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» ABOUT THE AUTHOR

Jason Anderson developed an early passion for philosophy, which led
to academic work in symbolic logic and philosophy of language. That
training drives how he approaches these briefings. He defines terms
precisely and builds every case one step at a time.

He then joined Gartner, where he worked in technology research and
venture capital, assessing which emerging technologies could
become durable businesses. From there he spent a decade in media
Investment banking at UBS and RBC, advising media companies on
struategic debt, equity, and M&A transactions. In banking, every idea
has to survive a financial model and a counterparty across the table.
That experience added financial discipline to his logical training.

He later co-founded Pursuit Advisory, a boutique investment bank,
and spun Quire out of it. His view was that strategy and banking are
usually sold separately, when the best transactions begin with a
stronger strategic case. Over his career, he has advised on more than
$120 billion in closed transactions.

Jason writes these briefings for the operators and investors who have
to make the decision, not just discuss it.

Jason Is dyslexic. He learned to reason through Ilogic and
mathematics long before writing came easily. Structure is still how he
thinks most clearly. That is why his work favors precise definitions
over narrative. He uses Al tools to support research, organize ideas,
and proofread his work.
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< NOTE FROM QUIRE

THE PREMIUM IS ONLY REAL WHEN
THE CONSUMER REFUSES
SUBSTITUTION.

As strategic advisors and investment bankers, we have spent this
series examining what makes a relationship durable enough to
underwrite. In the first briefing of this consumer series, we
introduced a demand model wherein demand strength is a function
of attachment (P), utility (U), switching cost (S), and community
gravity (C). In the second, we showed how physical space supplies
the reinforcement (®P) that keeps that relationship alive.

This briefing applies the final pressure test: whether the relationship
survives substitution.

The consumer market 1Is saturated with the language of
premiumization. Operators refresh packaging, raise prices, and move
Into elevated channels. These moves can create the appearance of
value without creating a defensible premium. When a cheaper
alternative reproduces the utility, the consumer discovers whether the
brand possesses real meaning or merely more expensive typography.

That test is becoming harsher. Private label has already isolated utility
on the shelf. Al shopping agents are about to isolate it at machine
speed.

Quire defines commodity escape as the point at which consumers no
onger see a cheaper alternative as an equivalent substitute. The
oremium IS  supported by attachment, switching costs, and
community, not simply by habit, promotion, or packaging. In other
words, the premium is earned through a dynamic consumer
relationship, not claimed through marketing.

We Track Three Major Shifts:

»< Cosmetic Premiumization To Earned Distinctiveness

Why better aesthetics and higher prices fail when
consumers do not see enough added value to justify the
premium.

< Product Utility To Identity Infrastructure

Why the strongest products become part of a consumer’s
identity, making a cheaper alternative feel like an
Incomplete replacement.

< Pricing Power To Volume Defense

Why the true test of a premium is not the ability to raise
price, but the ability to hold volume when cheaper
alternatives, and the algorithms that find them, appear.

The question is no longer whether a brand can charge more. It is
whether the consumer still chooses it when substitution becomes
rational.

Let's Build What's Next.
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» THE PREMIUMIZATION TRAP

THE ILLUSION OF PREMIUMIZATION.

The modern consumer landscape iIs defined by accelerating value
erosion. Strategic advisors broadly agree that mature brands face
pressure to reclaim relevance, rebuild trust, and reduce dependence on
price-led growth.

The consensus response is premiumization. This is the process by
which a brand can refresh the portfolio, sharpen the value
proposition, elevate the channel mix, and lean into craftsmanship.

This inclination is directionally correct, and has led to the market
shifting more towards the desire for premium positioning overall. But
operators often confuse looking premium with being worth the
premium.

A refined aesthetic, elevated packaging, or a higher price point can
change perception at the margin. However, none of these moves
automatically strengthens the demand relationship. In the demand
model established in Executive Briefing 14, premiumization fails when
price rises while P (Attachment), S (Switching Cost), and C
(Community Gravity) remain flat. The brand attempts to look more
expensive without either becoming harder to replace or creating greater
identity-connected value for the consumer.

This is pricing theater. It creates a fragile architecture that collapses
the moment a consumer encounters financial pressure or a credible
substitute. A brand does not become defensible because it looks more
premium. It becomes defensible when consumers no longer see a
cheaper alternative as equivalent and their emotional attachment
elevates the product, service, or experience into a Veblen category.
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» THE THREAT OF SAMENESS

THE ECONOMICS OF BLANDING.

