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El principal paradigma de marketing
de los ultimos 25 anos...

Awareness

Consideration

Preference

Trial

Repurchase

Advocacy



Nos ha conducido a la proliferacion de
marcas intrascendentes

Mundo Europa Latam Asia

% de marcas que
mejoran notablemente la 20% 5% 9% 7% 9%
calidad de vida de
las personas.
8% 142%
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123,000 entrevistados
700 marcas
23 paises

% de marcas que
importaria si estas
desaparecieran.




Vivimos en un mundo hiper conectado...
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..hiper comunicado

6 horas de nuevos + O MILLONES de fotos
videos en YouTube | subidas a Instagram
cada minuto cada dia

+ 1 MILLON de post 6 O MILLONES sitios
diarios en Facebook | web activos

+ 1 MILLONES de fotos de
9 gatos en internet



Que cambio para siempre
en Setiembre 2008

Crisis on Wall Street as Lehman Tot
.\l_crri” Is Sold., AIG Seeks 1o Raise
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Primero fue Wall Street...
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Wnnegable gue hay un creciente sentimiento
Anti empresa
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Los principales académicos
comienzan a elaborar nuevas recetas
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Hiow £o Felnvent eapitalism—and unleash & wive of
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...que va mas alla de la responsabilidad social...

El Concepto de
Valor Compartido

Valor

Responsabilidad

Filantropia Compartido

Social

Donaciones para - Buen ciudadano corporativo. Integra el bienestar de la
causas sociales - Cumple con standares. sociedad en la creacion de
relevantes. - Respeta a la comunidad. valor economico.

- Sostenibilidad.



“Tenemos que movernos
desde la diferenciacion
de productos hacia la creacion

de contribuciones efectivas
para las personas, las
comunidades y las
sociedades.”




Different

EscariNnGg THE CoMPETITIVE HERD

SUCCEEDING IN A WORLD WHER]S

CONFORMITY REIGNS BUT EXt

Youngme Moon

“Tenemos que abandonar la
rutina competitiva que no nos
esta llevando a ningun lugar.
Tenemos que aspirar a ofrecerle
al mundo algo que sea
‘meaningfully different”



BRAND

RELEVANCE

MAKING COMPETITORS

IRRELEVANT

DAVID AAKER



The business landscape
has changed forever,

and companies of all kinds
need to re-shape their
customer relationships

In line with this new level
of social accountabllity

If they want to thrive.



Nobody really cares about your brand.
Stop worrying about being better.
Be relevant.

—Tom Denari



brand releesvance [brand rel-uh-vuh ns]

1. El alineamiento de la estrategia e identidad de una marca
para proveer un beneficio que atienda la necesidad o deseo
de un segmento del mercado.



birand releesvance [brand rel-uh-vuh ns]

1. El alineamiento de [&estrategia e identidad de una p¥arca
para proveer un beneficio e atienda la necesidag” deseo
de un segmento del mercado.



Para ser relevantes:

Las marcas deben replantear
Sus propuestas de valor

y su forma de interactuar

con la sociedad...

Bienestar Colectivo

Bienestar Personal

Performance



...construyendo un modelo de relevancia “cultural.”

Experiencia

Vision

Catalizadoras
de Cambios

Autenticidad Inspiracion



unicas como:

Vd

Experiencias
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THIS IS THE IKEA GROUP

Our vision = "To create
a better everyday life
for the many people”







“We side with the
many people — what
IS good for people is

> also good for us in

the long run”




Visionarias como:




Capaces de liderar
un cambio
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Con Coraje



D wholefoodsmarket.com P~ G B Unacceptable Ingre

WHOLE
FOODS

RERLYWY
ERVIKG

ABOVT OVl PRODUCTS
BEGIPES
ONLINE
DADERING
MISSION & VALUES
BLOG

STORE DEPARTHENTS

Welcome

(hnd 3 shore) CREATE ACCOUNT | SIGN IN | STORE LOCATIONS | CUSTOMER SERWCE | CAREERS

» Unacceptable Ingredents for Food

Unacceptable Ingredients for Food

The following kst contains ingredients that Whole Foods Market finds unacceptable in food products
We reserve the right to change this list at any time. Please note that creating a product with no
unacceptable ingredients does not guarantee that Whole Foods Market will sell it. This list is intended

for ilustrative purposes only. If you are interested in selling your product to Whole Foods Market,
please contact a WFM buyer,

