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We embarked on this summit with a simple premise that everyone in pop culture is
competing for the same thing, and it isn't really money. 

It's time. 

People can't make more of it, so every film, game, show and match is up against
everything else they could be doing, including just spending time with their families.

For about the last ten years we've all lived in the attention economy. The ad system and
the social system are built to grab a fleeting moment. Underneath that, the thing that
actually matters has always been the relationship.

We've talked a lot about fandom at this summit. About Time started off as a homage to
a much underrated Working Title film and ended up being about moving that fandom
conversation on. 

Saying you’re working with fandom is all very well, but how do you make it work? How
do you get given time by fans, not just take it? Marketing done well is the difference.

Chris
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The Data Drop - Some highlights from our May 2026 fan research: 957 face-to-face
interviews at MCM London, and what they say about where fans spend their time

The Popcultr Edit - Dani Rayner's six-month review of the work that actually moved culture,
with a hit and a miss from each panellist

Zoe Scaman - fans pay a tithe of time, IP runs on it, and AI has to stay out of the parts fans
come to make

Games: The Long Game - the first 48 hours can make or break a game, but keeping it
relevant takes years

Partnerships: Common Ground - a rights holder, two brands and the agency in between, on
finding the brand's role inside the story

Tabletop: Cards on the Table - the biggest panel of the day, on the card shop as a third
space and planning with kindness

Theatrical Film: The Big Picture - what's driving people back to the cinema, and the work
that turns a screening into an event

Creator: Watch, Like, Comment, Follow, Subscribe - the biggest shift in how the industry
works with creators in years, and what to do about it

Lea Karam - a behavioural scientist on why time is marketing's last honest metric
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Eve r yone  i n  pop  cu l t u re  i s  compet i ng  fo r  t he  same  th i ng ,  and  i t  i s n ' t  r ea l l y  money .  I t ' s  t ime .  Peop le  can ' t

make  more  o f  i t ,  so  eve r y  f i lm ,  game ,  show and  match  i s  up  aga in s t  eve r y th i ng  e l se  they  cou ld  be  do ing ,

i nc l ud ing  spend ing  t ime  w i th  t he i r  fam i l i e s .  Fo r  abou t  ten  yea r s  we ' ve  wor ked  i n  t he  a t ten t ion  economy ,

whe re  the  ad  s y s tem and  the  soc ia l  s y s tem a re  bu i l t  to  g rab  a  f l ee t i ng  moment .  A t ten t ion  i s  a  t ransac t ion .

Unde rneath  i t ,  t he  th i ng  tha t  mat te r s  i s  t he  re la t ionsh ip .  We ' ve  ta l ked  a  l o t  abou t  fandom a t  t h i s  summi t .

Abou t  T ime  moves  tha t  conve r sa t ion  on :  no t  how to  take  t ime  f rom fans ,  bu t  how to  be  g i ven  i t .  

H o w  t o  r e a d  t h e  d a y :  

Each  ses s ion  takes  t ha t  ques t ion  f rom a  d i f fe ren t  ang le :  t he  fans  i n  ou r  own  resea rch ,  t he  wor k  t ha t  moved

cu l tu re ,  games ,  pa r tne r sh ips ,  ca rd  shops ,  c i nemas ,  c rea to r s  and ,  to  c lo se ,  how to  measu re  t ime  tha t ' s  g i ven .  

As  Ch r i s  pu t  i t  on  the  day ,  marke t i ng  i s  t he  d i f fe rence .

About Time



Experience12Experience12    Data DropData DropExperience12  Data Drop
CHRIS WHITTLE



Most of the Room Plays
Games are the default - plan for players even if you don't sell games

84%
of fans play video games.

76% of players say games are good for their mental health. 51% pick PC as their favourite platform.
Experience12 fan research, May 2026. All fans n=920; players n=767.



Every Age Group Has Its
Own Feed
Platforms are closed loops 66%

of under-18s say TikTok is
their main platform.

O N L Y  1 2 %  S A Y  I N S T A G R A M .  2 6 %  O F  O V E R - 3 5 S  S T I L L  S A Y
F A C E B O O K



P e o p l e  c o m e  b a c k  f o r  e a c h  o t h e r

Cosp lay  keeps  the  regu la r s  coming :  fans  on  the i r  fou r th  v i s i t  o r

more  come ma in l y  fo r  cosp lay  a t  tw ice  the  ra te  o f  f i r s t - t ime r s

(20%) .  Peop le  come to  MCM to  meet  t he i r  mates  i n  rea l  l i f e .

Ch r i s  ca l l ed  i t  G las tonbu r y  fo r  geeks .  On l y  2% now come ma in l y

fo r  t he  ce leb r i t y  pane l s ,  down  f rom 28% i n  20 18 ,  and  eve r yone  i n

the  room was  pa r t  o f  t ha t  2%.

I n  Ch r i s ' s  wo rds ,  " L i ve  ac t i va t ions  mat te r  to  [ fans ] .  You  show up ,

you  ge t  rewarded  fo r  i t . "  69% wou ld  recommend  a  b rand  a f te r  a

l i ve  ac t i va t ion ,  r i s i ng  to  74% among  fans  on  the i r  fou r th  v i s i t  o r

more .  I t ' s  abou t  show ing  up ,  and  show ing  up  cons i s ten t l y .

69%
Live Activations 
Matter
You show up, you get rewarded

would recommend a brand after a live
activation.

74% among fans on their fourth visit or
more. Base: May 2026, n=892.



SHOW UP WHERE
FANS RETURN

At MCM only 2% come

mainly for the celebrity

panels, and regulars

come for cosplay at twice

the rate of first-timers.

Fund presence where

fans keep coming back

PLAN FOR NON-
PLAYERS

84% of fans play, most

on PC. The ones who

don't are mostly women

into film and beauty, so

give them their own plan

PLAN MEDIA BY AGE
GROUP

Two-thirds of under-18s

live on TikTok, heavy

players on Discord, a

quarter of over-35s on

Facebook. Each is a

closed loop, so book more

than one platform

PLAN REACH VIA
STREAMING

83% pay for Netflix and

only 3% watch live TV.

Plan reach through

streaming and social

rather than the TV ad

break

Takeaways

SHOW UP CONSISTENTLY: FANS COME BACK TO MEET THEIR
MATES AND REWARD THE BRANDS THAT KEEP SHOWING UP

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from


P a n e l l i s t :  
G e n a - m o u r  B a r r e t t  
S e n i o r  S o c i a l  M a r k e t i n g  M a n a g e r
N e t f l i x

THETHE    POPCULTRPOPCULTR    EDITEDITTHE  POPCULTR  EDIT

M o d e r a t o r :
D a n i  R a y n e r  
F a n d o m  &  P o p  C u l t u r e  C o n s u l t a n t  
F o r m e r l y  N e t f l i x ,  B B C ,  B A F T A  

P a n e l l i s t :
C a m e r o n  R o b e r t s o n  
C o n t e n t  C r e a t o r ,
N i c k  &  C a m

P a n e l l i s t :
C a l v i n  I n n e s  
C o n s u l t a n t  S t r a t e g y  D i r e c t o r
I n n e s  C o n s u l t i n g  /  E x p e r i e n c e 1 2



Eve r y  s i x  months  t he  Popcu l t r  Ed i t  l ook s  back  a t  t he  wor k  t ha t  moved

cu l tu re ,  wh ich  i sn ' t  a lways  t he  wor k  t ha t  won  the  awards .  Dan i  a s ked

each  pane l l i s t  fo r  one  h i t  and  one  m i s s .

