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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 Whittle
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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
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The  day  opened  w i th  Expe r ience 12 ' s  own  fan  re sea rch .  Ch r i s  Wh i t t l e

ran  th rough  the  May  2026  wave :  957  face- to- face  i n te r v iews ,

co l l ec ted  i n  t he  neu t ra l  a reas  o f  MCM London .  I t  adds  to  more  than

13 ,000  i n te r v iews  f rom the  same f l oo r  s i nce  20 18 .

The  head l i nes  te l l  you  whe re  to  f i nd  th i s  aud ience ,  how they  watch

and  what  b r i ngs  t hem back .  Games  a re  the  de fau l t  a t  MCM:  mos t

fans  p lay ,  and  mos t  say  i t ' s  good  fo r  t hem.  The  feed  has  sp l i t ,  w i th

each  age  g roup  l i v i ng  on  a  d i f fe ren t  p la t fo rm .  L i ve  TV  has  a l l  bu t

gone .  Fewer  a re  i n  f u l l - t ime  work  t han  a t  any  May  show we ' ve

su r veyed .  And  what  b r i ngs  peop le  back  i s  cosp lay ,  commun i t y  and

meet i ng  the i r  mates  i n  rea l  l i f e ,  no t  t he  ce leb r i t y  pane l s .  As  Ch r i s  pu t

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

The Data Drop:
Experience12
Fan Research
C H R I S  W H I T T L E
F O U N D E R  &  C E O ,  E X P E R I E N C E 1 2



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.



M o s t  o f  t h e  r o o m  p l a y s

The  head l i ne  f rom Chr i s :  games  a re  the  de fau l t  i n  t he  bu i ld i ng .

84% o f  fans  p lay  v ideo  games ,  and  PC i s  now the i r  favou r i te

p la t fo rm ,  p ic ked  by  5 1%  o f  p laye r s .  76% o f  p laye r s  say  games  a re

good  fo r  t he i r  men ta l  hea l th ,  and  on l y  4% say  they ' re  bad  fo r  i t .

The  f l i p  s ide  i s  j u s t  a s  u se fu l .  6 1%  o f  t he  fans  who  don ' t  p lay  a re

women ,  and  they ' re  a  d i f fe ren t  aud ience  a l togethe r :  tw ice  as

l i ke l y  to  l o ve  f i lm ,  and  nea r l y  fou r  t imes  as  l i ke l y  to  want  beau t y

b rands  a t  MCM.  Age  sp l i t s  i t  aga in .  42% o f  ove r -35s  don ' t  p lay

games ,  and  65% wou ld  ra the r  watch  shows  and  f i lms  on  a  TV  than

on  a  phone .  Ch r i s ' s  r ead  was  tha t  ove r -35s  s t i l l  keep  the i r  d ramas

separa te .  They ' ve  go t  t he i r  own  l i v i ng  rooms .  So  a  b rand  go ing

af te r  non-p laye r s  needs  a  d i f fe ren t  p lan ,  bu i l t  a round  f i lm  and

beauty .

61%
Non-Players
A different audience altogether

of the fans who don't play are women.

42%
of over-35s don't play games.
65% would rather watch on a TV than a phone.

Over-35s
Their own living rooms



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



E v e r y  a g e  g r o u p  h a s  i t s  o w n  f e e d

The  p la t fo rm  fans  ge t  t he i r  i n fo rmat ion  f rom now depends  on  how

o ld  they  a re .  66% o f  unde r - 18 s  say  T i k Tok  i s  t he i r  ma in  p la t fo rm ,

and  on l y  12% say  I n s tag ram.  D i sco rd- f i r s t  fans  (D i sco rd  i s  t he

chat  app  p laye r s  l i ve  on )  a re  the  heavy  p laye r s :  42% o f  t hem p lay

more  than  20  hou r s  a  week ,  tw ice  the  room ave rage ,  and  77%

game on  PC aga in s t  5 1%  o f  t he  room.  And  26% o f  ove r -35s  s t i l l

say  Facebook  i s  t he i r  ma in  p la t fo rm ,  wh ich  Ch r i s  ca l l ed  te r r i f y i ng .

H i s  po in t  was  tha t  p la t fo rms  a re  c lo sed  loops .  T i k Tok- f i r s t  fans

get  a l l  t he i r  i n fo rmat ion  the re ,  and  on l y  8%  o f  t hem f i nd  new

th ings  on  I n s tag ram.  So  you  can ' t  r e l y  on  one  p la t fo rm .  You  have

to  p lan  ac ros s  seve ra l .

He  f lagged  the  D i sco rd  f igu re  fo r  anyone  ou t s ide  games  i n

pa r t i cu la r .  I t  may  be  news  to  b rands  tha t  don ' t  wo r k  i n  t ha t

wor ld .

77%
Heavy 
Players
Discord-first fans

of Discord-first fans game on PC.

Against 51% of the room. 42% play 20+
hours a week, twice the average. Base:
Discord-first fans, n=132.



L i v e  T V ' s  o v e r

The  number s :  83% pay  fo r  Ne t f l i x ,  mos t  pay  fo r  t h ree  s t reaming

se r v i ces ,  and  38% pay  fo r  fou r  o r  more ,  Ne t f l i x ,  P r ime  V ideo  and

D i sney+ ,  p l u s ,  mo re  o f ten  than  no t ,  C runchy ro l l .  On l y  3%  watch

l i ve  TV ,  and  90% watch  TV  th rough  s t reaming .

"So r r y ,  Beeb , "  was  Ch r i s ' s  ve rd ic t .  L i ve  TV  i s  ove r ,  and  the  way

con ten t  i s  de l i ve red  has  sh i f ted  en t i re l y .

An ime  runs  t h rough  a l l  o f  t h i s .  Ch r i s  ca l l ed  i t  a  ve r y ,  ve r y

impor tan t  s t rand  o f  t he  re sea rch .  The  t yp ica l  woman  a t  MCM i s  1 8

to  24 ,  l o ves  an ime  and  l i ve s  on  T i k Tok ,  so  p lan  to  reach  he r

th rough  an ime  and  T i k Tok  ra the r  t han  a  l i ve  TV  b reak .

H O W  T H E Y  W A T C H
Stream 90%

Netflix 83%

4+ subs 38%

Live TV 3%

Sorry, Beeb
Live TV is over

3%
watch live TV.
Base: May 2026, n=803. 83% pay for Netflix; 38% pay for four or more services.



