Club de Benchmarking

RR.HH

Generaciones y tecnologia en la
empresa

Prof. Salvador Aragén -
salvador.aragon@ie.edu Ie e




Agenda

UN VISTAZO A LAS GENERACIONES

DE GENERACIONES HUMANAS A GENERACIONES TECNOLOGICAS

LAS REDES SOCIALES COMO INDICADOR TEMPRANO

EL CASODELAIA

UN JUEGO PARA REFLEXIONAR

Ie BUSINESS SCHOOL
I




Agenda

UN VISTAZO A LAS GENERACIONES

DE GENERACIONES HUMANAS A GENERACIONES TECNOLOGICAS

LAS REDES SOCIALES COMO INDICADOR TEMPRANO

EL CASODELAIA

UN JUEGO PARA REFLEXIONAR

Ie BUSINESS SCHOOL
I




-| mapa “de consenso” (McCrindle)
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| mapa "de consenso” (McCrindle

Category Builders Baby Boomers  Generation X Generation Y Generation Z Gen Alpha
Borrc 1925-1945 Born: 1946-1964 Bom: 1965-19749 Bom: 19801904 Bom: 1995-2009 Bom: 2010-2024
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Slang terms

Yass quesn

World War ll

Whassup? . ‘
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Sacial markers Moon landing Stock market crash September 11 FC COVID-19
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Leadersnip sevie [PV W Y ° C
Controlling Directing Coordinating Guiding Empowering Inspiring
Ideal leader Commander Thinker Doer Supporter Collaborator Co-creator
Learning style Formal Structured Participative Interactive Multi-modal Virtual
Influence Advice Officials Experts Practitionars Peers Forums Chatbots
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Una primera aplicacion del modelo: Consumidores

» Baby Boomers: The Brand-
Loyal Consumers

e Gen X: The Practical
Decision-Makers

« GenY: The Convenience-
Seekers

e Gen Z: The Purpose-Driven
Spenders

* (Gen Alpha: The Digital-First
Consumers
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Un ejemplo: Lealtad de marca

® .
Brand Loyalty: Baby Boomers vs. US Adult Average .- .- marketing
"Respondents were asked if they make an effort to try new brands or if they usually purchase products from the same brands" ®“®#® charts
© Brand loyal: Baby Boomers Brand loyal: All US adults
B Tries new brands: Baby Boomers ™ Tries new brands: All US adults
76% 239
66%
62% 65% 63% 61%
57%
48% 48%

37% 36%

36%

9% 33%
27% 24% 26%

Groceries and Beauty and Personal Apparel, Shoes and Home
Household Goods Personal Care Electronics Accessories Fumishings

Published on MarketingCharts.com in September 2024 | Data Source: Morning Consult

Based on a May survey of 2208 US adults (18+) | Remaining respondents answered "Does not purchase”
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L as generaciones de tecnologias digitales

Maturists

Baby Boomers

Generation X

Characteristics

Formative experiences

Aspiration

Attitude toward
technology
Attitude toward
career

Signature product

Communication media

Communication
preference

Preference when making

financial decisions

(pre-1945)

Second Workd War
Rationing
Fixed-gender roles
Rock 'n’ Roll
MNuclear families
Defined gender roles —

particularly for women

Home ownership

Largely disengaged

lobs are for life

=

Automobile

Formal letter

@ &
|

Face-to-face

& @&
Ba 9 pa

Face-to-face meetings

(1945-1960)

Cold War
Post-War boom
“Swinging Sixties™
Apollo Moon landings
Youth culture
Woodstock
Family-orientated
Rise of the teenager

Job security

Early information
technology (IT) adaptors

Organisational — careers
are defined by employers

-

Television

S

Telephone

At

Face-to-face ideally, but

telephone or e-mail if required

Face-to-face ideally, but
increasingly will go online

Fuente: Marketing to New Generations

Ie BUSINESS SCHOOL

(1961-1980)

End of Cold War
Fall of Berfin Wall
Reagan / Gorbachey
Thatcherism
Live Aid
Introduction of first PC
Early mobile technology
Latch-key kids;

rising levels of divorce

Work-life balance

Digital Immigrants

Early “portfolio” careers
— loyal to profession, not
necessarily to employer

.i
=

Personal Computer

A &

E-mail and text message

R N4

Text messaging or e-mail

5] &
pa ©»pg

Online — would prefer

face-to-face if time permitting

9011 terrorist attacks
PlayStation
Social media
Imvasion of lrag
Reality TV
Google Earth
Glastonbury

Freedom
and flexibility

Digital Natives
Digital entrepreneurs —

wiork “with” o arganisations
not “tor”

mye

Tablet/Smart Pnone

R <

Text or social media

n

Online and mobile
(text messaging)

& &
e % pa

Face-to-face

. Disponible en: https://medium.com/@oliveirarod/marketing-to-new-generations-919edf810c52

Generation Y Generation Z
(1981-1995) (Born after 1995)

Econamic downturn
Global warming
Clobal focus
Mobile devices
Energy crisis
Arab Spring
Froduce own media

Cloud computing
Wiki-leaks

Security
and stability

*Technoholics™ — entirely dependent

on IT: limited grasp of alternatives

Career multitaskers — will move
seamlessly between organisations
and “pop-up” businesses

GCoogle glass, graphene,
nang-computing,
3-D printing, driverless cars

Hand-held (or integrated into
clothing) communication devices

gt

Facetime
@ ® 0 &
RE RS B BE|

Solutions will be digitally
crowd-sourced




. Que estamos aprendiendo?