The pursuit of safe, modernized aesthetics has created a crisis of
distinctiveness. The consumer Industry now openly debates
"blanding." This is the recycling of minimalist packaging, neutral
palettes, frictionless interfaces, and increasingly interchangeable
brand systems.

The market treats this as a creative problem. It is ultimately an
economic one.

Sameness increases substitutability. Distinctive design and
perceived category Ileadership are the physical carriers of P
(Attachment) and C (Community Gravity). They make the brand
recognizable, and they make ownership legible to others. When a brand
trades them for generic premium cues, It teaches the consumer to
evaluate the object through U (Utility) alone. A cheaper product with
comparable function becomes an obvious alternative because the
consumer loses nothing meaningful by switching (S).

In the durability equation we outlined in Executive Briefing 14, blanding
increases € (Brand Entropy). The brand introduces its own decay in the
name of hoped modernization. As the brand becomes less distinctive,
consumers become less willing to pay a premium. What remains is
not a premium product, but a commodity wearing an expensive
costume.
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< THE PRIVATE-LABEL TRUTH SERUM

EXPOSING THE UNEARNED
PREMIUM.

The cost of lost distinctiveness becomes visible through the steady
advance of retailer-owned brands. The standard interpretation is
macroeconomic, with inflationary pressure pushing value-seeking
consumers toward cheaper alternatives.

That explanation is incomplete. Private label is not merely a lower-
priced option. It is an economic truth serum.

Private label isolates utility. It offers the consumer a product where U
(Utility) is roughly equal and the price is lower. In doing so, the retailer
runs a natural experiment on every national brand beside it.

What remains once U is held constant i1s the strength of the
relationship (e.g., attachment, switching cost, and community gravity).
If those variables are weak, substitution is rational. The consumer is
not betraying an identity or abandoning a ritual. They are choosing the
cheaper version with equivalent function.

Competing brands survive this test only when their meaning is strong
enough to make the cheaper alternative feel like an incomplete
replacement. The brand must earn that premium before the
consumer ever reaches the shelf or digital storefront.
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» COSMETIC VS. STRUCTURAL DEFENSE

THE COMMODITY TRAP.

Private label isolates utility and exposes whether a premium is
warranted. Cosmetic premiumization raises price and refreshes
packaging, then loses volume when a credible substitute appears.
Structural defense gives consumers reasons to stay that a
cheaper substitute cannot easily copy.

The four examples run from the trap to the escape.

< THE BLANDING EFFECT

HBO Max

After simplifying HBO Max to “Max,” Warner Bros. Discovery
announced the HBO Max name would return in 2025, highlighting
the commercial value it places on the HBO quality signal. A

recognizable brand code can matter more than a generic platform
name.

» THE TRUTH SERUM
Kirkland Signature

Private label so trusted it became a sought-after brand with roughly
$56 billion in sales, larger than Nike or Coca-Cola. It sets the U
(Utility) against which many premium products are judged.

» THE EARNED PREMIUM

On Running

Priced above incumbents and still growing faster with 2025 sales
guided up 34% with a gross margin of about 62.5%. Its growth

suggests consumers are willing to pay more for the brand, not
simply for the underlying function of a running shoe.

» THE VOLUME PRESERVATION

Dr Pepper
In one of the most substitutable categories imaginable, Dr Pepper
leaned into a distinctive identity rather than trying to look like Coke

or Pepsi. It passed Pepsi for second place in U.S. soda, rated by
consumers as more distinctive.
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< EXAMPLES OF COSMETIC AND STRUCTURAL DEFENSE
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»< ESCAPING UTILITY

THE MECHANICS OF COMMODITY
ESCAPE.

If private-label growth is the pressure test, the strategic mandate is
clear. Brands must shift the consumer's evaluation away from utility
alone. This is the precise definition of Commodity Escape.

The demand model we explained in Executive Briefings 14 and 15 make
the condition explicit. A consumer (i) will substitute object (j) for a
cheaper alternative (x) when:

U(x) = U(j) and Price(j) - Price(x) > M(i,j)

M(i,j) is the Meaning Premium. This is the extra amount a consumer
is willing to pay because of attachment (P), switching cost (S), and
community gravity (C), not function alone.

