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INTRODUCTION
Digital marketing is at a crossroads. 
Thanks to the glorification of 
start-up culture in the past few 
years, marketers and businesses 
are taught to value the acquisition 
of new customers above all else. 

Yes, acquisition directly helps your 
business grow in the short term. Yet 
it leaves a ton of future revenue on 
the table in the form of repeat pur-
chases and referrals from existing 
customers, not to mention leaving 
them feeling unloved and neglected. 

Businesses are also falling into 
a laziness trap. With access to a 
global audience pool, marketers 
no longer need to lead customers 
through a complicated process to 
introduce our brand, talk about 
our features and benefits… we 
simply ask for the sale. Straight 
up. If they’re not ready or willing to 
buy, no harm done – there’s always 
another impression for cheap 
around the corner. After all, they’re 
sold by the thousand anyway. 

Besides, with access to third party 
data from social media or digital 
publishers selling their audiences to 
brands, capturing firstparty data - 
aka the old fashioned way - is seen 
as wasted time and budget. Both 
of which can be poured into more 
performance media budget, right? 

WE’RE SORRY 
TO BREAK IT 
TO YOU: THE 
GOLDEN AGE OF 
FREE-FLOWING 
CUSTOMER 
DATA IS OVER.
Customers are taking back control. 
Even before the introduction of 
the GDPR in 2018, ad blockers 
were already used by an estimated 
26% of the internet’s population – 
that’s over 75 million US internet 
users alone – growing at a rate 
of 5% per year. Fast forward to 
2020, that figure has grown to over 
30%. Tech companies are joining 
the battle cry too, with Google 
Chrome announcing it is joining 
Safari and Firefox in removing 
cookies, and with iOS14 allowing 
users to opt out of ad tracking, it is 
predicted to wipe out over 80% of 
targeted advertising on iPhones.
 
The revolution is upon us.

To help you stay ahead of the 
curve, we’ll show you how to move 
beyond traditional performance 
marketing. To win in the new 
digital economy, customer and 
brand experience has to sit at the 
forefront of business strategy. 

We’ll show you how smart brands 
like Adidas and Catch have already 
started to shift their budgets with 
promising results - both in sales 
impact and in consumer sentiment - 
by putting the brand back, front and 
centre, into the customer experience.

Introducing the Magnum & 
Co. Brand Experience Path. 
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https://www.businessinsider.com/30-of-all-internet-users-will-ad-block-by-2018-2017-3?r=AU&IR=T
https://www.emarketer.com/content/ad-blocking-growth-is-slowing-down-but-not-going-away
https://www.theverge.com/2020/1/14/21064698/google-third-party-cookies-chrome-two-years-privacy-safari-firefox
https://www.theverge.com/2020/1/14/21064698/google-third-party-cookies-chrome-two-years-privacy-safari-firefox
https://blog.tapresearch.com/2020/06/30/new-poll-suggests-ios-users-unlikely-to-share-idfa-with-publishers/
https://blog.tapresearch.com/2020/06/30/new-poll-suggests-ios-users-unlikely-to-share-idfa-with-publishers/
https://www.marketingweek.com/adidas-marketing-effectiveness/
https://www.mi-3.com.au/10-09-2020/appocalypse-not-now-apple-delays-major-tracking-rule-change?utm_medium=email&utm_campaign=Weekly%20Campaign%20-%2015%20Sep%202020%20740am&utm_content=Weekly%20Campaign%20-%2015%20Sep%202020%20740am+CID_9d5a82f2266562f4646a35786d0bb449&utm_source=Weekly%20newsletter&utm_term=Appocalypse%20not%20now%20the%20latest%20on%20Apples%20delay%20to%20major%20user%20tracking%20changes
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THE COOKIE 
APOCALYPSE
If you’re unsure what we’re 
referring to, let’s take a step back. 
If you’re closely following tech 
press, you’ll know that Google 
is retiring third party cookies. 

To the vast majority, a cookie is 
a delicious treat and subject of 
obsession by a particular Sesame 
Street resident. To others, a cookie 
is a piece of code that is attached 
to each user (upon acceptance 
from the user) allowing developers 
and businesses to track their 
behaviour across the internet 
over a period of up to 90 days.