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
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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



T h e  h i t s
The  h i t s  had  one  th i ng  i n  common :  t hey  spoke  to  the i r  aud ience

on  i t s  own  te rms ,  and  i t  pa id  o f f .

One  was  a  t ra i ne r  f i lm  tha t  neve r  once  sa id  " t ra i ne r " .  The

s t ree twear  b rand  and  N i ke  ta l ked  abou t  c repes ,  cas t  faces  i t s

own  c rowd wou ld  know and  pu t  D i zzee  Rasca l  unde rneath  i t .  The

comment s  ca l l ed  i t  t he  bes t  marke t i ng  i n  yea r s .

Ano the r  was  a  game launch  bu i l t  on  hones t y .  The  deve lope r s

warned  p laye r s  abou t  bugs  and  cheate r s  and  ta l ked  to  them

eve r y  day .  By  Cameron ' s  accoun t  t hey  hoped  fo r  30 ,000  p laye r s

and  go t  a round  400 ,000  on  day  one .  Ca l v i n  sa id  i n vo l v i ng  the

aud ience  g i ves  t hem s k i n  i n  t he  game.

The  th i rd  h i t  was  a  sh i f t :  c rea to r s  bu i ld i ng  the  I P  t hemse l ves ,  f rom

Mark ip l i e r ' s  I r on  Lung  to  Rob lox  h i t s  l i ke  Grow a  Garden ,  w i th  t he

aud ience  a l ready  wa i t i ng .

“I love that they have
prioritised speaking
directly to their audience.” 
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



““It's just a greatIt's just a great
example of knowingexample of knowing
your audience, notyour audience, not
compromising yourcompromising your
audience, and thataudience, and that
paying dividends.paying dividends.””

“It's just a great
example of knowing
your audience, not
compromising your
audience, and that
paying dividends.”
GENA-MOUR BARRETTGENA-MOUR BARRETT
SENIOR SOCIAL MARKETING LEAD, NETFLIXSENIOR SOCIAL MARKETING LEAD, NETFLIX
GENA-MOUR BARRETT
SENIOR SOCIAL MARKETING LEAD, NETFLIX



T h e  m i s s e s

The  conve r sa t ion  tu rned  to  the  m i s ses ,  and  what  goes  wrong  when

the  marke t i ng  ca l l  comes  be fo re  anyone  unde r s tands  the  cu l t u re .

A  beaut y  b rand  launched  a  p roduc t  bu i l t  on  a  t rend  w i thou t

c red i t i ng  the  c rea to r  who 'd  made  i t  popu la r ,  and  the  back lash

was  huge .  A  ma jo r  foo tba l l  tou rnament  added  b reaks  and  a

longe r  ha l f - t ime  show tha t  su i ted  adve r t i se r s  ove r  fans .  A  f i lm

campa ign  tha t  p layed  on  i t s  own  bad  rev iews  d idn ' t  f i l l  sea t s ,

because  peop le  weren ' t  su re  what  t hey  were  buy i ng .

Tha t  f i lm  ra i sed  the  ques t ion  o f  s ta r  power .  Cameron  sa id  b ig

names  don ' t  pu l l  l i ke  t hey  u sed  to .  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 .

“The main reason self-
deprecating content
like this doesn't work is
confusion. If you don't
know the product,
you're not going to go
see it.” 
C A M E R O N  R O B E R T S O N
C R E A T O R ,  N I C K  A N D  C A M



““Unless you listen to what the fansUnless you listen to what the fans
want and you understand what thewant and you understand what the

fans are looking for and whatfans are looking for and what
brought them to the game in thebrought them to the game in the
first place ... it's just not going tofirst place ... it's just not going to

work.work.””

“Unless you listen to what the fans
want and you understand what the

fans are looking for and what
brought them to the game in the
first place ... it's just not going to

work.”
CALVIN INNESCALVIN INNES

CONSULTANT STRATEGY DIRECTOR, INNES CONSULTINGCONSULTANT STRATEGY DIRECTOR, INNES CONSULTING
CALVIN INNES

CONSULTANT STRATEGY DIRECTOR, INNES CONSULTING



W h a t ' s  n e x t

The  la s t  ques t ion  was  what  sh i f t  w i l l  s hape  the  nex t
yea r ,  and  the  pane l  l anded  i n  t he  same p lace .

Cameron  expect s  A I  to  f l ood  the  feed ,  and  peop le  to
go  look i ng  fo r  t he  oppos i te :  l i ve  even t s ,  l i ve  s t reamer s
and  rea l  peop le  mak ing  rea l  t h i ngs .  

Gena-mour  a l ready  sees  a  pu l l  towards  ana logue
hobb ies  on  T i k Tok ,  and  expect s  a  "pe r fo rmance  o f
e f fo r t " ,  l i ke  s top  mot ion .

Ca l v i n  backed  f lawed  bu t  genu ine  wor k ,  and  was  so f te r
on  A I :  i n  a  few yea r s  i t ' s  j u s t  ano the r  too l .  Fo r  b rands ,
t he  wor k  t ha t  shows  i t s  mak ing  i s  t he  wor k  t ha t  w i l l
s tand  ou t .

“For the stuff that really stands
out, it's having that real human
touch and that human eye.” 
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



“th“they still kept their audienceey still kept their audience
because they were truthful andbecause they were truthful and

really like proactive with theirreally like proactive with their
audience. They just alwaysaudience. They just always

talked to us, so we knew whattalked to us, so we knew what
was going onwas going on””

“they still kept their audience
because they were truthful and

really like proactive with their
audience. They just always

talked to us, so we knew what
was going on”

CAMERON ROBERTSONCAMERON ROBERTSON
CREATOR, NICK AND CAMCREATOR, NICK AND CAM

CAMERON ROBERTSON
CREATOR, NICK AND CAM



D a n i ' s  r e a d

The  ses s ion  came down  to  one  l i ne  f rom Dan i .  B rands
can ' t  manufac tu re  re levance ,  and  t roub le  s ta r t s  when
the  marke t i ng  dec i s ion  i s  made  ahead  o f  cu l t u ra l
unde r s tand ing .

D r  Pepper  t u rn i ng  a  T i k Toke r ' s  song  i n to  i t s  TV  j i ng le
was  Gena-mour ' s  examp le  o f  do ing  i t  we l l .

