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HERRAMIENTAS
DE COMUNICACION

para el desarrollo de carrera investigadora Propuestas de investigacién

.\

@ Revision de literatura

I

@ Articulos cientificos

o\ \

@ @® Informes técnicos

PRODUCCION \
CIENTIFICA @ Graphical abstract

VISUAL
* \

ESCRITA

@ Presentaciones congresos

\

A
@® Posters
= , \
Comunicacién estratégica o COMU!\”CAClON DIVULGACION ® Seminarios
: TU CIENTIFICA CIENTIFICA }
Estrategias de comunicacion o ® Medios
E /
2
z ® Blogs

, /

@® Redes Sociales

HABILIDADES ® VERBAL
INTERPERSONALES / /
I ® / ® Networking

@® Trabajo en equipo

[ ]
NO VERBAL

® o
/ Interdisciplinaria

Crosscultural
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BASICOS EN COMUNICACION
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COMUNICACION ESTRATEGICA (@)  ESTRATEGIAS DE COMUNICACION
Identificas un objetivo _

Es un proceso planificacion (1 segundo o 1 mes) Es un proceso implementacion y adaptacion
N N
QUE A QUIEN + COMO
1.  Qué quiero lograr? 1. Quién es mi audiencia?
2. Qué necesito comunicar para lograrlo? 2. Como adapto el mensaje?
3. Cémo lo comunico?

A4

Canal

Circunstancia

Contexto
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PEOPLE
CENTRICITY
APPROACH

d.School Stanford




conectar




conectar
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para el desarrollo de carrera investigadora

nacer |a viaa
de 1as personas
+ fac
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SIMPLICITY
APPROACH

MIT - John Maeda
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COMUNICACION EFECTIVA €  COMUNICACION ASERTIVA

Te expresas de forma claridad y concisa Expresas tus opiniones y comentarios

Se focaliza en la comprension Gestionando conflictos

v v

COMO LO DIGO COMO ME SIENTO YO y luego los demas

1. Mensaje: sintesis y simplicidad 1. Mensaje: necesidades + sentimientos (1° tuyos y luego de los demas)

2. Mensajero foco en: tono + volumen + velocidad + pausas 2.  Mensajero foco en: priorizarte, entenderte, darte tiempo
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nacer |a vida
de |as personas
+ TaC|
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ACTITUD COMUNICACION EFECTIVA
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MODULO 1

COMO
COMUNICO?

COMUNICACION ESTRATEGICA ESTRATEGIAS DE COMUNICACION




cOMO
COMUNICO?

Elije un tema (cualquiera)

Grabate con el movil

Obsérvate (sin audio)

Escuchate (sin imagen)

Mira el video completo (con carifio)




cOMO
COMUNICO?

Obsérvate (sin audio) @ Qué transmito?

@ Gestos? Expresiones?

Escuchate (sin imagen) 9 Tono? Volumen? Velocidad? Pausas?

0 Claridad? Conciso? Muletillas?

Video completo @ Qué te gustaria mejorar? (3)
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01. Qué decir
'Elmensaje

necesita una estrategia:

. Mapeo necesidades
de la audiencia:
qué quiereny necesitan
escuchar, cuandoy como.

@) Defino mis necesidades
estratégicas:
qué quiero transmitir, como 'y
cuando.

@) Estructuray flujo

de la comunicacion:
timing 2/3

02. Como decirlo
Lapersona

el mensaje eres tu... :

. Lavoz:

nuestra herramienta mas importante,
conocerla, prepararla y cuidarla.

‘ Gestion de pausas:
cuando, como, para qué
y porqué son claves.

@ Velocidad y volumen:

cuando, como, para qué
y porqué son claves.

@) Lamiraday la sonrisa: cuando,
cOmo, para qué y porqué son claves.

. Lo que dices cuando no dices nada:
postura, posicion, proxemiay gestos.



nerramientas
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Mapeo necesidades:

Coémo quiero
que me perciban?

Como quiero
transmitir?

Como quiero
sentirme?

wa

-

Qué quieren?

-

Qué necesitan?

-

Qué les preocupa?

~

-

Coémo puedo deleitarles?