This data is leveraged by marketers 
and publishers to follow individuals 
around the web and target them 
with adverts via social media, 
search and display. It’s why you 
received an ad on Instagram for 

those Nikes you were looking at 
just moments ago on the website.
This removal of cookies is not just 
something being implemented on 
Google Chrome, but has already 
been done on Firefox and Apple’s 
Safari combined, these three rep-
resent over 80% of internet users. 
So what does this mean for 
marketers like you? If you’re one 
of the many users who rely on 
performance marketing to drive 
traffic and sales for your business 
(which is probably most of you), 
then you’re in for a rude awakening.

The age of tracking users online 
without them specifically giving 
you permission is over. 

FIRST PARTY DATA 
IS THE NEW GOLD
First party data is data you acquire 
directly from the customer, with 
their express permission, for a 
specific purpose that could include 

marketing. It exists as a mailing list 
of email subscribers that receive a 
weekly newsletter, users who have 
opted in to follow you on Social, or 
customers who have given you their 
mailing address to receive special 
offers and monthly catalogues. 

First party data has always been the 
cornerstone of customer engage-
ment. After all, this is a community 
that has expressed an interest 
in your brand. With third party 
cookies on their way out, businesses 
should prioritise collecting first 
party data. This will soon be the 
only way to legally retarget and 
build new audiences online.

Moving beyond the tactical advan-
tage of first party data, strategically 
this is also an important step in 
brand-building. By learning more 
about your customers - first hand - 
you’re committing to building a long 
lasting relationship with your cus-
tomers, which used to be the core of 
any business, before the digital age. 

03
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Ironically, what was seen as 
obsolete methods are now more 
important than ever in the future.

SILOED AND 
COMPETING 
MARKETING 
TEAMS
Aside from data availability, tra-
ditional performance marketing 
also has an operations problem. 

With a heavy focus on acquisition 
and bottom-of-funnel actions, 
specialist teams are required to 
allow them to focus and continue 
to keep up with shifting consumer 
behaviour and algorithm changes. 
This means teams are typically 
set up around specific stages 
in the customer lifecycle.

Because of this specialisation in 
knowledge and time-consuming, 
hands-on nature of optimisations, 
marketers tend to rely on external 
performance marketing agencies 
to drive new customers. 
This siloed approach has proven 
to be detrimental. In fact, 89% of 
businesses today do not have a 
unified view of the customer from 
prospect to existing customer. 

By splitting up the customer 
journey, teams begin to optimise 
for their own goals, ignoring the 
preceding and proceeding steps 
in the overall journey. This leads 
to disjointed messaging, journeys 
and huge inconsistencies in the 
overall brand experience.

OVEREMPHASIS 
OF ACQUISITION
You can’t survive as a business 
without new customers, that is 
fact. Having said that, with existing 
customers spending 31% more 
money than new customers, 
don’t they deserve at least the 
same amount of attention? 

Not according to traditional 
performance marketers.  

44% of companies have a greater 
focus on customer acquisition 
vs. 18% that focus on retention. 
Furthermore, only 40% of 
companies have an equal focus 
on acquisition and retention. 

Brands are doing all the hard work 
of acquiring the customer but are 
being let down by their neglect 
towards existing customers. 
Loyal customers are five times 
more likely to purchase again and 
four times more likely to refer a 
friend. By not focusing on existing 
customers, marketers are missing 
out on a lot of untapped value. 

NOT ALL 
CUSTOMERS ARE 
CREATED EQUAL
When you’re a new business, it’s 
hard sometimes to care about 
the type of customers you’re 
acquiring. At this stage, any revenue 
is good for the business right? 

This may not always be the case. 
Acquiring a new customer may not 
always guarantee that they will be a 
loyal customer. In fact, there is such 
a thing as driving the right customer. 

When you task an internal team or 
performance marketing agency to 
focus on driving acquisition, their 
top priority won’t be whether the 
customer acquired will be sticking 
around. All they care about is 
hitting a sales volume KPI – because 
this is how they’re incentivised. 

Ask yourself this: what if the new 
customer you’ve acquired only 
makes decisions based on price 
rather than brand value? Yes, you’ll 
be driving sales for the business 
at that time, but the minute a sale 
is over or your prices increase 
that customer will be out the 
door. Now imagine acquiring 
this same type of customer at 
scale, month after month. 

Your business will soon be 
made up of one-time pur-
chasers only. Welcome to the 
effectiveness death spiral.

That’s why it’s so important to 
focus on driving the right customer 
that is in it for the long haul. 