The  f i xes  we re  p rac t i ca l :  r e sea rch  whe re  an  idea
came f rom ,  and  bu i ld  a  team w i th  d i ve r s i t y  o f  t hough t ,
whe re  eve r ybody ' s  go t  a  d i f fe ren t  Fo r  You  page .

““We can't manufactureWe can't manufacture culture. culture.
We've got to We've got to earn our place in itearn our place in it and and
really understand the communitiesreally understand the communities
that we're speaking with.”that we're speaking with.”  

“We can't manufacture culture.
We've got to earn our place in it and
really understand the communities
that we're speaking with.” 
D A N I  R A Y N E RDANI  RAYNER
F A N D O M  &  P O P  C U L T U R EFANDOM  &  POP  CULTURE
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 ,CONSULTANT ,  FORMERLY  NETFL IX ,
B B C ,  B A F T ABBC ,  BAFTA

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  Popcu l t r  Ed i t  ran  i n  bo th  c i t i e s ,  w i th  Dan i  Rayne r  hos t i ng  bo th :
New Yo r k  on  9  Octobe r ,  London  on  23  Octobe r .  London ' s  pane l  came

f rom Net f l i x ,  a  c rea to r  duo  and  a  consu l tancy .  New Yo r k ' s  came f rom
an ime  and  games  consu l t i ng  and  Co lumb ia ' s  D ig i ta l  S to r y te l l i ng  Lab .

Bo th  rooms  wanted  to  see  the  human  e f fo r t .  I n  London ,  Gena-mour
Ba r re t t  ca l l ed  i t  t he  pe r fo rmance  o f  e f fo r t .  I n  New Yo r k ,  Ta t iana
Tacca ' s  mak ing-o f  beat  t he  f i n i shed  an imat ion .  Bo th  saw peop le
mov ing  back  to  the  rea l  wo r ld ,  f rom l i ve  even t s  and  ana logue  hobb ies
i n  London  to  pop-ups  and  theme pa r k s  i n  New Yo r k .  And  bo th  rooms

heard  pushback  on  A I .

THE POPCULTR EDIT: LONDON AND
NEW YORK

“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 ,  L O N D O N
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



Misses .  London  named  them:  an  unc red i ted  beaut y  t rend ,  t he  Wor ld

Cup ' s  h yd ra t ion  b reaks  and  a  f i lm  tha t  l eaned  on  i t s  bad  rev iews .  New

York  named  none  and  tu rned  the  ques t ion  i n to  oppor tun i t i e s .

Sca le .  New Yo r k  gave  more  we igh t  to  b ig  phys i ca l  I P  wo r ld s ,  l i ke  Ne t f l i x

House  and  D i sney  Pa r k s .  London ' s  h i t s  we re  sma l l e r :  a  word  on l y  i t s

c rowd  wou ld  ge t ,  and  a  game team tha t  to ld  p laye r s  t he  t r u th .

Fo r  marke te r s ,  t he  sha red  le s son :  show the  wor k  beh ind  what  you  make ,

and  g i ve  fans  somewhere  rea l  to  go .

“audiences today really love
seeing how things are made
and showing that it's
human-made.”
T A T I A N A  T A C C A ,  N E W  Y O R K
C E O  A N D  F O U N D E R ,  O N I  V I S I O N

WHERE THE ROOMS
DIFFERED



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



““Fans didn'tFans didn't
objectobject to the to the
technology; theytechnology; they
objected to itobjected to it
taking the tithe.”taking the tithe.”

“Fans didn't
object to the
technology; they
objected to it
taking the tithe.”
ZOE SCAMANZOE SCAMAN
FOUNDER, BODACIOUSFOUNDER, BODACIOUS
ZOE SCAMAN
FOUNDER, BODACIOUS



F a n s  p a y  a  t i t h e

I n  March  20 17  an  anonymous  wr i te r  began  pos t i ng  a  Ha r r y  Po t te r

fan  f i c t i on  on  AO3 ,  a  fan  f i c t i on  a rch i ve ,  ca l l ed  A l l  t he  Young

Dudes .  I t  took  20  months ,  ran  to  a round  527 ,000  words  and  was

f ree  fo r  anyone  to  read .

Then  the  reade r s  made  more  o f  i t .  They  wro te  sp in -o f f s ,

t rans la ted  i t  chapte r  by  chapte r ,  p r i n ted  and  hand-bound  the i r

own  cop ies  and  cu t  T i k Tok  ed i t s .  B y  2023  i t  had  passed  9  m i l l i on

h i t s ,  mo re  than  any th i ng  e l se  on  the  a rch i ve .  Nobody  was  pa id  fo r

any  o f  i t .

Two  yea r s  ago  Zoe  to ld  th i s  summi t  t ha t  fans  a re  c r i t i ca l

i n f ras t ruc tu re  fo r  an  I P .  Th i s  yea r ' s  po in t  was  tha t  f ree  fan  wor k  i s

what  keeps  an  I P  a l i ve ,  so  i t ' s  t he  f i r s t  t h i ng  to  p ro tec t  when  you

b r i ng  i n  A I .

“That is the tithe. It is time and effort
given freely, and it is how fans make
something of their own and how they
earn their place among each other.” 
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


1 . Fans  pay  a  t i t he :  t he  t ime  they  g i ve  f ree l y  i s  what

IP  r uns  on

2 . Fans  know where  the  e f fo r t  shou ld  be :  A I  i n  t he  a r t

ge t s  pun i shed ,  A I  i n  t rans la t ion  doesn ' t

3 . The  boa rd  want s  i t ,  t he  fans  don ' t  t r u s t  i t :  t he re ' s

no  room fo r  e r ro r

4 . Leave  someth ing  un f i n i shed :  Ha t sune  M i ku ' s  fans

bu i l t  he r ,  and  use  A I  whe re  the  mak ing  s tay s  t he i r s

5 . One  I P ,  many  ac t i v i t i e s :  map  how much  fans  make

in  each  one

6 . Don ' t  touch  the  t i t he :  u se  A I  beh ind  the  scenes ,

neve r  i n  t he  mak ing

“The question here isn't how much
AI you can get away with, it's how
much of your IP is genuinely [the
fans'].”
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

The argument



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



B e  r e a d y  f o r  t h e  b r e a k o u t  y o u  d i d n ' t  p l a n

The  pane l  ta l ked  abou t  t he  b reakou t  nobody  p lans  fo r .  E ve r y

launch  p lan  hopes  to  ge t  s t reamed  by  a  b ig  name and  go  v i ra l .