~
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HACER LA VIDA DE LAS PERSONAS + FACIL

eliminar lo obvio + resaltar lo significativo

C 3C: claro + conciso + corto >

< la magia de la espiracién

)

C Pausasy matices

)

HABILIDADES
INTERPERSONALES

A
ESCRITA | VISUAL
PRODUCCION
CIENTIFICA
< 3C: claro + conciso + corto > < Principios de Disefo >
< Storytelling > < Jerarquia de informacion >
DIVULGACION
< Data Storytelling > CIENTIFICA < Recursos Graficos >
VERBAL NO VERBAL

C Postura >

Proxemia

< Kinesis >

7
/




HERRAMIENTAS

DE COMUNICACIQN
TELLING THE RIGHT STORY | TELLING THE STORY RIGHT
frameworks DISCOVER INTERESTS DEFINE INTERESTS DEVELOP THE STORY DELIVER THE STORY

EDITORIAL
EXPERTISE

STORYTELLING
OPTIONS

PRIMARY
RESEARCH

ASKING THE
READERS

CLUSTER
QUESTIONS
DECIDING ON
VOTING

QUESTONS

PITCHING

SECONDARY
RESEARCH

STORYTELLING DECISIONS
PRODUCTION DECISIONS
PUBLICATION

GENERAL TOPIC

( SPECIFIC QUESTION ON GENERAL TOPIC )

ANSWER TO A SPECIFIC QUESTION
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HERRAMIENTAS

Storytelling

frameworks
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Imagery,
in particular Analogy

Detailing Concept
nent

Being Diverse/Different

Perspectives and/or
Cultural Beliefs

Acknowledging User’s
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Storytelling RITUAL % STORY
™
frameworks

MORAL o

VICTORY

@ STAKES

8 ‘~
\ x
\-'

\
'

BACKSTORY

°
JOURNEY 1
iy (*) DISRUPTION

&

MENTOR

O

ANTAGONISTS
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Data Storytelling

frameworks

q 9,0

NARRATIVA DISENO

NO €S
mostrar datos
es contar datos
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Chart Suggestions—A Thought-Starter
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disena...
no decores.




869%

de los encuestados

coinciden que una
CADENA DE
ABASTECIMIENTO

VERDE
es muy importante

wonr: IPPRITTUTT 2

T

s T 2>

NO
IMPORTANTE w’i"n"i"i"i"i"i”i"i'
inable Sup ins” by the Supply Chain & Logistics Institute at Georgia Tech




comunica conh un
unico lenguaje visual.




Never give up. Today is
beautiful design, but the
day will
be sunshine
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THE RIGHT FISH

& & & & & e & &
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After years of irresponsible fishing, there just aren't = o)/ a =
that many fish in the sea anymore. If we are going to : . s o S é v’ ‘-\.’.7‘ é é
help save the world's fish populations while continuing

to eat fish (which you should, it is really good for you),
we have to eat the right fish

clLAwS SPINY LOBSTER OvsTERS CLAms

Use this guide—based on the Monterey Bay

Aquarium'’s Seafood Watch List—as a helpful tool to
tell you which types of fish and types of fishing you
should support to keep our fish populations healthy.
T & c c

ARCTIC CHAR BARMUND! STRIPLD BASS
p US. farmed 1.5 tars SALMON ¥ W

T & T o o

ALASKA PACFIC COD  BLACK ROCKFISH ATLANTIC CROAKER
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lack PACHIC COD u o
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] r]

:\\ \f ) 7 '\/‘ :\\ :\\
(o o J

SPINY LOBSTER BAY SCALLOPS STEAMER CLAMS.
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FLAVOR BOOSTER PLAN
Building Capabilities for Growth

LOSING MARKET SHARE VOLUME HIGHLY CONCENTRATED
FORTHE LAST 10 YEARS IN THE TRADITIONAL CHANNEL
60,0
WHOLESALERS

50,0

CONSUMER DIRECT
Total KO Flavor Brands

40,0

0.0 61,5% 18,7% 14.7%
’
Total Regional Flavor Brands TRADITIONAL MODERN ON PREMISE
20,0 ,
Fanta

10,0
OTHERS

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

OPPORTUNITY
What has happened to the Flavor SSDs Segment? \(




si lo puedes hacer
con menos...
mucho mejor




LL&TB

PAST, PRESENT & FUTURE

2016

2020
: SCALE-UP

The Network as a
great asset to the

REATION

Building the network
in terms of platform
and community

Implementation of a
strong MKT strategy with

2016

® CONSOLIDATION

® GROWTH

209
paly

©® SCALE-UP

™
® OUTREACH

key stakeholders from EIT entire EIT HEALTH
HEALTH and beginning of community (‘@ CREATION @ DEVELOPMENT
\ financial support for start-ups S
2017 Building the Expanding the
' o network in terms network:
DEVELOPMENT ) 2021 of platform and living labs from
I - OUTREACH community each CLC,
Expanding the network: \ | Support of the first
living labs from each CLC, / Expanding boundaries beyond start-ups

support of the first start-ups

\ 4 2018

N A CONSOLIDATION
OEI'C Health

Accelerator pillar

N\

Launching the official
Start-up Support Program and
creation of Living Labs Academy