The ideal customer is not some-
one who purchased one of your 
products due to an EOFY sale. It’s 
someone who gets your business, 
understands the value your 
business brings and aligns with 
your values. These customers will 
be more expensive to acquire, 
however they are more likely to 
become long term brand advocates 
and ensure you have a brand and 
business for years to come.

https://www.forbes.com/sites/blakemorgan/2019/09/24/50-stats-that-prove-the-value-of-customer-experience/#7137d8194ef2
https://www.forbes.com/sites/blakemorgan/2019/09/24/50-stats-that-prove-the-value-of-customer-experience/#7137d8194ef2
https://econsultancy.com/beware-the-effectiveness-death-spiral-why-creativity-is-still-the-cornerstone-of-digital/
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From the moment a customer starts 
receiving communication from your 
brand – whether that’s via content 
on social media or an advert seen 
on TV – every interaction, every 
touchpoint contributes to the overall 
experience your brand is offering 
to customers. As the old adage 
goes, everything communicates.

A typical brand experience involves 
a number of interactions. But if even 
one of these touchpoints are not 
satisfactory, this leads to customer 
drop offs and a decrease in growth. 

That’s why your business 
needs to get each touchpoint 
right, while also ensuring the 
overall experience reflects your 
brand in a positive manner.

PART ONE
THE IMPORTANCE OF A STRONG BRAND EXPERIENCE

IT’S ALSO 
INCREDIBLY 
IMPORTANT 
TO ENSURE 
THAT YOUR 
COMMUNICATION 
WITHIN THIS 
EXPERIENCE IS 
UNIQUE AND 
REFLECTS YOUR 
BRAND’S VALUE.

Let’s take a look at these social 
ads below. We’ve deliberately 
removed the brand name. Can you 
guess which brand this is for?

With identifiers like logos and 
business names removed, these 
ads have been so santitised that 
it is impossible to know who 
these ads are coming from, let 
alone provide a unique or, heaven 
forbid, a memorable experience.

Now here’s the real clincher: 
these ads are from three 
separate businesses.

As you can see, when directly com-
paring them against each other, all 
adverts look almost identical. Now, 
these retailers are only doing what 
everyone else is doing. Using data 
to ‘personalise’ an experience and 
promoting a product that is relevant 
towards the user. However, in the 
process, each one has managed to 
come out looking almost identical. 
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IT’S ESSENTIAL 
TO STRIKE 
THE PERFECT 
BALANCE BETWEEN 
PERSONALISATION 
AND BRAND
THE OPTIMAL BRAND 
EXPERIENCE DRIVES RESULTS

A 2020 Walker study found that 
customer experience will take 
over price and product as the key 
differentiator when customers are 
making a purchasing decision.

This is especially so in recent times, 
as economic uncertainties brought 
on by COVID-19  cause consumers 
to be more cautious around their 
money. Customers place more 
emphasis on brand trust to ensure 
their products will arrive and in 
good condition, as opposed to 
focusing on finding the lowest price. 

In order to build trust and cus-
tomer loyalty, the experience 
you portray to your customers 
must align with their values. In 
fact, 77% of customers buy from 
brands that share the same values, 
with 86% saying authenticity is a 
key factor when deciding which 
brands they like and support.

In order to truly be seen as an 
authentic brand, you must first 
identify what your brand stands for. 

From there, each customer touch-
point has to be true to this message 
and communicate it effectively in a 
unique and memorable way in order 
to reinforce the message and set 
you apart from the competition. 

Only this level of authenticity will 
lead to driving customers who 
don’t make decisions based on 
price or product, but rather based 
on experience and shared values. 

With so much advertising conges-
tion existing within each medium, 
it’s incredibly hard to stand out from 
the clutter. The average person is 
now estimated to scroll through 
between 5,000 - 10,000 adverts a 
day. That’s why your experience 
and your message is so important. 

With advancing digital capabilities, 
customers are spoilt for choice. 
If a customer feels the journey, 
messaging or communication is 
disjointed or unsatisfactory, they 
won’t consider the product again. 

All you have is one shot to get it 
right. One bad experience can 
deter a customer away forever. 
To quote a recent cultural phe-
nomenon, this is not the time 
to throw away your shot. 

RED BULL’S BRAND EXPERIENCE

When looking at which brands are 
providing a unique experience 
to customers, you can’t look 
much further than Red Bull. 