The rule that follows is simple. A premium is earned when it is
covered by M (Meaning Premium). When the premium exceeds M,
the enterprise is executing pricing theater, and the consumer will
eventually discover it.

When a product becomes part of someone’s identity, routine, status, or
community, the Meaning Premium rises and switching becomes
harder. The consumer refuses the cheaper alternative because the
substitution would require giving up more than function. The brand
Is not protected by superior manufacturing alone. It is protected by the
depth of its relationship with the consumer.
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»< THE LEGACY PLAYBOOK

RE-ARCHITECTING THE BRAND.

The demand for commodity escape forces a revaluation of heritage
brands. Legacy enterprises cannot reclaim relevance by chasing
demographic trends or appending digital tactics to outdated operating
models. They must reactivate the identity logic that originally made
the asset valuable and translate it into modern participation
systems.”

A legacy brand does not always fail because it ages. In the durability
equation, age is a functional element of & (Consumer Drift). Consumer
drift is the natural movement away from a brand as people age and
their circumstances change. Cultural shifts accelerate this drift,
making products that once felt fresh and relevant seem outdated..

It fails when scale, overextension, and creative caution add € (Brand
Entropy) faster than the enterprise adds ® (Structural
Reinforcement). The correct response is not cosmetic modernization. It
Is legacy reinvention, as we defined in Executive Briefing 7 covering
Fandom Archetypes.

A brand’s history should be treated as an asset, not a museum.
Heritage, recognizable designs, founder stories, category authority, and
familiar rituals are all sources of existing attachment. Made legible to a
new generation, they become a reinforcement engine. The goal is to
renew attachment (P) and community gravity (C) for a new cohort
without weakening what makes the brand distinctive by expanding
too broadly.

Executed correctly, the product shifts from static utility to identity
accessory. The product itselt may change very little. The way people
discover it, participate in it, and identify with it can change
dramatically.

*Note: Throughout this Executives Briefing 1 - 15 we discuss various
forms of “participation systems” that connect the elements of fandom
ecosystems for consumers. Please review those briefings of structural
guidance, as we do not cover the concepts directly in this briefing.
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< HERITAGE BRAND RE-ARCHITECTURE

STORED P (ATTACHMENT), RE-
PRICED.

Heritage is stored P (Attachment). The first three brands
reactivated archived codes for a new cohort and held price while
growing volume, the clearest proof that M (Meaning Premium)
covers the premium.

The cautionary case shows the reverse. Unnecessary scale,
overproduction, and discounting decay historical brand value
even if that value is historically intrinsic.

»< THE ARCHIVE REACTIVATED
Adidas

Samba and the terrace shoes returned from the archive. Revenue
reached a record €24.8 billion in 2025, with full-price sell-through
high and discounts under control.

» THE COHORT RENEWED

Coach

Tabby and archival silhouettes won Gen Z. Coach grew 24% in fiscal
2026, adding customers while raising prices and pulling back on
promotions.

» THE SCARCITY KEPT

Birkenstock

Units up 12% and price up 5% in fiscal 2025. Growth, the company
says, Is limited only by capacity and its desire to maintain scarcity.

»< THE CODES SPENT
Nike

Overproduced icons, heavy discounting, and a retreat from
distinctiveness. Fiscal 2025 revenue fell 10% and profit fell 44%.
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< EXAMPLES OF HERITAGE RE-ARCHITECTURE
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»< CATEGORY RESILIENCE

VOLUME IS THE PROOF OF
PREMIUM.

The capital markets evaluate consumer businesses through category
resilience, volume preservation, and the ability of management to
defend growth under pricing pressure. Quire’s framework helps
explain why some brands can over-perform, becoming a market leader,
and others cannot.

Dangerously, the brands an IP owners frequently conflates the
ability to raise prices with true pricing power. During inflationary
cycles, many brands raise price to offset higher costs, then keep raising
them beyond inflation to test how far the consumer will follow to the
edge of the cliff.

Rolex, Omega, and Gucci are easy recent examples. Successful price
Increases over the short-run prove nothing. If the consumer
Immediately defects to a cheaper alternative, the brand did not
demonstrate pricing power. It executed a margin-protecting retreat
while surrendering demand over the long run.

