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MCDONALD'S
Al FIRSTS

THE ASSIGNMENT
We led McDonald’s very first—and
second—Al-powered campaigns.

Im . m o

McDonald’s Just Introduced a Brilliant
New Product, Because Nobody Wants
toTalk to a Robot

THE STRATEGY

Utilize Al to strengthen human connection, not replace
it, while allowing us to tell richer stories.

THE CONCEPT

e Al video translation to bridge generational language
barriers

e Generative Al video to bring personal stories to life






http://www.youtube.com/watch?v=XfjP9txN1iw

THE RESUL

The three-day

within hours,
influencers,
fans who hel



http://www.youtube.com/watch?v=SYvys8HighI

WAY WATER




20TH GENTURY/
AVATAR: THE WAY OF WATER

AVATAR
THE ASSIGNMENT 3 B AXADA

Promote the cinematic experience of Avatar: The Way of Water by THE WAY OF WATER
collaborating with diverse content creators to drive audiences to
experience the film's immersive world on the big screen.

THE STRATEGY

Spotlight James Cameron’s cinematic vision while introducing a
new generation of audience to experience the wonder and
adventure of Pandora.

THE CONCEPT

Tapping into cultural trends, we engaged 11 influencers to highlight
the film’s production value, innovation, and eco-conscious themes
through content ranging from an exclusive James Cameron
interview to visually striking creative pieces that built excitement
for moviegoers.




20TH GENTURY/
AVATAR: THE WAY OF WATER

THE RESULT

The campaign drove over 2.9M
content views and 270K
engagements across social,
contributing to a record-breaking
$435M global opening weekend,
with a strong turnout from younger
audiences—57% of moviegoers
were 18-35 years old.

@guywithamoviecamera @luismilanp @mayabrownee @Benjiplant


https://www.tiktok.com/@guywithamoviecamera/video/7177158994698636590?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@luismilanp/video/7175252741277797678?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@guywithamoviecamera/video/7177158994698636590?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@mayabrownee/video/7185725732549823790?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@guywithamoviecamera/video/7177158994698636590?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@benjiplant/video/7185972260203728171?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@guywithamoviecamera/video/7177158994698636590?is_copy_url=1&is_from_webapp=v1&lang=en




DISNEY GHANNEL
40TH ANNIVERSARY

THE ASSIGNMENT

Celebrate the 40th anniversary of Disney Channel by
collaborating diverse family and lifestyles creators to
produce content highlighting their personal connection and
memories with Disney Channel.

THE STRATEGY

Highlight Disney Channel’s 40 year legacy by instilling
audiences with nostalgia of past Disney Channel eras
through compelling storytelling.

THE CONCEPT

We collaborated with 15 Instagram and TikTok influencers
to highlight the lasting impression that Disney Channel has
left on its viewers, sparking conversation using
#MyDisneyChannel as a hub of special memories.



http://www.youtube.com/watch?v=jCdiLhNsi1w

DISNEY GHANNEL
40TH ANNIVERSARY

THE RESULT

The influencer campaign generated an estimated 28.5M+ reach, 1.6M+ views, and 146.8K engagements
across platforms, driving both scale and authentic fan participation.

@Hungry Fam @yourstruly thehensleys @3Jeenie.weenie @irenesarah @itsjudytime


https://www.tiktok.com/@hungry_fam/video/7254712775975472427?lang=en
https://www.tiktok.com/@yourstruly_thehensleys?lang=en
https://www.instagram.com/reel/CunToaQAXAm/?hl=en
https://www.instagram.com/irenesarah/?hl=en
https://www.instagram.com/itsjudytime/?hl=en




WARNER BROS. / BARBIE
WHEN RYAN MET JIMIN

THE ASSIGNMENT

Drive anticipation for the Barbie movie among multicultural
Gen Z audiences, many of whom lack an affinity to the
legacy IP...on a shoestring budget.

THE STRATEGY

Team up with a Gen Z-relevant celebrity to create a piece of
viral-ready social content that ignites organic buzz across
our target demo and generates media coverage.

THE CONCEPT

Leveraging our pop culture fluency, we identified that Ken’s
cowboy outfit (worn by Ryan Gosling) matched the look
worn by BTS member Jimin in the “Permission to Dance”
music video. We created a playful video where Ryan
acknowledged the fashion twinning and gifted Ken’s guitar
to Jimin—who responded with a video of his own.

8@

literallyalyssa 7w
i am losing my mind over this you o o
don't understand Ryon

Priz

284 likes Reply *°*

A7, de__95ia 6w
é Hi Jimin, I'll go and watch the

movie ¥

Entertainment ACCEeSS/*

His “Barbie’ Guitar BTS' Jimin has officially
s Look: ‘Most received Ryan Gosling's Ken
guitar from Barbie

BTS' Jimin Thanks Ryan Gosling For Sending Him Ken's ‘Barbie’
ok .

9 likes Reply




WARNER BROS. / BARBIE
WHEN RYAN MET JIMIN

THE RESULT

The stunt went viral, securing
national and international press
coverage and generating 2
billion impressions across
social and traditional media. The
blockbuster success of Barbie
at the box office was also
bolstered by multicultural
moviegoers, who made up 58%
of the opening weekend
audience.

Campaign recap video


http://www.youtube.com/watch?v=cx8LA7SfFpE

