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INTRODUCTION

They kept their end of it



THE BELIEF COLLAPSE

63% 36% 63%



A NOTE ON METHOD
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SELF & BELIEF
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They audit every brand against three traits:
honesty, trustworthiness, consistency. Not one
of them is about the product.



62 / 61 / 56





THE DOUBLE BELIEF
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MONEY & WORK

02



E



140









THE BARBELL

Cheap
floor

One
splurge













THE FOUR QUADRANTS

12%
Parent-supported splurgers

14%
Work hard, play hard

37%
Supported but cautious

38%
Independent and cautious





MEDIA & TECHNOLOGY
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79%









51% SHARE OF ALL UK
ONLINE TIME TAKEN BY TWO
COMPANIES: ALPHABET
AND META.











FRIENDSHIP, DATING & COMMUNITY
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22%









The milestones were deferred,
not abandoned.







FOOD & DRINK
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£46m

















STYLE & COMMERCE
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1 IN 5 UK 18–25S HAVE ALREADY
HAD BOTOX OR FILLER,
ROUTINE RATHER THAN
REMARKABLE.



1 in 5





THE SIX CONVERSATIONS

Is it credible Is it urgent Is it worth keeping

Can I make it mine Would I recommend it Is it worth showing up for

















CULTURE
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EARNING CULTURAL RELEVANCE

Where credibility is made Luck

Tourism Where scale is bought



3 in 4





30 GRASSROOTS MUSIC
VENUES CLOSED IN A SINGLE
YEAR. HALF THE SURVIVORS
MAKE NO PROFIT, THE
PHYSICAL ROOMS WHERE
CULTURE IS ACTUALLY MADE
ARE DISAPPEARING FASTER
THAN ANY PLATFORM CAN
REPLACE THEM.







INFLUENCE
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−70%



THE FLOW OF INFLUENCE















LOST IN TRANSLATION
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12%



TWO ROOMS

Myths about sustainable food Who owns you, and what
is that carton made of







THE CLICHÉ REGISTER







THE BRAND TAKEOUT
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20 Twenty things a brand
can pick up and act on



01
Trust and influence have come
apart, so build proof, not reach.

02
The group chat decides, so
build for the screenshot.



03
You are not competing with other brands,
you are competing with everything.

04
You can earn a place in a
ritual, never manufacture one.



05
Build them a world to move
into, not a message to read.

06
Find your way into their everyday
moments, not just their campaigns.



A slogan is not a room.



07
Usage is not love, and the
mushy middle is dying.

08
Your second-hand price is part of
your price, and the dupe is a verdict.



09
Transparency is a weapon, because
their whole life is about control.

10
Have values, do not take sides,
and know the difference
matters more than the topic.



11
Stop buying "Gen Z", because income,
gender and family shape split this audience

12
Culture is the way in, and you cannot fake
being in it, so fund it rather than colonise



13
Be the free place to be.

14
Speak to what young men actually need,
and never through grievance media.



15
Say when it is made by humans, and
never let a machine play the friend.

16
Let them earn what money
cannot buy, and serve the
markets nobody is picking up.



17
Find out whether you have
love or conversation, because
they are not the same asset.

18
Segment by where the money
comes from, not by how old they are.



19
Make the loyalty scheme simple
enough to hold in your head.

20
If a community already exists, join
it. If it does not, do not build one.



THE ONE-LINE VERSION
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It is not a contradiction. It is the
thing itself.







UNDERSTAND THEM BEFORE YOU SELL TO THEM



WHY WE DID THIS

we start with people we move with culture we show our sources



WHO WE ARE

data driven insights people obsessed impact focused



HOW WE WORK

Brand building Strategy & Integrated Campaigns

Impact-Driven Campaigns Digital/Social
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