


Queremos 
un mundo 
más humano.



Por diez años, nuestra metodología  
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 
Diagnostics

Competitive Landscape & Positioning, 
Brand Relevance & Customer Experience.

Brand Identity & Creation, Brand Reputation Management 
& Brand / Customer Relationship Building & Communications.

· Products & Services Definition. 
· Customer Segments Profiling.  
· Value Proposition Design.  
· H2H Relationship Channels. 
· Revenue Streams Definition.

· Customer Journeys Mapping.  
· Touch–points Definition.  
· Critical Brand Assets Definition.  
· Critical Commercial Tools Definition.  
· Critical Relationships Channels Id.

· Commercial Ecosystem Identification.  
· Benchmarking.  
· Attribute Mapping.  
· P&S Trend Analysis.  
· Customer Segments Research.

· Phonetic Brand Identity. 
· Graphic Brand Identity. 
· Brand Tools Prototyping. 
· Legal Intellectual Protection. 
· Brand System Update® 

· Sales & Marketing Tools. 
· Brand Stationery & Packaging. 
· E-commercial Tools. 
· Architecture & Interior Design. 
· Online Presence & Website Development.

· Go-to Market Strategy. 
· On / Offline Brand Communications. 
· CRM & Retention Strategies. 
· Internal Communications. 
· Digital Marketing Deployment. 

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

BM CX IN ID TO CO



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.



Somos 
Consultores de Marca 
de Humano a Humano.



Bienvenidos.



Talleres



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

What? – (Your Tangibles)

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

How? – (Your Tangibles)

What is your cause? What do you 
believe? This is your core and the 
main reason of your product or 
service to exist.

Why? – (Your Purpose)

The Golden Circle
01.



Atributes + Behaviours 
+ Psychographics + 

Demographics.

Atributes + Behaviours 
+ Psychographics + 

Demographics.

Atributes + Behaviours 
+ Psychographics + 

Demographics.

Atributes + Behaviours 
+ Psychographics + 

Demographics.

Customer pro le  01 Customer pro le  02 Customer pro le  03 Customer pro le  04

Customer Profiling
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Business Model Canvas
03.

Key Partners 
Who are our Key Partners?
Who are our Key Suppliers?
Wich Key Resources are we acquairing from partners?
Who Key Activities do partners perform?

MOTIVATIONS FOR PARTNERS
Optimization and economy
Reduction of risk and uncertainty
Acquisition of particular resources and activities

Cost Structure
What are the most important costs inherent in our business model? 
Which Key Resources are most expensive?
Which Key Activities are most expensive?

MOTIVATIONS FOR PARTNERS
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing) 
Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities) 
Variable costs
Economies of scale
Economies of scope

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?

TYPES
Asset sale
Usage fee
Subscription Fees Lending /Renting /
Leasing Licensing
Brokerage fees Advertising

Key Activities
What Key Activity do our Value Propositions require?
Our Distribution Channels?
Customer Relationships?
Revenue streams?

CATEGORIES
Production 
Problem Solving
Platform/Network

Key Resources
What Key Resources do our Value Propositions require? 
Our Distribution Channels? Customer Relationships? 
Revenue Streams?

TYPES OF RESOURCES
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

Channels
Through which Channels do our Customer Segments want
to be reached?
How are we reaching them now?
How are our Channels integrated?
Which ones work best?
Which ones are most cost-efficient?
How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness: How do we raise awareness about our company’s products and services?
2. Evaluation: How do we help customers evaluate our organization’s Value Proposition?
3. Purchase: How do we allow customers to purchase specific products and services?
4. Delivery: How do we deliver a Value Proposition to customers?
5. After sales: How do we provide post-purchase customer support?

Value Propositions
What value do we deliever to the customer?
Which one of our customer’s problems are we helping 
to solve?
What bundles of products and services are we offering 
to each Customer Segment?
Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

Customer Relationships
What type of relationship does each of our Customer 
Segments
expect us to establish and maintain with them?
Which ones have we established?
How are they integrated with the rest of our business 
model?
How costly are they?

EXAMPLES
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

Customer Segments
For whom are we creating value?
Who are our most important customers?