Price increases that outrun M (Meaning Premium) create a second
problem. Volume falls, and management buys it back with promotions.
The list price stays high, but few units sell at that price. The discount
closes the gap between the sticker and what the consumer will actually
pay, and that gap shows where M really sits. The premium survives on
the price tag and disappears at the register.

True distinctiveness is measured in hard volume. The cleanest test is
to remove the promotion and watch what remains:

Promotional Dependence = 1 - V(without promotion) + V(with
promotion)

Put simply: how much volume disappears when the promotion
disappears?

If sales collapse the moment promotion pauses, the business does not
possess a durable premium. Instead, it possesses a commodity with
a marketing budget.

The systems that warrant premium valuation are those that sustain
price, preserve margin, and retain the consumer because
attachment, ritual, recognition, and community have made
substitution meaningfully costly. Volume preservation is the hard-
market evidence that M covers the premium.
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»< SCARCITY ECONOMICS

THE COLLECTIBLE PREMIUM.

Collectibles are the purest case in the premium economy. A durable
premium shows up when a brand can hold price, margin, and volume
even when cheaper alternatives are available. With collectibles there is
no functional substitute, because there is virtually no function. Its
price is nearly all M (Meaning Premium).

This makes collectibles uniquely powerful and uniquely fragile.
Powerful, because the premium iIs Iinsulated from the utility
comparisons that expose conventional brands. Fragile, because M
must be sustained entirely by attachment, set completion, and
community gravity (C). Nothing else holds the price up.

Perceived or true scarcity is one of the main forces that protects M.
Controlled supply keeps the object legible as a signal and keeps the set
worth completing. Two failures convert scarcity into € (Brand Entropy):

e Oversupply, where the growth mandate expands production until
the object is no longer special.

« Speculation, where resale value detaches from fan demand and
buyers purchase the price rather than the relationship.

Executive Briefing 13 described this as the compounding delusion of
the hype cycle.

The test is the same as for any premium. Does volume and price hold
when the secondary market cools? If demand holds, the premium was
supported by real fan attachment. It demand collapses, much of the
premium was speculative.
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» DEFEATING SUBSTITUTION

THE MEANING PREMIUM.

Each product below has a cheaper substitute that performs the
same basic function. The winners surround the object with data,
ritual, and identity, so that switching means leaving a system, not
just choosing a cheaper item.

The cautionary case discovered how little separated its price
from a dupe.

» THE DATA MOAT

Oura

Oura combines the physical ring with personal data, history, and
membership, making switching more complicated than simply
choosing another sensor.

» THE DAILY RITUAL

Duolingo

Streaks, feedback, progress and social accountability make
language practice a daily ritual. In Q2 2026, Duolingo reported 58.7
million daily active users and 12.7 million paid subscribers. The
switching cost Is not merely lesson utility; it can also be
accumulated routine.

» THE ACQUIRED MEANING
Poppi

A soda with a story and an identity. Poppl turned soda into a
distinctive brand with its own story, audience, and identity.
PepsiCo’s $1.95 billion acquisition illustrates the value placed on
that consumer relationship, not just the drink itself.

» THE EXPOSED PREMIUM

Lululemon
A $118 hoodie faced a Costco lookalike priced below $8, making the
size of the premium impossible to ignore. The dispute shows what

happens when consumers can directly compare a premium product
with a much cheaper substitute.
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»< EXAMPLES OF DEFEATING SUBSTITUTION
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»< THE ALGORITHMIC SHOPPER

SUBSTITUTION AT MACHINE SPEED.

Private label isolated utility on the shelf. Al shopping agents can
extend that same relative comparison across far more categories
and products.

An agent instructed to buy a product evaluates what it can measure,
Including specification, price, availability, reviews, etc. In the
substitution condition, the agent sees U (Utility) and price, but not M
(Meaning Premium). Machines carry no attachment, feel no switching
cost, and belong to no community. Unless instructed otherwise, it Is
built to find substitutes efficiently, cutting through marketing
language and fake reviews like a knife.

The consequence Is severe for cosmetic premiums. A brand that relied
on shelf presence, packaging, or the friction of comparison loses those
defenses when software performs the comparison instantly, across
every alternative. Pricing theater requires a willing audience. The
agent is not one.

