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INTRO

Design creates culture. Culture

shapes values. Values determine

the future.

Portfolio

Dalia Margolin

Paul Rand was right when he said ‘design is everything’. Every day we are

in constant contact with it, it’s not necessary to take a look too far it’s enough
to open our eyes to understand that in this world, everything that has been
crafted by man, has gone through a design process.

So, if everything we see is design, our field extends infinitely in every direc-
tion, and the importance of what we do relies in the fact that we begin to
understand the transcendence of our work.

And therein lies the greatness of our profession, in that every day our work gives
us the chance to create projects capable of producing a positive impact on the
world, which is why we are not only designers, but also agents of change.

Portfolio

Culture

Values

Future

Design creates culture. Culture
shapes values. Values determine
the future.
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1.1

Plant Squad

Plant Squad was born with the vision of three Mexican entre-
preneurs who identified an opportunity to produce plant-based
alternative proteins. That said, they faced a stigma of ‘products
just for vegans,’ which impeded the business’s long-term growth
and scalability. To change market perceptions, we consolidated

a strategy to increase Plant Squad market penetration and growth.

Under a focus on describing ‘the best of the Mexican,” we created
a new category, ‘alternative and inclusive proteins,’ that links to
everyone who wants to start a healthy life without sacrificing taste
and richness in their recipes, traditions and customs.

The objective at Plant Squad is to inspire a movement that em-
bodies the best version of Mexico. This wellness revolution goes
beyond offering healthy food options, and extends to a mentality
level and values that celebrate the best of Mexico along three lines:
consuming healthy and inclusive products; an offering of practical
experiences with Mexican flavors and extolling pride in what is ours
and who we are.

We worked on the brand redesign seeking not only to differentiate
Plant Squad from other products but as well to transmit the feeling
of Mexico community and modernity we are constructing. The new
logo alludes to the common cause of a growing community inter-
ested not only in improving its health via balanced nutrition that
doesn’t sacrifice flavor, but also in taking care of the planet.

To establish a strategic color palette, we incorporated familiar cues
from carnivorous consumers, such as the color black, accompanied
by Mexican pink as the standard of a contemporary country. To
make our cause more tangible, we consolidated all product infor-
mation into a single format, challenging the traditional approach of
other market products. Additionally, instead of focusing on ingredients
or alternative proteins, which may not resonate with uninformed
users, we created a nomenclature using the Spanish word “SIN”
(meaning “without” or “free”) as a banner (i.e. ‘milanesa with-

out chicken’). Finally, we sparked curiosity and imagination by
showcasing enticing servings of “final” recipes that combine our
ingredients with Mexican creativity.

Year: 2021

Agency: Thrust ft. Bala

Role: Research / Creative and Strategic Direction / Service Design
Service: Product / Identity / Marcomm / Tools

Dalia Margolin
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Interviews with specific
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Interviews with partners
and collaborators

Analyzed documents
and best practices
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Survey
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Supermarket visits
and mystery shoppers

Tasting session

Creative moodboards
for the new branding

Completely redesigned
packaging
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La estrategia de negocio de las proteinas alternativas requiere
transformar la percepcion que el consumidor le da a sus productos

+Like vegetable

Proteina vegota

§ Uncanny Valley +Like meat
° A nivel neuroldgico se genera una clasifi-

cacién basada en la familiaridad. La

experiencia previa determina el gusto en

una comida nueva.

° La categoria pasd por un valle par no ofrecer
un producto con el cual el consurmidor
pudiera identificarse. El refinamiento del i
producto ¥ la comunicacidn a distintos
drivers lo ha ido resolviendo. (Brown, 2019)

o “The uncanny valley with alternative protein Vagetales
is that when you get to something that is
highly sophisticated but not quite there yet,
it forces your brain into relate with the
original 50 it expects to behave exactly like
the other food in every way, shape and farm o% so% 1o0%
or it will reduce its likability.” (Bouzari. 2018} o=

Comunicacion difusa =

° Lineas de producto con una estrategia
basadas en la clasificacion que guieren gque
le ctorgue el consumidor, (Yamada etal,
2012

Familiarity

L

[oﬂ §

3 T Reinventar la comida mexicana
a~ A 3
incluyendo el elemento de salud a través

de un portafolio de productos hechos
a base de plantas y que al mismo tiempo
honren la tradicién de los platillos
mexicanos, sus sabores y formatos
caracteristicos.