The  pane l  ta l ked  abou t  what  t he  la s t  s i x  months  go t  r igh t  and  wrong .

The  h i t s  knew exac t l y  who  they  were  ta l k i ng  to :  a  t ra i ne r  f i lm  tha t

spoke  on l y  i n  i t s  c rowd ' s  s lang ,  a  game launch  tha t  to ld  p laye r s  t he

t ru th ,  c rea to r s  bu i ld i ng  I P  fo r  aud iences  they  a l ready  had .  The

mi s ses ,  a s  Dan i  pu t  i t ,  made  the  marke t i ng  ca l l  be fo re  anyone

under s tood  the  cu l t u re .  S ta r  power  was  the  one  rea l  sp l i t .  Cameron

th in k s  b ig  names  have  lo s t  t he i r  pu l l .  Gena-mour  wasn ' t  so  su re :

ta len t  s t i l l  d raws  i f  t he  f i lm  makes  sense .  On  what ' s  nex t ,  t he  pane l

ag reed .  As  A I  f l oods  the  feed ,  peop le  w i l l  go  l ook i ng  fo r  l i ve  even t s ,

ana logue  hobb ies  and  work  w i th  a  human  hand  i n  i t .

“Culture isn't being dictated by
brands in the way that it used to,
but it's being shaped by the
communities themselves. There's
a real power shift underway that
some brands are identifying and
leaning into.”

D A N I  R A Y N E R
F A N D O M  &  P O P  C U L T U R E
C O N S U L T A N T ,  F O R M E R L Y  N E T F L I X ,
B B C ,  B A F T A



RESEARCH FIRST

You can't manufacture

culture. Understand the

communities you're

speaking to before you

brief the work

SPEAK THEIR
LANGUAGE

The hits used their

crowd's own slang and

told players the truth. Do

both, and watch creators

building IP for audiences

they already have

CREDIT TREND
STARTERS

The misses made the

marketing call before

understanding the

culture. Credit whoever

started the trend, and

find out what fans want

first

SHOW THE EFFORT

As AI fills the feed, people

will go looking for live

events and things made

by hand. Put your effort

where they can see it

Takeaways

U N D E R S TA N D  T H E  C O M M U N I T Y  B E F O R E  Y O U  M A K E  T H E  M A R K E T I N G
C A L L :  T H E  H I T S  D I D ,  A N D  T H E  M I S S E S  M A D E  T H E  C A L L  F I R S T

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from


THE TITHETHE TITHETHE TITHE
ZOE SCAMAN



Zoe  Scaman  jo i ned  ove r  Zoom af te r  f l ood ing  kep t  he r  a t  home ,  ou r  f i r s t

eve r  v ideo  p resen ta t ion .

He r  a rgument :  fans  pay  a  t i t he  o f  t ime ,  t he  even ings  and  weekends  they

g i ve  f ree l y  to  make  f i c ,  a r t ,  ed i t s  and  songs  fo r  each  o the r ,  and  I P  r uns

on  i t .  Tha t  t ime  i s  now coming  up  aga in s t  a  wa l l  o f  A I .

Fans  don ' t  ob jec t  to  t he  techno logy .  They  ob jec t  to  i t  tak i ng  the  pa r t

they  came to  make ,  o r  fak i ng  the  e f fo r t  t hey ' re  l ook i ng  fo r .  Ha t sune

Miku ' s  fans  happ i l y  u se  an  A I  vo ice  because  the  mak ing  i s  s t i l l  t he i r s .

D&D p laye r s  u se  A I  a t  t he i r  own  tab les  wh i l e  re jec t i ng  i t  i n  t he  books

they  buy .  The  job  i s  to  map  where  fans  make  th i ngs ,  keep  A I  ou t  o f  t hose

p laces ,  and  use  i t  e ve r ywhe re  e l se .  Don ' t  touch  the  t i t he .

The 
Tithe
Z O E  S C A M A N
F O U N D E R ,  B O D A C I O U S



CLICK TO SEE THE FULL PRESENTATION  ON ZOE’S SUBSTACK 

https://zoescaman.substack.com/p/the-tithe
https://zoescaman.substack.com/p/the-tithe


DON'T TOUCH THE
TITHE

Use AI behind the scenes, in

fan tools, translation and

approvals. Keep it out of fan

making, visible effort,

performers' voices and

replies, and never hide it

PROTECT FANS'  FREE
TIME

The fan fiction, the edits, the

hand-bound copies: fans give

their evenings and weekends

freely, and your IP runs on it.

Protect that time

KEEP AI  AWAY
FROM CRAFT

On Steam, the PC games

store, AI art drags games

down and AI translation

doesn't. Use AI where fans

aren't looking for effort

MAP FAN ACTIVITY
FIRST

D&D banned AI from its

products while players use it at

their own tables. Map each

activity by how much fans

make, then decide where AI

helps

Takeaways

USE AI  TO MAKE THE WORK FASTER AND CHEAPER,  BUT KEEP IT AWAY
FROM THE TIME FANS GIVE: THAT'S WHAT YOUR IP RUNS ON

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from


M o d e r a t o r :
D a v e  J e w i t t
F o u n d e r  &  D i r e c t o r
E X P

GAMES: THE LONG GAMEGAMES: THE LONG GAMEGAMES: THE LONG GAME

P a n e l l i s t :
N e i l  G o r t o n
S n r  C o m m u n i t y  M a n a g e r
F e n r i s  C r e a t i o n s

P a n e l l i s t :
L i s a  M a r i e
U K  &  N o r d i c s  C o m m u n i t y  L e a d ,
L e a g u e  o f  L e g e n d s ,  R i o t  G a m e s

P a n e l l i s t :
C a s s i e  H u g h e s
C r e a t o r,  d i r e c t o r  a n d  c o n s u l t a n t
G e e k y C a s s i e



Launch  week  ge t s  t he  budget ,  bu t  a  game l i ve s  o r  d ie s  ove r  yea r s .

Th i s  pane l  was  abou t  what  keeps  peop le  p lay i ng  a f te r  t he  f i r s t  48

hou r s ,  and  the  answer  kep t  coming  back  to  peop le :  c rea to r s  and  the

commun i t y  teams  who  look  a f te r  t hem.

Mos t  o f  t he  pane l  ag reed  you  can ' t  p red ic t  t he  b reakou t .  One  came

f rom a  s t reamer  d res sed  as  a  w i za rd  who  won ' t  u se  a  gun .  L i sa ' s  v i ew

f rom League  o f  Legends ,  a  1 7 - yea r -o ld  game ,  i s  t ha t  eve r y  co rne r  o f

a  fandom needs  i t s  own  reason  to  s tay .  The  pane l  ag reed  c rea to r s

need  t ime ,  and  a  code  the  day  be fo re  launch  ge t s  you  ru shed  con ten t

o r  none ,  t hough  Ne i l  wa rned  ea r l y  codes  a re  a  gamb le .  Cass ie  made

the  case  fo r  keep ing  commun i t y  teams :  when  they  go ,  t he  D i sco rd

empt ie s .

“The players are the most
passionate voice, and they
are putting the time and the
effort and the energy into your
product, and they are the ones
who you should ultimately be
listening to.”

L I S A  M A R I E
U K  &  N O R D I C S  C O M M U N I T Y  L E A D ,
L E A G U E  O F  L E G E N D S ,  R I O T
G A M E S



KNOW THEM BEFORE
YOU NEED THEM

Tying a game to one big

name is a risk both ways.

