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idation around coffee beans
e brew methods
ictive, everyday Australians
as a cultural anchor
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. The portunity was to reframe coffee as
accessible; habitual and culturally embedded.
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Pillar 1- Accessibility Through Education ﬁ\% |
e Partnered with Aeropress and Rhino grmc%ers to SO wing.
e Created brew method content showing you don't need an expenswe machlne ta*,_.,f'_'-‘; who
Outcome: Lowered psychologlcal barrier'to entry and e)‘(“panded buyer confidence.
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Pillar 2- Lifestyle-Led Identity | .
e Framed coffee as fuel for surf mornings, campmg trips and social connection.

» Built a young, active, culturally relevant brand voice rooted in everyday use.

Outcome: Positioned the brand as relataBIé rather than elitist.
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Pillar 3- Geographlc Anchoring
e Embedded Fremantle’s coastal culture into all visual storytelling.
e Turned location into brand equity rather'than just a name.
1\ Outcome: Strengthened authenticity and retail appeal.
2L AR VENEERTR L . © A S T /AT W e
) \! Pillar 4- Ritual & Habit Psychology
. * Elevated the morning brew into & valued daily ritual. o
'H » Showed coffee asboth home-based and portable, expanding usage occhsre-ns

. Outcome: Increased emotional stickiness and repeat purchase behawour
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Brand scaled to SIM+ reve _ef' T' il

Expansion into Coles, IGA, Spﬂol Sﬁed - o
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System continues to operate 3 years post- departure

The marketing role was later removed as the brand
functioned independently.
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This project shaped the Strat :
\\ PHISH. Today, | build structured visual systems for ||fest and expedltlon—
AN .
‘based brands that need more than assets- theyneed clarity, cohesion c1no|

scalable positioning.
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« DECAF

MOUNTAIN WATER

ERAFHE NERNE

" Western Australia

Strong brands deserve content
with purpose.
www.phish.studio

Hannah Lamb
phish.by.hannahegmail.com




