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CEO and Leadership Team 10-Year Vision:
HP TALENT To become a destination employer again.

LEADERSHIP HP APPROACH

Make HP a school for talent that creates
diverse leaders for HP AND our industry.




HP CMO'S TALENT VISION

Establish Industry Recognized World-Class Marketers Who Are:

Emotional Storytellers
Data-based/driven Marketers
Business Growth Drivers

Obstacles As Opportunities Leaders
Lead Diverse And Inclusive Teams to Greatness




MARKETING'S 2-YEAR DIGITAL TRANSFORMATION JOURNEY

People Strategy & Plan To Support Our New Workforce Needs

Future Capabilities Learning & Career Tracks

Facing Roles And Gaps Training & Pathing



CREATED FUTURE STATE DMT JOB ROLES

Thinking Through B2B vs B2C Learning & Development needs

Country Initiative CORE TEAM Roles Support & Innovation Roles

e Tech Stack Integration (WW & region)
® Data Systems Administrator (region)

Campaign Manager/ Strategist (large

markets) e——oAo— Data Scientist (region/country for large ctry)

. Al (region)
Project Manager Content Innovation (WW)

Content Strategist &g Customer Experience (AEM, Eloqua)

Management (WW)
HP.com (region) and HP Store (country)
Telemarketing support (country, Comm only)

Campaign Analyst* (Region) &9

*Nurturing & Lead Management
(country, Comm only)

Commercial event lead (country, Comm only)

Media Execution (Ziji/fin house and e —e
PHD)

Social media (country)

® Media Manager (region)
o

Data Strategist (region)

—* Insights (Region/Country)
Roles = new roles identified as part of our DMT transformation



CORE DIGITAL MARKETING CAPABILITIES REQUIREMENTS

O-0-

Insights & Dynamic In-House
Data Science ~ Journey-Led Media
Content

Integrated
Search

HP Talent

Agency Talent
DMT Skillsets & Training for B2C vs B2B

New DMT Competencies

,,,,,,,

Better Customer Experiences / Greater Marketing Effectiveness / Improved Marketing ROI (@



DELIVERED DMT ESSENTIALS TRAINING

Internal, SMEs and Live/Online due to COVID19

DMT Training Modules

DMT VIRTUAL TRAINING
RESULTS & INITIATIVES

Mauulo;yhmeuh Mowlrz'DMIPromss& Mao.n:'nu»wr-mmmn

POWER TRAINING Roles Overview nd Sales Productivity . RESULTS

tunderstand how to execute [ =

Module 7 l Content Strategy Module 8 | Nurtwring an initiative using the

& Operations omTprocessesandtoots. || R -+

Pre & post-training numbers

Modute 5 | Personas &
Customer Joumeys

Modue 10 | Media Planning Module 17 | Search Overview

Viork with our 12

221 usiness,
term, sustainable future. You can share your

°
Experience

Moduie 13 ‘ The Campaign Module 14 | initiative
Performance Measurement Action Planning




HP Marketing Lab Vision & Mission:

VISION: Support HP's school of talent
and CMQ'’s year of learning/growth.

MISSION: Equip Marketing with the
X,‘Vgﬁ(%rg:ﬁgt?_ab areer path tracks, foundational skillsets
simins d key skills to confidently grow HP’s
R 1esses and deliver impactful brand
qance and results.
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Brain Candy
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STEP TWO: RETHINK CAREER TRACKS & PATHS,
SKILLSETS AND SKILLS, AND PEOPLE PERFORMANCE

Career Tracks Foundational Career Pathing
Skillsets and Skills and E.S.P.



CAREER TRACKS: GROW YOUR CAREER@HP

Marketer & Marketing COE Specialists, Segment and Business Focused + Al-Driven Learning Pathways

Global Brand Marketer Market/Country Marketer  Marketing COE Specialist

Insights, Performance, Strategic Planning, Data Science,

BZC VS BZB BZC VS BZB MarTech, AdTech, Search, Marketing Services, Content, Agency

In House Agencies: Creative, Media, Search
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B2B, B2(C, GLEE

Do You Have
The Right Skills

;




REDEFINE WHO THE HP MARKETER WILL BECOME
4 FOUNDATIONAL SKILLSETS

Marketing CHP: i
# The Core Foundation
| of the HP Marketer
L ]
Business Brand Builder Customer Experience
Growth and Demand Collaborator & Agile
Svnergizer Creator Executor

s S ey



L L1
DEVELOP 12+

Marketing CHP:
The Core Foundation
of the HP Marketer

Customer Experience
Collaborator & Agile
Executor

Business
Growth Synergizer

---------------------- Analytics and Brand Builder and
Insights Generator Demand Creator
—> Leadership @FIP NN ---------“TCOCSUREEEEEEENSEN 0 —>  Customer Experience
Obsession
—>  Marketing Strategy —>  Market RESCEIS N = cntuiee Data Driven