Keep the community

managers who get to know

creators over weeks and

months

BACK THE SURPRISE
BREAKOUT

The creator who lifts a game

is often one nobody had on

the list. Judge creators on

engagement over size, and

back them when they

appear

PLAN FOR EVERY
CORNER

Plan for each corner of a

long-running fandom as its

own audience, and let new

and beginner creators bring

newcomers in

GIVE CREATORS
TIME

Send codes early and brief

on what their audience cares

about. A code the day

before launch gets rushed

content, or none in your

report window

Takeaways

P L A N  C R E AT O R  B U D G E T S  F O R  T H E  L O N G  R U N :  S E N D  C O D E S
E A R LY  A N D  B A C K  C R E AT O R S  FA N S  E N G A G E  W I T H

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from


M O D E R A T O R
J u l i a  K a m o d a
G l o b a l  D i r e c t o r  o f  P a r t n e r s h i p s
&  P r o m o t i o n s ,  H a s b r o

PARTNERSHIPS: COMMON GROUNDPARTNERSHIPS: COMMON GROUNDPARTNERSHIPS: COMMON GROUND

P A N E L L I S T
N a d e g e  D u b a n t
G l o b a l  L i c e n s i n g  &  P a r t n e r s h i p s
D i r e c t o r ,  D A N O N E  S A

P A N E L L I S T
T i l l y  P a y n e
S e n i o r  B r a n d  M a r k e t i n g  M a n a g e r
T h e  A A

P A N E L L I S T
R i c h a r d  B a r n e s
C E O
B R I D G E



A logo  on  a  pack  no  l onge r  coun t s  as  a  pa r tne r sh ip .  W i th  a  r igh t s  ho lde r ,

two  b rands  and  the  agency  i n  be tween  on  s tage ,  t he  ques t ion  was  what

a  b rand  i s  fo r  i n s ide  someone  e l se ' s  s to r y .

Mos t  o f  t he  pane l  ag reed  i t  s ta r t s  w i th  t he  s to r y ,  f i nd ing  the  b rand ' s  ro le

i n  t he  I P ' s  wo r ld ,  l i ke  t he  AA  keep ing  the  Jeeps  mov ing  i n  Ju ras s i c  Wor ld .

Bo th  s ides '  r ea l  goa l s  and  aud ience  data  need  to  be  on  the  tab le ,  and

the  pane l  ag reed  p i tches  need  a  c lea r  why .  Danone  and  the  s tud ios  a re

do ing  fewer ,  deeper  dea l s .  Hasb ro  wor k s  t he  o the r  way ,  te s t i ng  fas t  i n

i t s  deeper  fandoms ,  and  R icha rd  po in ted  ou t  t ha t  on l y  wo r k s  w i th

eve rg reen  b rands .  T i l l y  named  the  ha rd  pa r t :  keep ing  fans  warm a f te r  t he

launch .

“For us this is the era of
fandoms. We cannot just put
a logo on the pack. We need
to tell a greater story.”
N A D E G E  D U B A N T
G L O B A L  L I C E N S I N G  &
P A R T N E R S H I P S  D I R E C T O R ,  D A N O N E



KEEP THE FANS
WARM

Plan past the launch. Fast

testing suits long-running

brands like Hasbro's, and

one-weekend releases

can't do it. Decide up front

if selling out counts as a

win

JOIN THE STORY

Start by asking what your

brand would do in the world

of the IP. A shared human

truth makes the partnership

feel like an addition to the

story

START WITH THE
WHY

Share your real business goals

and audience data with the

partner up front. Partnerships

pushed onto a brand tend to

fall down later, or never quite

work

DO FEWER,  DEEPER
DEALS

The logo on a pack used to

be enough. Pick fewer

partners, build a bigger story

around each, and make the

product itself worth collecting

Takeaways

S TA R T  E V E R Y  PA R T N E R S H I P  W I T H  A  S H A R E D  W H Y  A N D  A
S H A R E D  T R U T H ,  A N D  P L A N  T O  K E E P  FA N S  WA R M  L O N G

A F T E R  L A U N C H

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from


P A N E L L I S T
L e e  E s p o s i t o
C o n t e n t  C r e a t o r ,
L e y l i n e  N e x u s

TABLETOP: CARDS ON THE TABLETABLETOP: CARDS ON THE TABLETABLETOP: CARDS ON THE TABLE

P A N E L L I S T
M i c h a e l  L o i z o u
D i r e c t o r  /  F o u n d e r ,
T h e  B r o t h e r h o o d  G a m e s

M O D E R A T O R
M i k e  E l l i s
C r e a t o r  M a n a g e r ,
N u g g i t

P A N E L L I S T
L o u  J o n e s
H e a d  o f  S t r a t e g y ,
Y R S  T R U L Y

P A N E L L I S T
I a n  S e n i o r
H e a d  o f  C o n s u m e r
E x h i b i t i o n s ,  E x c e l  L o n d o n



The  pane l  ta l ked  abou t  why  t rad ing  ca rd  p laye r s  keep  tu rn i ng  up ,  and

they  were  p re t t y  a l igned  on  the  answer :  p laye r s  come fo r  each  o the r ,

and  the  ca rds  a re  how they  do  i t .  The  shop  i s  a  sac red  space  whe re  you

don ' t  wa l k  i n  and  se l l  ha rd ,  and  the  commun i t y  i s  pa r t  o f  what  you ' re

se l l i ng .  The  c lea res t  common  g round  was  money .  Wh i l e  money ' s  t i gh t ,

fans  have  tu rned  on  showy  pack  open ings  and  i n f l uence r  boxes  nobody

can  a f fo rd ,  so  pu t  t he  budget  beh ind  the  s low  bu i ld  o f  a  co l l ec t ion ,

wh ich  i s  what  keeps  peop le  hooked .  Nobody  d i sag reed .  The  d i f fe rences

were  i n  what  each  pe r son  l eaned  on .  Lou  l eaned  on  k i ndness  and  p lans

tha t  r un  fo r  yea r s ,  wh i l e  M ichae l  kep t  coming  back  to  the  l oca l  s to re ,

whe re  p laye r s  who  s i t  down  th i s  week  a re  s t i l l  t he re  s i x  months  la te r .

“I wasn't just being nice when I
said that kindness needs to be
part of every strategy. If you don't
have kindness in your marketing
strategy going into 2027, you're
going to be falling behind.”

L O U  J O N E S
H E A D  O F  S T R A T E G Y ,  Y R S  T R U L Y



FUND THE SLOW
BUILD

Opening a pack is a quick

thrill. Collecting is the real

hook. Back free-to-watch

tournaments too, because

they let the curious in

WORK THROUGH THE
LOCAL SHOP

Players come for the people

as much as the cards. In a

good shop ten players

become fifty, and they're still

there months later

BRIEF CREATORS ON
PLAY

Cards are a repeatable

social event, and players

think about the next game

and the next set. Show

what the cards can do,

never just what they cost

PUT KINDNESS IN
THE PLAN

Lou's view: the community is

part of the product, so treat

kindness as a planning test.

The whole panel agreed: sit

down with players and plan

in years

Takeaways

S I T  D O W N  W I T H  T R A D I N G  C A R D  G A M E  P L AY E R S  W H E R E  T H E Y  P L AY,  A N D  P L A N  I N
Y E A R S
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P A N E L L I S T
C a r l a  B r a d f o r d
D i r e c t o r  o f  D i g i t a l  M a r k e t i n g
-  I n t e r n a t i o n a l
C i n e w o r l d  C i n e m a s  L t d

THEATRICAL FILM: THE BIG PICTURETHEATRICAL FILM: THE BIG PICTURETHEATRICAL FILM: THE BIG PICTURE

P A N E L L I S T
C h e e  K e o n g  C h e u n g
C E O ,  F i l m  P r o d u c e r ,  F i l m  D i r e c t o r  &
D i s t r i b u t o r
A c t i o n  X t r e m e  L t d

M O D E R A T O R
D e b o r a h  S h e p p a r d
D i s t r i b u t i o n ,  P r o d u c t i o n  a n d  M a r k e t i n g
C o n s u l t a n t
I h e a r t c i n e m a  L t d



Cinema admi s s ions  a re  up ,  bu t  more  f i lms  than  eve r  a re  chas ing  them.