It is critical to understand that this also applies to products being
marketed and launched by social influencers (“Creators”). The era in
which creators could shill inferior products to their audiences based
merely on follower attachment is waning rapidly. High-profile failures
are stacking up for a very simple reason: regardless of who is
marketing the product, every product is subject to utility and value
comparison. A creator may get away with an inferior product in the
short run, but they compete with every substitute in the long run. These
Include substitutes from market leaders that often have more capital,
are more innovative, and understand customer behavior much better.

The brands that survive are those the consumer names, not those the
consumer finds. When a person instructs the agent to buy a specific
brand, M has done its work before the query is written. In an agent-
driven shopping world, the goal is to be the brand consumers
specifically request, not simply the brand an algorithm happens to
surface.

This moves the battleground decisively upstream into the domains of
identity, ritual, and community, where the demand relationship is
formed before any agent is asked to shop.
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»< THE PHYSICS OF DIVESTMENT

THE ANATOMY OF A SUBSTITUTE.

Understanding Commodity Escape requires mapping the exact
mechanism of divestment. Why does a loyal consumer suddenly
switch to an alternative?

Price alone is never the full answer. Switching happens when the
brand no longer feels worth the premium.

M (Meaning Premium) erodes when a brand scales too aggressively,
discounts too frequently, or relies on cosmetic premiumization. Each
is a form of &€ (Brand Entropy) wherein the object becomes
disconnected from the attachment, trust, and community that once
justified its price.

The consumer looks at the premium item, looks at the alternative, and
concludes that the identity signal attached to the original is no longer
credible. When the erosion is sudden, it is the Snap Point we described
In Executive Briefing 13. In these instances, demand does not slowly
decline. It breaks.

We reiterate our earlier point about creator-launched products. They are
subject to the same comparisons as any other product. The only
difference is that the consumer’s relationship with the creator typically
begins through social media or other media, such as reality TV, before
the product launches. The creator is betting that personal attachment
and the strength of that parasocial relationship will drive demand.

The constraint explains what happens next. Because each consumer's
capacity K(i) is finite, the freed attention and wallet share do not
disappear. They are reallocated to another object. The consumer is not
merely switching products. They are divesting from a relationship
that no longer deserves their attachment (P) and the associated
premium.

This is why it Is so hard to bring a customer back when M has been lost.
When the relationship loses meaning, product updates, price changes,
and new positioning are ignored. The customer now rejects the
relationship as much as the product itself.
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»< THE DIAGNOSTIC FRAMEWORK

THE COMMODITY ESCAPE TEST.

Separating a durable premium from temporary hype requires looking
beyond awareness, buzz, and other surface-level brand metrics.
Investors, acquirers, and operators need to understand what keeps
consumers from switching.

The test is not whether a product appears premium. It is whether the
premium survives exposure to a credible substitute.

e Attachment (P) - Does the brand occupy a meaningful position in
the consumer's identity, or is awareness mistaken for affinity?

e Distinctiveness - Has the brand kept its own codes, or traded them
for generic premium cues that make it easy to substitute?

 Utility (U) - Does the product perform at least as well as the closest
credible substitute?

e Switching Cost (S) - Would substitution require giving up ritual,
recognition, status, service continuity, or self-concept?

« Community Gravity (C) - Is the brand’s meaning reinforced through
community, events, releases, physical spaces, or membership?

e Meaning Premium (M) - Is the price gap over the closest credible
substitute covered by M, or does the premium exceed what
attachment, switching cost, and community can justify?

e Reinforcement vs. Decay (P vs. & + €) - Does the system renew
conviction faster than drift, overexposure, discounting, and dilution
erode it?

e« Scale Discipline - Are supply, distribution, and line extensions
growing faster than the relationship can absorb?

e Volume Defense (Promotional Dependence) - Does the brand hold
volume when promotion is reduced and cheaper alternatives
appear?

e Specification - Do consumers ask for the brand by name, or would a
shopping agent see a cheaper alternative as equivalent?

If the enterprise fails these diagnostics, its premium exceeds M. In this
context, a premium may be visible, but it is not durable enough to
underwrite.
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» THE QUIRE DIAGNOSTIC MODEL

PRESSURE-TESTING THE PREMIUM.

An asset warrants a premium valuation only when it passes each
layer of the substitution test. Each example below shows a
different way a premium can come under pressure when one part
of the system weakens.

The lesson is not that premiums are fragile. It is that unexamined
premiums are.

