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WE TURN BRANDS 
INTO HEROES 
THROUGH BOUNDLESS 
CREATIVITY. MELDING 
BRAND, TECHNOLOGY 
AND MEDIA IS OUR
SUPERPOWER.

🔥FULL-SERVICE
🔥AWARD-WINNING
🔥INDIE SPIRIT
🔥GLOBAL REACH



OUR HEROES



INDUSTRY CHALLENGES



BUS AND COACH INDUSTRY 
MULTIPLE STAKEHOLDERS
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STAKEHOLDERS TALENT

COMMUNITY

INDUSTRY

GOVERNMENT



DRIVER RECRUITMENT & RETENTION  
A KEY FOCUS AREA
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STAKEHOLDERS TALENT

COMMUNITY

INDUSTRY

GOVERNMENT
DRIVERS
● Diversity 
● Safety
● Stress & Fatigue
● Driver accreditation
● Income restrictions 

MANAGEMENT
● Lack of understanding 
● Awareness about exciting 

future possibilities in the 
industry.



INDUSTRY CHALLENGES  
ENTRENCHED AND FAR-REACHING
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PERCEPTION GAPS
The reality of the bus 
experience vs the 
perceptions.

POLICY CHANGE
The need for policy change 
that will positively assist 
the industry.

BUSINESS PARTNERS
Inform business about 

the opportunities to 
invest and shape 

the future.

STAKEHOLDERS TALENT

COMMUNITY

INDUSTRY

GOVERNMENT



WHAT IF YOU COULD LOOK FORWARD
INTO THE FUTURE?



CO-CREATION

FUTURE
PROTOTYPES

ROAD
MAP

TEST &
ALIGN

PEOPLE

BUSINESS

TECHNOLOGY

SOCIAL POLITICAL

ENVIRONMENTALECONOMIC

Broadly examine
possible futures and 
outcomes.

Examine key cultural and 
economic factors via a highly 
collaborative process.
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FUTURES
THINKING



EXCITING FUTURE 
INNOVATIONS

Future of mobility
Autonomous vehicles
Artificial Intelligence

Sustainability

YOUR OPPORTUNITY

FULFILLING
EMPLOYMENT

44,000+ drivers 
Supports economy 

Employs 55+
Flexibility & Freedom

SHAPING FUTURE 
POLICY

Improve conditions
Sustainability 

Connecting Australia

SUPPORT AUSTRALIAN 
COMMUNITIES

Schools & families
Rural & regional
Disadvantaged:
health, financial

CONVENIENT & COST-
EFFECTIVE TRAVEL

Accessible
Inclusive 

Affordable 



WHAT IF WE COULD  
BUILD A STRONG BRAND?



CREATING A MEANINGFUL ROLE 

A brand is a promise made and kept.

It is the product of thousands of small gestures.

It defines and enshrines everything your brand does

It acts as a lens from which everything is considered - would we do this?



FUELING THE 
NATION

GREAT BRANDS TELL GREAT STORIES

GAME 
CHANGER

BEYOND 
PETROLEUM

RELATIONSHIPS
CREATING SUCCESS

HOW AUSTRALIANS
CONNECT



BUILDING BRAND EQUITY

BUILDING EQUITY
Building knowledge, esteem, 
relevance and difference.
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Niche & Unreleased 
Potential

Leadership

New/Unfocused Eroding

Declining

HighLow Brand Stature 
(Esteem & Knowledge)
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ALIGNING THE EMPLOYER BRAND WITH THE CONSUMER BRAND

EMPLOYEE = COMMUNITY

Aligning employee value 
proposition and external 
customer value proposition, 
assists with recruitment and 
community messaging.

Internal 
Engagement

Community 
Satisfaction

Commercial 
Success.91 .77

Research International – strength of relationship 0-1 



TARGETED BRAND BUILDING 

STAKEHOLDER MAPPING 

Understanding stakeholder 
nuances and motivations

TARGETED MESSAGING

Targeted messaging based 
on stakeholder needs



CONNECTING TO BUSINESS OBJECTIVES

GO-TO-MARKET

BUSINESS STRATEGY

BUSINESS
MODEL

PRODUCT & 
SERVICE

BRAND 
ASSETS

CUSTOMER 
EXPERIENCE DIGITAL COMMS

BUSINESS STRATEGY

BRAND STRATEGY



BEHAVIOUR CHANGE CORE PRINCIPLES

Easy Timely

Attractive Social



BEHAVIOUR CHANGE BUILDING BLOCKS

Stage of change

Pre-contemplation

Contemplation

Preparing

Action

Maintaining

Individual’s perception Proposed actions



WHAT DOES 
SUCCESS LOOK LIKE?



TO SUCCEED, WE NEED TO MAKE IT

01 ATTRACTIVE
02 FUTURE-FOCUSED
03 MEANINGFUL



1. MAKE IT ATTRACTIVE
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2. MAKE IT FUTURE-FOCUSED
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WE NEEDED
to drive awareness of the impact of the university research 

THAT WOULD 
encourage collaboration, drive recruitment and raise pride

BY (HOW)
turning the City of Melbourne into a live, interactive exhibition

FOR (WHO)
Melbournians - especially those standing at Melbourne’s most 
popular inner city tram stop

HOW WE KNOW IT WORKED
78% awareness with target audience.
1.5M video views.
80% increase in research partnership requests.
57% increase in website traffic. 

ACTIVATING AWARENESS
—

BRAND  I  CREATIVE  I  SOCIAL  I  DIGITAL  I  MEDIA  I  PERFORMANCE  I  MEASUREMENT  

UNIVERSITY OF MELBOURNE
MADE POSSIBLE BY MELBOURNE



HIGH PERFORMANCE MARKETING
—

UNIVERSITY OF MELBOURNE
RECRUITING PERFORMANCE

WE NEEDED
create a central, unified, and integrated SEM recruiting platform

THAT WOULD 
completely revolutionising their SEM platform

BY (HOW)
enabling aculties to pool their data together, learn behaviours 
from a larger audience group, and create effective ad sets

FOR (WHO)
high achieving potential recruits both domestically and 
internationally

HOW WE KNOW IT WORKED
Record engagement, enquiry and application numbers 
throughout the duration of campaign.

BRAND  I  CREATIVE  I  SOCIAL  I  DIGITAL  I  MEDIA  I  PERFORMANCE  I  MEASUREMENT  



3. MAKE IT MEANINGFUL
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For enquiries please contact:

Souad Saied
Managing Director

souad.s@thehero.co
+61 488 001 826

THANK YOU.

mailto:souad.s@thehero.co
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