W i th  a  f i lmmake r -d i s t r i bu to r  and  an  exh ib i to r  on  s tage ,  t he  pane l  ta l ked

about  what  ge t s  peop le  o f f  t he  so fa  and  i n to  a  sea t .  The  answer  kep t

coming  back  to  the  sha red  room.  The  f i lm  on  i t s  own  i sn ' t  a lways  enough ,

and  d res s -up  sc reen ings  and  p rem ium fo rmats  g i ve  peop le  a  reason  to

go .  The  pane l  ag reed  tha t  m ic ro- i n f l uence r s  b r i ng  i n  t he  r igh t  c rowd  fo r

l e s s .

Whe re  they  d i f fe red  was  ove r  who  d r i ves  demand .  Car la  sa id  tha t  w i th

the  r igh t  p roduc t ,  t he  aud ience  w i l l  f i nd  you .  Deborah  wasn ' t  so  su re :  a

f i lm  s t i l l  needs  someth ing  peop le  can  la tch  on to ,  and  mos t  f i lms  have  to

be  d i scove red  somehow.

“We're releasing more films than
ever before as well. Over 1000
films were released last year, so
each of those films has to work
that much harder to reach an
audience.”

D E B O R A H  S H E P P A R D
D I S T R I B U T I O N ,  P R O D U C T I O N  A N D
M A R K E T I N G  C O N S U L T A N T ,
I H E A R T C I N E M A  L T D



BACK MICRO-
INFLUENCERS OVER
BIG NAMES

Opening weekend

decides how long a film

stays on screen. Micro-

influencers convert better

than big follower counts

and cost less, so spend

there first

MAKE THE FILM AN
EVENT

The film on its own isn't

always enough. Fund

Q&As, themed screenings

and premium formats to

get people out of the

house. Indies can do it too

TAKE FAN DEMAND
TO CINEMAS

When fans asked for The

Amazing Digital Circus

on every post, Cineworld

got it on screen. Fan

requests now get films

booked, so show them to

exhibitors

GIVE FANS
SOMETHING TO
TAKE HOME

Eventised screenings cost

little and fill more seats.

Merch is now the first

question when a film goes

on sale, so plan it in early

Takeaways

T U R N  S C R E E N I N G S  I N T O  E V E N T S ,  A N D  L E T  S M A L L  V O I C E S  B R I N G  T H E
C R O W D
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CREATOR: WATCH, LIKE, COMMENT, FOLLOW, SUBSCRIBECREATOR: WATCH, LIKE, COMMENT, FOLLOW, SUBSCRIBECREATOR: WATCH, LIKE, COMMENT, FOLLOW, SUBSCRIBE

M O D E R A T O R
B e a t r i c e  M u s t o c e a
C r e a t o r  L e a d
T i k T o k

P A N E L L I S T
J o s h  B l o o m
S e n i o r  P r o g r a m  M a n a g e r
T w i t c h

P A N E L L I S T
D a n  S e t o
C r e a t o r  R e l a t i o n s  M a n a g e r
E U  &  L A T A M  L e a d
E l e c t r o n i c  A r t s

P A N E L L I S T
J o  R e d f e r n
S V P  D i g i t a l
F o u r  T r e e s  M e d i a



The  pane l  ta l ked  abou t  who  ho lds  t he  re la t ionsh ip  w i th  t he  aud ience

now,  and  they  ag reed  i t ' s  c rea to r s .  Jo  watched  i t  happen  f rom i n s ide

k ids '  TV ,  wh i l e  i n  games  i t  had  a lways  wor ked  tha t  way .

They  came togethe r  mos t  on  t im ing  and  re spec t .  B r i ng  c rea to r s  i n  when

you  can  ac t  on  what  t hey  say ,  and  don ' t  l eave  i t  too  la te .  Pay  them and

le t  t hem do  i t  t he i r  way .  Aud iences ,  and  k id s  mos t  o f  a l l ,  spo t  a  fake  a

m i le  o f f .

The  d i f fe rence  came a t  t he  end ,  on  what ' s  nex t .  Jo sh  was  exc i ted  by

c rea to r s  pu t t i ng  on  the i r  own  even t s  and  shows .  Dan  was  war ie r :  b rands

w i th  budget s  ca r r y  re spons ib i l i t y  fo r  who  ge t s  seen ,  and  the  i n te rne t  i s

ge t t i ng  mudd ie r .

“I was at Mipcom a couple of
weeks ago, and you could
not move for people
debuting their creator
strategy.”
J O  R E D F E R N
S V P  D I G I T A L ,  F O U R  T R E E S  M E D I A



DROP THE SCRIPT AND
CHOOSE WITH CARE

Audiences spot a script a

mile off. The brands paying

creators shape who gets

seen next, so pick who you

back carefully

PLAN CREATORS LIKE
A CHANNEL

Creators went direct to fans

and took the audience with

them. They're their own

distribution now, and sell their

IP back to TV and streamers

BACK CREATORS
WHO LISTEN

Josh's view from Twitch:

viewers who feel listened to

keep coming back. Pick

creators who let the chat

change what they make

BRING CREATORS IN
WHEN YOU CAN
LISTEN

Creators speak for the brand

and for their community. Bring

them in when you can show

them something and act on

what they say, then pay them

and let go

Takeaways

PAY  C R E AT O R S  T O  M A K E  I T  T H E I R  WAY,  A N D  A C T  O N  W H AT  T H E Y  T E L L  Y O U
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L E A  K A R A M
WHY CONSUMER TIME IS MARKETING'S LAST HONEST METRICWHY CONSUMER TIME IS MARKETING'S LAST HONEST METRICWHY CONSUMER TIME IS MARKETING'S LAST HONEST METRIC



Lea  Ka ram,  behav iou ra l  sc ien t i s t  and  founde r  and  CEO o f  M indscope

Behav iou ra l  Labs ,  c lo sed  the  summi t  by  se t t i ng  ou t  to  p rove  tha t  a t ten t ion

i sn ' t  enough .  Some th i ngs  have  become so  easy  to  measu re ,  she  sa id ,  t ha t

they ' ve  become ha rd  to  unde r s tand .  Nobody  can  rea l l y  measu re  an

at ten t ion  span ,  Lea  a rgued ,  so  the  sh r i n k i ng  one  i s  a  my th .  Peop le  have

got  be t te r  a t  f i l t e r i ng ,  and  the  way  th rough  the  f i l t e r  i s  t ime .

T ime  i s  t he  la s t  hones t  met r i c  because  i t  can ' t  be  bought ,  faked  o r  made

aga in .  Bu t  i t  has  to  be  g i ven .  Spend ing  i t  i s n ' t  enough .  G i ven  t ime

compounds  th rough  an t i c ipa t ion ,  pa r t i c ipa t ion  and  r i t ua l ,  and  the  re tu rn

v i s i t  i s  t he  p roo f .  She  separa ted  t rends  f rom the  cu l t u re  unde rneath  them,

then  rewro te  the  sco reca rd :  hou r s  g i ven  ove r  impres s ions ,  cu l t u ra l  re tu rn

ove r  reach ,  pa r t i c ipa t ion  ove r  engagement  ra tes .

