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Industrial revolution after 200 years:
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From linear to spiral production ecosystems:
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GI12023 rank
Qutput rank Input rank Income Region Population (mn) GDP, PPP$ (bn)  GDP per capita, PPP$

I n n ova ti 0 n 84 60 Upper middle LCN 34.0 521.8 15,273
Index 2023

Score/
Value Rank

== Business sopl 0 52

itutions

. 1.1 Institutional environment 349 93 51  Knowledge workers 484 [33]
l | l l O\/ a | O I l 111 Operational stability for businesses* 203 o4 511 Knowledge-intensive employment, % 149 89 ©
1.1.2 Government effectiveness® 295 88 5.1.2 Firms offering formal training, % © 659 5e®
. 12 Regulatory environment 638 64 5.1.3 GERD performed by business, % GDP nfa nfa
121 Regulatoryquality* 442 68 514 GERD financed by business, % wa nfa
1.2.2 Ruleoflaw* 46 94 5.1.5 Females employed w/advanced degrees, % 1ns 67
1.23 Costof redundancy dismissal 14 37e 5.2 Innovation linkages 1n6 110 ©
. 13 Businessenvironment 389 01 521 umverswtyfmduslryH&Dmll?bnratmn’ 198 11900
r ] Ce r a | I l 131 Polices fordoing business' 4 m 5.22 State of cluster development 254 106
132 Entrepreneurship policies and culture! © 453 4 5.23 GERD financed by abroad, % GDP na na
5.2.4 Joint venture/strategic alliance deals/bn PPP$ GDP 00 1250
5.2.5 Patent familiessbn PPP$ GDP 00 79
Human capital and researc| = 53  Knowledge absorption 329 69
. 531 Intellectual property payments, % total trade 07 53
21 Education 435 85 532 High-techimports, % total trade 92 46
211 Expenditure on education, % GDP 40 72 5.3.3 ICT services imports, % total trade 12 7
212 Government funding/pupil, secondary, % GDP/cap 155 73 534 FDInetinflows, % GDP 19 75
213 School life expectancy, years @ 10 5 5.35 Researchtalent, % in businesses na nia
21.4 PISAscalesin reading, maths and science 4015 66
215 Pupil-teacher ratio, secondary 133 69
2.2 Tertiaryeducation 526 Tee
221 Tertiary enrolment, % gross © 77 34e 61 Knowledge creation 81 93
222 Gradua[gsgn s(:\nze;lnd engineering, % © 295 218 0 poonchyoriginbn PR GDP 52 102
223 Tertiary inbound mobility, % n/a nfa 612 PCTpatents by origin/bn PPP$ GDP 01 7
2.3 Researchand development (R&D) 8.0 67 6.1.3  Utility models by origin/bn PPP$ GDP 0.4 35
23 Researchers, FTE/mn pop. nfa nfa 6.1.4 Scientific and technical articles/bn FPP$ GDP 48 106
2.3.2 Gross expenditure on R&D, % GDP ] 02 92 6.1.5 Citable documents H-index 150 56
2.3.3 Global corporate E&D \nves(‘ors,mp 3, mnusD 00 4000 oo Knowledge impact 216 94
1 234 Qs university ranking, top 3 21150 6.2.1 Labor productivity growth, % 06 75
/ 6.2.2 Unicorn valuation, % GDP 00 480C