COMIDA MEXICANA.

"Enhancement” cultural + Salud + Para todos

A\

INSIGHT CLAVE ¢QUE RESUELVE? IMPLICACIONES
Los mexicanos buscan mejorar sus B2C: na tener que decidir entra B28: asegurar ol tréfico an Producte
; ; ; ; e Hilncs. v oo mo da pmodietoe I Ampliar el partatolio enfocads en 1 dista mexicans
habitos alimenticios sin sacrificar el s para atender & las necesidades durante o disayung,
+ Sabor + Oferta tinica y diferanciada comida y cena, asi come los formatos listos para

sabor y placer de la cocina mexicana.
comer

Beraficios nutrimantales +  Atraccidn de un segments
grorado Mejorar ol sabor y cusstionos organciipticas de los
Inglusivo productos para que respondan a las moigencias de la

AnNCIpaCion 8 tendancia d3g Gastroncmia mexicana

Prictice

Accasible MKT + Comm.
Resaltar ol enfogue o8 la cocing mexicana

&A QUIEN LE VAMOS A VENDER?

niver - Explocer 2 Utilizar estrategias de penetracion relacionadas con
Tm‘:ssouom persanas . Ez,‘\cyikg, la gastronamia tradicaonal maxicana para dar 8
' J - conocer 8l producto
= Frecuencis LCAMO NOS BENEFICIA? I Apalancarnos de lidenes e apaidn axpertos en ls
+4+ Frecuencia de aastronomia mexicana del mercado omnlvars
ffr_“:"o sy + U territorio estratégico; reprasentatividad en ol mercado
et v ] o I crascidn de una nurva categorin dirkgida a un
marcads mixta
Participacion en el mercada: mayor frecusncia da consumo y
mayor reconacimiento de marca
Posiclonamiento diferenciado: construlr bameras de entrada
— frente  los compatidores intsmacionales desdo d
P — reigvancia local y entendimiento gastrondmico

Existen 3 factores que detonan la aceleracion de la categoria
pasando de un producto de nicho, a una opcion para todos

pulsd 13 evolucidn de nuestra
modela

tres fact
experiencia

5; sabar, nu

PERCEPCION .

acion basada en ber
s mds alla de

funcionales

Wi

istematica d

+  Apalancados en la madurez
(logistica, canales, raf
culturales, etcjde i in

urantes y figuras chrnica

PENETRACIGN}I. ACCESIBILIDAD . . ...

produccian y sum

Democratizacidn por comida
répida

La mejor version
de lo mexicano

npestras audiencias clave.

Para los que creen gue slempre se puade

war: e no

log:

misrmas. Para los gue no se confor
y Bxigen mejores experiencias. Para los que

niddas y para todos los momentos.
Para ti, para los tuyos: para todos,

Culture



14

People—Centered Design

MX/ MAD

CULTURE - 1.1

Design creates culture. Culture

shapes values. Values determine

the future.

Portfolio

THE NEW
BLACK.

==
QY 5]
¥ 134 kes

Plantsquad Proteinas alternativas, salucables y lienas
de sabot, disefiadas Mo

S8 TRANBLETION

e
L

E

™

Ve

W 134 lkes
Protelinas alternativas

de sabor, disefiadas para los que no... mae

O TRANBATIN

ina alternativa para todas las'c

para todos los.mo

COMNOCE NUESTROS PRODUCTOS

Dalia Margolin 15

PLANT SQUAD,
Mi :

Este San Valentin consiente a tu media
naranja conuna cena romantica,
Disfruta’de un 2x1'en todos nlestros
productos.

QY n

W 134 likes

Plantsquad Proteings alterativas, saiudables y llenas
de sabor, drsefiadas para bos que no,.. mote

L TRANILATION

CONQCER CONECTAR coMprAR W

SMART

FOOD.

UNETE A LA MEJOR VERSION
DE LO MEXICANO.

Culture




16

People—Centered Design

MX/ MAD

CULTURE - 1.2

Design creates culture. Culture

shapes values. Values determine

the future.

Portfolio

1.2

Casa Lumbre

Based in Mexico, Casa Lumbre is one of the few companies with
a serial entrepreneurship model in the distilled spirits industry. The
company was established in 2016 with a bold and clear purpose in
mind: to challenge the industry’s limits creating the new generation
of unique and culturally iconic brands. To this day, they’ve created
solid and disruptive brands with relevant commercial presence in
over 40 countries. Some of these brands include Ancho Reyes,
Abasolo, Montelobos and Ojo de Tigre.