HEALTH

Launching the oficial
Start-up Support
Program

Creation of Living Labs
Academy

Implementation of a
strong MKT strategy
with key stakeholders
from EIT HEALTH

Beginning of financial
support for start-ups

The Network as a
great asset to the
entire EIT HEALTH
community

Expanding
boundaries beyond
Accelerator pillar



la simetria es clave
yihesmesat



LL&TB Project in 2021 LL&TB Project in 2021

Main Objective Main Objective

‘)

Co-creation Validation Scale up 0—0 IDEATION ———() CO-CREATION ———() VALIDATION ——() SCALE-UP

|deation

LL&TB offers a unique service in Europe for entrepreneurs in the health sector, accessing a multi-stakeholder

( PROGRAMME environment and involving end-users at every step of the innovation process.

The Living Labs and Test Beds programme offers a unique service in Europe
for entrepreneurs in the health sector, accessing a multi-stakeholder
environment and involving end-users at every step of the innovation process.

2021
In 2021 we will drive the . . - F pushing we will drive the
+ d = i
programme and ne__twork edig';?l\;?'ltls:ll)j?:;ts § g % achievements programme and
to their full potential, S IEIEH = towards network to their
achieving greater = g sustainability full potential, altracting new *imovation& - extending the results and mushing
stakeholders atio enefits 0 o the achievemen
OUTREACH, by extending the results hieving greater projects e BT viealh s & towards
g achie g g eat sustainability
tract and benefits of LL&TB 1 OUTREACH, by seosystems
aliracting new to the other EIT Health !
pillars and ecosystems m

- stakeholders
‘EIt Health

@ Hesailth



el espacio libre
es clave magico.
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LL&TB Project in 2021

OUT/MS/DEL

KICK-OFF MEETING
IN SPAIN
MS01 22 FEB 2021

LL&TB FOR START-UPS
CALL LAUNCHED
MS02 12 APRIL 2021

OFFICIAL & PUBLIC COMMUNICATION OF
THE GROWTH OF THE NETWORK
MS04 29 OCT 2021

LL&TB Project in 2021

OFFICIAL & PUBLIC

DECEMBER

COMMUNICATION OF THE VETTING

PROCESS FOR LIVING LABS
MS03 30 SEPT 2021

C

7

05.1-Business model implementation
0UTO02 30 Sept 2021

02.1- Quality improvement of the EIT L7
.
Health Living Labs Network < -
0UTO1 30 Sep 2021

D5.1 - Canvas model
DELO1 30 Sept 2021

@ Health

COLLABORATION
AGREEMENT WITH ENOLL
MS05 30 SEPT 2021

03.1 - Impact measurement in the Ry
service provision OUT03 30 Nov 2021

s
’,

D5.2-Public-private collaborations report DELO2 *
D1.1-Project Management Report DELO3 :

D2.1-Quality improvement report DELO4

D2.2-Report on big players inclusion DELD5

D2.3-Living Labs and Test beds report DELO6 *
D3.1-Report on the performance of the program DELO7 -
D4.1-Knowledge transfer practices report DELOS8 -

31 Dec 2021 :

OUT/MS/DEL
Ms03
Official & public communication
Vetting process for living labs
? Ms01 Ms02 MS05 MS04
Kick-off meeting LL&TB for start-ups Collaboration Official & public communication

in spain call launched agreement with enoll
Y, J— 22 Feb 2021 ------- & 12 Apr 2021 O 30 Sept 2021
0uUT02 05.1 © DELO01D51

Business model
implementation

Canvas model

ouTo1 02.1
Quality improvement of the EIT
Health Living Labs Network

of the growth of the network

-- I 30 Nov 2021
0UTO03 03.1

Impact measurement
in the service provision

29 Oct 2021

© DEL02 D5.2

Public-private collaborations repart
© DELO3D1.1

Project Management Report
© DEL04 D2.1

Quality improvement report

© DELOSD2.2
Report on big players inclusion

-~ 31 Dec 2021 o

Q DELO6 D2.3
Living Labs and Test
beds repart

© DELO7 D3.1
Report on the performance
of the program

O DELOB D4.1
Knowledge transfer
practices report
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Value Proposition

VALIDATE YOUR SOLUTION THROUGH THE EXPERIENCE OF OTHERS

co-design, test, validate and evaluate your solutions with end users in real and controlled environments

