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About me

Almost 20 years creating, imagining
and telling stories on and offline.
What makes an idea, image,
phrase or text succesful or
memorable? | like to discover where

my ideas will take me today.




Portfolio 2024

| have always believed that advertising and marketing is a tool to help, to serve.

For me it is vitally important that clients or strategic partners are aligned with this

vision.

| don't want to make more visual filler, noise in the conversation or
interruptions in our lives; | want to create relevant messages for our clients, and
their clients, need them, they have a place to find information, get real value, and be

able to do more than what is expected



My Work.

CREATIVE AND PRODUCTION TEAM

| was part of the creative and production
team for one of the most successful
national productions.

| coordinated events such as "La Carrera
de Botargas". | was in charge of the
setting in sketches, in forum and
participated in the creation of scripts for
monologues, commercial mentions and
comedy sketches. And | developed
advertising mentions during the live
transmission.

Televisa - OTRO ROLLO
TV Show
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Medios y Producciones: ‘mp

mediosyproducciones

As a creative director, | led all of the
social media content, and was
responsable single handed of two brands,
Champion Watch Meéxico and Yordi
Rosado.

CChampion

" Dalih, Polunco

#YoSoyChampionWatch

| created a live contest on twitter to
generate engagement and gain new
followers in Yordi Rosado's social media,
being the first Mexican account to reach
1Million followers on Instagram. And we
were the first verified celebrity account in
Mexico.

www.champiomwatch.com.mx
'in"ChampaonWalchMemm | m +52 (55) 5108 - 2082

Directed the creative and production of
YouTube videos as Mastheads The We
Run Mexico. Also a display campaign was
set to invite people to run and share their
running times through the Nike Chip that
was inserted on the soles.

—
WE RUN

MEXICO

DF 26.11.11
10K

Watch on £ YouTube

Orthodontic »°

OCA needed a branding campaign to Centers of America
acquire new clients, and to get to the Top
of mind as the best Orthodontic centers.

By creating a tv, radio, social media and
OOH campaign we could position OCA as
the number one option in the selected
target. | created a FB page for each of
the branch office, with dynamic
discounts, promotions and ads displays.

Watch on [EBYouTube

‘Much QU
puede matar

| tu Talento”
Shampoo EGO wanted a local version of -

its campaign. We did it with tv ads, and 0 Ego Shampoo Futbol Americano - Mexico _‘” e
bumper ads. We had banners on the snere
most visitied webpage by our target: Men .'.-'J
ﬁ fl ﬂl-' usﬂﬂ
Hﬂﬂlpa G'

Watch on [EB YouTube


https://youtu.be/fex-3ebw9WE?si=fMIVf6eE-254wdv2
https://youtu.be/3wvLw08XvgY?si=49fFaN9E3tH5ut9Z
https://youtu.be/sW0aIQJBtT8?si=cRjIMbQBT9aaKWTr

Activamente

Activamente was the first digital agency
in Mexico. We had the first local ad
server, so we could deliver ads with
strategic placements. | did digital
campaigns (banners, skycrapers,
Mastheads, Hero videos, for Oral B -
Crest, and a satisfaction survey on
Facebook and an information landing

page.

icia de ultimo minuto

JOR PRODUCTO DEL ANO 2012
XICO ES REVELADO

jAtrévete a cambiar con Crest Oral ...

B VE EL VIDEQ Y DESCU

7S UNA DEMOSTRACION PARA QUE CONOZC,
OBRE ESTE PRODUCTO. COMPARAMOS LA

+ QUE OFRECE 3 BENEFICIOS VS, CREST

B COMPLETE, CERTIFICADO POR EL NOTARIC
30 LIC. NICOLAS MALUF MALOFF, NOTARIO
0 13 DEL EDO. DE MEXICO

| made the YouTube version of the
challenge crest vs colagate, where

interactive banners were created for the e AR AT v, rial
google display network. il ATnEacCeTRANTE U bR O £x1]
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NUEVA LiNEA

PR®-SALUD

ENCIiAS MAS
SANAS EN

4 SEMANAS;
CLiINICAMENTE
COMPROBADO.

AYUDA A REVERTIR LA GINGIVITIS EN 4 SEMANAS.

LA NUEVA PASTA DENTAL CREST ORAL-B PRO-SALUD CLINICAL PROTECTION FUE DESARRCLULADA
CON DENTISTAS PARA AYUDAR A PREVENIR LA GINGIVITIS ¥ A PROTEGER LAS ENCIAS OE
SANGRADO E INFLAMACION™. LOS PROBLEMAS EN LAS ENCIAS PUEDEM CAUSAR MAL ALIENTO,
INFECCIONES ¥ HASTA LA PERDIDA DE LOS DIENTES.

USTED PUEDE SUFRIR DE PROBLEMAS DE ENCIAS, VISITENOS EN WWWORALB.COM MY

PARA UNA PROTECCION MAS COMPLETA, PRUEDE TAMBIEN LOS DEMAS PRODUCTOS DE LA LINEA
CLINICAL PROTECTION DE CREST ¥ ORAL-B.