Time Is
Marketing's
Last Honest
Metric
L E A  K A R A M
F O U N D E R  &  C E O ,  M I N D S C O P E
B E H A V I O U R A L  L A B S



“It's never“It's never been been
about attention.about attention.
It's always been aIt's always been a
permissionpermission
problem.”problem.”

“It's never been
about attention.
It's always been a
permission
problem.”
LEA KARAMLEA KARAM
FOUNDER & CEO, MINDSCOPEFOUNDER & CEO, MINDSCOPE
BEHAVIOURAL LABSBEHAVIOURAL LABS

LEA KARAM
FOUNDER & CEO, MINDSCOPE
BEHAVIOURAL LABS



CHANGE THE
SCORECARD

Swap impressions for hours

given, reach for cultural return,

engagement rates for

participation and claimed love

for observed time. Strike any

metric that's bought, borrowed

or autoplayed

WIN THE FILTER

Lea's point: people have got

better at filtering. Earn your

way in with symbols they

already trust, and they'll give

you four hours, forty hours or a

lifetime of collecting

MEASURE THE TIME
FANS GIVE

Lea calls time the last honest

metric: it can't be bought,

borrowed or faked. Leave out

autoplay and the endless scroll,

because that time doesn't

compound

In Lea's view, moments spike and

rituals compound. Plan for

anticipation, participation and

ritual, and track the return visit

as the proof it worked

Takeaways

M E A S U R E  T H E  H O U R S  P E O P L E  C H O O S E  T O  G I V E  Y O U ,  A N D  P L A N  T H E  R I T U A L S  T H AT
B R I N G  T H E M  B A C K

BUILD RITUALS OVER
MOMENTS
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TakeawaysTakeawaysTakeaways
ABOUT TIME



The  day  was  abou t  t ime :  who  ea rns  i t ,  and  how.

Ac ros s  London ,  and  i n  New Yo r k  two  weeks  be fo re ,

t he  same th reads  kep t  coming  up  f rom ve r y  d i f fe ren t

co rne r s :  games ,  tab le top ,  f i lm ,  c rea to r s ,  b rand

par tne r sh ips  and  ou r  own  fan  re sea rch .

Eve r y th i ng  he re  comes  f rom what  was  sa id  on  s tage .

Ten  d i scus s ion  po in t s ,  each  one  backed  by  more

than  one  ses s ion  and  each  one  naming  the  pane l s  i t

came f rom.  They ' re  t he re  to  a rgue  w i th ,  so  take

them back  to  the  o f f i ce  and  see  wh ich  ones  ho ld .

About Time: A
tale of two cities



1
Most fandom
marketing is
renting an
audience

2
Plan by what
fans do, not
what they
love

3
Stop blaming
attention
spans.
Permission is
the problem

4
We fund the
launch and
sack the
relationship

5
People come
for each
other

Ten Discussion Points

6
Fans audit
effort. AI's
risk is where
you put it

7
Being in the
room shows
you time

8
Your next
competitor is
a fan with a
laptop

9
Spend on the
thing first,
then the
reach

10
Talk to the
inner circle.
Build the door
for everyone
else



A lo t  o f  what  ge t s  ca l l ed  fandom marke t i ng  i s  rea l l y  a  med ia
buy .  

A  b rand  pays  fo r  a  c rea to r ' s  fo l l ower s ,  a  p la t fo rm ' s  f ron t  page  o r
a  l i cence  on  a  pack ,  ge t s  a  fo r tn igh t  o f  reach ,  and  no th ing  i s
l e f t  when  i t  s tops .  Fans  can  te l l  when  a  b rand  hasn ' t  ea rned  i t s
p lace ,  and  i t  comes  ac ros s  as  pe r fo rmat i ve .

Bu i ld i ng  a  fanbase  i s  s l ower ,  bu t  i t  l a s t s .  

Pay  the  peop le  who  were  a l ready  fans  to  keep  do ing  what  t hey
do .  Tu rn  up  be fo re  you  need  any th i ng .  S tay  v i s ib le  be tween  the
b ig  moment s :  on l i ne ,  i n  t he  room and  i n  con tac t .  

Ren t i ng  reach  i s  f i ne  i f  t ha t ' s  t he  job .  Ju s t  don ' t  ca l l  i t  fandom,
o r  expec t  i t  to  g row i n to  one  i f  t ha t ’ s  a l l  you ’ re  do ing .  Bu i ld i ng  a
fandom takes  t ime ,  e f fo r t  and  cons i s tency .

1. MOST FANDOM MARKETING NOW IS
RENTING AN AUDIENCE

“A LOT OF PEOPLE SAY FANDOM WHEN
WHAT THEY'RE REALLY TALKING
ABOUT IS THE CREATOR ECONOMY.
THEY'RE TALKING ABOUT ESSENTIALLY
RENTING SOMEBODY ELSE'S FANDOM
TEMPORARILY, AND NOT ACTUALLY
DOING THE WORK TO REALLY BUILD
THE FANDOM.”

C A L V I N  I N N E S ,  C O N S U L T A N T
S T R A T E G Y  D I R E C T O R ,  I N N E S
C O N S U L T I N G  ( N E W  Y O R K )

D R A W N  F R O M :

P A R T N E R S H I P S  ·  L E A  K A R A M  ·
G A M E S  ·  C R E A T O R  ·  N E W
Y O R K :  F A N D O M  D O E S N ' T
S T A N D  S T I L L  ·  I R L



Most  p lans  t rea t  a  fandom as  one  aud ience :  t he  S ta r  War s  fans ,
t he  an ime  fans ,  t he  games  fans .  They ’ re  no t .  

I n s ide  any  b ig  I P  t he re  a re  co l l ec to r s ,  make r s ,  queue r s ,  peop le
who  on l y  watch  c l i p s  and  peop le  who  come to  meet  t he i r  mates .

A  fan  f i c t i on  wr i te r  i n  one  fandom o f ten  has  more  i n  common
wi th  one  i n  ano the r  t han  w i th  t he  re s t  o f  t he i r  own  fandom,  as
E l i zabeth  M inke l  pu t  i t  i n  New Yo r k .

Expe r ience 12 ' s  fan  re sea rch  backs  i t  up :  peop le  come back  to
MCM fo r  cosp lay  and  the i r  mates ,  and  each  age  g roup  l i ve s  on  a
d i f fe ren t  soc ia l  p la t fo rm .

So  p lan  a round  what  peop le  do :  watch ,  p lay ,  co l l ec t ,  queue ,
sha re ,  come back .  Then  the  med ia ,  t he  l i ve  bu i ld  and  the  merch
each  land  w i th  t he  r igh t  peop le .

2. PLAN BY WHAT FANS DO, NOT WHAT
THEY LOVE

“WE NEED TO LOOK AT OUR IP
NOT AS ONE WHOLE ENTITY,
BUT AS A BUNCH OF DIFFERENT
ACTIVITIES THAT CARRY
DIFFERENT WEIGHTS FOR THE
FAN EXPERIENCE.”
Z O E  S C A M A N ,  F O U N D E R ,
B O D A C I O U S

D R A W N  F R O M :  Z O E  S C A M A N  ·
D A T A  D R O P  ·  L E A  K A R A M  ·  N E W
Y O R K :  F A N D O M  D O E S N ' T
S T A N D  S T I L L  ·  I R L



The  go ld f i sh  a t ten t ion  span  has  sa t  i n  marke t i ng  decks  fo r  a
decade ,  and  the  i ndus t r y  has  cu t  eve r y th i ng  sho r te r  because  o f  i t .  