y 2% Infrastructure 4 62 6.2.3 Software spending, % GDP 02 63
4 6.24 High-tech manufacturing, % 124 84
31 o icati jies(ICTs) 699 66 6.3  Knowledge diffusion m1 101 ©
311 ICTaccess 644 94 O 631 Intellectual propertyreceipts, % total trade 01 68
+
312 ICTuse 60.7 92 6.3.2 Production and export complexity 351 10200
P 31.3 Government's online service* 790 37e 6.3.3 High-tech exports, % total trade 04 95
314 E-participation® 6 2 6.34 ICT services exports, % total trade 02 1200
' 3.2 Generalinfrastructure 238 78 6.3.5 1509001 quality/bn PPP$ GDP 38 66
€ s 3.2 Electricity output, GWh/mn pop. 17426 88
3.2.2 Logistics performance* 409 &0
3.2.3 Gross capital formation, % GDP 252 52
' " 33 Ecological sustaina 305 51 71 Intangible assets 313 67
p 331 GDP/unit of energy use 163 19ee 711 Intangible assetintensity, top 15, % 449 58
3.3.2 Environmental performance* 354 7 71.2 Trademarks by origin/bn PPP$ GDP 623 35e
3.3.3 150 14001 environment/bn PPP$ GDP 19 4 713 Global brand value, top 5,000, % GDP 07 58
& 714 Industrial designs by origin/bn PPP$ GDP 02 1060
7] Market sophistication 52 7.2 Creative goods and services 3195
7.21 Cultural and creative services exports, % total trade nfa nfa
41 Credit 448 36ee  7.2.2 Nationalfeature films/mn pop. 15-69 01 B0OO
e 411 Finance forstartups and scaleupst © 443 54 7.2.3 Entertainmentand media market/th pop. 15-69 62 39
4.1.2 Domestic credit to private sector, % GDP 55.2 66 7.24 Creative goods exports, % total trade 02 73
- 413 Loans from microfinance institutions, % GDP 60 5%¢ 33 onlinecreativity 178 78
4.2 Investment 49 78 731 Generic top-level domains (TLDs)/th pop. 15-69 57 54
4.2 Market capitalization, % GDP 428 39 7.3.2 Country-code TLDs/th pop. 15-69 18 74
4.2.2 Venture capital (VC) investors, deals/bn PPP$ GDP 00 880 7.3.3 GitHub commits/mn pop. 15-69 47 12
e 4.2.3 VCrecipients, deals/bn PPP$ GDP 00 930 7.34 Mobile app creation/bn PPP$ GDP 590 85
. f 4.24 VCreceived, value, % GDP 0w 77
‘ ] 4.3 Trade, diversification and market scale 640 34e
N 5 431 Applied tariff rate, weighted avg., % 07 Gee
~ 432 Domesticindustry diversification 851 64
_ 433 Domestic market scale, bn PPP$ 5218 45
/ [
/ WIP o NOTES: @ indicates a strength; O aweakness; 4 an income group strength; <> an income group weakness; * an index; ' a survey question. © s used
£l \ . when the available econamy data are older than the base year; see appendices for details, including the year of the data, at wipo.int/gii-ranking. Square
\ brackets []indicate that the data minimurm coverage (DMC) requirements were not met at the sub-pillar or pillar level.
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Indice Global de Innovacién 2023
(Organizacion Mundial de Propiedad Intelectual / SNI)

