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B  TECHNOLOGY
DISRUPTION




Bv T“E E“n 0F T“E When asked who is their
DECADE, GEN ZWILLBE & 4
UNIGNORABLE.

GenZ consumers named
their financial institution that
was not a bank.

MORE
i Momlnlun attheir
isposal thanany
other generation GEN z
350 MOBILE
x TRILLION FIRST
i 23 _FIRST
GROWTH TRILLION They spend
4x as much
time on their
phones vs. all
types of TV
TODAY: ‘ By 2030: ‘ By 2030:
Gen Z net Gen Z net Gen Z net
income income income &

inherited wealth
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Technology
& Consumer
Demand

have reshaped
everything.



s WEAREIN
w7« THETHIRD CONNECTED GENERATION

NN 8T 2ND 3RD
P T N 1993 - 2007 2008 - 2018 2018 - ?
¥ N 'gﬁﬁijgi:t:;d-discover Connect to everybody Connect faster (5G)
= Connect:to 'qsact Connected all times Connect new ways(Voice/AR/VR)

Connected to entertainment New trust & safety (Blockchain)
Data connected to data (ML/AI)
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s READ + WRITE READ + WRITE + OWN
= ‘ 7
W/ 1 o /
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3 RD WILL MAKE THE HRST TWO, WHICH WERE HUGE ... . LOOK VERY SMALL!



> YouTube = Q O

@v. . aR¢-

Videos only +

) (1] THE WORLD'S LARGEST VIDEO HUB
Tubel OF ENTERTRINMENT & EDUCATION.

41m

US MONTHLY HOURS OF WATCH TIME ON
ACTIVE USERS FINANCIAL TOPICS®

10B OB

DAILY “SHORTS” VIDEQOS WATCHED
VIEWS PER DAY

Buried Treasure: Voodoo Vince - Electric
@D Playground Reviews on the Run

EPNdotTV - 25 views * 6 minutes ago

© This Day in Everythlng Cool: January 15
@0 Electric Playground
EPNdotTV - 188 views : 59 minutes aao

fAi 6 & A& =

\ Hom Trending Subscriptions
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source for
and #2 source
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Y ACCELERATING THE

CREATOR GENERATION
d

BILLION
INSTALLS
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SOCIAL IS NOW THE SOURCE...

223

AVERAGE AMOUNT OF TIME SPENT ON AVERAGE SOCIAL MEDIA
SOCIAL MEDIA PER DAY ACCOUNTS PER PERSON
GET THEIR NEWS FROM TRUST SOCIAL MEDIA TO HELP THEM

(Source: 2024 Data Reportal)



You wm need (I rect
I'ﬂlallﬂ IS to win
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BANDS OWN THEIR EXPECT TO INCREASE FIRST-
DATA PARTY DATA



ALis ueteineg eranns SHAPE
customers’ IMPRESSIONS

a EVERY INTERAGTION.



AIs most potent gift
to husiness is

Predlctwe Analysis.
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Streamline Social Management
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OVERWHELMED
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he most powerful
and enduring brands are
buift from the heart”

— Howard Shultz, Starbucks



And Today...“\w e
Great Brands are a halance
AN \ /






BIg!
14,000 restaurants inthe USA

~ AMcDonalil's within _
3 Iiles of ~80% of the US population

1In10 peonle use the Anp in the US every 90 days
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The trick?
Not seeing them as
celebrities...










6Years of decline

| | 1 AR
Traffic Share Change 2014-2020

<3 13-4 23-34




0 McDonald's traffic
WIII Ile multlcultural

20"
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ROAD/TRIP




j Andwhatfans
have always
Known...







Dveryoss : Na code 1 hope for red
iL - ‘ switching ghts
tha PRCORRMY.
: iyt time
_ > | o rich,
’ o I ““
- ereng o
Tamous
shouid
Frevee maery
SE—— . | the-tries.
| = s
E
:
cam afford reost  you know,
taks V0 ke for Knorw. ey
E—n’:: ¥S minetes. = 6ty Bisny

a screenshot.




.................................................................................................

Your friend will
take a fry after
they said they
didn’t want any.

.................................................................................................






Welcome to
McDonald’s

A Book of Fan Truths




Fan Truths
have hecome
the heart of the
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The icy princess - has a new best friend @ McDonald’s celebrity menu

;”gﬁi‘c’?o”w#, e “c-';f‘:' collaboration: J Balvin Meal available
I ©Sawastic’s SickuaNe mmoal arid 808 hoiw N came for a limited time, following Travis
together: Scott Meal

% Yt

NDv &

McDonald's Partners With Another e 1T VIWRAT

Music Star—J Balvin—for a Custom McDonald's Travis Scott promotion is so
Meal popular, it's causing burger shortages

Ehe New York Times

Travis Scott Meets McDonald's (It’s
Lit!)

