
payment 10 permit access Allow customers to pay for 1o jointly improve individual . than any information that will enhance Communi
to locations, offerings, or only what they use. com an experience in stuations Certification Belongin:y i
senvices that non-members g where customers are likely Deveiop a brand or mark Faciitale vi
don't have. Bundied Pricing Franchising 4 1o want to access them. that signifies and ensures e ": al
Sell in 3 single transaction License business = — e r's own feel of people
Installed Base WO Of more iterms that processes, and brand to redundancy and improve information and other i information to provide On-Demand third-party offerings. they are part of a group
Offer a “core™ product for could be sold as standalone paying partners. job between the point Customization calibrated service. Deliver goods in real-time of movement.
shim margins (or even a offerings. Z of origin and the point of use.  Enable altering of the whenever or wherever they oo
108) to drive demand : . Coopetition A;m Standardization b of service to sut User Communities/ are B Personalization
loyalty; then realize profit Disaggregate Pricing Join forces with someone costs and S ic Design indvidual requirements. Support Systems Alter a standard offering to
on | Allow customers to buy who would normally be mrmmumyw mw,amm or specifications. a communal Context Specific aliow the projection of the
and services. exactly—and only—what your competitor to achieve 3 itseif resource for product/service Offer timely access to goods customer's identity.
) they want. a common goal. your assets. mmumy across offerings,  Focus support, use and extension that are appropriate for a
Switchboard beands, and expeciences. Design an offering specifically specific location, occasion, Whimsy and
Connect multiple sellers with Risk Sharing Collaboration for a particular sudience at Lease or Loan or situation, Personality
muliple buyers; the more Waive standard fees/costs Partner with others for Inteliectual Property the expense of others. Let customers pay over time Huma offering
buyers and sellers who certain metrics aren mutual benefit Protect an idea that has 10 lower upfront costs. Experience Center xmmJ
join, the more valuable the achieved, but receive outsze commercial value—such asa  Styling Create 3 space that on-brand, on-message
switchboard. gains when they are. recipe of industrial process—  Impart 3 style, fashion Self-Service ENCOUTages your customers ways of seeming alive.
with legal tools kike patents. or image. Provide users with control to interact with your
Auction over activities that would i purchase Stat nd
Aliow 3 market—and its User Generated otherwise require an them through a different (and e
users—to set the price for Put your users to work in intermediary 1o complete. often lower-cost) channel. Recognition
£00ds and services. creating and curating content g:'m"‘:s that infer
that powers your offerings. m Mm n‘lerund’_
Predictive Analytics them-—1o deveiop
Model past performance data and nurture aspects of
and predict future outcomes their identity.
to design and price offerings

https://doblin.com/TEN-TYPES

accordingly.

CONFIGURATION

OFFERING

EXPERIENCE




SURVEY

W Was your experienc

e with us?

Are you going to recom

mend ys?

What can we do to improve se vice?
.".i’:llf:‘

Write 3 comment, ..,
f poorl!
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Encuesta de Innovacion Organizacional

Questions Responses

Company party .
- Choose a question type | B

Where? When?

@ Choice B Text Y Rating [ Date Tl Ranking

B Liket © -
# Recommended from Microsoft Forms templates T File upload
ile uploal
Your name @ Net Promoter Score®
Number of guests attending including yourself Section
Do vou or vour auests have anv food alleraies? [ed
Queremos descubrir tus talentos, arriesgar en campos inexplorados, |
fortalecer el vinculo entre areas y disenar nuevas estrategias para Goog e Form
mejorar nuestros resultados. Ayddanos a identificar oportunidades Microsoft Forms Office 365

de mejora para transformarnos en un nuevo VMT. jPreparate!

[Ev Pero Primero |






Caso: MINCEMeet: Charlas Virtuales

Rubén Sanchez ) M | N C E M E ET C]:' —

Gerente General _ TODOS PODEMOS CHARLAS VIRTUALES

Pasteleria San Antonio. . 1 = | SER H EROES Mincetur pensando en ti, te invita a compartir con nosotros una nueva manera de
. | continuar unidos como una gran familia a través de la quinta charla virtual, donde

contaremos con la participacién de un invitado especial.

