






Ever feel like your brain is just circling the drain? 

And the ideas on the whiteboard look exactly

like the ideas on the last three whiteboards? 

Good news: you're not out of ideas.
You're just asking the wrong questions.

50 More Ways We Wonder  is our second

volume of thought-provoking prompts, designed

to interrupt that spiral and crack that brief open

like a bunch of tiny crowbars made out of words. 





How to use

this book



Think of a challenge. A big one. A brief you

can’t crack. A real nasty piece of work. The kind

of challenge that's laughed maniacally in the

face of your last three solutions and is now

acting all smug about it.

Now flip to a page. Any page…where you will

absolutely not find the answer. (Sorry, pal.)

You will, however, find 1 of 50 gentle (but firm!), 

inspirational nudges to help you get out of your

own way and find it for yourself.



Is it time for the

fast food
offensive?



Back in 2015, one iconic fast food company wrote an

open letter to another, proposing an all-beef-patty

alliance in honor of Peace Day. Without even

knowing how their competitor would respond, they’d

already won. If the brand said yes, it’s a historic collab. 

If they said no, well...would you like a side of petty with

that value meal?*  What move could you make

that’s so bold and self-aware, the outcome

almost doesn’t matter? 

*They said no.
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You know, the one you're never supposed to press, which

is exactly what makes you so desperate to press it? 

How can you trigger that same ancient instinct that

drives humanity to just...see what happens.
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The guidelines are there for a reason...until an

ancient cosmic entity shows up on the roof of

your high rise. What rules would you break

when all bets are off?





Not every message needs a billboard . Or a

button that says “start here.” The most

magnetic brands reward the ones who lean

in. Peek around corners. Scan the code

when there’s no signage. What are you

giving people to discover?



What if you just let the robots cook?



AI has no feelings. No fear. No

concept of 'we've never done it

that way before.' Just pure,

unblinking, slightly terrifying

creative output. If you just let it

cook, what would it make?

And why haven't you let it try?







Have you loaded 

Chekhov's gun?



The great rule of storytelling: if you

show a gun in act one, it has to go off

by act three. What can you hide in

plain sight? Plant your clues early.

Don’t forget to pay them off. 









One of TikTok's greatest gifts is the discovery that

your most embarrassing interest has a community

400k strong. How can your brand make people

feel gloriously, unapologetically understood?



Babe Ruth pointed to center field before he hit it

there. Confidence? Maybe. Theater? Definitely.

The brands that shape culture don’t wait for the

right moment. They name it. Then, they make it

real. What move are you bold enough to call?





Linus Torvalds handed the world a piece of code and said: here,

take it, make it better. Decades later it runs most of the internet.

What happens when you stop protecting your work and

start letting people improve it?

What if you made it your 

legacy?





What’s your

song?walk-out
Every team's got one. Thirty seconds of pure,

distilled self. The crowd knows who’s on deck

before they’ve done a thing, and that...is

branding at its finest. What’s the needle drop

when your brand comes out of the tunnel?





What if you were the one  suprised
+ delighted?

'Yes, and' is the first rule of improv...and the last thing

most brands are willing to try. What happens when

you stop directing and leave space for the audience

to surprise you?
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What if you were the

worst possible person
to design this?



Are the screens at a height that works for

someone who’s 5’3”? Is the type readable to

someone who forgot their glasses? The most

dangerous assumption in design isn’t “they’ll

figure it out” ... it’s “this works for me, so it

works for everyone.” Have you empathized

with your audience today?







The difference between an experience people endure

and one they can’t stop talking about is almost always

the same thing: someone decided to make them care

about what happens next. Story arcs compel your

audience forward. Where’s your cliffhanger?

Are you giving them bullet points when
they came for a plot





What if you lived in



Almost perfect. Just real enough to stop you

cold. Just wrong enough that you can't look

away. Most brands sprint toward polished and

predictable. The interesting ones lean into

slightly, deliberately, unforgettably off.

How far can you push 'almost right' before it

becomes the thing everyone remembers?