In 2020, Casa Lumbre and Thrust worked hand in hand to design
a multi-tribal culture that considers different profiles and types of
contribution of all the teams involved in the process.

We developed a comprehensive framework that empowers employ-
ees to take charge of their own growth. This includes a playbook
that serves as an onboarding tool, ensuring smooth assimilation
of our culture across all levels. Each operating area has been
transformed into a distinct ‘house,” embodying their unique values
and skills while fostering a sense of collective contribution.

The color palette helps us convey the artisanal and natural pro-
cess under which the drinks are made, while the illustrations help
us make the concept tangible and tell stories of Mexican values
from a contemporary perspective.

Year: 2021

Agency: Thrust

Role: Creative Direction / Concept Design / Editorial Design
Service: Marcomm / Tools

Dalia Margolin
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specific profiles
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Interviews with the
management team
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Analyzed responses from
tribal pulses

Hours invested
in workshops
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Plant, field and office
visits

Cultural activation
tools

Playbook

Ideation sessions to design
practices, rites and rituals
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Habitat

Books are essential for acquiring knowledge and understanding
the world. They provide tools for personal development and build-
ing a better future. However, despite their importance, the average
number of books read per person in Mexico is estimated to be
only 3.8 per year.

In a society where education is limited, designers play a crucial
role in creating books that not only share knowledge but also
inspire readers to continue learning.

To raise awareness about the natural world in urban areas, |
developed the book ‘Habitat: A World of 380,000 m?’ for the
Universidad Anahuac México. This project aims to captivate and
encourage readers to explore and appreciate the flora and fauna
surrounding their school.

To achieve our goal, | crafted a compelling narrative that appeals
to all students. The publication takes form of a research book
with collectible and interchangeable stamps, engaging the entire
community and offering a dynamic and entertaining publication.
Through inserts, spreads, brochures, pop-up maps, and more, the
book is filled with surprises, all with the ultimate purpose of mak-
ing reading enjoyable and motivating Mexicans to read more.

Year: 2017
Agency: Freelance

Role: Research / Creative Direction / Storytelling / Concept Design / Editorial Design

Service: Editorial Design

Dalia Margolin

23

Culture




24

People—Centered Design

MX/ MAD

Portfolio

Knowledge Gathering

Didactic tools included
in the book

Dalia Margolin 25

|deation workshops for
concept development

College students members
of the University

Immersion hours
within the university
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the future.

University visits

Research hours

Concept validation session
with end user

Species studied, observed
and analyzed
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2.1

Xertica N Xertica

. I

= NSFORMANDO .= TRANSFORBRMANDO A - TRBANSFO
Xertica, a consultancy that came out of a merger between three @i TECNOI LA PERSONAS = NEGOCIOS
companies with presence in four Latin American nations, was born T N
with the idea of helping the region’s businesses transition to digital
operations. With help from Thrust, Xertica went from a consultancy
model focused on moving software to a true strategic partner that,
above all, walks with and empowers business leaders to implement
technological solutions in their enterprises.

To empower Xertica as a team of game-changers, we designed

a new identity steered toward demonstrating Xertica not only sold
software but measured impact as well. The new logo represents
the transformation process by which Xertica takes clients and
Latin America to the next level, expressed through the ‘X’ and the
arrow formed within it. The color palette is inspired by the cultural
diversity of the team and the persevering and intense spirit of Latin
America. When these tones are combined with an off-black color,
which has an intensity of less than 100%, the result is a personality
that combines the dynamism of a technology company with the
commitment of a business consultancy. The multicolored gradient
communicates the concept of Digital Transformation, as well as
the diversity of experiences and visions that coexist within the
international team. To convey the purpose of ‘“Taking Latin America
to the next level’, we designed a visual language based on geo-
metric shapes that, when merged, become organic figures that
evoke constant transformation.