Firstly, they’ve clearly identified 
where they stand from a values 
perspective. Red Bull’s mission 
statement is ‘giving wings to 
people and ideas’. The brand has 
established itself as champions 
of people who dare to achieve 
the impossible or extreme. 

By associating this message 
with their product, there is a 
clear guiding principle across 
its fragmented media channels 
and customer touchpoints. 

Most famously, this mission is the 
reason they are behind so many 
different sponsorships including 
motorbikes, car racing, skydiving 
and marathons. Yes, these are 
extreme sports which appeal 
to a certain audience, but this 
commitment and the message it 
sends ripples out to the regular 
everyday person, too. By Red 
Bull aligning themselves with this 
audience, they are providing an 
experience which encourages 
individuals to follow their dream. 

This is the type of experience your 
business should look to provide its 
customers. We’re not telling you to 
go out there and start to sponsor 
extreme sports. We’re telling you 
to take a step back, identify what 
your brand really stands for.

https://www.walkerinfo.com/knowledge-center/featured-research-reports/customers-2020-a-progress-report
https://au.oberlo.com/blog/branding-statistics
https://ppcprotect.com/how-many-ads-do-we-see-a-day/
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What separates your brand 
experience from competitors has 
evolved significantly over the past 
few years. About five years ago, it 
was all about access to data and 
retargeting users based on site 
interactions and purchase history. 

Unfortunately, this is now old 
news. As you can see from 
previous examples, falling into 
the trap of just focusing on con-
version can lead to a hollow brand 
experience, leaving your brand 
identical to every competitor. 

Remember, in the past few years 
product and price have been the key 
differentiators. When this was the 
case, this tactic worked like a charm. 

Today, customer experience is the 
key decision making differentiator.  

A quick-fire way to help your 
business stand out from all the 
congestion is to go back to your 
roots and understand exactly 
what your brand stands for. 

The first step in this process is 
identifying a clear brand mission. 
By taking a step back and really 
thinking about what your brand 
stands for, it will help you relate 
better to your target audience.

PART TWO
DIFFERENTIATING YOUR CUSTOMER EXPERIENCE FROM COMPETITORS

CUSTOMERS 
MAKE DECISIONS 
BASED ON 
WHAT A BRAND 
STANDS FOR 
AND WHETHER 
THIS ALIGNS 
WITH THEIR 
OWN VALUES.
That’s why as a business you need 
to be clear in your brand’s mission. 
Remember when thinking about 
your mission, it’s not about the 
service you provide but, more 
importantly, why your brand exists. 

The best way to help uncover this is 
to think about who your audience 
truly is. A brand exists to provide a 
needed service to their customers, 
therefore going back a step and 
defining your audience will help you 
formulate a strong brand mission.

Once you have identified a clear 
brand mission, the next step is to 
understand the world of your audi-
ence. This will allow you to ensure 
that what your brand represents 
aligns with what your customers 
are passionate about. This is part 
of the Magnum & Co. ethos of ‘Do 
Things That Change Things’.

LOOK BENEATH 
THE SURFACE AND 
EVALUATE WHAT 
YOUR CUSTOMERS 
VALUE. WHAT ARE 
THEIR BELIEFS 
AND ATTITUDES?
By understanding each in turn 
and the interplay between them, 
this will provide unique insight 
into what’s truly important to 
your audience. Armed with this 
information, you can go back to 
your brand mission and see if it 
truly aligns with your customers.
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BY STRUCTURING 
YOUR BRAND 
IN A WAY THAT 
IMPACTS 
CULTURE, WE 
MOVE AWAY 
FROM A PRICE 
OR PRODUCT 
DRIVEN STRATEGY 
TOWARDS 
A DEEPER 
CONNECTION.
The goal is for your brand to 
represent something that your 
audience wants to be a part of. 

Once your target audience under-
stands and aligns with your mission, 
this will naturally lead to each cus-
tomer becoming brand advocates, as 
they authentically relate and stand 
behind why your brand exists.

DESIGNING THE CUSTOMER 
EXPERIENCE

Finally, once you’ve mapped out 
a clear brand mission and done a 
thorough cultural analysis of your 
customers, it’s time to bring data 
back into the mix. Just because 
we’re becoming less reliant on 
data, it doesn’t mean it won’t be 
existent within your strategy. 

Data still plays a pivotal role in the 
journey, but rather than making 
decisions purely based on data, 
you’re combining this with cultural 
context, so your communication 
stands out from the competition. 