Anticipation isn't dead time. It's the experience

before the experience. The line to get in is where

expectations form; where energy either builds...

or bleeds. So here’s the shift: how can you make

the queue something to experience (instead 

of something to endure)?















A jazz band in a hardware store. A Michelin-

starred pop-up in a parking lot. Juxtaposition

isn't just a tactic — it's a statement about who

you are and how seriously you take the rules.

Where's the last place anyone would

expect to find you?

What if you show upwhere you don’t belong?





When Supreme makes a drop, it's

forty hoodies on Thursday at 11am.

And they're gone in under four

minutes. The scarcity isn't a

supply chain problem — it's the

whole strategy. What would you

do differently if 'out of stock'

was a feature, not a failure?

What if was the strategy?





Confusion is just clarity waiting for

the right analogy. Afterall, nobody

understood the concept of the

internet until someone called it an

information superhighway. 

What does everyone already

know that unlocks everything

you're trying to say?

















In 2009, a national pizza chain ran an ad admitting their pizza

tasted like cardboard. Then they fixed it. Then they told everyone

they fixed it. Sales went up 14.3%. The brands that own their worst

moment publicly don't just survive it — they become more

trustworthy than the ones who never messed up at all. What

would happen if you said 'we got it wrong' first? 

radical honesty?
What if you practiced

















goal?



We’ve been sprinting toward stimulation for so

long we forgot what it feels like to just...sit with

something. What if the most radical thing you

could offer right now was nothing to do?







Are you exclusive? Or excluding?



One makes people want in. The other shuts

the door in their face and calls it brand

strategy. How do you build something worth

wanting to be part of...without making

people on the outside feel like they were

never welcome?







minutes?What if wealth was measured in 





heel?



In wrestling, the heel isn't the loser... they're the

one you can't stop watching. What if you

stopped trying to be universally liked and

started being impossible to ignore?



Every great magic trick has three parts: the pledge, the

turn, and the prestige. The pledge shows you something

ordinary. The turn makes it disappear. But the prestige —

the reveal inside the reveal — that's where the real trick

lives. Your audience expects a payoff. They don't expect a

second one. How can you use this mechanic for your

brand experience?





man brain?
What if you outsourced the work to the



Your brain is a pattern recognition machine with one standing order: flag

anything that doesn’t fit. The most memorable brand experiences have

been exploiting this forever. The thing that breaks the pattern is the

thing that gets noticed. How do you become the thing in the room

that makes everyone look up?



What if you had a budget?fafo



A little scratch, set aside every year, for the thing

that has no business case, no guaranteed ROI,

and absolutely no one's approval. Just, what

happens if we try this? Some of the best ideas

in history started exactly there.







Staten Island met Milan. On paper, absolutely

unhinged. In practice, one of the most talked-

about collaborations of the decade. The weirder

the pairing, the harder people look. Who's the

last name you'd expect to see next to yours?

What’s yourWu-Tang x Versace?





What if you channeled your inner

90s-era hip-hop 
producer?producer?



Take something beloved, flip it, make it yours.

What's the cultural moment, the classic

format, the iconic thing in your industry

that's just waiting for you to flip it and

reverse it?









The deleted scenes. The failed takes. The

version where it almost didn't happen. The

most interesting thing about any great

work is usually the part that almost killed

it. Turns out people trust brands that have

scars more than brands that don't. 

What's yours?





You’ve made it to the last page, which means you’re either
wildly inspired or dangerously close to a breakthrough. 

Either way, we should talk.

Click here to Wonder  with us.

