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Agenda
🚀 01. It’s brand AND performance

🌱 02. Q+A with Carly Griffin, Eucalyptus

💬 03.  Open to the floor



Brand growth =
business growth



The bottom line:
Brand marketing makes
companies larger and
more valuable.

First capital raised



⚔️

Brand and
community becomes

a moat

💜

More value is
realised over time
from customers

📣

The acquisition of
customers becomes

easier

How does “brand marketing” add commercial value?



Two types of Marketing & the concept of ‘Future Demand’ 

Harvesting existing demand Creating future demand

Target tightly - just those who are the
most likely to buy right now 

Target broadly - reach as many people
as possible (who will at some point have

a need for your product category)

Communicate rationally - use product benefits,
promotional offers and calls-to-action

Communicate emotionally - tell them about
that simple idea at the heart of your brand in a

way that makes them feel good 

👇 👇
“Performance marketing” “Brand building”



There’s also different ways to measure them

Measuring Future DemandMeasuring Existing Demand

📊 🔮

Brand Awareness

Brand Consideration

Brand Preference

Brand Sentiment

Long-term ROI

Ad metrics like CTR and CPC

Sales metrics like purchases and
conversions

Efficiency metrics like conversion rate and
cost of acquisition

Short-term ROI



Nike shows brand
matters to your

bottom line.



Nike is known for some of the
best brand building in the
world.

But after a change in
marketing strategy – an over-
investment in performance –
all their metrics took a tumble. 

We’re talking revenue. 

We’re talking stock value.

And we’re talking brand health.



Case study: Nike



Case study: Nike

5.7M
8M

less people consider
buying Nike over one of

its competitors.

less people prefer Nike
- meaning it’s no longer

their first choice.



The Awareness
Advantage



The findings

Brand awareness is a controlling
factor for the performance of
performance marketing. 

High awareness brands
achieve 2.86x the conversion
rate of low awareness brands.

More brand awareness =
higher conversion rates



Performance is
The Growth Engine



Brands learn
and scale
faster with
performance
marketing.

Data courtesy of TRGT
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“In 3 months we went from 5 to 20 A/B tests, from
45 to 120 creatives tested and a conversion lift
study. This resulted in a +119% increase in revenue
and 2x orders QoQ for Loop Earplugs” 

It’s not just for short term ROI.

It’s a test-and-learn engine built for
consistent real-time feedback and results.



Unleashing the full power of performance

Speed Relevance Efficiency
Rapidly test and

evaluate concepts to
identify what resonates.

Minimal wasted spend
by targeting those most

likely to buy.

 Capitalise on
trends and culture

in real-time.

The right message At the right time To the right people



Digital Performance
channels account
for 73% of global
ad spend
Performance creative built
and scaled today’s most
influential challenger brands.

*We Are Social x Meltwater: Digital 2025 Australia Report





Performance marketing is
not just immediate ROI

Launch New Concepts Analysis & Review Graduate Learnings
Test new ideas and angles Understand what’s working Apply insights quickly

A powerful feedback loop



Inform new
product development

Use across other
marketing copy

Explore new 
influencer partnerships

Understand customer
demographic

A powerful feedback loop

Creator 1 Creator 2 Creator 3 Creator 4

Creator 1

Creator 2

Creator 3

Creator 4

*Demo MagicBrief ad data shown

Which benefit messaging
resonates most?

Which creator should
we engage again?



A powerful feedback loop

Find what works.



A powerful feedback loop

Scale what works.



A powerful feedback loop

🔁 On repeat.



A powerful feedback loop

🔁 On repeat.



Brand &
Performance

Integrating



Creative is
the new

targeting

of auction
outcomes are
driven by creative56%
Meta Performance Marketing Summit 2023



Performance is a
force multiplier
for brand.
Expand the reach and impact
of brand activity on
performance channels

BRAND GETS TARGETED TO THE MOST RELEVANT AUDIENCE

Community eventsPartnerships Viral Moments & PR

Amplify brand activity on performance channels



Brand feeds performance, performance feeds brand

Superbowl Ad 2025

MagicBrief Billboard 2025



Gen Z Millennials Gen X Baby Boomers

Gen Z Millennials Gen X Baby Boomers
0

10

20

30

40

50

*Hubspot Consumer Trends Report 2024
**We Are Social x Meltwater: Digital 2025 Australia Report 58% of internet users use

social media to research
brands and products**

Performance is the
modern pathway to
brand awareness.
Unless you’re a legacy brand, most
people will discover and research your
brand via performance channels.

This means a well crafted “direct
response” ad can simultaneously build
brand familiarity and trust.

% of consumers who have discovered new
products via social media by generation*

40% 40%43%

20%

Performance can both generate AND capture demand



Unleashing the full power of performance

15 elements of a high-performance creative team
1. Tight feedback loop between media buyers and creatives
2. A culture than encourages testing rather than making slow subjective decision making
3. Metrics being the whole teams responsibility - not just the media buyers
4. The ability to quickly generate novel concepts based on previous winners
5. A deep understanding of their audience and what their audience actually cares about
6. A process that enables rapid creation or reworking of creative based on new learnings
7. A shared (and regularly updated) messaging matrix across their products and audiences
8. A shared understanding of what has driven past performance in the account
9. A shared understanding of the best practices for a particular channel or medium
10. Being able to understand what is actually driving success and iterate from that
11. The ability to go up and down, not just sideways (digging deeper into insights or messaging,
rather than just creating a larger set of replicas)
12. The ability to follow “the eye of the cultural storm” and leverage cultural trends
13. Clean and repeatable processes for each section of the creative process
14. The ability to discover and act on competitor formats/concepts
15. A culture that enables the team to consistently take bets which can have outsized returns



One marketing funnel.
Aligned business goals.

Brand activity

Performance activity



Q+A with 
Carly Griffin



Carly Griffin, Eucalyptus

Carly Griffin is the Head of Growth at
Eucalyptus, one of Australia’s fastest-growing

health-tech companies home to leading
brands like Juniper, Pilot, and Skin Software.

Since joining Eucalyptus in its early days,
Carly has evolved from a performance media

buyer to now leading the entire growth
function across multiple brands. 

With a knack for scale, a love of testing, and a
sharp sense for both brand and performance,
she’s helped turn Eucalyptus into a household

name in health.



Q&A

Q+A with Carly Griffin

Hi, Carly! What do you
think is the big thing

brands get wrong when
thinking about brand and

performance?



Q&A

Q+A with Carly Griffin

How do you go about
crafting one unified
message across all

your channels?

Meta Ads

YouTube

PR



Q&A

Q+A with Carly Griffin

Talk us through these
Eucalyptus examples

of brand and
performance ads.



Q&A

Q+A with Carly Griffin

How do you measure the
success of brand vs.

performance activity?

What tools do you use to
help with this?



Q&A

Q+A with Carly Griffin

And how do you
approach allocating

spend across the two
functions?



Q&A

Q+A with Carly Griffin

How do you hire and
design a marketing

function that can do both
brand and performance?



Got a Q?
You’re up!

👋



Thank you