EXAMPLES
Mass Market
Niche Market 
Segmented 
Diversified 
Multi-sided Platform

FIXED PRICING
List Price
Product feature dependent
Customer segment dependent
Volume dependent

DYNAMIC PRICING
Negotiation (bargaining) 
Yield Management 
Real-time-Market



Value Proposition Canvas
04.

USE IN CONJUNCTION WITH THE BUSINESS MODEL CANVAS

Customer SegmentCustomer Segment
Create one for each Customer Segment in your Business Model

What does your customer find too costy?
(e.g. takes a lot of time, costs too much money, requires 
substantial efforts, ...)

What makes your customer feel bad?
(e.g. frustration, annoyances, things that give them a 
headache, ...)

How are current solutions underperforming 
for your custome?
(e.g. lack of features, performance, malfunctioning, ...)

What are the main difficulties and challenges 
your customer encounters?
(e.g. understanding how things work, difficulties getting things 
done, resistance, ...)

What negative social consequences does your 
customer encounter or fear?
(e.g. loss of face, power, trust, or status, ...)

What risks does your customer fear?
(e.g. financial, social, technical risks, or what could go awfully 
wrong, ...)

What’s keeping your customer awake at night?
(e.g. big issues, concerns, worrries, ...)

What common mistakes does your customer 
make?
(e.g. usage mistakes, ...)

Create savings that make your customer happy?
(e.g. in terms of time, money and effort, ...)

Produce outcomes your customer expects or that go beyond their 
expectations?
(e.g. better quality level, more of somehting, less of something, ...)

Copy or outperform current solutions that delight your customer?
(e.g. regarding specific features, performance, quality, ...)

Make your customer’s job or life easier?
(e.g. flatter learning curve, usability, accessibility, more services, lower cost of ownership, ...)

Create positive social consequiences that your
customer desires?
(e.g. makes them look good, produces an increase in power, status, ...)

Do they...

Do something customers are looking for?
(e.g. good design, guarantees, specific or more features, ...)

Fulfill something customers are dreaming about?
(e.g. help big achievements, produce big reliefs, ...)

Produce positive outcomes matching your customers success and 
failure criteria?
(e.g. better performance, lower cost, ...)

Help make adoptation easier?
(e.g. lower cost, less investments, lower risk, better quality, performance, design, ...)

Rank each again your products and services create according to 
its relevance to your customer. Is it substantial or insignificant? For 
each gain indicate how often it occurs.

Wich savings would make your customer 
happy?
(e.g. in terms of time, money and effort, ...)

What ouctomes does your customer expect 
and what would go beyond his/her 
expectations?
(e.g. quality level, more of something, less of something, ...)

How do current solutions delight your 
customer?
(e.g. specific features, performance, quality, ...)

What would make your customer’s job or life 
easier?
(e.g. flatter learning curve, more services, lower cost of 
ownership, ...)

What positive social consequiences does your 
customer desire?
(e.g. makes them look good, increase in power, status, ...)

What are customers looking for?
(e.g. good design, guarantees, specific or more features, ...)

What do customers dream about?
(e.g. big achievements, big reliefs, ...)

How does your customer measure success 
and failure?
(e.g. performance, cost, ...)

What would increase the likelihood of 
adopting a solution?
(e.g. lower cost, less investments, lower risk, better, quaility, 
performance design, ...)

Rank each gain according to its relevance to 
your customer.
Is it substantial or is it insignificant?
For each gain indicate how often it occurs.

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 functional jobs are you helping your customer get done? 
(e.g. perform or complete a specific task, solve a specific problem, ...)

What social jobs are you helping your customer get done?
(e.g. trying to look good, gain power or status, ...)

What emotional jobs are you helping your customer get done? 
(e.g. esthetics, feel good, security, ...)

What basic needs are you helping your customer satisfy?
(e.g. communications, sex, ...)

Besides trying to get a core job done, your customer performs 
ancillary jobs in different roles. Describe the jobs your 

customer is trying to get done as:

Buyer  (e.g. trying to look good, gain power or status, ...)

Co-creator  (e.g. esthetics, feel good, security, ...)

Transferrer  (e.g. products and services that help customers
 dispose of a product, transfer it to others, or resell, ...)