(@x=x7+@miB)  PRO-SALUD

For Cantina Los Remedios | created the
"pretextos" campaign, using hashtags and
social media conversations to invite
people to go to the cantina.

We asked for User Generated Content to
be shown on Google Display, as tweets,
facebook post and in a landing page.

En la red con mayor
cobertura de México

"Cualquier pretexto es bueno"

Cliente: Los Remedios
Agencia: Activ@Mente

With Nimanica | developed the first smart
vending machine in Mexico, which had
different brands for branding.

Oral

Passer-bys could interact with the e
bending machine with their smartphone. Yo gusta

Every time an interaction happened an
automatic tweet was published to let
other users know about location and
brands involved.
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Backstage Producciones
| managed the digitalization of the (

company, created the website and PR ODUECE 1O N E S
landing pages to attract potential
customer leads.

| was in charge of the creativity of each
stand and event.

P R O D U C© C ) O N E 3o

Watch on (83 Youlube

Dolce Gusto needed a brand story to engange
with the new audience. We created two .
characters, Dulce and Augusto. They had | s v
different adventures and Dolce Gusto fans e

could follow them in interactive YouTube
videos, bumper ads and Facebook content.
People rushed to the stores to get the same
coffee machines they saw on the stories.

We made mini games for Facebook Games, in
which you could answer a quiz to find out
yOur Ideal ﬂaVOr. Yuum Dolce Gusto Buscar

ideos Canales

Dulce y Augusto [ A ]

Act Il knew they had to talk to a new kind of
audience, so we created facebook page with
interactive features (when it was allowed).
This pages collected data form user and we , |
sent a newsletter with information, = ' o 121220 e 20 5 33 O3

recommendations and tips to WatCh mOVieS, Favoritos <+ Compartir Listas de reproduccion Marcar
netflix or entertainment in general.

TE INVITA A TOMARTE UNA
FOTO COM ALVIM POR LA

COMPRA DI 3 UNIDADLS DE
CUALGQUIER REFERENCIA
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https://youtu.be/Y-fhWjZn9_U?si=V1vKE44gCW5q0AxF

To celebrate 100 years of the Coca-Cola
bottle | made the first 360 video for a
brand in Mexico, winning a mention in
the Washington Post.

For Ciel water | created a video campaign
with one of the first mass influencers
(Richie O'Farrill) where we talked about
the advantages of drinking water, this ads
were seen as bumper ads, and on
Facebook page.

With Sprite we had a new target (at that
time) and it was the first generation of
digital natives, to whom we introduced
Dest-app, a Coca Cola Company app.

| created many more campaigns for Sidral
Mundet, Adidas Running Team and Blogs
and instagram feed for Santa Clara with
FoodLovers.

Maiz Azul Fllms

Watch on B8 Youlube

. Sprite Bully&Sebas - Loading »
Share
’ e . I-' | ¥ -
Watch on B3 YouTube /
| g
’ 360° Celebra con nosotros en el Tour de la Botella Coca-Cola ad
Share

Watch on [ YouTube


https://youtu.be/nO1lmsFni5k?si=ZzfH8SFsZpr8udGs
https://youtu.be/c2jVvmAv-4o?si=sU9Ng3D2oIm0QH0V

TEAM LEAD @MATTEL

KTBO

AWARDS

Gold in Advergaming - Creative Circle 2017 digital
success for Mattel in LATAM.

Users from Mexico, Peru, Chile and Colombia
participated LIVE in an interactive race with the
Hot Wheels product on a 20 sq. ft. track.

TEAM LEAD @MATTEL

| developed an email marketing campaign to find
out what kids wanted for Christmas and for
parents to find out without their children

knowing. g, 1% )

This was done through a website that was a mm

video hub with commercials and unboxing of
Mattel toys, pretending to be a Christmas Village.

© &

TEAM LEAD @MATTEL

Barbie Chefs was the first live video in which the
audience was in total control of the final product.
Through Facebook reactions, people from all
over LATAM controlled two influencers as they
cooked on set.

Some reactions were used as votes to decide
which dishes to prepare and with which
ingredients.

In the end, the resulting masterpieces were
placed in a Barbie food truck and toured Mexico
City to show users what they had created.

TEAM LEAD @MATTEL

| had the challenge of connecting completely
different channels, from digital to TV, and
developed a path that would allow participants
to fulfill one of their greatest desires: to have a
Barbie doll 100% inspired by them.

4

™

TU PUEDES SER

L0 QUE QUIERAS JER

In digital, | made a fully functional BOT where
each girl could participate and explore their
creativity and use TV as a giant showcase for
consumers to get inspired.

The results were impressive engagement and a
positive experience from the girls who
participated.

TEAM LEAD @MATTEL

| created a game through a series of videos,
users could control Max as he faced his greatest
enemies.

The user decided which attacks to use and how
to proceed as he created his own path to victory.