Travis
sCOTT

vkl

MeDonald's Seemingly Straightforward BTS
Meal, In Review

The Wildest Ways People Are Preserving Their
ucoomlds BTS Meals

chmo

Currently enjoying ‘s McDonald's meal while
reading her story. o 8@
Check it out here

w

J
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" Each Famous Order has become S—
A cultural event in Its own I'Igllt_:z"::f'"“'

Pomgh Bt G atirn wh s lhe BTN |

|

Tim

@lmo

CQaweotio cave hor now nartnarchin with MrNAanald'e

nna pn
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Unleas ua
to identify, connect and build

valuable relationships |~

Al e
Live'inour fanst
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McDonald's @
@McDonalds

one day you ordered a Happy Meal for

the last time and you didn't even know
it

7:36 AM - 11/24/20 - Twitter Web App
2,305 Retweets 2,056 Quote Tweets 22.9K Likes
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Gactus PlantRea

Market collah: A 30-ay program
sold outm 10.

Highest single week of transaction
GVel.

N S







AME,
SAW,
PED!
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coactun plan lea m

1) box \—/!m

ctus plant flea macket

flea market

u ' ap W L Y A_ A
And into thelr wardrohes,
Ilﬂllllml'ﬂllllllﬂ d0CGC0SS.

plant ]

McDonald’s

aston plant fles merher

cactus plant flea market

cDonald’s
UIAO| il
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AXIOS a ogin = With Adult Happy Meals, McDoaald's Sparks a Collecting Frenxy

McDonald's adult
Happy Meals with toys
selling out

WAL T

-

McDonald's Is Cool Again

McDonald’s is releasing new Happy
Meals for adults to recreate ‘one of the
| most nostalgic experiences’ '




Rossco @ROS5C0O89 - Aug 23, 20
| rermember gaing to a MeDonalds birthday party as a wean and thinking

wejustmet @mboat -
Who else had a birthda @ medonalds @ « Following
decorated the place ang

anyone???
o medonalds @ comment if you
Q) 24 . would've invited me

g Buckers @deathofy i _ when McDonalds used to do

=5 . mickvit Partied s0 hard | got
iy’ Just realised | earn ) banned from the ball pit
McDonalds any tim

socialsej okaaay but the PlayPlace
was the move &8

Tamara @Teetamaral(l -

Having a McDonalds bi
McDonald's View replies (1 L
@ @McOonalds lou were invited to a

’ springcathy invited MeDonalds to
a McDonalds party.,?

birthday party at McDonald’s QY 0 w

like if you've ever had your

Did anyone else h
lit o o B8 21 July 2021 @ Liked by sleepycurmudgeon and

40,845 others thday party at McDonalds, your

Q 2 i ald would judge who could stack the
changed §

- - - - 2
S - T = T

my life peaked at my bugs life themed mcdonalds birthday party aged 6
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What Is Grimace? McDonald’s Manager

Clarifies Burning Question About Beloved
Character

"Whether he’s a taste bud, a milkshake or just your favorite purple blob -
the best part about Grimace is that he means different things to different

people,” the spokesperson said. "Whatever he is, we're just proud our
bestie makes people happy.”




®CBS NEWS

What are people doing with the Grimace
shake? Here's the TikTok trend explained.

-
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As the world was changing, it's created an opportunity to
modernize the approach to engaging. | *

g = T e

Reach & motivate Ability to track Ability o target
consumers buying hehavior certain customers

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






THE WALL STREET JOURNAL.

MARKETS | HEARD ON THE STREET

McDonald’s Is Cool Again

The fast-food giant overcame currency and other economic headwinds with creative marketing, ar

And kworked..

OW ruming.
Restaurant
up to *17.50 per hour

+ Pl Shchlos

FAREWELL 1 OUR

This could be your last bite

limitod ti I ;
Breakfast BaLels ) (GETTeWe
are Back!




S5 wankers susivEss INVESTING TECH POLITICS CNBCTV  INVESTING CLUB @ PRO &

ol Estate  Life & W

With Adult Happy Meals, McDonald s Sparks a Lollectm‘T Prenzy

THE WALL STREET JOURNAL Perhaps not since the era of Teenie Beanie Babies has the fas t or market

McDonald's is releasing new Happy i
Meals for adults to recreate ‘one of the |
st nostalglc experlences ‘

Markets

MéDbnéId’s Is Cool Again "
Q Login = § ) | ; - =
t*’ _ | :
McDonald's adult ! - Sesese
3 VE om? McDonald's to Make Adult Happy Meals :
Happy Meals with tovs | ‘ 5 L McDonald's & Cactus Plant Fiea Market

selling out

e Kelly Tyko

L]
,.

w\
UK fans heartbroken as McDonald's Happy
Meals for adults remain unavailable.