Ne i l  sa id  "go  v i ra l "  i s  t he  word  he  ha tes  mos t .

The  fo r  you  page  now le t s  a  p laye r  who ' s  s imp l y  exc i ted  go  v i ra l

w i thou t  be ing  a  househo ld  name ,  and  i t ' s  ha rd  to  p red ic t  who .

Ne i l ' s  team bu i l t  a  f i r s t -pe r son  shoote r  and  expected  the  weapon

en thus ias t s .  The  b reakou t  s ta r  t u rned  ou t  to  be  a  s t reamer  who

dres ses  as  a  w i za rd ,  re fu ses  to  u se  a  gun  and  cha rges  i n  w i th  t he

defau l t  kn i fe .  B igge r  s t reamer s  now ask  h im  on to  the i r  s t reams .

Mos t  o f  t he  pane l  ag reed  you  can ' t  p red ic t  i t .  Cass ie  added  a

warn ing  f rom the  c rea to r  s ide :  j udge  a  c rea to r  on  how peop le

engage ,  because  b ig  number s  a lone  mean  l i t t l e .

“The breakaway star has been a
fabulous man that dresses as a wizard
for his streams, and he refuses to use
any guns ... in a million years, we could
not have counted on such lunacy
driving eyeballs.” 
N E I L  G O R T O N
S E N I O 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



““Being front page onBeing front page on
Twitch doesn't really meanTwitch doesn't really mean
anything. Sorry, it doesn't.anything. Sorry, it doesn't.
It's just numbers. But howIt's just numbers. But how
are people engaging withare people engaging with
that content?that content?””

“Being front page on
Twitch doesn't really mean
anything. Sorry, it doesn't.
It's just numbers. But how
are people engaging with
that content?”
CASSIE HUGHESCASSIE HUGHES
CREATOR, DIRECTOR AND CONSULTANT,CREATOR, DIRECTOR AND CONSULTANT,
GEEKYCASSIEGEEKYCASSIE

CASSIE HUGHES
CREATOR, DIRECTOR AND CONSULTANT,
GEEKYCASSIE



E v e r y  c o r n e r  o f  t h e  f a n d o m  n e e d s  a

r e a s o n

The  conve r sa t ion  tu rned  to  keep ing  a  l ong- runn ing  fandom.

League  has  r un  fo r  a round  1 7  yea r s  and  patches  eve r y  two  weeks .

No t  eve r y  pa tch  exc i te s  eve r yone ,  and  L i sa  sa id  i t  doesn ' t  have

to .  A  fandom tha t  deep  has  co rne r s ,  each  wa i t i ng  fo r  i t s  own

th ing :  a  game mode ,  a  champ ion ,  a  s k i n .  Fo r  marke te r s ,  t ha t

means  p lann ing  fo r  each  co rne r  o f  a  fandom as  i t s  own  aud ience ,

wh i l e  keep ing  one  s to r y  fo r  t he  who le .

Ne i l  has  spen t  mos t  o f  h i s  ca ree r  i nhe r i t i ng  commun i t i e s .  Even  a

new game a r r i ves  w i th  p laye r s  f rom the  la s t  one ,  and  the  wor k  i s

p rov i ng  i t  dese r ves  t he i r  t ime .

“Now I'm starting to see a rise of
people that are learning League

and being bad at League, and
people really love to see that.” 

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



G i v e  c r e a t o r s  t h e  t i m e  y o u  w a n t  b a c k

On c rea to r  t ime ,  t he  p rob lem i s  s imp le .  B rands  want  c rea to r s  to

g i ve  a  game the i r  t ime ,  and  don ' t  a lways  g i ve  c rea to r s  any .

Cass ie  sa id  a  rev iew  code  (ea r l y  access  to  t he  game)  tha t  a r r i ve s

the  day  be fo re  launch ,  o r  on  the  day ,  means  she  can ' t  make

any th i ng  she ' s  p roud  o f  i n  t he  w indow the  b rand  i s  measu r i ng .

She ' l l  o f ten  p lay  i t  a  month  la te r ,  l ong  a f te r  t he  repo r t ' s  been

wr i t ten .

She  a l so  sa id  b rands  pay  the  same fo r  sho r t  fo rm  as  fo r  a  two-

hou r  s t ream,  and  b r ie f s  m i s s  what  aud iences  ca re  abou t .  He r

commun i t y  doesn ' t  want  t he  specs .  They  want  to  know how l igh t  i t

i s  to  ho ld .

The  pane l  ag reed  s t ra igh t  away :  re spec t  a  c rea to r ' s  t ime  as  much

as  a  p laye r ' s .  Ne i l  has  pushed  fo r  NDAs  and  codes  two  weeks

ea r l y ,  t hough  he  admi t ted  i t ' s  a  gamb le  when  bu i ld s  change  la te .

“My community do not
care about the specs.
They're like, how light is it
to hold?” 
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



““You've got Resident Evil,You've got Resident Evil,
and it doesn't so much belongand it doesn't so much belong

to the company as it does toto the company as it does to
the folks you see downstairsthe folks you see downstairs

walking around as thesewalking around as these
obscure characters, andobscure characters, and

you've just got to understandyou've just got to understand
that the game belongs tothat the game belongs to

them.them.””

“You've got Resident Evil,
and it doesn't so much belong

to the company as it does to
the folks you see downstairs

walking around as these
obscure characters, and

you've just got to understand
that the game belongs to

them.”
NEIL GORTONNEIL GORTON

SENIOR COMMUNITY MANAGER, FENRIS CREATIONSSENIOR COMMUNITY MANAGER, FENRIS CREATIONS
NEIL GORTON

SENIOR COMMUNITY MANAGER, FENRIS CREATIONS



K n o w  t h e m  b e f o r e  y o u  n e e d  t h e m

Nex t  came the  r i s k  o f  t y i ng  a  game to  one  b ig  c rea to r .

When  one  o f  t he  ma in  faces  o f  a  h i t  shoo te r  moved  on ,

peop le  as sumed  the  game was  dy i ng .  L i sa  sa id  the  r i s k

runs  bo th  ways :  some  c rea to r s  ge t  s tuck  on  the  one

game the i r  channe l  i s  bu i l t  on ,  and  the  pass ion  goes .