 Elfin del gap de dispositivos

120%
. 96% g5a; 97%
o
100% 97% 94% 94% n
86%
33%
T9%
B0% 74% 73% 73% 76%

B0%

Percentage of smartphone owners

40%

20%
2015 2016 2017 2018 2019 2021 2023

= 18-29 == 30-49 50-64 == 65+
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. Que estamos aprendiendo?

 Elfin del gap de dispositivos

% of U.S. teens ages 13 to 17 who say they have access to the following devices at home

- Smartphone Desktop or laptop computer = Gaming console = Tablet computer
100%
___..--lll""""'I

S0%

50%- /0

A0%

20%

ay

S | | 1

2015 2022 2023

Source: Surveys of US. teens conducted 2014-2023.
Mote: Figures from 2015 depicted above were collected from 2014 to 2015. Those who did not dive an answer are not shown.

PEW RESEARCH CENTER
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. Que estamos aprendiendo?

« Diferenciacion en las aplicaciones dominantes

it THE INFINITE DIAL 2023

Uyt

Social Media Brand Used Most Often

BASE: U.S. SOCIAL MEDIA USERS

@ D & @ OTHER

Age 12-34 20 31 22 7
Age 35-54 55 12 12 9 ﬁ_ir"-"z
Age 55+ 74 6 4 N6 2 '

THE INFINITE DIAL © 2023 EDISON RESEARCH

) - =\
q%ggi?n amazon music WONDERY ART19 #InfiniteDial
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Cuando somos los laggards

2':;255 SOCIAL MEDIA USER IDENTITIES vs. INTERNET USERS

SOCIAL MEDIA USER IDEMTITIES AS A PERCENTAGE OF INTERMET USERS (MOTE: SOCIAL USER IDEMNTITIES MAY NOT REPRESENT UNIGIUE INDIVIDUALS)

NORTHERM
EURCPE

EASTERN
80.6% EUROR

NGE;EEF!H
S - n?ﬁ
79.0% EURCPE SOUTHERMN ngm

ELIROPE

CARIBEEAN NORTHERN 81 4% 96.9% B
X D @
MIDDIE ~ WESTERN

CENTRAL 39.0% AFRICA  ASIA SOUTHERN

AMERICA . m e - SOUTH-EASTERN
WESTERN 78.6% Jremt
81.4% EASTERM

- AFRICA
LOBAL SOUTHERM

2% 81%

OCEANIA
SOUTHERM
AFRICA

coupANY AL we
(350 S e are. = <O Meltwater
social
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El gap de influencers... y repensando el liderazgo

2FEB FOLLOWING INFLUENCERS ON SOCIAL MEDIA

25 PERCENTAGE OF SOCIAL MEDIA USERS WHO SAY THAT THEY FOLLOW INFLUENCERS OR OTHER EXPERTS ON SOCIAL MEDIA
GLOBAL OVERVIEW

5 ¢ G

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

AGE AGE AGE AGE AGE AGE
16 - 24 25- 34 35-44 45 - 54 55-64 65+*

SOURCE: : * we
COMPARABILITY: are, {O> Meltwater
social
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Una realidad nada simple...

2F(|)EB FAVOURITE SOCIAL MEDIA PLATFORMS

25 PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16+ WHO SAY THAT EACH OPTION IS THEIR “FAYOURITE” SOCIAL MEDIA PLATFORM
NOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THIS CHART

16.6%
160%

1%

1204

8%

3%

ER :

26%

GLOBAL OVERVIEW

5%

y
B 1.2% SNAPCHAT
B 1% XIACHONGSHU
- 0.9% IMESSAGE

SOURCE: NOTES: we
@ COMPARABILITY: are, (O) MeltWG ter
social
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-| principio del bar de copas
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El principio de local de copas

J FAVOURITE SOCIAL MEDIA PLATFORMS

2025 PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM
NOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THESE TABLES

GLOBAL OVERVIEW

FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST FEMALE INTERNET USERS FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST MALE INTERNET USERS

SOCIAL AGE AGE AGE SOCIAL AGE AGE AGE AGE
PLATFORM 35-44 45-54 55-64 PLATFORM 16-24 35-44 45-54 55-64

INSTAGRAM 16.0% INSTAGRAM 26.6% 11.7%
WHATSAPP 15.4% WHATSAPP 14.1% 17.3%
FACEBOOK 13.2% FACEBOOK /.8% 14.7%
WECHAT 15.5% WECHAT 8.2% 16.0%
TIKTOK /.8% TIKTOK 9.6% 5.7%
DOUYIN 9.8% DOUYIN 6.5% 8.2%
X 1.8% X 4.2% 4.0%
TELEGRAM 2.0% TELEGRAM 4.0% 3.2%
MESSENGER 2.5% MESSENGER 1.8% 2.2%

LINE 1.2% LINE 0.7% 1.2%

SOURCE: NOT AVAILABLE BOLD ORANGE TEXT we
@ COMPARARBILITY: are, (0) MEItWGter
social
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Y la gran incognita...