*st ever McDonald's Happy Meal was a promotion for Star Trek: The Motion Picture.

4 McDonald’s new ‘adult happy meal’ is a brilliant [ ¥ @sadamvie [t |w|on[s[r[=]"]
strategy that puts its heritage to good use e

t-food chain McDonald's recently announced that they will soon be

mching Happy Meals for adults. The news made fans across the globe

) ‘wl = >
NEW MCDONALD'S IMPPY HEAI. FOR GROWN-UPS I ME:_

# Adult Happy Meals are at McDonald’s —
and people arelovin’it




petco

THE HEALTH +
WELLNESS CO.

OLb DoG
LEARNS
NEW TRICKS!




- Crowded category
- ‘Lack emotional connection’

- In-store experience not
reflecting “lifestyle brand”

» Offered little added value to
drive lifetime customer loyality

- Deal-transaction focused
- Not driving sustainable growth

Pet Smarter.







petco

THE HEALTH +
WELLNESS CO.

GO AS FAR FOR PETS & PARENTS
AS THEY GO FOR EACH OTHER!




LICK THOSE

We're taking the artificials® out of all dc

NOMORER ¥ .\

svesyEsan sTure
s Wo're tak
out of all

No more artificials® In any
dog food or treats

Learn M

WE'RE TURNING OUR
BACK ON ARTIFICIAL
INGREDIENTS

ome back
by it aga

E:

#TurningOurBacks
ON AR(TI ICIALS

SHOP Now

petco

MAY 18 + 19
I 4

“

NOURISH AS
NATURE INTENDED"

LEARN MORE

petco

Save 20%
on your
first order
with code:
rdsave20

SWIPE UP
TO FIND
YOUR STORE

YEAR’S WORTH
OF PET FOOD

FEED THEIR
MAGNIFICENCE

EZIZR petco

Nutritional formulas tailored
for your dog.

NUTRITION THEY CRAVE
== petco

Rich combinations of smoked,
roasted, and fresh proteins.

KEEP YOUR DOG
HAPPY AND HEALTHY
DAY AFTER DAY

=W petco

KEEP YOUR CAT
HAPPY AND HEALT

Sl P
Greeries DAY AFTER DAY

EEXZA petco
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RESCUE

NEW PET PARENT
Mﬂlﬁw |
=y .
NUTRITION =
PLaNNNG |




petco

THE HEALTH +
WELLNESS CO.

A CONNECTED PET CARE EGOSYSTEM
FOCUS ON A PET’S COMPLETE WELL BEING

PHYSICAL HEALTH
Providing the nutrition, activity
and preventive care that keeps

pets fit inside and out.

Ensuring pets can lead joyful,
enriching lives free from
boredom and anxiety.

WHOLE
HEALTH

Engage every /\
dimension of health for @0@
better pet wellbeing. —

ACCESSIBLE HEALTH
Getting affordable,
convenient access to
everything pets need
to live their best.

SOCIAL HEALTH
Nurturing pets to feel
confident and comfortable
around other animals
and humans.

HOME HEALTH
Creating safe, stimulating
environments where pets feel
like they belong.
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https://youtu.be/TiV0UexE6mQ

HHHHHHHHHH

©  sTOP
v THE
= SHOCK

STOP THE SHOCK: PETCO ENDS THE SALE OF ELECTRONIC
“SHOCK" COLLARS, DECLARES ITSELF A HEALTH & WELLNESS
COMPANY


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

A\, ! Subscribe To Newsletters & Forbes

ek whi(\ S
\‘ Petco Is /\ Wmner On Its Fll‘bt Ddy Of Trading

By Joan Verdon, Sen ributor. @ Joan Verdon is a veteran retail reporter ollow Autho

1, 04:03pm EST

| = seArcH FORTUNE

RETAIL- IPOS

s3] Petco jumps 63% in its
ﬁ I |l &8 return to the stock market
A — e A Bloomberg

Markets ~  Economics Industries Tech Politics Businessweek Opinion  More ~

A &T. ;',
’ Markets Petco Leaps in Trading Debut After
| IPO Raises $864 Million

THE WALL STREET JOURNAL.

BUSINESS | RETAIL

Petco Revenue Jumps in First Earnings

Report After Going Public
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‘Your brand is what
people say about you when
yourre not in the room.”

— Jeff Bezos, Amazon



BRANDS
HAVE THE
POWER T0
INFLUENCE
BEHAVIOR




HOW IT |
DIFFERENTIATES @
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Defining your
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