Ne i l ' s  answer  was  pa t ience .  He  spends  hou r s  i n

c rea to r s '  cha t s ,  o f ten  on  games  tha t  a ren ' t  h i s ,  so  he

knows  them befo re  i t ' s  t ime  to  wor k  togethe r .  He

ca l l ed  i t  con t rac tua l l y  ob l iga ted  s ta l k i ng .  The  po in t  i s

to  know why  an  aud ience  wou ld  ca re  be fo re  back ing  a

c rea to r .

Cass ie  sa id  th i s  scou t i ng  s i t s  w i th  commun i t y

manager s ,  so  cu t t i ng  those  ro le s  cos t s  you  the

c rea to r s  too .  When  the  team beh ind  a  game she  lo ved

went ,  t he  D i sco rd  empt ied .

“I much prefer as a community manager
taking so much time out of my day or
week in going through channels and
finding someone who seems to be
authentically having fun with the game
they're playing, even if it's not our game.”
N E I L  G O R T O N
S E N I O 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



““Finger in the air: ‘thatFinger in the air: ‘that
influencer has a reallyinfluencer has a really
big audience, let's throwbig audience, let's throw
all of our budget behindall of our budget behind
getting that person togetting that person to
play the game.’ Why?play the game.’ Why?””

“Finger in the air: ‘that
influencer has a really
big audience, let's throw
all of our budget behind
getting that person to
play the game.’ Why?”
L ISA MARIEL ISA MARIE
UK & NORDICS COMMUNITY LEAD, LEAGUEUK & NORDICS COMMUNITY LEAD, LEAGUE
OF LEGENDS, R IOT GAMESOF LEGENDS, R IOT GAMES

L ISA MARIE
UK & NORDICS COMMUNITY LEAD, LEAGUE
OF LEGENDS, R IOT GAMES



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



J o i n  t h e  s t o r y

The  pane l  ta l ked  abou t  how a  b rand  ea rns  i t s  p lace  i n  someone

e l se ' s  s to r y .  Nadege  s ta r ted  w i th  au then t i c i t y :  u se  the  I P ' s  codes

w i thou t  damag ing  them,  and  ex tend  an  expe r ience  fans  a re

a l ready  l i v i ng .  T i l l y ' s  team beg in s  eve r y  I P  conve r sa t ion  the  same

way .  I n  t he  wor ld  o f  t h i s  f i lm  o r  game ,  what  wou ld  the  AA

actua l l y  do?  I n  Ju ras s i c  Wor ld ,  f u l l  o f  j eopardy  and  c ru shed

Jeeps ,  keep ing  you r  ca r  mov ing  mat te r s  a  l o t .

Someone  once  desc r ibed  i t  to  he r  as  hav ing  you r  pho to  taken

w i th  a  ce leb r i t y .  You  look  coo le r  fo r  be ing  i n  t he  p ic tu re ,  bu t  t he

ce leb r i t y  s t i l l  has  to  be  f ron t  and  cen t re .

The  s t ronges t  ve r s ion  i s  a  sha red  human  t r u th ,  l i ke  P r i ng le s  and

Mar io .  A  s i ng le  B i rd s  Eye  i n s igh t  l ed  a  who le  boa rd  game

campa ign .

“Every time we look at a potential
IP, we think about in the world of
that IP, what would be the role for
the AA? Which might not always
be obvious.”
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



““You can't force it onYou can't force it on
anybody. It has to beanybody. It has to be
truly open andtruly open and
collaborative.collaborative.””
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RICHARD BARNES
CEO, BRIDGE



S t a r t  w i t h  t h e  w h y

The  conve r sa t ion  tu rned  to  what  bo th  s ides  need  f rom the
s ta r t .  R i cha rd  runs  BR IDGE ,  wh ich  s i t s  be tween  the  b ig  I P
owner s  and  the  b rands  they  pa r tne r  w i th ,  and  h i s  adv ice  was
b lun t .  F i r s t ,  bo th  s ides  need  to  be  open  abou t  what  t hey ' re
rea l l y  t r y i ng  to  ach ieve  as  a  bus i nes s .  Don ' t  a s sume  i t ' s
sa le s ,  awareness  o r  engagement .

Nex t ,  d ig  i n to  the  aud ience  c ros sove r ,  and  wa l k  away  i f  i t
i s n ' t  t he re .  Then  keep  ta l k i ng  fo r  t he  yea r  o r  1 8  months  a
campa ign  runs ,  because  p r io r i t i e s  move .

On  p i tches ,  t he  pane l  ag reed .  Ju l i a  ge t s  a round  400  a
month  a t  Hasb ro .  The  ones  tha t  l and  a re  ta i l o red ,  w i th
aud ience  data  and  someth ing  f re sh ,  f rom a  pa r tne r  who ' s
pu t  t hemse l ves  i n  t he  b rand ' s  shoes .  R i cha rd  bo i l ed  i t  down
to  one  word .  Why?

“Why are you coming to us? ...
Make me understand why it's
good, and also why it's good for
you and why it could be good for
me.”
R I C H A R D  B A R N E S
C E O ,  B R I D G E



“A good partnership“A good partnership
usually is 100%usually is 100%
commitment, 80%commitment, 80%
alignment becausealignment because
it's a compromise.it's a compromise.
There is always aThere is always a
compromise.”compromise.”

“A good partnership
usually is 100%
commitment, 80%
alignment because
it's a compromise.
There is always a
compromise.”
NADEGE DUBANTNADEGE DUBANT
GLOBAL L ICENSING & PARTNERSHIPS DIRECTOR, DANONEGLOBAL L ICENSING & PARTNERSHIPS DIRECTOR, DANONE
NADEGE DUBANT
GLOBAL L ICENSING & PARTNERSHIPS DIRECTOR, DANONE



F e w e r ,  b e t t e r ,  d e e p e r

The  pane l  ta l ked  abou t  what  a  pa r tne r sh ip  i n  packaged  goods

used  to  mean :  a  cha rac te r  on  the  pack  and  some  bo r rowed  fame .

Nadege  sa id  tha t  e ra  i s  ove r  a t  Danone .  The  a im  now i s  sho r te r

campa igns  w i th  a  b roader  impact :  more  p laces  peop le  meet  i t ,  a

b igge r  s to r y  and  the  consumer  a t  t he  cen t re .  He r  r u le  i s  fewer ,

be t te r .