Actualmente Peru se encuentra en el puesto 76 de 132 economias a nivel global.
Las oportunidades de mejora son: Colaboracion para Investigacion y Desarrollo entre la Academia y la Industria (119),
Desarrollo de Articulos Cientificos y Técnicos (106), Difusion del Conocimiento (101), Exportacion de servicios TIC (120),

Disefios industriales por origen (106).

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

Segun el reporte pre-pandemia, Perl 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), Vision del
Gobierno a largo plazo (118), Competencias Digitales de la Poblaciéon Activa (123), Crecimiento de Empresas Innovadoras
(102), Empresas que Adoptan Ideas Disruptivas (107), Colaboracion de Mdltiples Partes Interesadas (118), Inversion en
Investigacion y Desarrollo (106)
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Exhibit 2: Students require 16 skills for the 21st century

Foundational Literacies
How students apply core skills
to everyday tasks

1. Literacy
2. Numeracy

3. Scientific
literacy

4. ICT literacy

5. Financial
literacy

6. Cultural and
civic literacy

3 New Vision for Education

Worl d Economic

21st-Century Skills

Competencies
How students approach

complex challenges

lem-solving

7. Critical thinking/
probl ol
e 8. Creativity

@ 9. Communication
@ 10. Collaboration

Lifelong Learning

For um,

New Vision for Education
Unlocking the Potential of Technology

Character Qualities
How students approach
their changing environment

11. Curiosity

12. Initiative

13. Persistence/

14. Adaptability

15. Leadership

16. Social and cultural

awareness

Nz2®) 5i si on

Educat

Exhibit 7: Most educational technologies are focused on developing foundational literacies

Personalized and adaptive
content and curricula

Character
Qualities

------------------------- - develop competencies and

0000

Competencies :

Foundational
Literacies

Open educational
resources

Additional tools
are strongly needed to

character qualities

i e Dreambox

i * Read180

: ¢ Khan Academy
i ® Smart Sparrow

i * Betterlesson
1 o LearnZillion
i ® Curriki Geometry
1 netTrekker

i Fishtree

: ® Pearson

i ® McGraw-Hill
: * Houghton Mifflin

Communication and
collaboration tools

Interactive simulations
and games

® Games for Change ‘

R R R, s
i ® Google Apps for i ® Glass Lab :
: ® Games for Change :

i ® Molecular

Workbench

i Explore Learning
. ® Tynker

i » Explore Learning
i @ Glass Lab
: « STMATH

ion (
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Las Transformaciones

Herramientas

‘ Espacios
MetoQoIoglas, El laboratorio como
materiales y espacio de trabajo
actividades colaborativo

Generaciones

Aprendamos de los
conocimientos de
todos

IIII\(

.-
’ Intersectorial

Origen

colaboracion ‘ "‘ Aprendemos y
desde dentro y fuera conectamos
del pais con los demas

Fuent e: PROMPERU



and Innovation Activities

% ) Oslo Manual 2018
// GUIDELINES FOR COLLECTING, REPORTING
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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
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Comunica
los avances
de manera
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Z de posibles
76‘}% futuros.
: C} Compromiso
o,i, con efectos
reales en el
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S

AGILIDAD

Entender las
experiencias y

marcos de
referencia de

otros.

Perseverancia
para enfrentar
la resistencia.

Exploracion y
visualizacion

mundo.

Competencias explorar
multiples
para resolver posibilidades.
problemas
publicos Habito de
reflexionar

Responder a
los cambios del
entorno con

flexibilidad.

Tendencia a la
acciony al
aprender
haciendo.