» THE IDENTITY TEST

Cracker Barrel

A logo change removed several of the nostalgic cues consumers
associated with the brand. Traffic fell about 8%, more than $140
million of market value vanished, and the old logo returned.

» THE SUBSTITUTION TEST

Stanley vs. Owala

When a credible alternative gained traction, consumers showed
they were willing to switch. Stanley's share of online sales among
leading bottle brands fell from 79% to 43% during 2024.

» THE SCALE TEST

Supreme

Scarcity built the brand; scale under corporate ownership diluted it.
Bought for $2.1 billion in 2020, sold for $1.5 billion in 2024.

» THE MARGIN TEST

Gucci vs. Hermes

In H1 2026 Gucci reported sales down 5% on a comparable basis
and a 17.0% recurring operating margin. Hermes grew 6.1% at
constant currency with a 41.0% recurring operating margin. Prestige
alone does not tell investors how durable a premium really is.

16

» EXAMPLES OF THE COMMODITY ESCAPE FRAMEWORK

NO.16

QUIRE



EXECUTIVE BRIEFING

17

COMMODITY ESCAPE

»< THE GRAND UNIFICATION

ARCHITECTING THE CONSUMER
ECOSYSTEM.

Across Executive Briefings 14 - 16, the central idea is simple. Consumer
value does not come from the product alone. Consumer value comes
from the relationship built around the product, and through it
produces sustainable demand.

Executive Briefing 14 introduced the demand model. Attachment, utility,
switching cost, and community. Executive Briefing 15 showed how
physical spaces can reinforce that relationship. This briefing added
the final test, focusing on whether the relationship is strong enough
to survive a cheaper substitute.

The product starts the relationship. The environment reinforces it.
Commodity escape proves whether that relationship is strong
enough to last.

The defining question for capital allocators, founders, operators, and IP
owners is no longer simply what an enterprise sells. It is whether the
enterprise has built a system strong enough to form demand before
the transaction, reinforce trust through physical and digital ritual,
preserve identity as it scales, and defend both volume and margin
when substitution becomes rational. This logic holds whether the
substitute sits on a shelf or is selected by an algorithm.

The businesses that dominate the next decade will not merely
manufacture better goods. They will architect the systems that make
those goods difficult to abandon.
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% A PLAYBOOK FOR BUILDING NON-SUBSTITUTABLE BRANDS

Mapping The Future With Quire

This report is part of an ongoing series exploring the shifting value in media,
technology, and consumer behavior. Our goal Is to spot emerging patterns
before they become conventional wisdom and help founders, operators, and
Investors act on those signals ahead of the curve.

< QUIRE IN PRACTICE

We help companies, funds, and platforms decode what’s next and act on it.
From iInvestment strategies to fan economies, we have worked across the
ecosystem of content, capital, and culture.

Here are a few examples from our case library:

PROJECT KOBO (Al STRATEGY & CREATIVE TECHNOLOGY)

For a $100BN+ global entertainment and technology company, one of the most
sophisticated in the world, Quire led a 10-expert, six-week assessment of the
most advanced Al shaping film, television, video games, and animation. We
separated enterprise-ready Al from hype, mapped where orchestration and
human-in-the-loop workflows create real operating leverage, and gave
leadership a decision architecture for pilots, partnerships, strategic
Investments, and build, buy, or partner choices.

RAPTIVE (SECTOR DILIGENCE & M&A STRATEGY)

For a leading creator platform backed by Zelnick Media, Quire convened a 20-
expert team to run deep research across six high-growth sectors, then profiled
large groups of companies within each to identify the most synergistic
acquisition targets. The work paired sector analysis with M&A strategy, giving
management and the Board a clear view of where to grow organically, where to
buy, and how each path builds enterprise value.

RED SEAT VENTURES (POSITIONING & M&A EXECUTION)

Quire prepared Red Seat Ventures for a sale by sharpening its platform story,
Identifying the growth opportunities to scale the business, and defining the
operating moves to eliminate losses. We then ran the M&A process, building
buyer-ready materials and a competitive field of bidders, and sold the business
to FOX Iin a premium transaction. The full engagement, from positioning
through close, took 10 weeks.

Let’s Build What’s Next
contact@thequire.com | www.thequire.com | @thequireco

Jason Anderson — jason@thequire.com
Ben Broad — ben@thequire.com
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