Rank each job according to its significance to 
your customer. Is it crucial or is it trivial? For

each job indicate how often it occurs.

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

(e.g. while driving, outside...)

Customer Job (s)

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

Gains

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

Pains

What barriers are keeping your customer from 
adopting solutions?
(e.g. upfront investment costs, learning curve, resistance to 
change, ...)

Rank each pain according to the intensity it 
represents for your customer.
Is it very intense or is it very light?
For each pain indicate how often it occurs.

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?

Gain Creators

Produce savings?
(e.g. in terms of time, money, or efforts, ...)

Make your customers feel better?
(e.g. kills frustrations, annoyances, things that give them a headache, ...)

Fix underperforming solutions?
(e.g. new features, better performance, better quality, ...)

Put an end to difficulties and challenges your customers 
encounter?
(e.g. make things easier, helping them get done, eliminate resistance, ...)

Wipe out negative social consequences your customers encounter 
or fear?
(e.g. loss of face, power, trust, or status, ...)

Do they...

Buyer
(e.g. products and services that help customers compare offers, decide, buy, 
take delivery of a product or service, ...)

Co-creator
(e.g. products and services that help customers co-design solutions, otherwise 
contribute value to the solution, ...)

Transferrer
(e.g. products and services that help customers dispose of a product, transfer it 
to others, or resell, ...)

Products and service may either by tangible (e.g. 
manufactured goods, face-to-face customer service), 
digital/virtual (e.g. downloads, online recommendations), 
intangible (e.g. copyrights, quality assurance), or financial 
(e.g. investment funds, financing services).

Rank all products and services according to their 
importance to your customer. Are they crucial 
or trivial to your customer?

Eliminate risks your customers fear?
(e.g. financial, social, technical risks, or what could go awfully wrong, ...)

Help your customers better sleep at night?
(e.g. by helping with big issues, diminishing concerns, or eliminating worries, ...)

Limit or eradicate common mistakes customers make?
(e.g. usage mistakes, ...)

Get rid of barriers that are keeping your customer from adopting 
solutions?
(e.g. lower or no upfront investment costs, flatter learning curve, less resistance to change, ...)

Rank each pain your products and services kill according to their 
intensity for your customer. Is it very intense or very light?

For each pain indicate how often it occurs. Risks your customer 
experiences or could experience before, during and after getting 
the job done?

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?

Pain Relievers

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:

Products & Services



01. 
  Customer Journey Canvas

How does the service provider follow-up with customers?
CUSTOMER RELATIONSHIP MANAGEMENT

What do customers communicate about the service and/or service provider through 
social media?

SOCIAL MEDIA

What do customers tell their friends, colleagues and family about the service and/or 
service provider?

WORD-OF-MOUTH

01.   PRE SERVICE PERIOD 02.   PRE SERVICE PERIOD 03.   POST SERVICE PERIOD

Which touchpoints do customers experience during the service journey?
Are there any critical incidents, i.e. touchpoints customers experience as especially good or bad?

SERVICE JOURNEY

Customers individually assess the service by comparing service expectations with their 
personal service experiences

SATISFACTION/DISSATISFACTION
What are (potential) expectations towards the service and/or service provider?
EXPECTATIONS

What are the individual experience customers have with the service and/or service provider during the servide period?
EXPERIENCES

What do customers communicate about the service and/or service provider through 
social media?

SOCIAL MEDIA

Which experiences do people have with (similar) services and/or service providers?
PAST EXPERIENCES

What do customers tell their friends, colleagues and family about the service and/or 
service provider?

WORD-OF-MOUTH

[...]
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How is the service proposition communicated by the service provider?
ADVERTISEMENT/PUBLIC RELATIONS

Customer Experience Canvas
05.



Branding 
Integrativo

Servicios



















Promoción 
Comercial  
& Publicidad

Servicios



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


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


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


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


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


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


Comunicación 
de Marca en 
Redes Sociales

Servicios



Chicken Ready



Cerveza Ficha



Mezcal Eterna Libertad



Hooligans Irish Pub



Maverick



Carbono Brisket Burgers



French Fried Café



Clientes
Human to Human











Human to Human 
Brand Consultants.

Mail hi@losanalog.com

Analog

@analog.brands

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