Deseo de

criticamente
sobre los

procesos y

resultados. £

Deseo de
tomar riesgos.
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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
Pricealahw"wm Invite customers to set a Combine two or more Make form follow function Use common products, Devalopmoﬂermd 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 offi different channels. reinforce key attributes or repetitive 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
of 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 Leverag:
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. = failure or purchase error. Go Direct name—thus extending
low prices. Flexible Pricing Open Innovation course of action, Engaging Functionality  Product Bundling Skip traditional retal your brand's reach Reduce complexity
Vary prices for an offering Obitain access to processes Process Efficiency Provide an unexpected or Offer several products Loyl!ty onplms channels and connect and focus on delvering
Scaled Transactions based on demand. o patents from other IT Integration Create or produce more while e for sale as one benefits and/or directly with customers. Private Label specifc m::“
Maximize margins by companies 1o leverage, Integrate technology USINg fewer resources— component that elevates combined procduct. ammu © lmquem and - Provide goods made by exceptionally
putsuing high volume, large Float and build on expertise and in 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. Competency Center Safety Provide a set of individual Added Value Employ novel and relevant Use a distinct point of view
use the cash to eam interest Cluster resources, Flexible Manufacturing the customer’s level components that can be Include an additional avenues fo 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 tion as part of Offer a new product or wheat from the chaff—and
Sell many items for as littie Connect waste streams, into support centers that 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 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 Capture revenue not directly  alternative offerings to effectiveness across the bine existing Product/Service Concierge temporary environment . and your followers.
purchases at volume. from the sale of a product, want them. broader organization. Process Automation found across offerings into Platforms Provide premium service by to showcase andlor Component Branding
but 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 plans and after-sale interest Supply Chain Outsourcing o routing activities in X . connect with other, partner customers don’t have time. component to make Extend the realm of what's
Limit the supply of offerings Integrat Assign responsibility for order to free up employees. Added Functionality products and services Indirect Distribution a final offering appear possible to 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 o Outsource repetitive or Integrated Offering Provide thoughtful, delvering the offering to the Transparency Maste
seling listeners, viewers of functions of the supply chain.  C [ ity sng work 10 3 large Performance Combine otherwise management of the final user. customers see into astery
Subscription “eyeballs” to another party. Provide job-specific of group of semi-organized Simplification discrete into your operations and Help customers to
Create predictable cash Complementary company-specific training ; Omit superfiuous details, a complete expenence. an offering’s iecycie. Mulli~Level Mavltetmg particpate with your obtain great skill or deep
fiows by charging customers  Licensing Partnering for managers. features, and Interactions Sell butk brand and offerings. of some activity
up front (3 one time or Grant parmission to some Leverage assets by sharing On-Demand Production to reduce complexty. Supplementary Service podsmanaﬂiuudbm or
recurring fee) to have other group or -ndnvoud them with companies that Decentralized Produce items after an order Offer ancillary services independent sales force Values Alignment >
Baccess to the product/ 10 use your serve simiar markets butoffer  Management has been received to avoid Environmental that it with your offering. that turns around and sells Make your brand for Autonomy and Authority
service over time. ddlnedmylnraspemfcd difflerent products and services. Distribute decision-making carrying costs of inventory, Sensitivity E it for you. a big idea or a setof Grant users the power to
payment, governance closer to the 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 consstently in all aspects thesr own experience.
Charge a time-based Metered Use Share risks and revenues business interfaces. Reduce waste and cost in your harm—1o the envircament. , efficacy, or with a Place products, services, of of your company.
pay 10 permit access Allow customers to pay for 1o jointly improve individual manutacturing process and better experience than any information that will enhance Communi
to focations, offerings, or only what they use. Knowledg cther operations. Conservation A an experience in situations Certification Belongin:’ =
services that non-members. Management Design your product so that z where customers are likely Develop a brand or mark Facibtate v
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 ¥ ’”w al
Sell in a single transaction business principles, 10 reduce Manage the flow of goods, use of energy or materials. Use the customer’s own feel “mol people
Installed Base WO Of more iterms that processes, and brand to redundancy and improve and 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 point Customization perfectly calibrated service, Deliver goods in real-time of movement.
shim margins (o even a of origin and the of use.  Enable altering of the whenever or wherever they e
0s3) to drwe demand : - Coopetition Asset Shndudmtm o of service to suit User Communities/ are desired. Personalization
loyalty; then realize profit Disaggregate Pricing Join forces with someone Reduce S ic Design indvidual requirements. Support Systems Alter a standard offering to
on | Allow customers to buy who would normally be lmrmwmumyaﬂd Employ a purposeful or specifications. a communal Context Specific aliow the projection of the
and services. exactly—and only—what your competitor to achieve by 3 that itsel resource for product/service Offer timely access to goods customer's identity.
) they want. a common goal. your assets. consistently 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 seliers with Risk Sharing Collaboration for a particular audience at Lease or Loan or suation, 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’t mutual benefit Protect an idea that has 10 lower upfront costs. Experience Center mﬁﬁmd‘
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 inferact with your
Auction over activities that would purchase Status and
Aliow 3 market—and its User Generated atherwise 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 Ofier cues that infer
ings. meaning, alowing users—
that powers your offerings. m those who interact
Predictive Analytics them-—1o deveiop
Model past mme data m m aspects of
and predict outcomes .
https:// dobllYIPnESc om/ TEN to design and price offeings