« acesulfame-K (acesulfame potassium)
acelylated esters of mono- and diglycendes
ammonium chionde
anificiad colors
artificial flavors
aspartame
azodicarbonamide
benzoates in jood
bonzoyl peroxde
BHA (butylated hydroxyansole)

BHT (butykated hydroxylokione)

Food Safety

Got your attention? Good. Being
aware of food salety in your own
homa -~ things ke proper
reingerabon and praventing cross-
contammation — 1s the bast way lo
keep food-bome Hiness at bay

Related Blog Posts
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Integrando el bienestar de la sociedad
en la creacion de valor econdmico

Whole Foods Market, Inc.
EWFM EWMT lSWY

@ Yahoo! UK & Ireland
Jan40g9 Jan-10 Jan-11 Jan-12 Jan-13

B Volume

+800%
+600%
+400°%

+200°%

0.0

400

MMMMMMMJM .

Millions



Marcas gue inspiran porque
tienen ideales y los defienden

Thank Starbucks for standing up for gay rights
TAKE ACTION



Evitando lo “politicamente correcto”

MEEX. _ Solutions That Matter.”
Open a small business account »

CBCNEeWS |Business

Starbucks CEO tells anti-gay investor: 'sell your shares'

Coffee chain earns praise from same-sex marriage advocates for its support

Stay Connected with CBC News
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Incidiendo en aquello que
creen es mejor para la sociedad

—

FOX5 S:I'ARBUCKS CHANGES COURSE
sas s> CUSTOMERS ASKED NOT TO BRING GUNS INTO STORES
“ 1ho selzed caah and drug parsphemaia o he horme bty ammamn | ame o




...unay otra vez...

Starbucks Come Together Petition
Approaches 2 Million Signatures and
Counting

Starbucks Come Together Petition Approaches 2 Million Signatures and Counting
Related News

SEATTLE, October 15, 2013 ~ Starbucks Coffee Company (NASDAQ:SBUX) issued the following update regarding the

company’s Come Together petition urging elected leaders in Washington, DC to reopen the government, pay our debts on
More refated news >
s a bi-partisan and comprehensive long-term budget deal by the end of the year:

time and pas

Petitions are continuing to arrive from Starbucks nearly 7,000 company-operated stores in the U.S, As of 3:00 pm
PT the number of signatures is approaching 2 million. Tomorrow, Starbucks will defiver collected petitions to

Congress and the Presadent. More petitions are expected to arrive over the next few days from other organizations

and the remainder of Starby company operated stores. The company would ke to thank our partners
(employees), our customers and the other companies and organizations that have joined the effort including AOL,

Caterpillar, Marriott and a host of non-profit organizations




Integrando el bienestar de la sociedad
en la creacion de valor econdmico

Starbucks Corporation
HSEUX EMCD

© Yahoo! 100%
Jan 09 Jan 10 Jan 11 Jan 12 Jan 13

800
B Volume
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Millions



Inclusive cuando la polémica...




k-fil-a-in-gay-mari O ~ B G | @D Chick-fil-A in gay m... X

Follow us on a Wednesday, Oct. 30, 2013 | 9:15 a.m. _+ Subscribe | Today's paper | Customer care Sign In | Register

m
0 Atianta, GA SEARCH
s 5QO Atants, G | SEARCH |
. Live radar | Trafic @®Site (OWeb Web Search by YAHOO!