TIEMPOS DE CAMBIOS 4" f ool
UN NUEVO MODO DE ] {. ‘ \ Albergue Inspira. All NTI / INNOVACIGN PERUANA PARA zi-%rg;:nzl de agosto
SEGUIR ADELANTE. - I ni aa e

Junio
2020

Hernan Asto
Fundador

| Alinti
Macetero que genera

energia en base a
microorganismos

TEMA: , i N TEMA:
HOMBRO A HOMBRO - ; A LA FELICIDAD
CONTRAEL COVID-19 * WSS ST CUARENTENA

LA LABOR DEL SECTOR PRIVADO ’ .
EN APOYO A LOS MAS VULNERABLES e , Jorge Yamamoto

Autor de “La gran estafa
de la felicidad”

& Disefiemos ciudades y comunidades mas sostenibles.
O DS 1 1 MINCETUR apuesta por los Objetivos de Desarrollo Sostenible.

Juan Manuel Arribas
Director Ejecutivo
Hombro a Hombro.

iTE ESPERAMOS!

e 4 < ‘ : 4 | # .
Junio o A e 7 . e Julio Oficina de Personal

s 7 1 e 2020

2020 L
e = —’:: 7 [ pene eior [EL Peru PriMero |
mé—j—ét_/;ﬁw A
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Caso: MINCEMeet:

#PrimeroMiSalud
CHARLAS VIRTUALES
k/:r;" R
EMA
) A DAL
D() ARENTENZ

Oficina de Personal

LECCIONES APRENDIDAS
de la familia MINCETUR

“La felicidad es algo que se debe trabajar dia a dfa, con
las pequenas acciones que hacemos”.

“Para alcanzar la felicidad hay que adaptarse y aceptar
la realidad que nos tocé vivir”.

“Los valores y la educacidn sientan bases para la
felicidad de una sociedad"

“Aprender a reinventarse buscando un mejor sentido
de comunidad y trabajo en equipo”.

“La felicidad es una actitud, y estd ligada a la capacidad
para adaptarse a situaciones nuevas’.

Revive el momento. Dale PLAY @

[EL Pero Primero |

MINCETUR
182 aniversario

MINCEMEETCX

CHARLAS VIRTUALES

Jorge Yamamoto
Autor de “La gran estafa
de la felicidad”

RENTENA
Plataforma Zoom

Inscripciones:

Hasta el viernes 10 de julio, 1:00 PM.
Contacto:
jguerreror@mincetur.gob.pe

Oficina de Personal

i Exterior [EL Pero PriMero |

MINCEMEETCR

EHARLAS VIRTL

CONSTANCIA DE
INSPIRACIO + O

10 de julio de 2020
Fecha

Jorge Yamamoto
Fundador
B y P Bienestar y Productividad

Silvana Elias

Gracias por compartir tus experiencias y Secretaria General

ser un modelo a seguir.

Ev Pery Primero |

Charlas Virtuales

v

San Isidro, 9 de julio de 2020

"Decenio de la lgualdad de Oportunidades para Mujeres y Hombres"
“Afio de la Universalizacion de ia Salud™

OFICIO N° 423 - 2020 - MINCETUR/SG

Sefior(a)

JORGE MARTIN YAMAMOTO SUDA
Departamento de Psicologia

PONTIFICIA UNIVERSIDAD CATOLICA DEL PERU
Av. Universitaria 1801 Urb. Pando

Lima/Lima/San Miguel

Asunto :  Invitacién para exponer en “MinceMeet: Charlas Virtuales”

Me dirijo a usted para saludarlo y a la vez invitarlo a participar como expositor en el
“MinceMeet: Charlas Virtuales”, que se llevara a cabo el dia viernes 10 de julio del
presente afio a las 04:00 pm, a través de la plataforma virtual Zoom.

Es de sefalar, que “MinceMeet: Charlas Virtuales” tiene como objetivo invitar a distintos
representantes del sector publico, privado y académico, y promover internamente las
experiencias y lecciones aprendidas sobre la colaboracién, el trabajo remoto y los
distintos retos frente a esta etapa del COVID-19.

La participacién es gratuita y el formato de exposicién es libre, a modo de presentacién o
mediante una entrevista virtual. Por lo antes expuesto, mucho agradeceré confirmar su
participaciéon con el Sr. Victor Freundt Meléndez al correo electrénico
vireundi@mincetur.gob.pe.