ENTREPRE- HEALTH
NEURSHIP SERVICES

INDUSTRY ENTREPRE-

NEURSHIP

HEALTH
SERVICES

ENTREPRE- HEALTH

NEURSHIP SERVICES INDUSTRY

ENTREPRE-
NEURSHIP

W, I ;§o
5 & I8

a4 Living Labs

LL&TB ecosystem OUTCOMES THAT MATTERS TO

LL&TB Assets

FOCUS ON START-UP LL&TB Supported for healthcare Academy CITIZENS, GETTING REAL VALUE
ACCELERATION Start-ups innovation to the FROM QU;'\EL;'I‘;YI'CPEF;ODUCTSI
Programme Sustainability

Value Proposition

Validate your solution through the
experience of others

co-design, test, validate and evaluate
your solutions with end users in real
and controlled environments

COMMUNITY [ ]

ENTREPRENEURSHIP L ENTREPRENEURSHIP g ENTREPRENEURSHIP gt ENTREPRENEURSHIP ‘g

)} —o

matters to citizens,

o—( ACCELERATOR or—( INNOVATION o—( CAMPUS

Focus on

Startup e o E::;g!;‘ayhs ) | W asas Outcomes that
Acceleration o3 g‘r:::'l:m ﬁ‘?;b"'::: IL_E Sustainability

Getting real value
from quality
products / services
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Tipografias.

OOOOO — RECURSOS
GRAFICOS

@@@@@@ RECURSUS

San serif



PRESENTACIONES

RECURSOS
GRAFICOS

Tipografias. Time New Roman

RECURSOS
GRAFICOS

RECURSOS (%;RAFICOS

Lorem ipsum dolor sit amet, consectetur adipisci elit, sed eiusmod tempor
incidunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrum exercitationem ullam corporis suscipit laboriosam, nisi ut aliquid ex
ea commodi consequatur.

Estrategias de Jerarquia de informacion
a través de la tipografia:

1. Mayuscula- minuascula:
mayor importancia (titulos) mayuscula — mindsculas texto
explicativo que apoya al titulo.

2. Tamanio:

Misma tipografia ambas en mayuscula:

mayor importancia (titulos) mds grande

menos importante pero relevante (subtitulo) mas pequefio.
(esto es ideal para textos cortos)

3. Negrita:
Resalta jerarquia de titulo junto al tamafio
Resalta texto explicativo sobre lo que se quiere que se haga foco

4. Separacion de texto:
Es clave para reafirmar la jerarquia de la informacion entre los tres
Nivels (titulo, subtitulo y texto explicativo)

5. Color:
Uniformidad de color en titulo es clave (mismo color siempre)
Usarlo también para resaltar algo que sea clave.



PRESENTACIONES

RECURSOS
GRAFICOS

Tipografias.

GRAF

Subtitulo Georgia



PRESENTACIONES

RECURSOS
GRAFICOS

Tipografias.

Estrategias de Jerarquia de informacion

a través de la tipografia:
1. Mayuscula- minuscula y tamafio
colocar titulos en minuscala pero con una tamafio muy grande
es una excelente estrategia.
I |

Subtitulos

Source:

(13 »



RECURSOS
GRAFICOS

magenes
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u Q, Busca fotos de alta resolucion gratis % Explorar  Anunciarse  Blog Inicia sesién / Registrate Enviar una foto

Editorial Eventos Actuales Fondos De Pantalla Renders 3D  Texturas Y Patrones Experimental  Arquitectura Naturaleza Negocios Y Trabajo Moda Pelicula Comida Y Bebida Salud Y Bie >

Unsplash

La fuente de Internet de imagenes de uso libre.
Con recursos de creadores de todo el mundo.

Q. Busca fotos de alta resolucion gratis

Es tendencia: flor, fondos de pantalla, fondos, feliz, amor

@) SQUARESPACE

Foto del dia Pawan Thapa Licencia Unsplash Create your website today.

33 notificaciones nuevas (La asistencia de enfoque esta
en)

:N [

https://unsplash.com/es

Super recomendado para fotos de personas especialmente
(mi segundo recurso favorito)


https://unsplash.com/es

https://savee.it/

imagenes altisima calidad y disefio
Excelentes imagenes abstractas.