So what role does data play? It 
guides you in understanding who to 
target, where to find them and the 
right time to execute your messages. 

This knowledge, combined with 
creatives that speak to your 
brand’s mission and in turn 
appeal to your customers from 
a cultural level, is the key to a 
memorable brand experience. 

MOVE OVER, MARKETING FUNNEL

The marketing funnel is a proven 
system adopted by marketers 
everywhere. It’s a useful model 
designed to understand the steps 
required to drive a customer 
from a cold lead to a customer. 

But did you know that the funnel 
has been around since 1898? 2020 
is a completely different world.

CUSTOMERS 
OF TODAY HAVE 
ACCESS TO 
TECHNOLOGIES 
THAT HAVE 
DRASTICALLY 
CHANGED 

Firstly, let’s talk about what is 
wrong with the marketing funnel. 
When reviewing this system, it is 
still effective for driving growth for 
the business. But that’s the issue: 
it focuses too much on growth and 
retention falls by the wayside. 

When we break down the marketing 
funnel, each stage is technically 
correct. Brand awareness is at 
the start of the user’s journey 
exposing the customer to a broad 
audience. From here, the relevant 
and interested users move further 
down the funnel from interest to 
consideration and then eventually, 
when customers have been exposed 
to enough communication to make 
a decision, they move through to 
the conversion stage, leading to a 
new customer being acquired. 

THEN WHAT? 

That’s exactly it. The marketing 
funnel is incredibly linear, so once 
the new customer is acquired, 
there is no process in place to 
nurture existing customers and the 
value they bring to the business. 

With 44% of businesses focusing 
their marketing efforts on bringing 
in new business, retention is clearly 
not a priority for most businesses. 
Or at least as much of a priority as 
new customers. What’s interesting 
though is that new customers tend 
to spend 33% less than returning 
customers (Pedanco, Nov 2015). 

https://blog.pedanco.com/crunching-the-numbers-new-vs-returning-customer-value-4603701f6d1d
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THE MARKETING 
FLYWHEEL 

Look, we’re not re-inventing the 
wheel with this model. It still puts a 
strong focus on brand awareness 
and conversion. However, it also 
reminds us to focus equal amounts 
of resources on customer retention. 

Why, you ask? The obvious reason is 
to generate more value out of your 
existing customers. Try to increase 
each customer’s lifetime value. 
Another important reason is the 
impact your returning customers 
have on acquisition. As stated 
earlier, a loyal customer is four 
times more likely to refer a friend. 
So not only are we squeezing as 
much value out of our existing 
customers for a monetary reason, 
but we’re also replenishing the 
number of new customers as well. 

Think about this: When was the last 
time you made a large purchase 
without looking at the reviews? 

Almost every store you buy from, will 
have some sort of review process. So 
it’s incredibly important to use these 
resources before buying a product. 

This added layer turns the customer 
lifecycle from a linear approach to 
a cyclical one in which your loyal 
customers become brand advocates. 
Real promoters of the brand. This is 
the added step that every business is 
needing. Showing more love to exist-
ing customers will lead to a better 
perception of your brand and even-
tually lead to positive reviews and 
new customers. And what better way 
to reward your existing customers, 
than with a brand experience that 
feels personalised and at the same 
time unique towards the brand? 

That’s why at Magnum & Co, 
we’ve developed the new Brand 
Experience Path. This process takes 
into account everything we’ve 
discussed and puts it into practice.
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SOURCE: HUBSPOT MARKETING FLYWHEEL
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The Brand Experience Path is a 
methodology that combines data 
and cultural analysis to develop 
a unique brand experience 
that is based on core values 
stand out from competitors. 

It moves away from the marketing 
funnel and embraces the flywheel to 
ensure the experience is relevant at 
each stage of the customer lifecycle. 

Let’s go through each in turn.

PART THREE
INTRODUCING THE BRAND EXPERIENCE PATH
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PHASE ONE: 
BRAND MISSION
In order to develop a truly authentic 
experience, we have to start from 
within. The first step in the Brand 
Experience Path is identifying a 
clear brand mission. This ensures 
that you know what your brand 
stands for and why you exist. 
Having a clear brand mission will 
not only help identify your brand’s 
message, but also define the type of 
audience you should be acquiring. 