Agradeciéndole la atencién, que le brinde al presente, quedo de usted,

Atentamente,
Firmado digitalmente
SILVANA PATRICIA ELIAS NARANJO
Secretaria General
Ministerio de Comercio Exterior y Turismo - MINCETUR
Ce. OP

Expediente N* 1342445

mee

Esta es un copia auténtica imprimible de un d I chivado en

Camercio Exterior y Turismo, splicando ko
dispuesto por el Art. 25 da D.5. 070-2012-PCM y la Tercera Disposiciin Gomplementaria Final de D.5. 026-2016-PCM. Su autenticidad ¢
intagridad pusden ser contrastadss a través de |a siguiente direccion web: hitps:fconsultasenkines.mincetur. gob. paiverfica e ingresands la
siguisnte ciave: HKEOSJWF

Ca. Uno Qeste 050, Urb. Corpac - San Isidro, Lima 27, PerG ’EL PERI"' PRIMEREI



Caso: Festival INSPIRA (2021)

Festival para la internacionalizacion
de la creatividad e innovacion peruana

24 al 28 de mayo
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Inclusion de perfiles de diseno

ANTES DESPUES

SECRETARIA GENERAL

ClUB D

) BENEFICIOS

PROMPERV

Porque nos encanta verte feliz, ncmsmadocsou:wmmwu » &

4 canasta
—— [N]@unu@ﬂ@m@
' fiiVen a recibir c.ton nosotros la Nau.idtfd‘ n ¢ } 2@@@

/

ofertas especials. jAprovechalos!

No dejes que tu pequeno se pierda la o~ ’ = " ==
oportunidad de pasar un momento . - ek T N ey
inolvidable.

4 Habrén juegos, concursos, una - Se. les mformo q.ue. eldia
. sorprendente seccion de animales Viernes 16 de diciembre
exdticos, caritas pintadas, estimulacion w' U

temprana y mucho mds. se hard entrega de las

Canastas Navidenas:

Taller de Instagram: Sesion 2

Jueves 5 de Julio 1-3 p.m
Edificio Quattro: Piso 4 - Directorio

qcha:;d:x:ig:;:sepl:i;iemm ] ' e LA TONA DE APRENDIZAJE Y COLABORACION
(A, Primavera 103- San Borjo & CREADA POR Y PARA L0S PROMPERUANOS

Hora: 9:00 am a 1:30 pm

\“‘N‘S Dt PARA MAS INFORMACION

£ INSCRIPCIONES

HAZ CLICK AQUI

Nifios hasta los 12 afios.

\NNOVHClON




Inclusion de perfiles de diseno



http://drive.google.com/file/d/1ryV_yo6o9syUCfdVgrX3hxSyMqXrxahW/view

la red Social T'wittere
tado de Caracteres.

Luiteo. m. Accisn y efecto de tuitear
tuitero, ra. adj.

- NN VY W ey

: 8 Perteneciente o rel.



Caso: Saber Alfa: Glosario de Innovac ion

SABER ALFA:
GLOSARIO Dt
INNOVACION

-PROMPERU LAB




Caso: Saber Alfa: Glosario de Innovacion

go-cama(m

Metodologia Creativa

Se refiere al conjunto de practicas utilizadas para desarrollar productos,
sistemas o servicios en estrecha colaboracion con clientes, administradores,
empleados y otros grupos de interés

Terminos relacionados: COWORKING

Es una herramienta de fabricacion que utiliza un rayo laser para generar
cortes o grabar materiales como plastico, madera, tela o metal. se
caracteriza por su alta precision, dependiendo de la velocidad y potencia con
la que se trabaje.

14



Caso: Saber Alfa: Glosario de Innovacion

GERENCIA GENERAL ( /n[-g)é;_zu ,
Siguenosen [ [in| (&7

S“BfR nlfn: :Zf'i)l:?ciglr}tgemf: sI:mana: | SABER ALFA \\|/,

GLOSARIO DE INNOVACION -
DE INNOVACION

AGILE

= En ( -
S‘ORYIE[[‘NG j . }: ) ES un conjunto de metodologias para el
- o EE ST i desarrollo de proyectos que precisan de

rapidez y flexibilidad para adaptarse a

Es el arte de contar una historia. La creacién y - . =t :
. ) ‘. P ACHIR) ’ Ny d ‘ s condiciones cambiantes del mercado.
aprovechamiento de una atmdsfera magica a través del < Z @ , )
relato. Consiste en conectar con tus usuarios, apelando XV =i = 2 ="\ \ B aqui SABER ALFAy descubre
% o=@ WA~ = ] elmundo de la innovacion.

aloracional y lo instintivo.