33 Gen Alpha

o
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Un cambio de modos de uso

Gen Alpha Content Habits: Video, Length, and
Creativity

Video vs. Text Preferences Video Length Preferences
70

(=)}
L=

12+ minutes

up to 3 minutes

20 30 40 50 60 70
Percentage (%)

. Shorter videos are more engaging for Gen Alpha.

o
o

8]
o

35%

Percentage (%)
b e
o o

-
o

o

Video Text-based

Creating vs. Consuming Content

Gen Alpha's preference for
video content reflects a trend
toward engaging, creative, and

45% 55%

consuming creating
content content

shorter formats.
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.Y de platatorma dominante?

New Social Media Platforms Marketers Should Watch
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Discord?

m Discord Download Nitro Discover Safety Support Blog Careers

IMAGINE A PLACE...

...where you can belong to a school club, a gaming group, or a worldwide art community.
Where just you and a handful of friends can spend time together. A place that makes it easy

to talk every day and hang out more often.

Y Download for Windows Open Discord in your browser
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Clubhouse?

LN
-; @ blog jobs (get clubhouse)

Privacy @ Terms FAQs W © 2023 Alpha Exploration Co.

w
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ROBLOX

iREGISTRATE Y DIVIERTETE!

Fecha de nacimiento

Dia N | Mes

Usuario

No utilices tu nombre real

Contraseiia

Por lo menos 8 caracteres

Género (opcional)

o

o

ROBLOX EN TU DISPOSITIVO

# Download on the

. App Store |

GETITON ) 1 - YO N
F‘ Google Pfay ‘ 2 PlayStation ‘ ‘ ) XBOX Meta Quest

| Get it from

B Microsoft

available at

amazon appstore

Iniciar sesion
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;Qué esta pasando con la |A?

Al adoption worldwide has increased dramatically in the past year, after
years of little meaningful change.

Organizations that have adopted Al in at least 1 business function,' % of respondents

80 Adoption of Al 80
T2
60 bo 56 £ 60
50 50
47 55
40 40
Use of generative Al
33
20 20
20
0 I I 5 1 0
2017 2018 2019 2020 2021 2029 2023 2024

'In 2017, the definition tfor Al adoption was using Al in a core part of the organization's business or at scale. In 2018 and 2019, the definition was embedding at
least 1 Al capability in business processes or products. Since 2020, the definition has been that the organization has adopted Al in at least 1 function.
Source: McKinsey Global Survey on Al, 1,363 participants at all levels of the organization, Feb 22-Mar 5, 2024

o
Ie BUSINESS SCHOOL
I




~dad y tecnofilia

Which statement best describes your attitude and behavior toward digital

experiences?
58% E-EI%
54%
43% 45%
38% 39%
33% 2%
18%
9% 9%
| love to use dlgltal technologies. luse dlgltal technologies, but only | am slower to adopt new

They are essential to my daily after they have become more  technologies. | do not rely on them

lifestyle. (I use at least 10 mobile  mainstream. (l use a few mobile  daily beyond mobile phone basic
apps frequently, such as Uber,  apps regularly, such as Facebook usage, such as photos, email and
shopping and social.) and news.) texting.

m Generation Z = Millennials mGeneration X mBaby Boomer mGreatest Generation

451 Research
S&P Global Source: 451 Research's Digital Endpoint Tracker Q1 2023
Market Intelligence Copyright © 2023 S&P Global Market Intelligence.
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;Qué esta pasando con la |A?

Figure 21: UK internet users aged 16+ who have used a generative Al tool in the past year, by age
and gender: June 2024

HAll mMale ®Female

16+ 16-24 25-34 35-44 45-54

718%

50%

41%
33%

. R S

Source: Ofcom, Online research panel poll: Generative artificial intelligence, June 2024. Question 1: When, if
ever, did you last use each of the following GenAl tools? Net results Generative Al tools include: ChatGPT;
ChatGPT Plugin;, My Al on Snapchat, Google Gemini, Microsoft CoPilot, DALL-E, Midjourney, Character.Al,
Scribe, AlphaCode, Quillbot, Synthesia, Claude from Anthropic, Perplexity, Stability’s Al tools and Grok on X.

Fuente: Online Nation 2024 Report. Accesible en:
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2024/online-nation-2024-report.pdf?v=386238
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