Finally, to trigger the new culture, we redesigned the corporate Yertica
offices based on our research and employee’s journey, creating a
collaboration space that provides the right environment, tools and
conditions to promote the new habits, practices and values of the
new Xertica Way. To achieve an easy appropriation, we developed
the space under the Olympic Village concept, which, through key
tools and elements, manages to activate, concentrate and inspire
collaborators, in addition to turning the space into an authentic
and memorable experience.
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Year: 2020

Agency: Thrust ft. Sociedad Anénima

Role: Creative and Strategic Direction / Experience Design

Service: Experience / Service Design / Identity / Tools / Sales Narrative
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Countries involved
in the project
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Kilometers traveled
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Interviews with collaborators
and C-Level members

Immersion hours within
the offices
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Redesigned office
experiences

Detected emotions to be triggered
within the new spaces

Surveys to understand
user needs

Central concept for experience,
branding and employee’s culture
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2.2

Endémika

The Mexican countryside is one of the enormous pending issues
of the nation’s development agenda. Low wages, lack of educa-
tional and work-related opportunities, insecurity and migration
are some of the sector’s longstanding challenges. In 2009, with
a vision of doing something to change this reality, three UNAM
biologists students founded Cosechando Natural, known today
as Endémika. What began as a modestly scaled project to sell
plants and agricultural products is today—thanks to Thrust con-
sultancy—a complex and robust business model that activates
rural value in the communities where it does business.

Coming out of Thrust’s insights and research, Endémika discovered
its true market niche: selling endemic plants and training agricultural
producers about what they grow. The model translated to three im-
portant categories: process, product and service. It functioned like
a defined-growth roadmap both to align initiatives and discard
those that strayed from the reason behind the transformation:

to activate rural value.

For the new transformation era, we developed a new name that
helped us communicate directly our daily work. Likewise, we
worked on the redesign of the identity seeking, through various
elements, to humanize, dignify and form a community of local
producers, exalting the Mexican countryside.

Now Endémika is a platform that trains and connects rural
producers with national and international customers. To put it
one way, we can say it became the ‘Uber’ of plants. Thanks to
its model, local producers have found an alternative to migration
that lets them work and serve their communities. Their success
is based on pillars such as transferal of scientific knowledge;
endemic Mexican plants’ environmental revival and fomenting
fair trade.

Year: 2020
Agency: Thrust

Role: Creative and Strategic Direction / Graphic Design / Experience Design

Service: Naming / Identity / Marcomm / Tools

Dalia Margolin
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Our
community
network

Nuestra
experiencia

Cantacto

Endémika

La Ciencia de Preservar
el Campo°

Cosechando MNatural es una plataforma que crea
comunidades de productores rurales, mulitpli-
cando valor econémico, social y ambiental en
sus localidades. Nuestra platafm:ma m
estas comunidades con clientes | ;
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Field visit In-depth interviews Naming workshops Hours invested in
validation workshops
Documentaries Expert biologists Co-creative Completely redesigned
studied interviewed sessions touchpoints
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2 3 “ Carlos Castro

TrueSound Engineering

Carlos Castro —

Consulting Partner
carlos@carloscastro.com

- (818) 623-9262
carloscastro.com

Carlos Castro is an LA-based music producer, mixer and audio
engineer. He has thirty years’ experience in which he’s scored
dozens of awards and recognitions from major international music
organizations, including 13 Grammy nominations. Even at that,
big tech changes—from how the business of music gets done to
how it’s produced and consumed—has obliged producers to play
different roles and streamline processes to meet artist, music label
and representatives’ demands.

rueSound Consulting TrueSound Producer
We understood the need to redefine the producer’s role and to design
a new business model that would package a variety of services,
thanks to the producer’s many separate talents. This led us to
develop a model of hybrid services that fuses digital and analogue
tools, which allows offering highly personalized and agile projects
for a wide-ranging client roster including everyone from indepen-
dent songwriters like Lara Mrgic to huge pop acts like Luis Miguel,
Selena Gémez and Demi Lovato.

By C stro By Carlos Castro

To articulate this service model we developed a signature meth-
odology —Called TrueSound— that allows Carlos to unveil every
project’s musical essence with engineering, technology and
coaching solutions.

For the new identity, we combined the elements of a personal
brand with an accessible and inclusive approach, in order to not only
differentiate Carlos from other players in the category, but to convey
his sense of precision, responsiveness, passion and fidelity of
sound. Likewise, we built together a journey of experience where
we identified different emotions artists feel over the course of their
processes, for instance, anxiety or nerves days before a recording
session. Based on that information, we designed moments, messag-
es and specific points of contact that don’t just help mitigate anx-
ieties —problems that later translate into long, stressful process-
es—but also creating a memorable experience and kicking

off a long-term relationship.

