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(Queremos
un mundo
mas humano.




Por diez anos, nuestra metodologia

ha obedecido a una mezcla de escuelas

de pensamiento (Human—Centered Design,
Design Thinking, Gestalt), donde ponemos

al consumidor al centro para proveer el mejor fit
entre consumidor y marca.



Brand Consulting & Human—- Centered Design

Brand & Business Competitive Landscape & Positioning, Brand Identity & Creation, Brand Reputation Management

Diagnostics Brand Relevance & Customer Experience. & Brand / Customer Relationship Building & Communications.

Business Model Analytics Experience & Touchpoints Research & Insight Brand Identity & Assets Commercial Tools Brand Communications

- Products & Services Definition. - Customer Journeys Mapping. - Commercial Ecosystem Identification. - Phonetic Brand Identity. - Sales & Marketing Tools. - Go-to Market Strategy.

- Customer Segments Profiling. - Touch-points Definition. - Benchmarking. - Graphic Brand Identity. - Brand Stationery & Packaging. - On / Offline Brand Communications.
- Value Proposition Design. - Critical Brand Assets Definition. - Attribute Mapping. - Brand Tools Prototyping. - E-commercial Tools. - CRM & Retention Strategies.

- H2H Relationship Channels. - Critical Commercial Tools Definition. - P&S Trend Analysis. - Legal Intellectual Protection. - Architecture & Interior Design. - Internal Communications.

- Revenue Streams Definition. - Critical Relationships Channels Id. - Customer Segments Research. - Brand System Update® - Online Presence & Website Development. - Digital Marketing Deployment.



Y hemos comprobado,

marca tras marca, que cada vez
que ponemos al consumidor al centro
(incluso a tus empleados, que son
tus primeros consumidores),



tu negocio deja de competir

en un ecosistema comercial B2B/B2C,
y comienza a establecer relaciones
H2H: Human to Human.



SOMOoS
Consultores de Marca
de Humano a Humano.



Bienvenidos.



Talleres



Ol1.
The Golden Circle

Why? — (Your Purpose)

What is your cause? What do you

believe? This is your core and the @
main reason of your product or

service to exist.

How? — (Your Tangibles)

How will you achieve your goal?
These are specific actions taken to C.
realize your Why.

What? - (Your Tangibles)

What do you do? The result of Why. @
This is where your purpose translates
into products & services.




02.
Customer Profiling

Customer profile Ol Customer profile 02 Customer profile 03 Customer profile 04
Atributes + Behaviours Atributes + Behaviours Atributes + Behaviours Atributes + Behaviours
+ Psychographics + + Psychographics + + Psychographics + + Psychographics +

Demographics. Demographics. Demographics. Demographics.



05.

Business Model Canvas

Key Activities

Value Propositions

QL
LN

Customer Relationships

4

Customer Segments o0

Y (V4 a-
Who are our Key Partners? What Key Activity do our Value Propositions require? What value do we deliever to the customer? What type of relationship does each of our Customer For whom are we creating value?
Who are our Key Suppliers? Our Distribution Channels? Which one of our customer’s problems are we helping Segments Who are our most important customers?
Wich Key Resources are we acquairing from partners? Customer Relationships? to solve? expect us to establish and maintain with them?
Who Key Activities do partners perform? Revenue streams? What bundles of products and services are we offering Which ones have we established?
to each Customer Segment? How are they integrated with the rest of our business EXAMPLES
Which customer needs are we satisfying? model?
MOTIVATIONS FOR PARTNERS CATEGORIES How costly are they?
CHARACTERISTICS
EXAMPLES
Y ~0\~ [
What Key Resources do our Value Propositions require? Through which Channels do our Customer Segments want
Our Distribution Channels? Customer Relationships? to be reached?
Revenue Streams? How are we reaching them now?
How are our Channels integrated?
Which ones work best?
TYPES OF RESOURCES Which ones are most cost-efficient?
How are we integrating them with customer routines?
CHANNEL PHASES
\_4

Cost Structure

What are the most important costs inherent in our business model?

V‘ Revenue Streams

For what value are our customers really willing to pay? For what do they currently pay?

How are they currently paying?
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

MOTIVATIONS FOR PARTNERS

TYPES FIXED PRICING DYNAMIC PRICING

SAMPLE CHARACTERISTICS




04.