https://www.czarco.com/contact/get-started
https://www.czarco.com/contact/get-started
https://www.czarco.com/contact/get-started
https://www.czarco.com/contact/get-started



	this book
	Think of a challenge. A big one. A brief you can’t crack. A real nasty piece of work. The kind of challenge that's laughed maniacally in the face of your last three solutions and is now acting all smug about it.
	Now flip to a page. Any page…where you will absolutely not find the answer. (Sorry, pal.)
	You will, however, find 1 of 50 gentle (but firm!),  inspirational nudges to help you get out of your own way and find it for yourself.
	fast food
	Back in 2015, one iconic fast food company wrote an open letter to another, proposing an all-beef-patty alliance in honor of Peace Day. Without even knowing how their competitor would respond, they’d already won. If the brand said yes, it’s a historic collab.  If they said no, well...would you like a side of petty with that value meal?*  What move could you make that’s so bold and self-aware, the outcome almost doesn’t matter?
	You know, the one you're never supposed to press, which is exactly what makes you so desperate to press it?  How can you trigger that same ancient instinct that drives humanity to just...see what happens.
	Not every message needs a billboard . Or a button that says “start here.” The most magnetic brands reward the ones who lean in. Peek around corners. Scan the code when there’s no signage. What are you giving people to discover?
	cook?
	AI has no feelings. No fear. No concept of 'we've never done it that way before.' Just pure, unblinking, slightly terrifying creative output. If you just let it cook, what would it make? And why haven't you let it try?
	Chekhov's gun?
	The great rule of storytelling: if you show a gun in act one, it has to go off by act three. What can you hide in plain sight? Plant your clues early. Don’t forget to pay them off.
	One of TikTok's greatest gifts is the discovery that your most embarrassing interest has a community 400k strong. How can your brand make people feel gloriously, unapologetically understood?
	Babe Ruth pointed to center field before he hit it there. Confidence? Maybe. Theater? Definitely. The brands that shape culture don’t wait for the right moment. They name it. Then, they make it real. What move are you bold enough to call?
	legacy?
	What’s your

	walk-out
	suprised       + delighted?
	What if you were the one

	worst possible person
	Are the screens at a height that works for someone who’s 5’3”? Is the type readable to someone who forgot their glasses? The most dangerous assumption in design isn’t “they’ll figure it out” ... it’s “this works for me, so it works for everyone.” Have you empathized with your audience today?
	Are you giving them bullet points when they came for a plot
	What if you lived in
	Almost perfect. Just real enough to stop you cold. Just wrong enough that you can't look away. Most brands sprint toward polished and predictable. The interesting ones lean into slightly, deliberately, unforgettably off. How far can you push 'almost right' before it becomes the thing everyone remembers?
	Anticipation isn't dead time. It's the experience before the experience. What would your audience willingly wait for if the line felt like part of the show?
	What if you

	show up
	where you don’t belong?

	Confusion is just clarity waiting for the right analogy. Afterall, nobody understood the concept of the internet until someone called it an information superhighway.  What does everyone already know that unlocks everything you're trying to say?
	What if you practiced

	goal?
	We’ve been sprinting toward stimulation for so long we forgot what it feels like to just...sit with something. What if the most radical thing you could offer right now was nothing to do?
	Are you exclusive? Or excluding?
	minutes?
	heel?
	In wrestling, the heel isn't the loser... they're the one you can't stop watching. What if you stopped trying to be universally liked and started being impossible to ignore?
	Every great magic trick has three parts: the pledge, the turn, and the prestige. The pledge shows you something ordinary. The turn makes it disappear. But the prestige — the reveal inside the reveal — that's where the real trick lives. Your audience expects a payoff. They don't expect a second one. How can you use this mechanic for your brand experience?
	man brain?
	Your brain is a pattern recognition machine with one standing order: flag anything that doesn’t fit. The most memorable brand experiences have been exploiting this forever. The thing that breaks the pattern is the thing that gets noticed. How do you become the thing in the room that makes everyone look up?
	fafo
	A little scratch, set aside every year, for the thing that has no business case, no guaranteed ROI, and absolutely no one's approval. Just, what happens if we try this? Some of the best ideas in history started exactly there.
	Wu-Tang x Versace?
	90s-era hip-hop
	Take something beloved, flip it, make it yours. What's the cultural moment, the classic format, the iconic thing in your industry that's just waiting for you to flip it and reverse it?
	The deleted scenes. The failed takes. The version where it almost didn't happen. The most interesting thing about any great work is usually the part that almost killed it. Turns out people trust brands that have scars more than brands that don't.  What's yours?
	Click here to Wonder  with us.