“ Carlos Castro

Are You Ready To Discover
Your TrueSound?

Year: 2021

Agency: Thrust

Role: Research / Creative and Strategic Direction / Graphic Design / Service and Experience Design
Service: Identity / Marcomm / Tools
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Knowledge Gathering

Interviews with
specific profiles

Dalia Margolin 53

Developed archetypes

Desk research hours

Journey mapping
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Designed
methodology

Redesigned experiences
based on research findings

Songs integrated
to the website

Creative moodboards for the
development of the new branding
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This Is \What Your TrueSound Looks Like

Shaila Durcal | Te Mueres Por \Volver
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La evolucion del mercado musical se explica por 4 tendencias
que marcaran las prioridades de consumidores en el futuro

Tendencias del consumo Tendencias de la categoria

Music Everywhere Quality Focused Digitalizacidn Communitization

(@)

. . . .
La misica 58 convierta en un bian Una vez resuelto al tema de la El aumento de elementas La caida del procesa tradicional de
mas accesible 8 inmediate. ace dada en el sonido digitales v la nube abren sl produccidn ha llevo a los
esto, el consumido Ido abriendo v en la prod 1 58 BS izando e oportunidades para productol 5
mas mercados y obligado a la como un elemento diferenciador vas propuestas musicales, posk ento a partir
diversific; 2 los sarvicios tribatizacién def producto,

Insight Clave

La industria se encuentra en un proceso de comoditizacion,
restando sensibilidad al proceso de produccién y
provocando una desvalorizacion del mismo. Esto dificulta
actuar al Recorder Producer como eje catalizador de la
visién creativa,

Estoy comprometido con la fidelidad del sonido y con Imgilonglones Clave

la visién de los artistas para finalmente llegar a los ofdos 2 war ra la3 distintas sudiencias cnicas, clases,
de los consumidores. Cada proyecto musical es una ’ . g,

oportunidad para develar la esencia del artista y asi

lograr sonidos y producciones que se queden en el alma

de su audiencia.

Es a través de procesos como la mezcla hibrida
fusionando tecnologias (andlogo + digital), en donde yo
puedo aportar un traje hecho a la medida para cada
proyecto y cada artista y asl amplificar su creatividad en
cada etapa de su carrera, Trabajo en encender el espiritu
creativo, para materializar la esencia musical, para los
que buscan retarse y los que quieren llegar al siguiente -
nivel, los que ansian descubrir su “TrueSound”,

»

Expartise Humanizacién Co-creacion

Values

El Recorder Producer debe adaptar su expertise considerando
las 3 audiencias hacia las cuales va dirigido el producto final

El productor deb

asf comoa los

da conocimianto del inconscients colective, asl
como a los criticos que ke dardn validaz

Criticos

Transmite
creatividad
i
Debe ser capaz de tener empatia con el cliente
para comprender su v , al b 0 Qua brinda
ung perspectiva a
Congumidor b

asend n producto que sa relevante,

>

Produce —
creatividad

Areas de oportunidad en diferentes momentos a lo largo
del servicio y experiencia

prOdCTor Pago
final*

Dafinicion el
momanto

Tauchpoints

| Bonocor s o viabl M it i st Pl u SAbol ¢
| proyesn con sse procucioe s opon = I d
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“ Carlos Castro A as Py - o Watersound . Corfact  Eap/ fing

\| .
TrueSound, in music, is a balance Between

.
“ ) -
. "= Human Visiop &
EXperience

“ Carlos Castro

Amy Trujillo 80 Wonderful

So Wonderful

Producer & Recording & Mixing Engineer

59

Brand Partnerships
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3.1

Bamba

In Mexico, about 2.1 million people work taking care of other
people’s houses. Of those, 97% lack governmental social security.
In 2016, Comunidad 4Uno was born, a platform that for four years
offered a private healthcare model, with discounts and accident
insurance for women domestic workers through their employers.

We conducted a study to understand perceptions on the part of
the two principal audiences at which Comunidad 4Uno services
were aimed: the women employers and the women that worked

as domestics. Along the way, the pandemic made evident the vul-
nerable situation women domestic workers share with 30 million
Mexicans who work without medical or labor protection plans. The
first big wow moment was understanding the mission at Comuni-
dad 4Uno, now Bamba, had the potential to impact fifteen times
more human lives than we had originally contemplated.