Value Proposition Canvas

Do they...

Create savings that make your customer happy?

Produce outcomes your customer expects or that go beyond their
expectations?

Copy or outperform current solutions that delight your customer?
Make your customer’s job or life easier?

Create positive social consequiences that your
customer desires?

Products & Services

List all the products and services your value propositions
is built around.

Wich products and services do you offer that help your
customer get either a functional, social, or emotional job
done, or help him/her satisfy basic needs?

Wich ancillary products and services help your customer
perform the roles of:

Buyer

Do something customers are looking for?
Fulfill something customers are dreaming about?

Produce positive outcomes matching your customers success and
failure criteria?

Help make adoptation easier?

Gain Creators

Describe how your products and services create customer gains.
How do they create benefits your customer expects, desires or would
be surprised by, including functional utility, social gains, positive
emotions, and cost savings?

Gains

Describe the benefits your customer expects,
desires or would be surprised by. This
includes functional utility, socil gains,
positive emotios, and cost savings.

What would increase the likelihood of
adopting a solution?

Wich savings would make your customer
happy?

What ouctomes does your customer expect
and what would go beyond his/her
expectations?

How do current solutions delight your
customer?

What would make your customer’s job or life
easier?

What positive social consequiences does your
customer desire?

Customer Job (s)

What are customers looking for?

Describe what specific customer segment is trying to get
done. It could be the tasks they are trying to perform and
complete, the problems they are trying to solve, or the needs
they are trying to satisfy.

What do customers dream about?

How does your customer measure success

< What functional jobs are you helping your customer get done?
and failure?

What social jobs are you helping your customer get done?
What emotional jobs are you helping your customer get done?

What basic needs are you helping your customer satisfy?

EK

Co-creator

Transferrer

Do they...

Produce savings?
Make your customers feel better?
Fix underperforming solutions?

Put an end to difficulties and challenges your customers
encounter?

Wipe out negative social consequences your customers encounter
or fear?

NV
/TN

Pain Relievers

Describe how your products and services alleviate customer pains.
How do they eliminate or reduce negative emotions, undesired costs
and situations, and risks your customer experiences or could
experience before, during and after getting the job done?

Eliminate risks your customers fear?

Help your customers better sleep at night?

Limit or eradicate common mistakes customers make?

Get rid of barriers that are keeping your customer from adopting
solutions?

Customer Segment

Create one for each Customer Segment in your Business Model

USE IN CONJUNCTION WITH THE BUSINESS MODEL CANVAS

Pains

Describe negative emotions, undesired costs
and situations, and risks that your customer
experiences or could experience before,
during, and after getting the job done.

Buyer

Co-creator

What does your customer find too costy?
Transferrer

What makes your customer feel bad?

How are current solutions underperforming
for your custome?

Outline in which specific context a job is done,
because that may impose constraints or limitations

What are the main difficulties and challenges
your customer encounters?

What negative social consequences does your
customer encounter or fear?

What risks does your customer fear?

What barriers are keeping your customer from
adopting solutions?

What's keeping your customer awake at night?

What common mistakes does your customer
make?

Customer Segment



ustomer Experience Canvas

01. PRE SERVICE PERIOD 02. PRE SERVICE PERIOD 03. POST SERVICE PERIOD
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EXPECTATIONS EXPERIENCES SATISFACTION/DISSATISFACTION

What are (potential) expectations towards the service and/or service provider? What are the individual experience customers have with the service and/or service provider during the servide period? Customers individually assess the service by comparing service expectations with their

personal service experiences




Branding
Integrativo
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AQUiI METO
TODO AL ASADOR.
[Reisi@,

PLATOS FUERTES

}6n (300gr)
Sarbén (300gr)
Carbén (300gr)
sarbén (6oogr)
Carbén (300gr)

Tampliquefa

Costillitas al Carboén

Pechuga de Pollo al Carbén

Fajitas de Pollo

Enchiladas Rojas c/Queso

Enchiladas Rojas c/Chicharrédn Prensado
Papa Asada

Papa Asada c/Top Sirloin

Papa Asada c/Cordero
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Promocion
Comercial
& Publicidad






https://vimeo.com/206605470
https://vimeo.com/206605470



https://vimeo.com/228909045
https://vimeo.com/228909045



https://vimeo.com/231938970
https://vimeo.com/231938970

Click para ver video



https://vimeo.com/248529117
https://vimeo.com/248529117

Click para ver video

Sin To


https://vimeo.com/248529759
https://vimeo.com/248529759

- -r-

Click para ver video
4

Eres la.,fuente' deMAspIracion
fara t@ﬁés los &ue °emos en ti
: \\/ .