DESCARGA SABER ALFA EN NUESTRA INTRANET
’ Y DESCUBRE £L MUNDO DEf LA INNOVACION

Gerencia General
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N de la Innovacion
Lima 2017

Ciencia * Tecnologia * Innovaciéon * Emprendimiento
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Tour Maker



http://www.youtube.com/watch?v=r7pyby1_rao

Tour Maker

Inversionistas y emprendedores participaran en proceso creativo de
objetivos innovadores digitales

Publicado el Jueves, 11 Julio 2019

[ ¥ Tittoar J il e gusta

- =

EMPRENDIMIENTO INNOVACION EXPORTACION
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Caso: Red Global de Fab Labs

Neil Gershenfeld, CBA-MIT ¢Solamente impresion 3D?





http://drive.google.com/file/d/1NQnQOfPZTIhychbLnnQ4ovItot31XCfI/view

Caso: Red Global de Fab Labs

En febrero de 2022
n@fn 15 laboratorios
de fabricacion digital
Relacion de institutos tecnologicos beneficiarios

. Perd Japon - Amazonas

. Carlos Salazar Romero - Ancash

. Manuel Antonio Hierro Pozo - Ayacucho

. Simon Bolivar - Callao

. Tupac Amaru - Cusco

. Huancavelica - Huancavelica

. Nueva Esperanza - La Libertad

. Republica Federal De Alemania - Lambayeque
. Huando - Lima

10. Pedro A. Del Aguila Hidalgo - Loreto

11. Jorge Basadre Grohman - Madre de Dios
12. Pasco - Pasco - Yanacancha

13. Nor Oriental De La Selva - San Martin

14. Francisco De Paula Gonzales Vigil - Tacna
15. Suiza - Ucayali

1
2
3
A
5
6
7
8
9

Los T i Siempre ‘: ICENTENARIO
¢ EES PvEsUr s




Norms
Political, Normative and Regulatory Context

Societal Attitudes and Framework Conditions
Culture of Cooperation/Collaboration
Culture of Innovation

Functions

Stages of Co-Creation
Stakeholder Involvement

Role of Design, Methods and Tools

Organisation and Management, Busines s Models and
Govemance

Scaling Diffusion and Impact

Macro-
Level

® Structures

Socio-economic Parameters
Demographic Parameters
Meso-
Level Technological Parameters
Regional Scope
Micro-
Level
Challenges, Purpose and Objectives
Motivation
Initial Moment(s)/Initiation Phase
Stakeholder Landscape

Investors and
Shareholders
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Make sense of your messy world.

Kumu makes it easy to organize complex data into relationship maps
that are beautiful to look at and a pleasure to use.

https://kumu.io/
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fabricacion digital

x4
Autodesk A360  Electromecanica

Ensamblar  Simplificar  Diseioc  Modelo3D  Boceto

@ Centro de gravedad Q) Q Sombras + £ Ortogonal + () Texturas activadas E D [ EE =y
g

H

Grados de libertad Reflexiones + © Plano base +

Visibiidad | *° g i Ll v Interfaz de  Limpiar ~ Cambiar  Todo en mosaico
del objeto” ®) Glifos de iMate ' Dosluces v usuario  pantalla J

Visibilidad Aspecto v Ventanas

B 5 AP AS

V 4,,' Vista de ensamblaje v 4
[@ [ ensamble cabeza y cuelloiam

[Clorigen
(- (5 base uno de brackets:1
[} Plano de trabajo1
| L
- BhR0S3115MG:1

- (5 base para cabeza: 1

s~ & (P cabezasa hueco(2):1
@tm:eroro $990:1

8- () Arduino UNO R3 Montaj_part:1

@ towerpro $990:5
@ towerpro $950:6

(D () PRIMERA VERTEBRA DE OREJAS: 1 (¢
() PRIMERA VERTEBRA DE OREJAS_MIR: 1
@aufamwa ¢l transito de nion: 1




fabricacion digital

The
Colorado Top Bar

. Honey Bee HealthMonitor

Get our Free Beekeeping App

[ App Store

Get the OSBeehives Beekeeping
App

Use our beekeeping app to automatically detect a growing list of

hive conditions, so you can more effectively care for your bees. Your
Al assistant is constantly learning from a global network of

beekeepers studying bee sound.

