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SMELL LIKE A MAN, MAN.
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EMOTIONS BUILD STRONGER BRANDS
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...AND STRONGER BUSINESSES
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PBNA Insights
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ling water ing sparkling water
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OFFERING A MOMENTARY CEASE FIRE TO THE COLA WARS
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NMowuntan Dow®

YDanielTrent_ We were going to sign the
petition, but we thought this was cooler
FSummerOfBaja







IMPORTANT

NOT IMPORTANT

URGENT

Quadrant |

urgent and important

DO

Quadrant lli

urgent but not important

DELEGATE

NOT URGENT

Quadrant Il

not urgent but important

PLAN

Quadrant IV

not urgent and not
important

ELIMINATE
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THANK YOU
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