https://vimeo.com/265470920
https://vimeo.com/265470920

Comunicacion
de Marca en
Redes Sociales
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® My Tasks [ Analog 5 Consultancy E5 Humanism [ Futurism 5 Lecturas 5 Pencil ™M Analog Medium M Google Ads ¥ Notes [l Data Gif Maker

n ChickenReady Q | Alejandro

Page Ad Center Inbox EE] Creator Studio Manage Jobs Notifications B More v Settings Help ~

Home  Create ‘7

ChickenReady

Home
Menu
About ik Like X Follow # Share
Photos
Videos ChickenReady
Posts Published by Laura Lomore . September 8 . Q
) Domingo familiar, jlos esperamos con el Combo Gran Chaparral!
Community

##ChickenReady #CiudadJuarez #PolloFrito #Food #Foodie #Delicious
Johs #LoveFriedChicken #Family #FastFood

Visit Ad Center

ABOUT CHICKENREADY

Chicken Ready

Ofrecemos delicioso pollo frito con
complementos saludables a un precio

economico para toda la famil...

See More

Page Tips

Know Friends Who Might Like Your Page?

A

See All Page Tips

100% response rate, 16 hours response time z
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Cerveza Ficha

Home

Posts

Reviews i Liked ¥ X\ Following v = # Share

Photos

Shop O Cerveza Ficha
November 20 2019 - g
Offers i = S

. Te quedaste con ganas de extender el puente? Ven este viernes
a nuestro Tap Room, y empieza tu fin de semana como si el
puente no se hubiera acabado. MUsica en vivo, cerveza de Draft y
un ambiente increible ;Que estds esperando?

Groups
Community

Videos

Events

About :
ABOUT CERVEZA FICHA ‘
| Fienn 142 eooﬂj\
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Visit Ad Center See More
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— Page Tips
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VIERNES / DRAFT BEER
06:00 PM - 02:00 AM
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ezcal Eterna Libertad - H X e

¢ @ facebook.com/eternalibertadmy/?ep:

® My Tasks [ Analog E5 Consultancy

B Humanism [EJ Futurism 5 Lecturas B

n Mezcal Eterna Libertad Q

Page Ad Center

Mezcal Eterna
Libertad

Home
Posts
About
Photos
Reviews
Videos
Community
Events

Offers

Promote

Visit Ad Center

Inbox

Pencii ™M Analog [J] Medium M Google Ads ¥ Notes [l Data Gif Maker

@ Alejandro

Creator Studio Manage Jobs Notifications [

Home

Create ‘?

Settings Help »

CUARTO ANIVERSARIO

DEL

i Liked « 3\ Following v # Share

Mezcal Eterna Libertad
Published by Alessi Valdés -October 7at 12200 PM - &

Mira las huellas del tiempo hacer de ti una evolucién de ti mismo. Una
evolucion hacia tu #EternaLibertad,

#LUcete #Nature #Mezcal #drinks #Agave #México #NatureAddict
#EIMejorMezcalDelMundo

HERENCIA

— [ I IR A TR f A
ABOUT MEZCAL ETERNA LIBERTAD

Nuestra herencia es nuestra historia.

Eterna Libertad nace con el propdsito de
honrar nuestro origen, utilizando el mezcal
como el vehicul...

See More
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"' [ Hooligans Irish Pub - Saltillo

Hooligans Irish Pub -
Saltillo

@hooliganspubsal

Home
Photos
Reviews
Posts
Videos
About

Community

o Like ) Follow &3 Recommend

Photos

NACIONALES| -

- ; :
AFTER OFFICE | IT'S BURGER

1k ! 5 0’ CLOCK

See All

Reviews
4.6 % W % % X 103 Reviews

P Tell people what you think

=
.h"‘ ).