L
—
-
= < M
Healthy Dormant Missing Queen
. e
‘N
Learn More About the Buzzox t T /// . x
N <

Colorado Top Bar Source File Pack Barcelona Warre Source File Pack »

Swarming Collapsing Collapsed
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Impacto socioambiental

@ OBIETIV::

FIN
DELAPOBREZA

Tl

TRABAJO DECENTE
Y CRECIMIENTO
ECONOMICO

a

1 ACCION 1 VIDA
POR EL CLIMA SUBMARINA

SALUD
Y BIENESTAR

e

INDUSTRIA,
INNOVACIONE
INFRAESTRUCTURA

o

VIDA
DEECOSISTEMAS
TERRESTRES
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DE DESARROLLO
SOSTENIBLE

IGUALDAD
DE GENERO

EDUCACION

AGUALIMPIA
DECALIDAD

Y SANEAMIENTO

1 0 REDUCCIONDELAS
DESIGUALDADES

1 PAZ, JUSTICIA 17 ALIANZAS PARA

EINSTITUCIONES LOGRAR
SOLIDAS LOS OBJETIVOS

@ OBJETIVE:S

DE DESARROLLO
SOSTENIBLE



Impacto socioambiental

Existen 14 tipos de biomas (ecosistemas que comparten caracteristicas
como el clima, la vegetacion y la fauna) mapeados en 185 bioregiones



Impacto socioambiental

ggﬁh Search for a city

Bioregions 2020

If nature were to draw a map of the world, what would it
look like? We've grown accustomed to seeing the world
divided into countries but there is another way to see, and
better understand, the planet we call home. One Earth
presents a novel biogeographical framework defined by 185
unique bioregions, which helps reveal the underlying
ecological fabric of life that surrounds us. Learn more.

Project Index | Bioregion Index

Subarctic America

Alaska 3 bioregions

Canadian Tundra 1 bioregions

Canadian Boreal Forests 4 bioregions

Greenland 1 bioregions

https://www.oneearth.org/navigator/?view=bioregions



https://www.oneearth.org/navigator/?view=bioregions

X materiom

Impacto socioambiental

Materials Library Data About Projects Contact Us

- &*5 )
We're growing the regenerative
materials.economy

-
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*
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Read our vision -
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Impacto socioambiental

MANGO BIOLEATHER &
TAPIOCA

2 un overripe mangoes (about 300-400 Q)
259 tapioca / manioc / cassava starch

2049 vinegar
5g salt
optional

pinches of cinnamon or curry to avoid molding
10-20g beeswax

Link: https://class.textile-
academy.org/tutorials/Tapioca %26 FruitlLeat
her recipes 2022-23.pdf



https://class.textile-academy.org/tutorials/Tapioca_%26_FruitLeather_recipes_2022-23.pdf
https://class.textile-academy.org/tutorials/Tapioca_%26_FruitLeather_recipes_2022-23.pdf
https://class.textile-academy.org/tutorials/Tapioca_%26_FruitLeather_recipes_2022-23.pdf

Impacto socioambiental



http://www.youtube.com/watch?v=QWvR4iG5bgQ

Impacto socioambiental

Country Overshoot Days 2023

When would Earth Overshoot Day land if the world’s population lived like...
Dec 20 | Jamaico

Dec 6 | Ecuador
Dec 3 | Indonesio

Feb 10 | Qotor

Nov 25 | Cuba Feb 14 | Luxembourg

Nov 24 | lraq

Nov 14 | Guatemala
Nov 11 | Egyp!