As a part of our identity strategy, C41 evolved into Bamba whose
purpose is protecting the entire Mexico labor force so that it can
get ahead while leveraging three development pillars, specifically
work, health and finances. To get there, the business strategy had
to enable a multi-channel care system that would offer peace-of-
mind to employers as well as workers.

To respond and connect to all the emotional and functional needs
of the two main audiences—workers and employers—we created
an identity strategy that humanizes and simplifies users’ expe-
rience with the service. We chose illustrations that would help
demystify the world of health and lending, balanced with a visual
system that would reflect reliability, security, and validity. The logo
symbolizes the role that Bamba has as a bridge to join the abyss
to reality, accompanying users in their growth and personal im-
provement. We came up with sales tools and service rituals for cli-
ents, in line with key moments on the Bamba experience journey,
in everything from explaining product benefits or their purchase
and renovation to trying to anticipate problems.

Year: 2021
Agency: Thrust

Role: Creative and Strategic Direction / Graphic Design / Service Design

Service: Naming / Identity / Marcomm / Tools

Dalia Margolin
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Knowledge Gathering

In-depth interviews
with domestic workers
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Competitors analyzed

Website revamp

Redesigned experiences
based on research findings
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Naming workshops

Journey map

Interviews with partners
and collaborators

Creative moodboards for the
development of the new branding
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Soluciones para

vivir la vida

“arriba y arriba” | ' orgu{lksa
Embajadora
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Por medio de 4 elementos nuestra oferta se adecua a las

necesidades de cada uno de nuestros clientes

Impacto social

Educar y difundir herramiantos a los
trobojodores vulnerobles gue les

permitan mejorar su salud financiera |
y bienestor E;ntsndimientn
de necesidades

Impacto
Social

/

Escalabilidad

La copocided de este modelo de
llegor o otro mercodos y otras
audiencias con la misma oferta y
servicio

Escalabilidad
de producto

Entendimiento de idades

Copocidod de entander y recolectar
datos y necesidodes del usuario finol
gue ayuden al desarrollo de
soluciones que las satisfagaon,

Red de productos

Ecosisternas de aliades bojo el cual
generamos soluciones personalizodos
a las necesidades de coda uno de
nuestros usuorios

Nuestra propuesta de valor es el eje rector sobre el cual
cada decision de crecimiento y mejora

tomamos

Protegemos la fuerza de México

Propuesta de valor

Somos lo primera plataforma en Meéxico disefioda para conectar a mas de 30 millones de personas
(empleadores y trabojodores vulnerables) con servicios de proteccion para fortalecer los tres pilares
del desarrolle: solud + trobajo y finanzas. Un motor de inclusion y empoderamiento econémico con un
modelo Unico de integracion de productos y servicios de instituciones solidas que le brinda lo
oportunidad a los empleadores mexicanos o disefiar paguetes de proteccion para ellos y sus
trabajadores a la medida de sus necesidades especificas, fortaleciendo v elevando el nivel de
resiliencia de la fuerza trabajodeora gue impulsa el desarrollo det pais.

Pilares diferenciadores Soluciones de proteceidn Plataferma de integracion

Inclusion secial

Principios de disefio Elocuente + Institucional Practico + Intuitivo

Humano + Empatico

Future

Cada una de las necesidades de nuestras audiencias conforman una
parte clave de nuestro modelo de negocio

Cumplimier
salvoguardar la dindmica del
hogar y protegiendo su estilo
de vida v al de su famitio

Validar su toma de decision
o través de distintas fuantes
ol misma tismpa auto-
volidorse camo un buen
“patrGn’ y persana,

Resclver sus necesidaces
prioritaris en el o de
aolud, econdmico, y iobarol
para aleonzar la estabilidad
rpcucianca SVENEajas”
de sar una outs-emplacda

EMPLEADORA
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L

et

EMPRESAS DE SERVICIOS
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(/ el \;
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VULNERABLES
(TH)
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Cartidumbre sobre lo validez y
funcionclidod de los servicies, lo
cradibilidod como una institucian
“oficial”

Es importante cumplir nuestra promesa en cada momento de la
experiencia del cliente, de principio a fin
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3.2