Peop le  have  go t  be t te r  a t  f i l t e r i ng  ou t  what  t hey  d idn ' t  a s k  fo r .
Lea  ca l l ed  i t  a  “pe rm i s s ion  p rob lem” .

The  p roo f  i s  e ve r ywhe re .  Fans  read  ha l f  a  m i l l i on  words  fo r  f ree ,
spend  a  ho l iday ' s  wo r th  o f  money  on  a  weekend  and  watch  the
Rea l  Housew i ves  fo r  fou r  hou r s .  Length  i sn ' t  t he  p rob lem when
peop le  want  t he  th i ng .

Loude r  and  sho r te r  won ' t  ge t  you  th rough  the  f i l t e r .  

Be ing  the re  f i r s t ,  l i s ten ing  be fo re  p lann ing  and  g i v i ng  i t  t ime  w i l l .

 Budget  t ime  to  ea rn  pe rm i s s ion  be fo re  you  budget  money  to  spend
i t .

3. STOP BLAMING ATTENTION SPANS.
PERMISSION IS THE PROBLEM

“FUNNILY ENOUGH, TECH
COMPANIES ARE NOW
CREATING LONG-FORM
CONTENT BECAUSE WE CRAVE
STORIES, WE CRAVE ARCS, WE
CRAVE THAT DIVERSITY OF
THINKING.”
L E A  K A R A M ,  F O U N D E R  &  C E O ,
M I N D S C O P E  B E H A V I O U R A L
L A B S

D R A W N  F R O M :  

L E A  K A R A M  ·  Z O E  S C A M A N  ·
C R E A T O R  ·  T A B L E T O P  ·  G A M E S
·  P A R T N E R S H I P S  ·  N E W  Y O R K :
F A N D O M  D O E S N ' T  S T A N D  S T I L L



Most  budget s  pu t  eve r y th i ng  i n to  the  launch  and  ve r y  l i t t l e  i n to
the  months  be fo re  o r  a f te r .  

Tha t ' s  co r rec t  i f  t he  goa l  i s  an  open ing  weekend  box  o f f i ce .  I t ' s
w rong  i f  t he  goa l  i s  a  second  season ,  a  f ranch i se ,  c rea t i ng  a
fandom o r  a  game peop le  s t i l l  p lay  nex t  yea r .

The  peop le  who  keep  fans  coming  back  ra re l y  have  a  l i ne  i n  t he
p lan :  commun i t y  manager s ,  shop  owner s  and  the  fan  c rea to r s
who  keep  an  I P  a l i ve  be tween  re leases .  

They ' re  t he  f i r s t  to  go  when  money ' s  t i gh t ,  because  no th ing  on
the  sco reca rd  shows  what  t hey  do .

I f  you  want  peop le  back ,  measu re  i t :  r e tu rn  ra te ,  repeat
pu rchase ,  p laye r s  s t i l l  ac t i ve  a f te r  s i x  months .  Then  fund  the
second  v i s i t  a s  se r ious l y  a s  t he  f i r s t .

4. WE FUND THE LAUNCH AND SACK
THE RELATIONSHIP

“A LOT OF THE PEOPLE THAT ARE
MAKING DECISIONS AREN'T BOOTS
ON THE GROUND, AND THEY DON'T
KNOW HOW MUCH COMMUNITY
MANAGERS MAKE THOSE
COMMUNITIES AND THEN FOSTER
THAT.”
C A S S I E  H U G H E S ,  C R E A T O R ,
D I R E C T O R  A N D  C O N S U L T A N T ,
G E E K Y C A S S I E

D R A W N  F R O M :  

C R E A T O R  ·  G A M E S  ·
P A R T N E R S H I P S  ·  T A B L E T O P  ·
T H E A T R I C A L  ·  L E A  K A R A M  ·  N E W
Y O R K :  C A R D S  O N  T H E  T A B L E  ·
I R L



Our  re sea rch  a t  MCM found  on l y  2% o f  peop le  now come ma in l y
fo r  t he  ce leb r i t y  pane l s ,  down  f rom 28% i n  20 18 .  

The  re s t  come fo r  cosp lay ,  fo r  t he i r  mates  and  to  be  somewhere
eve r yone  ge t s  i t .  

The  same goes  fo r  t he  ca rd  shop  tha t ' s  rea l l y  a  p lace  to  hang
out ,  t he  sc reen ing  peop le  go  to  so  they ' ve  go t  someth ing  to  ta l k
abou t  on  Monday ,  and  the  s t ream tha t ' s  rea l l y  a  cha t  room.

Mos t  l i ve  even t s  a re  s t i l l  des igned  a round  the  con ten t :  t he
sc reen ,  t he  exc lu s i ve ,  t he  pho to  moment .  

Des ign  fo r  t he  peop le  i n s tead .  G i ve  s t range r s  a  reason  to  ta l k ,
g i ve  regu la r s  a  reason  to  come back ,  and  make  the  space  fee l
l i ke  i t  be longs  to  tha t  fandom.

5. PEOPLE COME FOR EACH OTHER

“TCGS GAVE ME A SHARED LANGUAGE,
SO I COULD GO INTO A ROOM WITH
PEOPLE WHO ARE INTERESTED IN THE
TCGS THAT I'M INTERESTED IN, AND WE
KNEW ALL THE SAME VOCABULARY... IT
JUST UNLOCKED SOMETHING IN ME
THAT I WAS ABLE TO SPEAK TO OTHER
PEOPLE AND SHARE SOMETHING.”

L E E  E S P O S I T O ,  C O N T E N T
C R E A T O R ,  L E Y L I N E  N E X U S

D R A W N  F R O M :

D A T A  D R O P  ·  T A B L E T O P  ·
T H E A T R I C A L  ·  C R E A T O R  ·  N E W
Y O R K :  C A R D S  O N  T H E  T A B L E  ·
I R L



Fans  ob jec t  to  A I  whe re  they  expect  to  see  e f fo r t .  I t ' s  f i ne  i n
t rans la t ion ,  i n  code  o r  i n  a  too l  a  fan  u ses  to  make  the i r  own
song .  I t ' s  t he f t  when  i t  r ep laces  the  a r t  on  the  box  o r  t he  wr i t i ng
in  a  book  they  pa id  fo r .  Zoe ' s  read ing  o f  da ta  f rom S team,  t he
PC games  s to re :  o f  t he  games  tha t  dec la red  A I  and  then  f l opped ,
72% had  used  i t  on  the  v i sua l s ,  t he  pa r t  p laye r s  l ook  a t  mos t .

So  the  ques t ion  i s  whe re  you  u se  i t ,  and  whethe r  you ' re  open
about  i t .  H id i ng  i t  i s  t he  b igge r  r i s k .

E f fo r t  wo r k s  t he  o the r  way  too .  Th i s  yea r ' s  h i t s  l e t  peop le  see
how they  were  made :  t he  mak ing-o f  t ha t  beat  t he  f i n i shed
an imat ion  i n  Ta t iana  Tacca ' s  an ime  campa ign ,  a  Tw i tch  c rea to r
who  reads  sponso r  ads  bad l y  on  pu rpose ,  and  War  Dogs ,  wh ich
admi t ted  i t s  f l aws  and  kep t  i t s  p laye r s .

