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Our world keeps 
changing ... you have to 

evolve with it.



Can you see & feel
the shifts?
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BY THE END OF THE 
DECADE, GEN Z WILL BE 
UNIGNORABLE. 1 IN 6

When asked who is their 
primary financial institution

GenZ consumers named 
their financial institution that

was not a bank.

They spend
4x as much
time on their 

phones vs. all 
types of TV

GEN Z
IS

MOBILE
FIRST

$33 
TRILLION

$7 
TRILLION

$50 
TRILLION

TODAY:
Gen Z net 

income

By 2030:
Gen Z net 

income

By 2030:
Gen Z net 
income & 

inherited wealth

5X
GROWTH

MORE
Money at their 

disposal than any 
other generation



Technology
& Consumer
Demand

have reshaped
everything.



WE ARE IN
THE THIRD CONNECTED GENERATION
1 ST 2 ND 3 RD

3 RD  WILL MAKE THE FIRST TWO, WHICH WERE HUGE . . . LOOK VERY SMALL!

1993  - 2007 2008  - 2018 2018  - ?
Connect to discover
Connect to transact

READ + SEARCH + BUY

Connect to everybody
Connected all times
Connected to entertainment

READ + WRITE

Connect faster (5G)
Connect new ways(Voice/AR/VR)
New trust & safety (Blockchain)
Data connected to data (ML/AI)

READ + WRITE + OWN

???



THE WORLD’S LARGEST VIDEO HUB 
OF ENTERTAINMENT & EDUCATION.

70B
DAILY “SHORTS” 

VIEWS

253M
US MONTHLY 

ACTIVE USERS

5B
VIDEOS WATCHED

PER DAY

41M
HOURS OF WATCH TIME ON 

FINANCIAL TOPICS*



Consumers have more 
control than ever.



Their on-line & 
offline worlds are 
one in the same...
TikTok is Gen Z’s #1 source for 
financial information and #2 source 
for investing.

#fintech

4.7BN
views



ACCELERATING THE

CREATOR GENERATION



1/3
TRUST SOCIAL MEDIA TO HELP THEM 

MAKE FINANCIAL DECISIONS

2:23
AVERAGE AMOUNT OF TIME SPENT ON 

SOCIAL MEDIA PER DAY

7
AVERAGE  SOCIAL MEDIA 
ACCOUNTS PER PERSON

54%
GET THEIR NEWS FROM 

SOCIAL MEDIA

SOCIAL IS NOW THE SOURCE...

(Source: 2024 Data Reportal)



You will need direct 
relationships to win  



First-Party Data

20%
BANDS OWN THEIR 

DATA

67%
EXPECT TO INCREASE FIRST-

PARTY DATA 



CUSTOMERS’ IMPRESSIONS

AT EVERY INTERACTION.

AI IS HELPING BRANDS SHAPE



AI’s most potent gift 
to business is

Predictive Analysis.





AI is only as valuable

as what you feed it.



Streamline Social Management

Enhance Engagement Metrics 

Precise Audience Targeting



Unlock data & technology to target, 
connect & talk to the consumers you
want and need like never before.







Big or Small budget . . . 

Challenges & solutions are the same



THERE IS
GOOD 
NEWS





Heart & Science

And Today . . .
Great Brands are a balance of





Big!
36,000 restaurants in 120 countries

14,000 restaurants in the USA

Serving 26 million customers each day

A McDonald’s within 
3 miles of ~80% of the US population

~90% US A18+ visit 1x per year

1 in 10 people use the App in the US every 90 days 









The trick?    
Not seeing them as
celebrities…



But as fans 



Few years 
ago things looked 
very different!



13-24<13 25-34 35-54

Traffic Share Change 2014 - 2020

6 Years of decline 
with youth and adults



McDonald’s traffic 
will be multicultural 
by 2030
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CONFIDE NTIAL

How did it happen?!



We forgot 
food, 
place & 
experience 
mattered. 



Over 
focused 
on the haters.



Lost brand swagger
chasing short term 
sales. 



Ultimately…
the brand was
lost in culture.



So 
Now 
What?





Start where it always 
should. 
With your fans.