Nov 8 | Colombia Mar 13 | Cancdo, United Arab Emirates

United Stotes of America

- Mar 23 | Australia

= Mar 26 | Belgium
= Mar 28 | Denmork
_‘J Mer 31 | Finlond

_» April 2 | Republic of Korea

=" -« Apr3 | Sweden

Apr 6 | Austria

» \/. Apr 12 | Czech Republic, Netherlonds, Norwoy
v April 18 | Slovenio

\// April 19 | New Zeolond, Russio

= April 21 | Irelond

3 April 27 | Saudi Arabio

Moy 4 | Germony, Israel

Moy 5 | Fronce*®

Oa 12 | ElSohador 7 —
Oct 11| Uzbekistan

Sep 12 | Viet Nom
Sep 4 | Algerio

Sep 3 | Pery, Thailand
Aug 31 | Mexico *

Aug 30 | Venezuelo

Aug 27 | Ukraine

Aug 25 | Costa Rica

Aug 19 | Nomibia

May 6 | Jopon

May 7 | Portugal

————* Moy 12 | Spain
Moy 13 | Switzerlond

Moy 15 | Bahamas, Chile, ltaly

Moy 17 | Montenegro

May 19 | United Kingdom

May 21 | Greece

May 29 | Croatio

May 30 | Hungary

June 1 | South Africo

Aug 12 | Brozil

Jul 17 | Panema

June 2 | China
ot Pﬁ)’;’gﬂolmc June 11 | Romanio
Jun 27 | lran Jun 22 | Turkey
Jun 24 | Argentina
For a full list of countries, visit overshootdoy.org/country-overshoot-days. 22200

EARTH *French Overshoot Doy based on nowcosted data. See overshootday.org/france.
@O OVERSHOOT Source: National Footprint and Biocapacity Accounts, 2022 Edition Clobal Footprint Network
. vancing ! ience ol Sustainobilit
DAY data.footprintnetwork.org & ” 4
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Impacto socioambiental



http://www.youtube.com/watch?v=Os7dREQ00l4

The IUCN Red List of
Threatened Species s BRAZIL

Sternula lorata, Peruvian Tern

Impacto socioambiental

residential and commercial development
energy production and mining
human intrusion and disturbance
agriculture and aquaculture
biological resource use

natural system modifiations
climate change and severe weather

Endangered LA e
=
Arlequin Camuflado Peruano
endangered o e
. p

The IUCN Red List of
Threatened Species

Peruvian Pigeon "+
near threatened %

The 1UCN Red List of
Threatened Species

Peru Water Frog X
vulnerable by

Lot | Pomare b G Gt MERE. G FAO. NOAA USG5

BOLIVIA

agriculture and aquaculture
biological resource use

pollution

climate change and severe weather
pet/display animal: international

agriculture and aquaculture

biological resource use

energy production and mining

natural system modifications

food human: local, national

pet/display animal: national, international

agriculture. and aquaculture

biological resource

energy production and mining

natural system modifications

invasive and other problematic species
pollution

food-human: local

medicine- human and veterinary: local

The 1UCN Red List of
Threatened Species

residential and commercial development
biological resource
research: national

BOLIVIA

least concern

Lot | Ao b o, HERE. G, FA, NOAA USG5

Peru Desert Tegu
least concern

Peruvian Tyrannulet
least concern

Peruvian Recurvebill
near threatened

The N Rnd Lot of
Threstened Species

Peru Stubfoot Toad
critically endangered

.......

Peruvian Antpitta
near threatened

The IUCH Red st o
Threatened Species

Peruvian Wren
least concern

reeo

L rieo

agriculture and aquaculture
biological resource
food-human: local

residential and commercial development
energy production and mining
transportation and service corridors
biological resource

=

i

biological resource use
pollution
pet/display animal: international

agriculture and aquaculture
energy production and mining
biological resource
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Herramientas digitales

@ OpenAl Research~ Productv Developersv Safety Company v Search

Introducing
ChatGPT

We've trained a model called ChatGPT which
interacts in a conversational way. The dialogue
format makes it possible for ChatGPT to
answer followup questions, admit its

mistakes, challenge incorrect premises, and
reject inappropriate requests.

{ Try ChatGPT 7 | Read about ChatGPT Plus




Herramientas digitales

Making your dreams come true

Create Stable Diffusion images from text.