The  p roduc t  i t se l f  becomes  the  co l l ec t ib le ,  w i th  cha rac te r s  on

ind i v idua l  bo t t l e s .  And  i t  s ta r t s  w i th  t he  concept ,  l i ke  Kä rche r  and

Ghos tbus te r s ,  bu i l t  on  the  idea  tha t  c lean ing  i s  hun t i ng  ghos t s  o f

d i r t .

R i cha rd  sees  the  same f rom the  s tud io  s ide .  S tud ios  a re  choos ing

fewer  pa r tne r s  and  he lp ing  them go  deeper .

“When I joined Danone four years ago, the
way the company was doing brand
partnership was basically slapping a logo
character on the pack... What we're trying
to do now is develop shorter campaigns,
but with a much broader impact.”
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



““We want someoneWe want someone
to go, ‘Huh, The AAto go, ‘Huh, The AA
did that,’ because itdid that,’ because it
makes people andmakes people and
different groupsdifferent groups
who've neverwho've never
considered us look atconsidered us look at
us in fresh eyes.us in fresh eyes.””
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K e e p  t h e  f a n s  w a r m

The  conve r sa t ion  tu rned  to  what  happens  a f te r  l aunch .

Hasb ro  s i t s  on  bo th  k i nds  o f  fandom.  Monopo l y  i s  i n  85%

of  househo lds ,  by  Hasb ro ' s  f igu re ,  wh i l e  Dungeons  and

Dragons  and  Mag ic :  The  Gathe r i ng  have  sma l le r ,  deeper

fandoms  tha t  d r i ve  the  mos t  engagement .  So  Hasb ro

work s  t he  oppos i te  way  to  fewer ,  deeper ,  w i th  l o t s  o f

tes t -and- lea rns  w i th  b rands .  A  Dungeons  and  D ragons

campa ign  w i th  Domino ' s  i n  B raz i l ,  p lanned  fo r  s i x  weeks ,

was  gone  i n  abou t  ten  days .

R icha rd  qua l i f i ed  i t .  Tes t -and- lea rn  wor k s  because  Hasb ro

has  eve rg reen  b rands ,  and  fo r  many  s tud ios  eve r y th i ng

h inges  on  one  weekend .  He  a l so  asked  whethe r  se l l i ng  ou t

was  a  success  o r  a  p rob lem.  Hasb ro  i s  s t i l l  a s ses s i ng  i t .

T i l l y  want s  to  keep  fans  warm a f te r  t he  b ig  launch

moment s ,  w i th  budget  t ha t  r uns  pas t  l aunch .  She  was

hones t  i t ' s  s t i l l  a  wo r k  i n  p rog res s .

“The next step for us is moving from
these tentpole fireworks that we shoot
up to more of a culture ecosystem,
where we are building relationships
with fans that we then continue on and
we keep warm.”
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



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
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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



T h e  s h o p  i s  t h e  t h i r d  s p a c e

The  conve r sa t ion  s ta r ted  w i th  t he  shop .  The  h igh  s t ree t  has  f i l l ed

up  w i th  t rad ing  ca rd  shops  i n  t he  seven  yea r s  s i nce  M ichae l

Lo i zou  opened  h i s  f i r s t ,  and  the  d raw i s  t he  room as  much  as  t he

s tock .  H i s  p laye r s  sa id  the  b r igh t  l i gh t s  o f  a  h igh  s t ree t  shop

made  them fee l  sa fe r  t han  a  ren ted  ha l l .  They  no t i ced  the  c lean

to i l e t s ,  t he  wooden  tab les  and  the  comfo r tab le  cha i r s .  Then  ten

peop le  s i t  down  to  p lay ,  and  befo re  l ong  the re  a re  f i f t y .

The  pane l  ag reed  i t ' s  a  sac red  space .  B rands  can ' t  wa l k  i n  and

se l l  ha rd .  The  s ta f f  who  ask  a f te r  p laye r s '  dogs  and  b ro the r s  a re

what  keep  them coming  back ,  so  wor k  w i th  t hem.

M ichae l ' s  adv ice  to  marke te r s :  go  to  the  l oca l  game s to re ,  ta l k  to

peop le  the re  and  bu i ld  f rom the  g round  up .  F i f t y  p laye r s  t h i s

week  a re  s t i l l  t he re  s i x  months  la te r .

“I can tell you right now, I
had 50 customers last week
playing a game. Those 50
customers will be with me
six months later, and that's
probably the biggest part.”
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



“It matters. It is“It matters. It is
not justnot just
rectangles,rectangles,
cardboardcardboard
rectangles. Itrectangles. It
means so muchmeans so much
more.”more.”
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T h e  g a m e  i s  a  s h a r e d  l a n g u a g e

Lee  Espos i to  has  p layed  Mag ic :  The  Gathe r i ng  fo r  30  yea r s .  Fo r

h im ,  a  ca rd  game i s  a  repeatab le  soc ia l  e ven t :  p laye r s  a re  a lways

th i n k i ng  abou t  t he  nex t  game and  the  nex t  se t .  I t ' s  a l so  a  sha red

language ,  and  the  commun i t y  has  suppor ted  h i s  menta l  hea l th .

On  con ten t ,  t he  pane l  ag reed  on  one  th i ng  above  a l l .  Wh i l e

money ' s  t i gh t ,  fans  a re  tu rn i ng  on  c rea to r s  open ing  p i l e  a f te r  p i l e

o f  packs  and  i n f l uence r  boxes  nobody  cou ld  a f fo rd .  Too  much  o f

i t  does  damage ,  so  b r ie f  c rea to r s  on  how the  ca rds  p lay .  What

lands  i s  how a  ca rd  cou ld  wor k  and  the  hea r t  beh ind  the  game.

Lee ' s  adv ice  fo r  b rands :  l e t  c rea to r s  do  what  t hey ' re  good  a t .  H i s

game theo r y  wor k  d id  be t te r  t han  the  s t ra igh t  even t  cove rage  he

was  asked  to  make .

“It's not just a product; it's a
repeatable social event.
The people that are
involved in using TCGs are
always thinking about
what they're going to be
doing next.”
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



““We're taking our operationalWe're taking our operational
teams, doing play and learnteams, doing play and learn
initiatives with them, so theyinitiatives with them, so they
actually get to understand whatactually get to understand what
the game is.the game is.””
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K i n d n e s s  i s  a  s t r a t e g y

The  pane l  ta l ked  abou t  how you  marke t  to  a  commun i t y  t ha t ' s

pa r t  o f  what  you ' re  se l l i ng .  Lou  Jones  sa id  a  marke t i ng  p lan  fo r

i t  needs  c rea t i v i t y  and  data ,  p l u s  k i ndness ,  wh ich  Lou  ca l l ed  a

rea l  s t ra teg ic  ang le .  Do  even t s  s ta r t  a t  a  t ime  peop le  can  ge t

to?  I s  t he  space  access ib le  i n  eve r y  sense?  I s  anyone  ta l k i ng  to

the  p laye r s?