Soluciones de Inteligencia Artificial
gue pueden ahorrarnos (mucho) tiempo



Soluciones de Inteligencia Artificial

proceso de investigacion

Interaccién con papers

Heuristica = FeaturesV Pricing Concept Maps Changelog @

@ OpenRead ? #Trending  More v/ Signup  Signin —

LEARNING & RESEARCH Paper, has never been so
MADE SIMPLER WITH Al powerful

Al-powered mind maps and concept maps
for visual learning, thinking and research. AlSearch  Upload

m Sign up for free and join over 40k+ learners. Go!
. HM® o

H %'N'VE'RE MICHIGAN STATE 1%

v_gLAV UNIVERSITY

Trusted and loved by users from

P
) | caining THE UNIVERSITY ‘ESS'EC I—
b Unerte J: of EDINBURGH BUSINESS SCHOOL [ — Z Ur IC



https://www.heuristi.ca/
https://www.openread.academy/

Soluciones de Inteligencia Artificial

proceso de investigacion

Interaccion con papers

. Sign |
— v

The Fastest Way to Read Research Papers

Upload a paper, highlight confusing text, get an explanation. We ma

papers easy to read

c Literature, Simplifi
Y

® explainpaper.com/re

I Focebook W

Explainpaper £ My papers & Upload a paper

mA3(--)) to dissect the mutagenic role of APOBEC3G in vivo (Fig. 1A)(14,15) (Methods) Gateway to research with smart searches, audio podcasts from
papers, easy uploads, and interactive chats.

In the hA3G(+) mAX(--) mice, transgenic APOBEC3G is expressed in multple tissues, ZE—
including the urinary bladder, the lung, the spleen, and immune cells(14,15). The We wanted 1o see if a certain protein, APOBEC3, was
2o - i § \ 3 enough 1o cause tumors, so we used a chemical
IBEC3G mRNA level in the urinary bladder was comparable to that in the lung and called N-butyl-N-(4-hydrosybutyl)nitrosamine (BBN)

spleen (Fig. 1B). The protein expression of APOBECAG in the urinary bladder was KLECH K9 praows. W ()00 Eomen/ e f1e SRV

rates of mice with and without the protein. We found
confirmed by SDS-PAGE western blotting (Fig. 1C). We reasoned that APOBEC3- i that the mice with the protein had a much higher rate

of deveioping bladder cancer and a shorter survival
rate than the mice without the protein. We also
inciuded a group of mice that were exposed to BBN
but 6id not have the orotein as a control.

induced mutagenesis alone would not be sufficient for tumor initiation(7), so we used the

chemical carcinogen  N-butyl-N-(4-hydroxybutyljnitrosamine  (BBN) to  initiate



https://www.paperbrain.org/
https://www.explainpaper.com/

Soluciones de Inteligencia Artificial

adaptacion de estilo

alternativas a Chat GTP

Gemini ¥ Claude

BY ANTHROP\C


https://claude.ai/login?returnTo=%2F%3F

Soluciones de Inteligencia Artificial

diseno & desarrollo de la presentacion
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e Gamma Pricing  Careers @ English Login Try for free

e Anewmedium for
{’ "\ presentingideas.
Powered by Al.

Beautiful presentations, documents, and websites.

PEm————

No design or coding skills required.

Signup for free - /



https://gamma.app/

a dethOpus Use Cases v Solutions v Pricing Resources v Login [ Get Started ]

Best Presentation
Templates of 2024

2024's presentation perfection — unlock
impactful templates that inspire and
dazzle with effortless style.

Brand Case Study

Clent: Decktopus

Search for a template ‘

Patient Case Study ‘

rrrrrrrr | Hospital

All Pitch Deck


https://www.decktopus.com/templates

o Enterprise Vision Presentations Resources Login Request a demo

0 share " 4
gow I e
Make deals, -
not decks o goes ere:
- ctive 8068
e objeC
Corporat
Tome is the leading Al-native research
and presentation platform for sales and 2
marketing teams. e g
3 | % o Laem :
: Lore + Lorem
! 4y Busess S :m o Lorem
Get started Contact sales :m + Lorem B
I’Q o Lorem Lorem u
Lorem
I e o Lorem 00
3, B s + Lorem + Lorem 0
= o Lorem o Lorem + Lorem @
o Lorem + Lorem
8|k o Lorem Toen
Lorem
() i it it . o Lorem
i o + Lorem
O .LL:::: + Lorem
= E——
* Lorem LH * Lorem

+ Lorem
* Lorem


https://tome.app/lp/ai-presentations

() PopAi

+ New Chat

Tools

B Al Reader

TJ Al Presentation
2. Al Writing

88 More

Assets

€ Files

® Chat History >

Standard Model GPT-40
0/0 daily 0/0 daily

Al Presentation Al Reader
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