Briefs & Creative

Driven Analytics

Decision Making

> Digital Marketing
Expertise

—> Customer, Portfolio &
innovative Insights

— Business Acumen

and Delivery Agile

Execution

— Omnichannel Customer
Asset Planning

—> Performance Measurement
& Effectiveness

N



DELIVER INSIDE AND OUTSIDE LEARNING EXPERIENCES

Marketing Lab Foundational Trainings, Day Job Hacks, Skillset Pilots

REFORGE

DMT VIRTUAL TRAINING
RESULTS & INITIATIVES

i hid&ibshﬂfyﬂ&wmfmnpbﬂnmwuame.mmm
finance in order in the right tool the right way. all the way to paying your invoie

Planning

STUKENT CERTIFIED

Yale scHOOL OF
MANAGEMENT



HAVE MARKETING CA

Experience Performance



.
HELP People

MARKETING Scope of S Management/

Experience Inside HP : I
PEOPLE Responsibility Leadership Qualities
Experienced HP People Leader
HAVE Large global or ' Marketer
Strong values, promotes

el i O L2201 Accumulated arich the HP Way, drives diversity
CAREER 2 gleosl LUE level of experiences and inclusion, and is
M.Ult'tUde of within or outside HP committed to mentoring
PAT H S A N D busmes; and/or and capability building.
functional Expanding
MA KE EXperiences Experiences Within HP
Moving to new Experienced People Manager
M OV ES Mid-size market or business/category/ Positive VIA scores managing
mid-level global function, or role that teams
role (Mktr/COE) adds new skill-set or Leads with diversity
stretch assignment or Experienced Locations
Some business role in an adjacent IC or manager moves across
or functional function countries, markets, functions
experience (Comms, Sales, or WW vs local scope

Category, Product Mktg,

Omnichannel, TMO) Individual Contributor to

Master IC

Hasn’t had the opportunity to

manage people. Given stretch,

projects/key programs to lead
people virtually

Country-level
within a market or
COE entry level

One role in one HP
business or COE
function; B2B OR B2C
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STEP THREE: LAUNCH MARKETING LAB TV TO DELIVER TIME NEEDED
AND POINTS OF REFLECTION FOR OUR YEAR OF PERSONAL LEARNING

..and have fun doing this!

Cristina Bondolowski

Head of PS Marketing

Had my third child... a girl!

Sparkling Had the call of m;
y life... move to HQ
M y career map g’:ﬁ?},r&w @ @ to lead Coca-Cola brand globally
Women in
Had my Leadership '* \ohcon o
second Moved with the P
family to Atlanta \ue:ﬁ’
= - e
Coca-Cola —_— &
Brand Manager, @3 Digital |
Spain & Portugal N Marketing
first son! Global VP Reflect on the future
E a 9 My first son! Coca-Cola TM Reflect on the future
T :'lar’sk( job durlng college P
] {20t i 1693-1954 ‘ =) Ef.s::f"“” Head of PS Marketing
e . \ Palo Al
(.. Moved with the
family to Singapore
Graduated from Moved to an insurance Fanta .‘ b,
CEU San Pablo company as IT Network Brand . .
‘7\3 “!{'f?’l‘f‘;‘. " Manager but moved to Manager Moved to
ministratio marketing after the MBA al . VP Marketing California
%gsﬂl&;‘émme Madrld MBA Mavkehng t: c;",ﬂ,';:e South-East Asia
GENERALI 3
Mfiﬂ 1995
67 Moved back to Coca- 0 / ma'"d:s':{m
Moved to Pepsico BE= (olaHQ in Atlanta ng
=TI El Marketing Assistant
Madrid 1996 Started working for rep - -
% o =
Moved to Universal & e reanbget, @ Itis time to move
JMVERS: ;’anramdo:nl Pictures ppid1999 to tech!
Ja J,E b ga;aw Moved to Colgate- SUP Marketing
Colgatc Palmolive Developed
Brand Manager M:,'::ge @
Internship  University/5chool  Personal [k 1998 ﬂnhdg‘p:klhg

Sharon Ellerker




WE BELIEVE IN IN THE POWER OF MARKETING AND OUR
MOST POWERFUL ASSET IS OUR MARKETING PEOPLE

CEO and Leadership Team 10-Year Vision:
P TALENT To become a destination employer again.

LEADERSHIP HP APPROACH

Make HP a school for talent that creates
diverse leaders for HP AND our industry.




THANK YOU

tara.agen@hp.com

https://www.linkedin.com/in/tarajagen/
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