PHASE TWO: 
CULTURAL 
RESEARCH
The next step is to really understand 
your audience. Research and data sit 
at the heart of the Brand Experience 
Path, with the perfect combination 
of both to ensure you have a clear 
idea of who you’re targeting. 

The first step is to understand 
what’s culturally relevant to your 
audience. It will help shape your 
experience in a way that aligns with 
customer’s values. As discussed 
earlier, this involves asking yourself 
what do your customers value, 
what are their beliefs and attitudes? 
By gaining this level of insight, we 
can better understand whether 
it’s customer values, attitudes or 
beliefs that need to change when 
thinking about your brand.

Next is to leverage your current 
data to look specifically at how your 
audience behaves online. This is 
firstly done by analysing your first 
party data to understand every-
thing about your audience, from 
demographic information to buying 
behaviour. This step aims to under-
stand who your customers are, 
where they spend their time, and 
what type of content they respond 
to at each stage of their journey.

PHASE THREE: 
EXPERIENCE 
DESIGN
Once we have done all the hard 
work in analysing your audience 
and understanding what your 
brand stands for, it’s time for 
the fun part. The execution. 

After you’ve evaluated your custom-
ers from a cultural and data-driven 
perspective, it’s time to build your 
tailored customer journey. This looks 
to communicate with customers 
at each stage of their journey, with 
the right message and content. 

Throughout the entire journey, 
you will be leveraging on data for 
personalisation and then appealing 
to customers on a cultural level, 
ensuring that the brand’s mission 
and customer values align.

Like any process these days, you’ll be 
looking to optimise this consistently. 
It’s important not to just develop 
this strategy and hope for the best, 
but rather review on a monthly basis 
and make tweaks along the way. 
This can include content, audience 
and structure of messaging. 

Also, , what kind of marketers would 
we be if we didn’t include any form 
of testing? That’s why from the 
start, you should test a number 
of different variables within the 
journey. This will ensure that you are 
always learning while driving results.

Based on what journey was devel-
oped, you will then create three sets 
of campaigns: brand awareness, 
conversion and retention. 

These three campaigns will 
be structured based on what 
message and content drives 
results at each journey stage.

This process should eventually 
become quite cyclical, as you drive 
new audiences at the beginning 
of the journey and then nurture 
existing users towards the end, 
which leads to customer referrals. 

This ensures you are continually 
replenishing the new customer 
pool, while nurturing custom-
ers through this journey.

PHASE FOUR: 
BRAND ADVOCACY
After all the hard work has been 
done, it’s really about the pay-
off. With a fully optimised and 
unique brand experience, that 
nurtures users through their 
journey, you will start to see 
existing customers becoming 
brand advocates or promoters. 

This is the big differentiator 
between this model and others. 

You’re not just looking at customers 
as an afterthought, but rather 
focusing on nurturing existing 
customers and providing a unique 
and personalised experience. 

This leads to positive commentary 
from your customers who will then 
refer others onto your business. 

It’s the missing piece of the mar-
keting: bringing value back to the 
returning customers rather than 
focusing on new customers.



AS A CLOSING THOUGHT, WE’RE NOT ASKING 
YOU TO THROW OUT YOUR EXISTING MARKETING 
STRATEGY. YOUR BUSINESS WOULDN’T STILL BE 
AROUND IF YOUR STRATEGY WASN’T SOMEWHAT 

SUCCESSFUL. 

HOWEVER, WITH SO MANY CHANGES COMING THAT 
DIRECTLY IMPACTS HOW BUSINESSES ARE USING 
DIGITAL, IT’S IMPORTANT TO CHANGE WITH THE 

TIMES. 

WITH THE IMPENDING COOKIE APOCALYPSE UPON 
US, LET’S GIVE CONTROL BACK TO THE CUSTOMER. 

LET’S WORK HARD TO GENERATE FIRST-PARTY 
DATA AND THEN NURTURE OUR EXISTING 

CUSTOMERS. 

NO MORE SNEAKY MARKETING TACTICS INVOLVING 
COOKIES.

RATHER, BE UPFRONT AND TRANSPARENT WITH 
YOUR AUDIENCES. IT’S THAT LEVEL OF HONESTY 
THAT WILL SEPARATE YOUR BUSINESS FROM THE 

REST. 

IF YOU’RE INTERESTED IN LEARNING MORE ABOUT 
OUR BRAND EXPERIENCE PATH, 

PLEASE GET IN TOUCH:
HELLO@MAGNUMANDCO.COM.AU
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