CONFIGURATION OFFERING EXPERIENCE
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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, Devebp an offering of 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 and i with oesm, quality, or ancillary products or expenence an offering different channels. reinforce key attributes or repelitive tasks from the
for a superior product, i capabilities and assets. core qualities and business and policies to reduce and/or experience. services 10 a customer. before investing in i . enhance the credibility of user to simplify kfe and
offering. , service F processes, complexty, costs, and errors. . Flagship Store an offering. make new experiences
or brand. Offer basic services for free, Consolidation Ease of Use Extensions/Plug-ins Guarantee Create a store to showcase seem magical.
while charwnsa pfemlum Acquire multiple L i Make your product simple, Allow first- or third- Remove customer risk of quintessential brand and Brand Leverage
Cost Leadership for advanced or in the same market of Offer rewards (financial o 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 mo(lvahon for l M-culu culture or region failure or purchase error. Go Direct name—thus extending R P!
low prices. Flexible Pricing Open Innovation Engaging Functionality Product Bundling Skip traditional retal your brand's reach educe complexity
Vary prices for an offering i Process Efficiency Provide an u or Offer several products Loyalty Programs channeis and connect ! and focus on delvering
Scaled Transactions based on demand. Create or produce more while o for sale as one Provide benefits and/or directly with customers. Private Label specifc W:g‘“
Maximize margins by using fewer resources— component that elevates combined product. discounts 10 frequent and % Provide goods made by exceplionally wel
pursuing high volume, targe Float in materials, customer interaction. high-value customers, Non-Traditional others under your S
scale transactions when unit  Receive payment priof to energy consumption of time. Modular Systems Channels company's brand. Curation
costs are relatively fixed. building the offering—and Safety Provide 3 set of individual Added Value Employ novel and relevant : Use a distinct point of view
use the cash to eamn interest Flexible Manufacturing the customer’s level r.orwmems that can be Include an additional avenues o reach customers. Brand Extension to separate the proverbial
Microtransactions prior to making margins. 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 3 into support cen 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 but of an existing brand. strong identity for yourself
one cent—to drive impulse Capture revenue not directly akernative offerings to effectiveness acro Combine existing features Product/Service Concierge temporary environment and your followers,
purchases at volume. from the saie of a product, want them. broader organization Process Automation found across offerings into Platforms Provide premium service by to showcase and/or Component Branding
but from structured payment Apply tools and infrastructure a single offering, Develop systems that taking on tasks for which sall offerings. Brand an integral Experience Enabling
Forced Scarcity plans and after-sale interest Supply Chain Outsgurei o actautine o time. component to make Extend the reaim of what's
Limit the supply of offerings Integration Assig Indirect Distribution a final offering appear possible to offer a previcusly
avallable, by quantity, time Ad-Supported Cncmmceand integrate Use others as resellers more valuable improbable experience
frame or access, to drive up Provide and/or who take ownership over
demand and/or prices. for free to one party while across a company or - , holistic delivering the offering to the Transparency Maste.
seling listeners, viewers or functions of the supply chain. final user. customers see into astery
Subscription “eyeballs” 1o another party. n e ra I o n across e your operations and Help customers to
Create predictable cash Complementary Multi-Level Marketing with your obtain great skill or deep
fiows by charging customers  Licensing Partnering Sell bulk or packaged brand and offerings. of some activity
up front (a one time of Grant permission to some Leverage assets by sharing Service g00ds 10 an affliated but or
recurring fee) to have other group or individual them with companies that independent sales force Values Alignment >
access to the product/ 10 use your offering in a serve simiar markets but offer that turns around and selis Make your brand stand for Autonomy and Authority
service over time. defined way for a specified difflerent products and services. it for you. a big idea or a setof Grant users the power to
payment. values and express them use your offerings to shape
Membership Alliances . . ) of higher Cross-selling consstently in all aspects thesr own experience.
Charge a time-based Metered Use Share risks and revenues reSOU rces a n a ICa Ions with products, services, of of your comparny.
payment 10 permit access Allow customers to pay for 10 jointly improve individual - than any information that will enhance Community and
to locations, offerings, o only what they use. competitive advantage. an experience in situations Certification Belonging
services that non-members. where customers are likely Deveiop a brand or mark Faciktate
don't have. Bundied Pricing Franchising 10 want to access them. that signifies and ensures och "'”"m al
Sell in 3 single transaction License business = — — s omn certain in feel of people
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 a6 part of a group
Offer a "core™ product for could be sold as standalone paying partners. job between the point Customization ectly calibrated service. Deliver goods in real-time or
margins (or even a of origin and the point of use.  Enable altering of the whenever or wherever they e
10ss) to Grve demand 3 < Coopetition Asset Standardization b ok product of service to sult User Communities/ aro Gesired, Personalization
layaity; then realize profit Disaggregate Pricing Join forces with someone Reduce costs and Strategic Design Indvidual requirements Support Systems ) Alter a standard offening to
on additional Allow customers o buy who would normally be increase connectivity and Employ a purposeful or specifications. Provide a communal Context Specific allow the projection of the
and services exactly—and only—what competitor to achieve tarity by that mandests itsell resource for product/service Offer timely access to goods customer’s identity.
they want. a common goal. your assets. consistently 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
multiple selfers with Risk Sharing Collaboration for a particular sudience at Lease or Loan or stuation, Personality
muttiple buyers; the more Waive standard feesicosts Partner with others for Intellectual Property the expense of others. Let customers pay over time Humal offering
buyers and sellers who certain metrics aren’t mutual benefit. Protect an idea that has 10 lower upfront costs. Experience Center xmm‘}
join, the more valuable the achieved, but receive outsze commercial value—such asa  Styling Create 3 spce that on-brand, on-message
: gains when they are. recipe or industrial process—  Impart a style, fashion Self-Service €NCOUrages your customers ways of seeming alive.
i with legal tools kike patents. or image. Provide users with control to interact with your
Auction over activities that would offerings—but purchase Status and
Aliow a market—and its User Generated otherwise require an them through a different (and ¥
users—to set the price for Put your users to work in intermediary 1o complete. often lower-cost) channel. Recognition
goods and services. creating and curating content f":'m‘r”: that infer
that powers your offerings. m "“"‘m““"m“‘“m"‘
Predictive Analytics them-—1o deveiop
Model past performance data m’;‘n'f:’m“
and predict future outcomes .
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to design and price offerings
accordingly.
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Encuesta de Innovacion Organizacional