Powered by The Atlanta Joumnal-Constitution

MYAJC COM ACCESSATLANTA CLASSIFIEDS JOBS CARS HOMES KUDZU

HOME LOCAL NEWS NATION & WORLD SPORTS BUSINESS ENTERTAINMENT HEALTH TRAVEL OBITUARIES SHOPPING Watch Video

ajcjobs

mursl ™

HOME > BUSINESS "] Newsletters uRSS Feeds * Mobile

Updated. 4:36 p.m. Thursday, June 27, 2013 | Posted 1:25 pm Thursday, June 27, 2013
Chick-fil-A in gay marriage spotlight again

View Larger .. By Leon Stafford

The Atlanta Journal-

“ Dan T. Cathy Constitution
sy Chick-fil-A President Dan

Sad day for our nation; founding f;.uthcrs would be Cathy has entered the gay
ashamed of our gen. to abandon wisdom of the ages re:

: 2 marriage debate again, almost
cornerstone of strong societies,

a year after making comments
that created a firestorm of

: - * B W e protest for the Atlanta-based
company. - - Phram.
- -
Related On Wednesday, Cathy tweeted: "Sad day for our nation; founding

fathers would be ashamed of our gen. to abandon wisdom of the

What Georgians said
ages re. cornerstone of strong societies.”



BREAKFAST
IT'S BACK!
wie PEACH
vi_s Msl MILKSHAKES!

;' CLOSED SUNDAY







ww huffingtonpost.com/2012/10/25/chick e O~ O 7 Chick-Fil-A's Busines...

b&h‘. : ..‘h---h.‘- -.‘:_~;-
e —
Chick-Fil-A's Business Thriving
Despite Anti-Gay Controversy |
Backlash k -
A ] [ £ :’32‘&0&;:‘(:;?1":1 this. Sign Up to see what your r'f:\ Q

64 49 8 12 1814 GET GAY VOICES NEWSLETTERS: i .
SUBSCRIBE - y
Fooer [ e PO mens
X
. -
FOLLOW: Civil Rights, Gay Rights, Video, Chick-Fil-a, Chick-Fil-a Anti-Gay, Chick-Fil-a Anti-Gay Donations, - 4 ‘ - J -
Chick-Fil-a Controversy, Chick-Fil-a Gay Marriage, Gay Voices News

Bad news for those angered by Chick-fil-A's stance toward lesbian, gay, bisexual and Wy beas mayes Dmes The ey
transgender (LGBT) rights: despite the onslaught of negative publicity, the restaurant Communtly Ao Aputagy

chain is thriving. ‘
USA Today cites a survey by Sandelman & Associates, which found that consumer use
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Marcas auténticas




DON’'T BUY
THIS JACKET

COMMON THREADS INITIATIVE

Together we can reduce our environmental footprint.




/ businessweek.com/articles/2013-08-28/patagonias 0 ~ & | O Patagonia’s ‘Buy Les... X
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YU HAVE Q ]

Marketing

Patagonia's '‘Buy Less' Plea Spurs More -
Buying

By Kyle Stock = August 28, 2013
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patagonia |
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Marcas catalizadoras de cambios

Hove




Integrando el bienestar de la sociedad
en la creacion de valor econdmico

Dove’s figures soar as ‘real women’ give beauty a new face

MELISSA KENT




nitpy//www businessinsider.comyt d B RN 3] How Dove's ‘Real B... >
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How Dove's 'Real Beauty Sketches' Became

The Most Vlral Vldeo Ad Of All Time

® LAURA STAMPLER MAY 22.: 30AM #10700 =
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This is the eighth of a seventeen-part series called "Video Revolution.” This series brings you up to speed on innovations in the video advertising industry. “Video
Your Money
Revolution” is brought to you by Innovid.
Al
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\dependent.co.uk/voices/comment/its-an-ad-| O ~ & ] % It's an ad, but Dove".. X

Wednesday 30 October 2013 Register / Login ebooks /iJobs / Dating / Shop

Aumcnu 29 canales HD ™ 3
7 -tk &
INDEPENDENT B —
NEWS SPORT TECH LIFE PROPERTY ARTS&ENTS TRAVEL MONEY INDYBEST BLOGS STUDENT OFFERS ?
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HOT TOPICS /BBC BASHING / ENERGY PRICES / DRONES

LIANNA BRINDED 3
Sunday 21 April 2013 4
It's an ad, but Dove's Real Beauty campaign is a
gamechanger

Of course they want to make a profit, but they are also providing a significant change in
redefining advertising standards and the unrealistic ideals for the way women look

W Follow - 2,102 followers
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WSEPP

Socledad de Empresas
Periodisticas del Peru

ler Estudio de
Marcas Relevantes

Peru 2013

Nivel nacional.
1200 encuestas.
NSE A, B, C, D, E.
HyM, 18/70 anos.