! Alejandro  Home

NS

Call Now © Send Message

Restaurant in Saltillo, Mexico
4.6 Hrirdrkrd

Opens in 10 minutes

Community See All
1L 122 peaple messaged this business this
month

Invite your friends to like this Page
9,684 people like this
9,762 people follow this

Oscar Gonzalez Crane and 3 other friends
like this or have checked in

Po0@

About See All

&
3

&€
o
&

&
&
oY

Rufino Tamayo 175 (40.42 mi)
Saltillo, Mexico 25253

Get Directions

01866 624 5009

~) Typically replies within an hour
Send Message

hooligans.mx
Restaurant - Pub

Hours 1:00 PM - 2:00 AM
Opens in 10 minutes

® Chat (173)

. LUNCH MENU =

CRISPY
TACOS




7 [Ei MAVERICK - Home

@ Secure | https://www.facebook.com/MAVERICIK.MTY/

£ maverick (=) Algjandro, Home
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MAVER|CK ' NAD‘E SE CLAVA COMO NOSOTROS .

Home

About
. . ot Liked + X\ Following ~ §3 Recommend
Bienvenida

Reviews

h MAVERICK
Photos ‘ August 2, 2017 - £#

Events Clavarse hasta en la temperatura del vaso en el que tomaras tu
céctel, es de #Fixologos. Y solo nosotros lo somos. Ven a probar

Videos . : e :
lo que somos capaces de mezclar. #Fixology #iMaverickCocktails

Instagram feed #MaverickMty #5afiosconlabarrapuesta
© Rio Mississippi 103-d Centrito Valle.

Posts = RSVP t. 2318 9297 = ... See More

TripAdvisor Reviews

Community

Cocktail Bar in San Pedro Garza Garcia
4.6 Wrirdrkd

Closed Now

Community See All

52 people messaged this business this month
Invite your friends to like this Page

20,485 people like this

20,427 peaple follow this

Clelia Eudave Serena and 335 other friends
like this or have checked in

e60e0

About See All

Calle Rio Mississippi Oriente (0.14 mi)
San Pedro Garza Garcia 66220

Get Directions

01 811937 0061

Typically replies within a few hours
Send Message

www.maverickmty.com

Cocktail Bar - Restaurant

Price Range §8%

Impressum

e Chat (142)
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" K Hooligans Irish Pub - Saitills x|

== s Carbono Brisket Burgers
oo By

-

BRISKET BURGERS

Carbono

arbonok

ZONA SAN JERONIMO Y CUMBRES

Home

Photos

. o Like 3 Follow €3 Recommend  +«» m © Send Message
Reviews

Posts
Restaurant in Saltillo, Mexico

4.€ it

Videos
About

Community
Community See Al

Create a Page : IL 122 poople messaged this business this
; month

Invite your friends to like this Page

9.684 people Kke this

9.762 poople follow this

f l I l ; r it | iL  Oscar Gonzalez Crane and 3 other friends
—_— — - like this or have checked in

CARGOND 8 e
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=
About
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X3

Rufino Tamayo 175 (40.42 mi)
Saltlio, Mexico 25253

Get Directions

0186686 824 5009

Typically replies within an hour
Send Message
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" [Ed French Fried - Home

H French Fried Q 2. Alejandro Home

Page inbox E4 Notifications [E} Insights Publishing Tools Promotions Settings Help »

French Fried
@frenchiriedcafe

Your video wan't be public until you publish it. Next
Home You can drag the videa currently displaying to repasition it.

Posts

. ot Liked ¥ X\ Following~ Share + Add a Button
Reviews

Videos
French Fried Arts & Entertainment in Monterrey, Nuevo
Photos January 28 - @ Leon, Mexico

About W W W de aniversario. 4.7 dedrirkod

Closed Now
Community

Events

Manage Promotions

ANIVERSARIO COVER $50

Our Story
Random Food & Music House

+ Finish your story to tell people more
about your business.

Page Tips See All

® Know Friends Who Might Like Your

3 Help People Take Action
OO ® 200 36 Comments 8 Shares Add s Button to the top of your Page.

9 Like () comment , e ® Chat (139)

@ Secure | https://www.facebook.com/frenchfriedcafe/ : I ‘ nC I l‘ a
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La plaza en tu casa.
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Analog

Human /o Human
Brand Consultants.



mailto:hi@losanalog.com
https://www.instagram.com/analog.brands/
https://www.facebook.com/analog.brands
http://www.linkedin.com/company/analog.brands

