


ACT I: Death
The death of control and the
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old ways of brand building | ,,
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sum total
associations people
have about a
company, product or
service.




Our old models of brand building relied on ego
and control.




1."Run it up the chain’




1."Run it up the chain’
2. Top-Down brand management




1."Run it up the chain’
2. Top-Down brand management
3.Ruthless adherence to the ‘brand quidelines’




This model worked for monolithic media
environments, ‘the big ad’ driven creative
campaigns, with minimal outputs.






- i ' 2 . e
4 .
- § j e T
- . - -
: '“"r.-:"i'. = P

Our brand messages are increasingly mediated
through third parties.




The volume of output now far exceeds the what
traditional approval processes can handle.




The brand conversation is now a group chat, not
a monologue.
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We have to learn to let go.




What are some new rules for this era<




1.Make your brand ideas polysemantic
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ferved with a Hot ‘n Spicy McChickew
) sandwich at telect resfaurants.
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Is a brand | trust. Source: McDonald'’s Hot Tracker, 2024

VAVAY.

2019 2020 2021 2022 2023 2024

Is a brand for someone like me. Source: McDonald’s Hot Tracker, 2024
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2019 2020 2021 2022 2023 2024

McDonald’s Monthly Penetration - 18-24 y/os. Source: Circana, 2024
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-1.0%

McDonald’s Share of QSR Traffic point change - 18-24 y/0s. Source: The NPD/Foodservice, CREST, 2024




2. Invest In distinctive brand assets that can be
deployed in any context




CHANGE IN BRAND AWARRENESS LIFT
if brand asset present in first 2sec SYStem I

Sonic Asset E
Logoin Context 182%
Fluent Character
Jingle
Slogan
Product m
Spoken Brand Name m
Brand Colors E

Fluent Scenario 1%
Celebrity

Written Brand Name
Logo

Brand Font



















Awareness

Consideration

Investigation

Usage

Preference

Awareness

Consideration

Investigation

Usage

Preference

Category Average

56%

37% (D)
39% (D)
36% (P
12% @)

Ebuyer

17%

9% @
8% @)
6% @)

Amazon

95% !

g

77%

80%

46%

35% @ v

The Good Guys

5%

2% @)
2% @)
2% @)

0%




3. Structure for creative velocity
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L'Oréal

Competitor Average

THOSE WHO ARE AWARE OF THE BRAND WHEN AIDED BELIEVE IT...

Is an on-trend brand

All demographics | Makeup & Cosmetics

United States

31%
4%
43%

@ 4%
46%

® 50%

58%

L'Oréal

Milani

Competi -+ Average
NYX

elf

ColourPop




Can you kill your ego dear marketer,
You might just be reborn...




ACT II: Rebirth
From death comes growth



Lauren Cain
Head of Brand

the
breakout

hack.

previously known as tbh,

Cassandra Do Carmo
Brand Director
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hack
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did you just lick dog food B g

off your spoon? @




Lauren Cain
Head of Brand

the
breakout

hack.

previously known as tbh,

Cassandra Do Carmo
Brand Director







ACT III: Awakening
Brands reborn
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WHEN A

WHOPPZR

CALLS. YOU ANSWER.

. WHOPPZ-R BACONATOR
HUNGRY

THEI SUROCRS AR EITTIR

HUNGRY
JACK'S MYER

o :"-'-'.- r . il ~ o l_‘.—- "'-"_1 S = .
3 & s EPPBgs e
e & = E.nf_ T J g b L
e L ] i ;'Th - P
o e by
.'a- "af i - '. 3 -2
FF 2



Hungry Jack's vs Competitor Brands

2025 025 -

Filtered by: Apr 2025 — Sep 2025 | All demographics | Fast Food | Australia

Hungry Jack's Competitor Average
Awareness 86% 70%

Consideration  52% — 39% (§

Usage 26% .

Preference 12% ) ' Q9% .

Red Rooster

Awareness 79%

Consideration 41% l

Usage 17% .

Preference 5% .

KFC
94%

64%

-

Taco Bell

63%

18%

" @
" @

Mad Mex
34%

13% @B
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Zambrero

44%

19%

5%.
2%.

McDonalds

91% ’
(67%)

-

61% ) :
(33% )




Hungry Jack's: Funnel over time

Filtered by Oct 2024 — Sep 2025 | All demographics | Fast Food | Australia
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3-month rolling average
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@® 88% Awareness
® 50% Consideration
® 33% Usage

@ 1% Preference




; 5 Hungry Jack’s
Provides fast service

Makes you feel good

Zombrero

Is tasty

Is good value

Is for people like me

Is @ brand | trust

Has great service

Has convenient locations h o '




1.What Eqgo is this brand clinging to¥?

2.What rebirth strategy could unlock it’s next
chapter?