Las 10 marcas mas importantes del Peru

30%

13%  13%
10% 10% 9%

8%
I I I 7% 7% 7%
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Marcas que contribuyen a mejorar
la calidad de vida personal

42%

19%

3% 3% 3% 3% 2% 2% 2% 2% 2%
. . . . .
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Marcas que contribuyen a mejorar
la calidad de vida de la comunidad

65%

11%

% 3% 3% 3% 20 206 2% 2% 2%

o g

movistar
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Marcas gue comunican honestamente
SUS COMPromisos y promesas

64%

10%

4% 2% 20

G%‘A M é@% @ Ninguna

movistar




Marca en las cuales confio plenamente

33%

22%

59
° 3% 3% 3% 3% 3% 3%
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Marcas gue importan mucho
SI desaparecieran

38%

21%

4% 4% 4%
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Supermercados

mzn

Conocimiento
Top of Mind
Consideracion
Preferencia

plazaw

29

26
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Conocimiento
Top of Mind
Consideracion
Preferencia

Supermercados

mzn

% al que no le importa que desaparezca

plazaw

-E-TOTTUS

29 26 21 1

40% 40% 41% 48%



Conocimiento
Top of Mind
Consideracion
Preferencia

Tiendas por departamento

mzn

29 15 12 6



Conocimiento
Top of Mind
Consideracion
Preferencia

Tiendas por departamento

% al que no le importa que desaparezca

mzn

29 15 12 6

46% 53% 41% 52%



Conocimiento
Top of Mind
Consideracion
Preferencia

Bancos

mzn

Bancode Crédito

>BCP» 2 Banco de laNacisn  BBVA Continental

s Scotiabank




Conocimiento
Top of Mind
Consideracion
Preferencia

Bancos

mzn

% al que no le importa que desaparezca

Bancode Crédito

>BCP» 2 Banco de laNacisn  BBVA Continental

& scotiabank

27 15 9 6 6

31% 17% 39% 50% 42%



Telefonia Movil

mzn

Conocimiento
Top of Mind
Consideracion
Preferencia

ok

movistar




Conocimiento
Top of Mind
Consideracion
Preferencia

Telefonia Movil

mzn

% al que no le importa que desaparezca

movistar @ m

53 38 2

26% 29% 49%



Conocimiento
Top of Mind
Consideracion
Preferencia

Diarios

mzn

Correo B OJO,

32 10 9 9 8



- - B Conocimiento
Diarios N Top of Mind

. B Consideracion
% al que no le importa que desaparezca Preferencia

M@ el Popular.pe

32 10 9 9 8

39% 2 1% 30% 47% 25%



] B Conocimiento
Revistas N  Top of Mind
B Consideracion
Preferencia

GISELA




- B Conocimiento
Revistas N  Top of Mind

. B Consideracion
% al que no le importa que desaparezca Preferencia

54% 40% 47% 57%



Conocimiento
Top of Mind
Consideracion
Preferencia

Cosmeéticos

mzn

AV ON natura

bien estar bien

ésika

La vida es bella.

30 26 18 7



Conocimiento
Top of Mind
Consideracion
Preferencia

Cosmeéticos

mzn

% al que no le importa que desaparezca

ésika 'UNIQUE AV O N n%%’m

La vida es bella. bien estar bien

30 26 18 7

35% 29% 36% 30%



Bebidas Gaseosas

mzn

Conocimiento
Top of Mind
Consideracion
Preferencia
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Conocimiento
Top of Mind
Consideracion
Preferencia

Bebidas Gaseosas

mzn

% al que no le importa que desaparezca

50 23 6 4

31% 33% 31% 50%



Conocimiento
Top of Mind
Consideracion
Preferencia

Cervezas

mzn

m S | CUSQUERA |

28 19 9 2



B Conocimiento

Cervezas N Top of Mind
. B Consideracion

% al que no le importa que desaparezca Preferencia

| CUSQUENA | BRAHMA

28 19 9 2

42% 45% 41% 63%



En sus marcas......
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