Lou ' s  bes t  re sea rch  has  come f rom s i t t i ng  down  to  p lay  Mag ic

and  Yu-Gi -Oh  w i th  c rea to r s  and  ask i ng  why  they  l o ve  the

game.  Ian  sa id  Exce l  does  the  same w i th  i t s  own  s ta f f ,  t h rough

p lay  and  lea rn  ses s ions .

On  pat ience ,  t he  pane l  ag reed .  I t  takes  yea r - long  s t ra teg ies

bu i l t  on  show ing  up  cons i s ten t l y ,  and  the  p laye r s  who  f i nd  the

r igh t  shop  a re  s t i l l  t he re  months  la te r .  Marke t i ng  he re  i s  a

long- te rm  buy .

“What the wider games
industry can learn from
tabletop is that the
community is part of the
product that you're selling.”
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



MICHAEL LOIZOUMICHAEL LOIZOU
DIRECTOR AND FOUNDER, THEDIRECTOR AND FOUNDER, THE

BROTHERHOOD GAMESBROTHERHOOD GAMES

MICHAEL LOIZOU
DIRECTOR AND FOUNDER, THE

BROTHERHOOD GAMES

““People are not just investingPeople are not just investing
into something to wininto something to win

anymore... they're investinganymore... they're investing
into something that is theirinto something that is their

own time. And time isown time. And time is
something that we can't buysomething that we can't buy

back. It is the most invaluableback. It is the most invaluable
thing that we've got in ourthing that we've got in our

lives.lives.””
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thing that we've got in our

lives.”



T h e  s l o w  b u i l d  w i n s

I an  Sen io r  has  watched  ca rd  tou rnament s  a t  Exce l  London

grow f rom sma l l  Mag ic  even t s  12  to  15  yea r s  ago  to  a  r un

o f  ma jo r  tou rnament s .  Fo r  a  l ong  t ime ,  he  sa id ,  venues

t rea ted  ca rd  games  as  f i l l e r ,  t ucked  i n  a  co rne r .  Tha t ' s

changed .

The  conve r sa t ion  came back  to  t ime .  R ipp ing  open  a  fo i l

pack  i s  i n s tan t  g ra t i f i ca t ion .  Bu i ld i ng  a  co l l ec t ion  i s  t he

defe r red  k i nd ,  and  tha t ' s  what  keeps  peop le  hooked .  I an

had  seen  the  same i n  kn i t t i ng  and  o the r  co l l ec t i ng

hobb ies .  P laye r s  l ook  a t  t he i r  co l l ec t ion  eve r y  day  and

want  to  add  to  i t .

P laye r s  pay  the i r  own  way  to  tou rnament s ,  o f ten  i n s tead

of  a  ho l iday .  Many  s tay  f ree  to  watch ,  wh ich  Ian  p icked

out  as  someth ing  ca rds  do  be t te r  t han  a lmos t  any  o the r

even t .  I t ' s  a  cheap  way  i n  fo r  t he  cu r ious .

“When we consider time, the
immediate gratification that is taken
from opening a foil pack and then the
deferred gratification of building a
collection over time is really, really
important.”
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



““If there's anything I would sayIf there's anything I would say
that the wider gamesthat the wider games
marketing industry can takemarketing industry can take
from the TCG community, justfrom the TCG community, just
sit down and talk to people likesit down and talk to people like
people, because at the end ofpeople, because at the end of
the day, that's who's buyingthe day, that's who's buying
your product.your product.””

“If there's anything I would say
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the day, that's who's buying
your product.”
LOU JONESLOU JONES
HEAD OF STRATEGY, YRSHEAD OF STRATEGY, YRS
TRULYTRULY
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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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Cards  on  the  Tab le  ran  i n  bo th  c i t i e s :  New Yo r k  on  9  Octobe r ,  London
on  23  Octobe r .  

London ' s  pane l  came f rom the  shop ,  t he  c rea to r ,  t he  agency  and  the
venue .  New Yo r k ' s  came f rom game des ign ,  pub l i sh i ng ,  i ndus t r y
ana l y s i s  and  p laye r  expe r ience .  London  ta l ked  mos t l y  abou t  how to
reach  p laye r s .  New Yo r k  ta l ked  mos t l y  abou t  how to  make  a  game
and  keep  i t  go ing .

Bo th  rooms  ag reed  on  fou r  t h i ngs .  

P lay  i s  soc ia l  f i r s t :  Lee  ca l l ed  a  ca rd  game a  repeatab le  soc ia l  e ven t ,
and  i n  New Yo r k  Joos t  sa id  p lay  i s  a lways  j u s t  an  excuse  to  hang  ou t
w i th  o the r  peop le .  The  l oca l  s to re  i s  t he  cen t re  o f  i t ,  a  sac red  space
in  London ,  and  i n  New Yo r k  B r ian  compared  the  peop le  who  run  them
to  peop le  who  run  chu rches .  P laye r s  keep  th i n k i ng  abou t  t he  game
between  games .  And  l i censed  I P  i s  pou r i ng  i n ,  a s  M ichae l  pu t  i t  i n
London ,  so  a  b rand ' s  ca rd  game now has  to  ea rn  i t s  p lace  on  a  busy
tab le .

CARDS ON THE TABLE: LONDON AND
NEW YORK

“Other destinations, other cities or
venues, have largely seen [trading
card games] as filler material. It's
been bunged in a corner
somewhere. Now that tide has
really, really changed.”
I A N  S E N I O R ,  L O N D O N
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



Money .  London  ta l ked  abou t  t he  fan ' s  wa l l e t :  fans  have  tu rned  on  showy

pack  open ings  and  i n f l uence r  boxes  wh i l e  money  i s  t i gh t .  New Yo r k

ta l ked  abou t  t he  bus i nes s ' s  wa l l e t :  specu la to r s ,  and  launches  backed  by

hund reds  o f  m i l l i ons  o f  do l la r s .