Questions Responses

SR Choose a question type

Where? When?

j} Choice Ed  Text i“ Rating D Date T Rankmg

B ket C -
{; Recommended from Microsoft Forms templates —
T File upload
Your name = .
@ Net Promoter Score ®
Number of guests attending including yourself [ Section

Do vou or vour auests have anv food alleraies?

Queremos descubrir tus talentos, arriesgar en campos inexplorados,
fortalecer el vinculo entre areas y disenar nuevas estrategias para D224 f S C 2 NJY
mejorar nuestros resultados. Ayddanos a identificar oportunidades a }\ O N‘_‘E é 2 '.F U dxszJ{ é

de mejora para transformarnos en un nuevo VMT. jPreparate!

. | Ministerio ) = .
deComerdo Exerior [EL Pero Primero |







Rubén Sanchez
Gerente General
Pasteleria San Antonio.

TIEMPOS DE CAMBIOS,
UN NUEVO MODO DE
SEGUIR ADELANTE.

o~

TEMA:

HoMBROAHomRo (S
CONTRAEL COVID-19

LA LABOR DEL SECTOR PRIVADO ‘_\—: g
EN APQOYO A LOS MAS VULNERABLES r

/)

Juan Manuel Arribas
Director Ejecutivo
Hombro a Hombro.

Junio
2020

azy
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TEMA:

T0DOS PODEMOS
SER HEROES

Dr. Ricardo Pun Chong
Ganador CNN Héroes 2018
Albergue Inspira.