June 2019 - Road trip through the 
heartland:
Covered:
7 days, 6 states, 8 cities,
25 towns, 1,300 miles

Met with:
60 people, 2 herds of cattle, 1 border collie

Consumed:
14 McCafés, 140 Chicken McNuggets,
1,100 World Famous Fries, 3 Filet-O-Fishes,  
4 QPCs (2 Deluxe, 1 no bun), 2 Big Macs,
3 McFlurries (when the machine was working)

ROAD/TRIP



Learning what 

should have been 

known…

And what fans 

have always 

known…



CONFIDE NTIAL

Called them Fan Truths.



CONF IDENTIAL

T R U T H S A B O U T P R O D U C T S &
E X P ER I ENC E .

M O M E NT S . M EM O R I ES . R IT U AL S .
B EH AV IOR S .









Fan Truths
have become 
the heart of the 
business strategy.



53



W
ie
d
e
n
+
K
e
n
n
e
d
y

—54

Inspired a global 
platform.

Exported to 55+ countries



Each Famous Order has become
a cultural event in its own right.



We could have stopped there.



Brandhad called culture &
culture was calling us back.

How do youkeep them 
on the line?



Make McDonald’s A Cultural Icon

Famous to fans for democratizing 
access, participation & the creation 

of cultural moments they love.



Continue to shape the 
way culture tastes

Live in our fans
creative universe

Unleash Data Pop in culture!
Don’t just show up to participate 
but create culture

to identify, connect and build 
valuable relationships 



H ow do you rel a un c h th e ori gi na l  b ur ger  t ha t  

t he l e g a c y w a s b u i l t o n .



CONF IDENTIAL

B y  r o o t i n g  t h e  i d e a i n  t h e f e e l i n g  

t h a t  c r e a t e d  t h a t  l e g a c y .
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Cactus Plant Flea 
Market collab: A 30-day program 
sold out in 10. 
Highest single week of transaction 
ever.



A d o p t e d b y f a n s i n t o t h e i r w o r l d s .
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CONF IDENTIAL

A nd i n t o t h e i r w ar dr o be s ,
d e m o cr a t i z in g a cce s s .



E mb r a ce d by y o u t h
& Wall St !
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CONFIDE NTIAL



CONF IDENTIAL

A n d h a d ~ j u s t ~  t h e
c h a r a c t e r i n m i n d  t o

h e l p d o i t .







Reach & motivate 
consumers

Ability to track 
buying behavior

Ability to target
certain customers

As the world was changing, it’s created an opportunity to 

modernize the approach to engaging fans.

Long term QSR traffic was flat -- Digital Channels represented +20% of 
business & growing – Had to lead



2Million
New app users in the month

The Brief



And it worked…



The brand had
never been healthier 



OLD DOG

LEARNS

NEW TRICKS!



• Crowded category

• ‘Lack emotional connection’

• In-store experience not 
reflecting “lifestyle brand”

• Offered little added value to 
drive lifetime customer loyalty 

• Deal-transaction focused

• Not driving sustainable growth



HOW COULD WE HELP?

ALL PET PARENTS

WANT THE SAME

THINGS. . .

✓ HAPPY

✓ HEALTHY

✓ LONGER LIFE



GO AS FAR FOR PETS & PARENTS

AS THEY GO FOR EACH OTHER!





IN-STORE

VET SERVICES

NUTRITION

PLANNING

ADOPTION & 

RESCUE

NEW PET PARENT

PLANNING

PET COACH

SUPPORT

MEMBERSHIP & 

SUBSCRIPTIONS

HEALTHY

GROOMING

POSITIVE

TRAINING

THEN FROM HEAD TO TAIL



A CONNECTED PET CARE ECOSYSTEM

FOCUS ON A PET’S COMPLETE WELL BEING



Petco | It's What We'd Want If We Were Pets | Droga5

https://youtu.be/TiV0UexE6mQ


A dog with scissors on its neck

AI-generated content may be incorrect.

https://www.instagram.com/adweek/p/CTnpTUUrf0A/














& Consumer 
Desire

Brand
Purpose

Know & Connect your



Defining your

Human   
Connection

is paramount.



Create  Real 
Experiences



Connections &
Consistency
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If you don’t do it right,
it can cost you.



But when you do!
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