Azteca+Jenner

Healthcare services aimed at the bottom of the pyramid (BoP)
represent a huge area of opportunity in markets like Mexico. Nev-
ertheless, many face a stigma that low cost implies inferior quality.
As part of a 2019 reinvention effort Grupo Diagndstico Aries (GDA)
invited Thrust to review and evaluate the model for two of its lab-
oratories, Azteca and Jenner, aimed at that segment. Together we

began a journey to reimagine the experience at a diagnostic lab, : :;;mm T s

in which a culture of personalization and service is the principle gl | [ Cuidado

differentiating factor. el | €xcepcional.
| - ‘ : 5 Gente

As a first step and after a detailed diagnostic study, our research el Ty y exc

revealed that none of the audiences had any kind of connection ' ' ,._ﬁ;l_l :

with the brand. There was neither familiarity nor favorability. Pa- . Jos i

tients came in for reasons of convenient locations or for the low
cost of their services, but not from any sense of loyalty. We pro-
posed changing this reality as well as and increasing the patient
market by implementing a model of warm, quality and low-cost
service. The strategy ended up democratizing healthcare through
solid clinical diagnoses for which the competition would not only
be the same segment’s laboratories, but others placed higher

on the pyramid.

Te estabamos
esperando.

Tama bl tumo para vegeir

Thanks to our methodology, we discovered a patient’s experience
in a diagnostic laboratory is subject to various vulnerable moments. -~ o cabs bl G el
To mitigate those disquiets, we eliminated the generalized and recur- = '
ring notion of treating the patient as yet another number. We designed

a journey that included companionship and emotions-management;

it consisted of joining welcome protocols, protocols for people to

manage their time when waiting, and a number of strategies to miti-

gate anxiety during the clinical studies process.

iBienvenido
a la familia!

- 4 i k : Mo b T = Todos somos
Tecuidomes : - i * Azteca - Jenn

Taking the above into consideration, we gave a twist on the stereo-
type of the lab as cold or tense space understanding that the role of
Azteca+Jenner is of an emotion manager. For that, we worked on an
institutional visual system that turned Azteca+Jenner clinics into com-
munity centers with an important emphasis on families. Inspired by
proven practices from behavioral psychology, we developed a new A donde
logo, “Dr. Jenny,” a symbol of companionship for patients during the B quieres ir?
diagnostic process. She and other Azteca+Jenner characters belong
to a linking strategy that humanizes the service and has produced
excellent outcomes.

e estudios
neceslias?

Year: 2021

Agency: Thrust

Role: Research / Creative and Strategic Direction / Service and Experience Design
Service: Identity / Marcomm / Service Design / Experience / Transformation / Tools
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In-depth interviews with
C-Level key profiles
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Interviewed
collaborators

75

Redesigned analysis
lab experiences

Future

Focus groups
with end users
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the future.

Read books

Mystery shoppers

Validation sessions for
the journey mapping

Main identified
pain points
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Hicimos un analisis de las emociones experimentadas en
los laboratorios y de los painpoints por resolver

WVislta ol babvoor st

Caje / Mrcapeiin. Sale e wapenn Fatact Sanan

1, Falla de mh
niveles die estrés,
ansedad.

Luga incdmodo y perscnal
2. Infarmacida incomplets nsatsfecha,

& pOcH Cor

W

Para ejecutar un modelo de atencion de mass personalization
es importante considerar una serie de implicaciones de caracter

1 2

3 A 3,
Operacién Pago

3 E
Experiencia Comercial

5
Comunicackén

Habilitar una linea de
atencidn express —
para mayor flujo de

rtes mensuales

0% sobine

= asicomo

pacientes: [ 1 nueves estudios, equipo,
expectativa promeciones, ete, —piva
¥ Fortal la comusnicacitn
Disefar unoinfografia W Lransp; i,

de decisiones de dudas de
i Alinear y Comunicar

claridad
4 bos padentesy reducic s
ansiedad

lideves de opinién,

end” Ej: radidlogos.
= Estandarizar procedimientes
y ebjethosdi

Arquetipar a bos pacie
far guiont: midicos —para reducir
de senvicio para tempas y costes de
nder priodidades operackan,

y recolectar data

6, Altos niveles de estres,

idumbre en resultados,

carencia de una plataforma.

7. Desconfianza en los resultados,;
tardanzs. o resultades arrdnacs

Cultura

CIONes Bn

gestion del cambsio pasa

RHy et Comitd de Cultuea,
dande reciban mao
tedrico y harramientas.