TEMA:

LA FELICIDAD
DST CUARENTENA
Jorge YanTamoto

Autor de “La gran estafa
de la felicidad”

Julio
2020

Vd

KIF NI |

#PrimeroMiSalud

MINCEMEETC_ X

CHARLAS VIRTUALES

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.

viernes 21 de agosto
4:00PM
Plataforma Zoom

INNOVACION PERUANA PARA
All NTI CONSEGUIR EL BIENESTAR DE
L0S CIUDADANOS

Hernan Asto
Fundador

Alinti

Macetero que genera

energia en base a
microorganismos

- Disefiemos ciudades y comunidades més sostenibles.
O D S 1 1 MINCETUR apuesta por los Objetivos de Desarrollo Sostenible.

iTE ESPERAMOS!

Oficina de Personal

[EL Pero PriMero |
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#PrimeroMiSalud

MINCEMEETC X

CHARLAS VIRTUALES

5 en ti, te invitaa
imente de nuestra
rta charla vnrtugh

LECCIONES APRENDIDAS
de la familia MINCETUR

“La felicidad es algo que se debe trabajar dia a dia, 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 esta ligada a la capacidad
para adaptarse a situaciones nuevas”.

Revive el momento. Dale PLAY @

Ev Perv Privero

P>y Minitero
il PERU | do Comercio Exterior
¥ Tursmo.

MINCETUR
182 aniversario

MINCEMEETCX "

CHARLAS VIRTUALES { ~

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

Inscripciones:

Hasta el viernes 10 de julio, 1:00 PM.

Contacto:

Dia: Viernes 10 de julio jguerreror@mincetur.gob.pe
Hora: 3:50 P. M.

Plataforma Zoom Oficina de Personal

[EL Pero Primero |

CONSTANCIA DE

MINCEMEETCd
INSPIRACION

17

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.

#0DS 13

Ev Perv Primero

rio
Comerela Extariar
urisme

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

San Isidro, 9 de julio de 2020
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 s un copia auténtica imprimible de un documento slecirénico archivado en el Ministerio de Comercio Exterior y Turisme, aplicands o
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 PERU PRIMEEO ]



az2zY CSauvhmodd Lb{tLw!

u JSpH" a

Festival para la internacionalizacion
de la creatlwdad e Innovacion peruana

24 al 28 de mayo
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SECRETARIA GENERAL

GERENCIA GENERAL

CIUB Df

BENEFICIOS

Porque nos encanta verte feliz, hemos creado especialmente parati, G
@l Club de Beneficios PROMPERU, donde descubrirds descuentos y
ofertas especiales. jAprovéchalos!

4 canasta
¥ = S Naviden

* jiiVen a recibir con nosotros la Nauidad_ m

No dejes que tu pequeno se pierda la
oportunidad de pasar un momento
inolvidable.

Habrén juegos, concursos, una - Se. tes mforma q_ue_ eldia
sorprendente seccién de animales Viernes 16 de diciembre
exdticos, caritos pintadas, estimulacion w'

temprana y mucho mas.

GERENCIA GENERAL

se hard_entrega de las
Canastas Nauvidenas:

Hora:
’| ) Taller de Instagram: Sesion 2

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

Lugar de entrega:
il Ediicio Qualiro=Pso 2
3 = \ y CalleUno=Piso i ’
Fecha: Sabado 12 de Diciembre Oficina de Recursos Humanos A ZONII DE ﬂPRmeanf Y COVABORACION

Lugar: CENESPAR

(Auv. Primavera 103 - San Borja) - 1 L CRE“D“ POR Y PﬂRﬂ lOS pROMPmeNOS

Hora: 9:00 am a 1:30 pm

Vs PE il

Ninos hasta los 12 afos.

VG "
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http://drive.google.com/file/d/1ryV_yo6o9syUCfdVgrX3hxSyMqXrxahW/view
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SABER ALFA:
GLOSARIO Dt

INNOVACION

-PROMPERU LAB
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