6. FANS AUDIT EFFORT. AI'S RISK IS
WHERE YOU PUT IT.

“THE PERFORMANCE OF
EFFORT... WILL BE A THING
IN A WORLD WHERE AI CAN
DO THINGS REALLY
QUICKLY FOR US.”
G E N A - M O U R  B A R R E T T ,  S E N I O R
S O C I A L  M A R K E T I N G  L E A D ,
N E T F L I X

D R A W N  F R O M :  
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An  impres s ion  on l y  te l l s  you  someth ing  appeared  on  a  sc reen .  I t
can ' t  te l l  you  whethe r  anyone  gave  i t  any  t ime .  A  room can .  You
see  how long  peop le  s tay ,  what  t hey  ask  and  what  t hey  do  nex t .
Tha t ' s  why  Expe r ience 12 ' s  own  fan  re sea rch  i s  done  face  to  face ,
i n  t he  queues .

Ads  a re  good  a t  awareness ,  and  i n  New Yo r k  S tu  Levy  sa id  the
p la t fo rms  a re  ge t t i ng  wor se  a t  te l l i ng  you  who  you r  aud ience  i s .
A  l i ve  even t  does  what  an  ad  can ' t .  I t  t u rn s  a  b rand  i n to  a
moment  peop le  remember ,  and  i t  pu t s  you  i n  f ron t  o f  t he  fans
who  chose  to  tu rn  up .  Bu t  t he  room doesn ' t  have  to  be  the
b igges t  one .  M ichae l  Lo i zou  ge t s  abou t  20  o f  eve r y  50  p laye r s
back  f rom an  ac t i va t ion  i n  h i s  shop ,  and  asked  whethe r  a  s tand
seen  by  tens  o f  t housands  does  be t te r .

Measu rement  i s  t he  o ld  p rob lem w i th  expe r ien t ia l  and  even t s .  So
run  a  second  sco reca rd  nex t  to  reach :  how long  peop le  s tay ,  how
many  come back  and  what  t hey  buy  nex t .

7. BEING IN THE ROOM SHOWS YOU
TIME

“DOWNSTAIRS THERE'S TENS OF
THOUSANDS OF VISITORS VISITING
A BOOTH, AND YOU GET
RECOGNITION ON THAT BOOTH,
BUT REALISTICALLY, I WILL DO AN
ACTIVATION WITH 50 PLAYERS,
AND I'LL PROBABLY HAVE 20
PLAYERS COME BACK.”
M I C H A E L  L O I Z O U ,  D I R E C T O R
A N D  F O U N D E R ,  T H E
B R O T H E R H O O D  G A M E S

D R A W N  F R O M :  L E A  K A R A M  ·
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I t  u sed  to  r un  one  way :  t he  s tud io  made  i t ,  t he  channe l  showed
i t ,  t he  aud ience  watched .  

Now aud iences  bu i ld  t he  I P ,  c rea to r s  own  the  re la t ionsh ip  and
s tud ios  buy  i n  l a te .  I r on  Lung ,  Back rooms  and  Obsess ion  were
made  cheap l y  by  peop le  who  a l ready  had  the  fans ,  and  by  Ca l v i n
I nnes ' s  accoun t  Back rooms  became A24 ' s  b igges t  l aunch  eve r .  A
s to r y  w r i t ten  by  a  fan ,  fo r  f ree ,  i s  now the  ve r s ion  a  gene ra t ion
o f  younge r  fans  t rea t  as  canon .  The  F rench  c rea to r  Squeez ie
ren ted  the  Le  Mans  c i r cu i t ,  pu t  o the r  c rea to r s  i n  rac ing  ca r s  and
got  we l l  o ve r  a  m i l l i on  v iews .

B rands  s t i l l  mat te r ,  now as  backe r s  and  d i s t r i bu to r s  more  than
au tho r s .  Wor k  w i th  c rea to r -owned  I P  ea r l y ,  pay  fa i r l y  fo r  what
fans  a l ready  make ,  and  t rea t  t he  fan  w i th  a  lap top  as  a  l i ke l y
pa r tne r .

8. YOUR NEXT COMPETITOR IS A FAN
WITH A LAPTOP

“CREATORS HAVE BEEN ALMOST
PULLED AWAY FROM TRADITIONAL
DISTRIBUTION NETWORKS, AND
THEY ARE THEIR OWN NOW VERY
POWERFUL DISTRIBUTION
NETWORKS... CREATORS ARE THEN
SELLING THEIR IP BACK TO TV,
NETFLIX, OR WHOEVER.”
J O S H  B L O O M ,  S E N I O R
P R O G R A M  M A N A G E R ,  T W I T C H
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Th i s  yea r ' s  h i t s  spen t  t he i r  money  on  the  th i ng  i t se l f  and  on  the
peop le  a l ready  the re .  The  ex t ras  became the  aud ience .  The
popcorn  bucke t  became the  ad .  War  Dogs '  v ideo  admi t t i ng  the
game was  f lawed  became the  reason  to  buy  i t .

The  po in t  i s  whe re  the  money  went .  Chee  Keong  Cheung ' s  zomb ie
war  f i lm  had  f i ve  g rand  fo r  p r i n t s  and  adve r t i s i ng ,  and  s t i l l  had
tanks ,  he l i cop te r s  and  1 , 500  ex t ras .  Obsess ion ,  made  fo r
$750 ,000 ,  had  yea r s  o f  a  c rea to r ' s  aud ience  beh ind  i t .

The  m i s ses  spen t  on  reach  befo re  g i v i ng  anyone  a  reason :  t he
Wor ld  Cup ' s  h yd ra t ion  b reaks ,  wh ich  fans  saw as  ex t ra  ad  b reaks ,
and  the  campa ign  fo r  Tom Cru i se ' s  D igge r ,  wh ich  neve r  sa id  what
the  f i lm  was .  Spend  on  the  reason  f i r s t ,  t he  th i ng  fans  can  ho ld ,
p lay ,  queue  fo r  o r  j o i n .  Then  buy  the  reach  to  te l l  e ve r yone  e l se .

9. SPEND ON THE THING FIRST, THEN
THE REACH

“WE'VE GOT A GIANT 55
CENTIMETRE GODZILLA POPCORN
BUCKET... YOU CAN'T REALLY GET
YOUR HAND IN TO GET THE
POPCORN OUT. BUT PEOPLE LOVE
IT... THAT [BUCKET] VIDEO HAS 1
MILLION ORGANIC VIEWS ON OUR
TIKTOK ACCOUNT.”
C A R L A  B R A D F O R D ,  D I R E C T O R
O F  D I G I T A L  M A R K E T I N G  -
I N T E R N A T I O N A L ,  C I N E W O R L D
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Ta l k  to  eve r yone  and  you  reach  no  one .  N i ke  x  Co r te i z ' s  ad  go t
about  5  m i l l i on  v iews  by  speak ing  on l y  to  i t s  own  c rowd and
exp la in i ng  no th ing  to  anyone  e l se .  Eve r yone  e l se  watched
anyway .  

Fandoms  sp read  the  same way :  a  sma l l  c i r c le  se t s  t he  tone  and  i t
t rave l s  ou t  t h rough  DMs ,  g roup  chat s  and  word  o f  mouth .  The
p r i nc ip le  i s  a s  o ld  as  marke t i ng .  On l y  t he  way  i t  t rave l s  has
changed .  

The  r i s k  i s  t u rn i ng  tha t  c i r c le  i n to  a  V IP  l i s t .  Lock  the  bes t  s tu f f
beh ind  ra re  ca rds  o r  ho ld  the  queue  fo r  ex i s t i ng  cus tomer s ,  and
newcomers  dec ide  i t  i s n ' t  fo r  t hem.  