Easy to use

b.com is an ea:

High quality images
igh quality imag
It can ¢ q

a GPU enabled and fast generation

ct for runr

Get Started Showcase q Join the Beta & Signin



http://drive.google.com/file/d/1RV9nOo5Q7d1-jJQjUYuP224sh2iUM88P/view

Herramientas dlgltales
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Analisis de datos




Analisis de datos

o

Nz[a¥ | |
NP gob.pe | Plataforma Nacional de Datos Abiertos

Marco de Gobernanza de Datos del Estado Peruano esta constituido por instrumentos técnicos y normativos

DatOS Abiertos que establecen los requisitos minimos que las entidades de la Administracion Pablica deben implementar
conforme a su contexto legal, tecnoldgico y estratégico para asegurar un nivel basico y aceptable para la
recopilacion, procesamiento, publicacion, almacenamiento y apertura de los datos que administre.

10099 Distribucién de Datos

Recurso (6992)

ey Search Ordenar por Pedido
{.y; Dataset (2919)

Buscar Fecha cambiada ~ Descendente v
S¥ Entidades (156)

@ Harvest Source —
Consultar einiciar
(27)

Pagina (3)

@ Data Dashboard (1)

Data Story (1)
TV | .{_;_,\\_.'_.,';:,-

& Ordenes de compra de la Biblioteca Nacional del Peru
Categorias ~ -
Anos 2020, 2021 y 2022

Ordenes de compra de la Biblioteca Nacional del Pert

Ty ' | oodmd I
RiklinfFara Mariamnal e , Jp
Bibhioteca Nacional ael Feru




Analisis de datos
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https://www.rawgraphs.io/ https://qqis.org/es/site/forusers/download.html



https://qgis.org/es/site/forusers/download.html
https://www.rawgraphs.io/

Cormorse e Fows Gomacr

Satie Dywem
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Analisis de datos

LT

’anama Papers

Panama Papers op de straatstenen

zorgt al bijna twee weken voor opschudding, Zowel het parle-
ment, de fiscus als het gerecht volgen de onthullingen met argusogen. Tijd voor een ussen

balans nadat cen cerste stapel Panama Papers over de Belgische straatstenen is gewaaid

" - v, -

Ondememen
Autosalon Brussel

Belgische wagenpark
telt 5,5 miljoen auto’s

gische wegen waren er midden 2
y Op onze wegen, gevolgd door de

bijna 220,000 van het

Van de meer dan 5.5 miljoen auto’s op de Belg
model Volkswagen Goll. De Golf is daarmee de populairste ;
Polo, de Opel Corsa en de Renault A

Volkswag ft weer hoeveel exemplaren

van elk madel v

2 jaar in ons land waren inges




@i E..M.M_E

/ ‘ -—‘ -
\ ponenfiff \: -\I««:

---------

Y/ ._..,, sl ...ﬂh...p.__

......
e

......

....... 1 .c.

| ::./4 5 = = wf : .
!M. ﬁ.: \\! .”\.!!\-,.... H .

_a-r Tonn Ur




Caso: wikifactory

@
IIIO @ Search Community... > G} Platform @ Marketplace v @ Comunidad v Login Registrate

Featured Projects

UNWIND About Bees and For Bees Found Objects

We combined the fields of technology, scie... This project aims to bring humans and bee... Found Objects uses software to dynamicall...
Created by: @selineke Created by: @nadezhdachervenova Created by: Fiction Factory

© 37 2 5 w5 -> © 44 2 8 W 4 -> © M 2T vV 6 -



AUTODESK

Instructables Projects

How to Use Landscape Timbers to
Make an Outdoor Table
by DIY for Homeowners in Backyard

Caso: instructables

Contests Teachers Search

MINI
OLED
METER

Two-Year Battery Life

Light on 3D Frame Mini OLED Panel Meter
by AlainsProjects in LEDs by TecKnacks in Arduino

Q Log In Sign Up

Free Pen Plotter From Inkjet Printers
by jasonwinfilednz in Reuse

3 © 310




Caso: Fab Academy

F9FABACADEMY Q About Admissions Nodes Students Media Content

®O®® LEARN HOW TO MAKE (ALMOST) ANYTHING

20 WEEKS | DISTRIBUTED

FAB ACADEMY

What is the Fab Academy Fab Academy Distributed Join the Fab Academy
Program? Educational Model Network



Caso: Tiktok

Now

Time to Now
3 minutes left to post a Now.

EJ Now memories >

# B 10000 W ¥y O
L

nslation

JJ original sound - cardioqueens

L +




Algunas actitudes
necesarias para lograr la
iInnovacion distribuida...




































iGracias!

Victor Freundt
vireundt@pucp.edu.pe
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