/SN

The campaign surpassed 10 million views on
YouTube and had nearly 100,000 hours of
viewing in total.



DIRECCION CREATIVA

To celebrate 100 years of the bottle
CMomzilla is one of the most important
maternity blogs in Mexico; for which we
did community management and website.
Today, unfortunately, due to legal
problems, the project is at a standstill.

() ;Conoces THE HONEST
« BODY PROJIECT?

momzilla

Un deseo para ti...

aF runcs falen lea chimoa § cmos =
read Higbigee oo todms 7 dodas e ger omm’
Frlu mochebuss Fomolias

momzilla

*MomzTip

momzilla

Momzpower

& Productos

DIRECCION CREATIVA

MHS represents one of the biggest
challenges, because it is an out-of-the-
ordinary product.

It is a voice analysis service to detect
honesty and loyalty in domestic workers.

| am in charge of Lead Generation,
Community Management, Web
Development and Digital Advertising.

Fundamentales

Fundamentales needed to find a way to

translate mathematics into a visual,
understandable and entertaining
language. | developed more graphic

concept, infographics and website.

Analisis Creatividad

Consultorio De Ideas -

44

Momzpower| #T1he

trut l-1 i

& Productos

momzilla

#The ugly

trutl

momzilla

momzilla

MomzTip

momzilla

honastidad conflanza
andlisis de voz

e

A

el

laaltad

Reduce el riesgo

Tu familia en manos
seguras

ldeal para todos las
funciones de

Anlisis de voz para determinar

riesgos de seguridod

perzonal de tu cosa

—
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DIRECCION CREATIVA . .
Sequoia Learning Center

Sequoia is the first MircoSchool in
Monterrey, NL. It was born only as a
concept which we developed from image,
slogan, mission, values and website.

Sequoia

The main challenge was to create a space
where parents could have direct contact
with teachers, know what they are direct
contact with the teachers, know what
their children what their children are
learning and even pay tuition online.

E+apas Sequoia

Sprouts Seedlings Buddings Ripenings

(1505 oios) (6-8 afios) (4-12 afes) (42 - 15 afies)

Nuestros valores

- Cogpnitivo vivencial




With AstraZeneca | had the opportunity

to do an internal communication campaign
to promote the integration of minorities and
eliminate discrimination in the workplace
environments. It was supported with weekly
newsletters, sms campaign and OOH

material.

AstraZeneca

¢N2rte, Sur,

DIRECCION CREATIVA

For the Consejo de la Comunicacién we
made the adaptation of the campaign
/(Challenge: "Leer Mas", to be placed in
companies, offices and closed spaces. We
created mini stories to appear on
instagram stories, Facebook ads, and
Google Display Network.

The goal was to invite people to read
more.

Dialogo Design @

solo nos

AstraZenec:

Cuando el géenero
no nos limita,
ras
ecen.

En AstraZeneca abnmos
espacios para que todas
las ideas quepan

CUANDO EN LA ESTACION
DE TRENES LA NIEVE NOS
LLEGABA A LAS RODILLAS,
ME PASARON AL CONSULITORIO.

La ladrona de libros - Markus fusak

1000 PUEDE SUCEDER

AstraZeneca
. .
PP
\ b |

solo nos gusta la musica.

s
&
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Vaz de las Empresas

COMO CADA NOCHE.
LA VECINA ENTONABA
EXTRANOS MONOLOGOS
DE CONFESIONES, CUANDO
TRAJERON LA CUENTA.

Recwerdos del futurg - Sin Husbeadi

10D0 PUEDE SUCEDER.



DIRECCION CREATIVA .
Platicas de Peso

Direccion Creativa y

Plétic§s de Pe§o is .a Ylog ar.1d Pod§ast Advocacy -lﬁflcﬂs

that fights against discrimination against
overweight and obese people. This
campaign is paid, unbranded, by Novo
Nordisk. | create a Pilar Content page
form which different formats, snippets,

shorts, reels, tweets and posts are
created.

con @SovJuanm

soyvjuanpi  Editar perfil | O

266 publicacionas 10.5K seguidoras 561 seguidos @ Cifugi'a Bariétriﬂﬂ iF'H'nﬂlﬂ »

LATICAS - Sha

Juanpi Villasefior

Paciente experto/advocate por la eliminacidn estigmas de sobrapeso
w obesidad.

Podcast en todas las plataformas

Fundador de @cons_deideas & |

linktr.ee/SoyJuanpi

= PSSOV

Platica... WawW Humaor .. My life .. Music Bowie f...

B PUBLICACIONES

g. iQué hassunegbacrinalo.. &
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Watch on 1B Yeulube Watch on 0 Yeuliube _f-"- @



https://youtu.be/BZ96r7ivk3o?si=vNReyKlxTR-vJ6Ef
https://youtu.be/k6M6fYsuSXs?si=jZOyIY33KGuReLpq
https://youtu.be/UJE4TCoCNMo?si=ytG5tgY4_CoXwZEv

Get in touch

Website

WWW.Soyjuanpi.com