Future



People—Centered Design

MX/ MAD

shapes values. Values determine

Design creates culture. Culture
the future.

FUTURE - 3.2

Portfolio Dalia Margolin 79 Future

;Cudnto me
voy a tardar?

iBienvenoiqo eyt afumlcunman':e:tttur |
ol familiq)  mespeseemeat

| Te cuidamos
, siempre.

..... i by i
L e

1 2

ﬁ R e

$Qué hace un

| Tu trabajo de h
UITITIT impacta el ma
de muchos.

~Ralph Marston

El Flebotomist

ﬂe bOtomiS ta? 'lje recolectar, procesar ytransp

2 &5 el responsable

¥ o
s muestras hacla el laboratoric,

@ -

Se prepara




80

People—Centered Design

MX/ MAD

FUTURE - 3.3

Design creates culture. Culture

shapes values. Values determine

the future.

Portfolio

3.3

Trybu

The future of work resides in developing abilities for deftly respond-
ing and adapting to change in environments. Facing a scarcity of
children’s educational offering along those lines, Trybl launched

in 2018 as a system of personalized, at-home classes. The vision
called for closing the current soft-skills gap in Mexico.

While creating a strategic educational platform the first challenge
we faced was to endow the educational proposal at Trybi with a
theoretical-scientific support. Based on a 24-soft-skills framework
proposed by Martin Siegelman—the father of positive psychology
and the former president of the American Psychological Associa-
tion—we created a proprietary learning methodology centered

on developing wellness and achievement skills through play.

Likewise, our research revealed the current educational offering
does not consider the real decision-makers’—i.e., moms’—ne-
cessities and anxieties. We came up with a set of archetypes
focused on different lifestyles mothers cultivate and discovered
that regardless of socioeconomic condition, all moms experienced
some kind of guilt and anxiety scenario regarding their children’s
educations. Helping them manage that stress through a model
of multi-channel care became Trybii’s principal differentiator. We
designed a service model with a series of encounter-points that
linked the program to interest-groups’ needs, including those
related to guides that conduct classes.

To make the service visible, we created a branding strategy de-
signed with a hybrid discourse between elements that are attractive
to children, alluding to a construction process, but at the same time
maintaining a ‘lifestyle’ appearance so that the mom doesn’t perceive
Trybu as her job, but as part of her life. To make our methodology
evident, measurable and evolutionary, we designed an iconographic
system that makes tangible the Core Life Skills that we seek to deto-
nate. Among the points of contact developed, the EdTech evaluation
system, the diploma and the experience kit for the guide stand out,
with useful objects that help them fulfill their role.

Year: 2020

Agency: Thrust

Role: Graphic Design / Service Design

Service: Identity / Marcomm / Experience / Tools

Dalia Margolin

—

ey

You've guv una

Trybu. = +

Evatuacién ' o . ' to gol

Javier M.

Todo listo para tu regreso
Preparate para descubrir nuevas
experiencias. Vamos a construlr
sobre la independencia que has
logrado y trabajar en construir tu
empatia v tolerancia

Tu tribu te espera
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FUTURE - 3.3

Design creates culture. Culture
shapes values. Values determine

the future.

Knowledge Gathering
Interviews Educational reforms Journey map Service rituals
with experts analyzed
Interviews with Mystery shoppers Redesigned experiences Key implications

end-user moms

based on research findings

workshop
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Future-Ready
Learning
Expariences

Tus nuevas habilidades:

-

Dalia Margolin 87

6 diciembre 2019
CDMX

iFelicidades!

Alejandro

iTe acuerdas cuando descubriste como nacen las
mariposas? Durante este periodo desarrollaste tres
nuevas habilidades: Compromiso, Logro ¥ Emociones
gracias a tu perseverancia y al esfuerzo gue tu mama
ha dedicado a tu crecimiento.

Estamos muy emocionados de ver como sigues
construyendo tu futuro. jTe esperamos para pasar
al siguiente nivel!

Tu Trybt

B 0

- 2 - -
Maria Madero Alejandra Urban Diana H./
Tryb( Guide Trybil Educational Leader Tryb Mom

tb

E-mOtign

Parenting

A Future-Ready Learning
Experience by TrybU.

Future-Ready
Learning
Experiences

Future
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W: daliamargolin.com

P: + (52) 55 5965 2369
M: daliamargo@gmail.com
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