New Yo r k ' s  adv ice  was  to  s top  t rea t i ng  ex i s t i ng  cus tomer s  as
V IPs ,  because  passe r s -by  see  the  queue  and  wa l k  on .  The  bes t
venues  keep  b ig  tou rnament s  f ree  to  watch  so  the  cu r ious  can
wander  i n .  Speak  to  the  i nne r  c i r c le ,  and  keep  the  doo r  open .

10. TALK TO THE INNER CIRCLE. BUILD
THE DOOR FOR EVERYONE ELSE.

“A LOT OF TOURNAMENTS
REMAIN FREE TO ATTEND AS A
SPECTATOR... SO THAT GIVES
POTENTIAL CURIOUS
AUDIENCES THE OPPORTUNITY
TO GO AND HAVE A LOOK,
EXPERIENCE WHAT IT IS. THEY
MIGHT THEN SIT DOWN AND
PLAY.”
I A N  S E N I O R ,  H E A D  O F  C O N S U M E R
E X H I B I T I O N S ,  E X C E L  L O N D O N
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At ten t ion  i s  a  t ransac t ion :  bought ,  i n te r rup ted ,

bo r rowed  and  gone  i n  a  sc ro l l .  T ime  i s  a

re la t ionsh ip :  chosen ,  l ooked  fo rward  to ,  and  i t

adds  up .  The  i ndus t r y  has  chased  a t ten t ion  fo r  a

decade  because  i t ' s  easy  to  coun t .  Chosen  t ime

can ' t  be  bought  o r  faked ,  so  you  can  t r u s t  i t .

So  te s t  eve r y  p lan  aga in s t  one  ques t ion :  wou ld

fans  choose  to  spend  t ime  on  th i s?

THE FRAME. TIME IS THE LAST HONEST
METRIC

“FROM A BEHAVIOURAL
SCIENCE PERSPECTIVE, TIME IS
THE LAST HONEST METRIC...
YOU CAN'T GET TIME BACK. YOU
CAN GET MONEY BACK, YOU
CAN GET ANYTHING BACK, BUT
YOU CAN'T GET TIME BACK.”
L E A  K A R A M ,  F O U N D E R  &  C E O ,
M I N D S C O P E  B E H A V I O U R A L
L A B S

D R A W N  F R O M :  D A T A  D R O P  ·
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EARN THE TIME
Nine questions to ask before you sign off a plan

1 .  I s  t h i s  r e n t i n g  o r  b u i l d i n g ?  S a y  w h i c h ,  a n d
b u d g e t  f o r  i t .

2 .  H a v e  w e  p l a n n e d  b y  w h a t  f a n s  d o :  c o l l e c t ,
m a k e ,  q u e u e ,  s h a r e ,  c o m e  b a c k ?

3 .  D i d  w e  t u r n  u p  a n d  l i s t e n  b e f o r e  a s k i n g  f o r
a n y t h i n g ?

4 .  I s  t h e r e  m o n e y  f o r  a f t e r  t h e  l a u n c h ,  a n d  d o
w e  m e a s u r e  r e t u r n  r a t e  a n d  r e p e a t  p u r c h a s e ?

5 .  D o e s  t h e  l i v e  b i t  g i v e  s t r a n g e r s  a  r e a s o n  t o
t a l k  a n d  r e g u l a r s  a  r e a s o n  t o  r e t u r n ?

6 .  C a n  f a n s  s e e  t h e  e f f o r t ,  a n d  a r e  w e  o p e n
a b o u t  A I ?

7 .  D i d  w e  s p e n d  o n  t h e  t h i n g  f i r s t ,  t h e n  t h e
r e a c h ?

8 .  I s  t h e  d o o r  o p e n  t o  n e w c o m e r s ?

9 .  D o  w e  c o u n t  t h e  t i m e  p e o p l e  c h o o s e  t o  g i v e ,
o r  o n l y  i m p r e s s i o n s ?



We never tell speakers what to say. We bring in people who know their stuff, let them do their
thing, and ask them to challenge the room. I was still trying to process Zoe in the morning as
well as the other panels when Lea landed in the afternoon.

So, like me, take it back to the office and work it through. You may not agree, and it may not
suit your business, but it’s all there to be discussed and mulled over. Sometimes confirmation
is as valuable as new information. 

I would say this, as someone who runs an experiential agency, but nearly every panel came
back to the same thing: do more live. We can also see that the marketing industry has a
fandom fetish at the moment. Fine: work with fandom, do more live stuff, but do it properly,
do it kindly, do it nicely and just do it well and if you need a hand to get there please give us
a shout at Experience12 (experience12.com). There’s far more in our fan data than fits here,
by fandom, age and platform, and we’re happy to cut it for your audience.

Finally, Lea set you some homework: strike any metric that's bought, borrowed, autoplayed or
interrupted. Map where your communities really are and how you reward them. 

Thanks to every panellist and speaker, and to Zoe and Lea.

Chris

Over to you



Thanks
L o n d o n :  Zoe  Scaman ,  Lea  Ka ram,  Dan i  Rayne r ,  Gena-mour  Ba r re t t ,  Cameron  Robe r t son ,  Ca l v i n  I nnes ,  Dave

Jew i t t ,  Ne i l  Gor ton ,  L i sa  Mar ie ,  Cass ie  Hughes ,  J u l i a  Kamoda ,  Nadege  Dubant ,  T i l l y  Payne ,  R i cha rd  Ba rnes ,

M i ke  E l l i s ,  Lee  Espos i to ,  M ichae l  Lo i zou ,  Lou  Jones ,  I an  Sen io r ,  Deborah  Sheppard ,  Car la  B radfo rd ,  Chee

Keong  Cheung ,  Beat r i ce  Mus tocea ,  Jo  Redfe rn ,  Jo sh  B loom &  Dan  Se to

N e w  Y o r k :  Mat thew Su l l i van-Pond ,  E l i zabeth  M inke l ,  K im  He rnandez ,  Ca l v i n  I nnes ,  Sam S tone ,  Joos t  van

Dreunen ,  B r ian  Dav id-Mar sha l l ,  Ben  Goodman ,  M i ke  Mone l l o ,  S tu  Levy ,  M i ke  D 'A le s s io ,  Dan i  Rayne r ,  Ta t iana

Tacca  &  F rank  Rose

TO ALL THE CONTRIBUTORS:

The  Expe r ience 12  team:  Ke l sey  Ch r i s tou  &  Ta r iq  Shaded .  The  MCM team,  and  Exce l  London .  The  H i re

F requenc ies  team fo r  t he  tech  suppor t ,  bo th  o f f  and  ons i te .  V ideography :  O i s i n  Car r ,  The  86 th  F loo r .

Pho tog raphy :  N ick  And rews .

BEHIND THE SCENES

Eve r yone  who  came to  the  summi t :  we  know you r  t ime  i s  more  p rec ious  t han  eve r ,  so  t hanks  fo r  choos ing  to

spend  i t  w i th  u s  and  fo r  be ing  such  a  g rea t ,  engaged  c rowd .  See  you  nex t  t ime

THE SUMMITEERS



Experience12 is the experiential agency for
brands that live in pop culture, and the team
behind the Popcultr Marketing Summit.
Independent and award-winning, based in
London, operating globally.

Conventions and exhibitions, experience
design, experiential events, PR stunts, press
and influencer engagement, and national
and worldwide tours.

We've spoken to more than 13,000 fans face
to face since 2018, and we'll cut that data for
your fandom, by age and platform.

BOOK A FAN AUDIT →

mailto:chris@experience12.com?subject=Fan%20audit
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