Why  now.  Lou  l i n ked  the  boom to  s t re s s ,  t r u s t  and  nos ta lg ia .  New Yo r k

l i n ked  i t  to  sc reens :  young  peop le  a re  t i r ed  o f  t hem and  want  to  be

togethe r  i n  pe r son .

Co l l ec t i ng .  London  saw i t  a s  de fe r red  g ra t i f i ca t ion  tha t  keeps  peop le

hooked .  New Yo r k  saw i t  a s  a  fo rm  o f  p lay  i n  i t s  own  r igh t .

Even t s .  I an  focused  on  b ig  tou rnament s  t ha t  s tay  f ree  to  watch .  New

York  focused  on  eve r yday  o rgan i sed  p lay .

Bo th  rooms  va lued  the  l ong  te rm  f rom d i f fe ren t  s ides .  London  sa id

marke t i ng  has  to  be  bu i l t  o ve r  yea r s ,  and  New Yo r k  sa id  keep ing  a  game

go ing  a f te r  l aunch  i s  t he  ha rd  pa r t .  E i t he r  way ,  budget  pas t  l aunch .

“Younger generations are
grabbing onto these analog
forms of entertainment because
they're robloxed out.”
J O O S T  V A N  D R E U N E N ,  N E W  Y O R K
W R I T E R ,  S U P E R J O O S T  P L A Y L I S T

WHERE THE ROOMS
DIFFERED



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



M a k e  t h e  f i l m  a n  e v e n t

The  pane l  ta l ked  abou t  how to  make  a  f i lm  an  even t .  Wor k i ng

both  s ides ,  a s  a  f i lmmake r  and  a  d i s t r i bu to r ,  Chee  s ta r ted  f rom a

s imp le  po in t .  C inema i s  communa l ,  and  the  f i lm  by  i t se l f  i s n ' t

a lways  enough  to  ge t  peop le  ou t  o f  t he  house .  The re ' s  a

gene ra t ion  c rav i ng  a  room tha t  l aughs  and  c r i e s  togethe r .

H i s  own  zomb ie  war  f i lm  had  ve r y  l i t t l e  money  beh ind  i t .

T rad i t i ona l  d i s t r i bu t ion  d idn ' t  see  a  c i nema re lease  i n  i t ,  so  he

went  to  exh ib i to r s  and  sen t  zomb ies  ou t  to  c i nemas  ac ros s  t he

coun t r y .  I n  some  i t  ou t so ld  a  b ig  s tud io  t i t l e .  Car la ' s  caveat  was

tha t  s tun t s  l i ke  t ha t  a re  ha rd  to  sca le .

P rem ium fo rmats  open  the  same doo r .  H i s  po in t -o f - v iew  ac t ion

f i lm ,  sho t  on  GoPros ,  go t  a  4DX re lease  (mov ing  sea t s ,  w ind  and

wate r )  a f te r  a  yea r  o f  ta l k s  w i th  C inewor ld ,  so  s ta r t  fo rmat

conve r sa t ions  ea r l y .  The  Odyssey  has  done  we l l  i n  IMAX.

“It's more about creating
more experiential activities,
activations to draw people
out. I think just the film in itself
is not necessarily enough.”
C H E E  K E O N G  C H E U N G
C E O ,  A C T I O N  X T R E M E



““There's definitely aThere's definitely a
generation of people who aregeneration of people who are

craving community. They'recraving community. They're
craving the shared experiencecraving the shared experience

of not sitting home on theirof not sitting home on their
sofa by themselves andsofa by themselves and

watching a film, but havingwatching a film, but having
that moment of sharing it withthat moment of sharing it with

a room, crying at the samea room, crying at the same
time, laughing at the sametime, laughing at the same

time.time.””

“There's definitely a
generation of people who are

craving community. They're
craving the shared experience

of not sitting home on their
sofa by themselves and

watching a film, but having
that moment of sharing it with

a room, crying at the same
time, laughing at the same

time.”
CARLA BRADFORDCARLA BRADFORD

DIRECTOR OF DIGITALDIRECTOR OF DIGITAL
MARKETING -MARKETING -

INTERNATIONAL,  CINEWORLDINTERNATIONAL,  CINEWORLD

CARLA BRADFORD
DIRECTOR OF DIGITAL

MARKETING -
INTERNATIONAL,  CINEWORLD



T h e  a u d i e n c e  p r o g r a m m e s  t h e  c i n e m a

The  pane l  ta l ked  abou t  how much  fans  now dec ide  what  ge t s

shown .  C inewor ld ' s  pos t s  f i l l ed  up  w i th  fans  ask i ng  fo r  The

Amaz ing  D ig i ta l  C i rcus ,  a  YouTube  se r ie s ,  so  the  team got  i t  on to

the  b ig  sc reen  and  i t  so ld  ou t .  Fan  comment s  now get  f i lms

booked ,  so  pu t  t ha t  demand  i n  f ron t  o f  exh ib i to r s :  an  ea r l y

Heated  R i va l r y  pos t  was  sc reensho t ted  befo re  any  announcement ,

and  the  o f f i c ia l  one  i s  nea r  300 ,000  v iews .  Obsess ion  he ld  i t s

sc reens  pas t  t he  u sua l  d rop  on  soc ia l  buzz ,  and  came back  i n

4DX.

Car la  sa id  tha t  w i th  t he  r igh t  p roduc t ,  t he  aud ience  w i l l  f i nd  you .

Deborah  wasn ' t  so  su re :  mos t  f i lms  s t i l l  have  to  be  d i scove red .

“The audience will find
you. If you provide the
right product, the
audience are there
already.”
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



““We ended up sendingWe ended up sending
zombies out to cinemaszombies out to cinemas
across the country... I thinkacross the country... I think
in some cinemas we werein some cinemas we were
outselling some big studiooutselling some big studio
title.title.””

“We ended up sending
zombies out to cinemas
across the country... I think
in some cinemas we were
outselling some big studio
title.”
CHEE KEONG CHEUNGCHEE KEONG CHEUNG
CEO, ACTION XTREMECEO, ACTION XTREME
CHEE KEONG CHEUNG
CEO, ACTION XTREME



G i v e  t h e m  s o m e t h i n g  t o  t a k e  h o m e

The  conve r sa t ion  tu rned  to  g i v i ng  peop le  someth ing  more  than

the  f i lm .  The  s imp les t  i dea  cos t  ve r y  l i t t l e .  C inewor ld  re - re leased

Sh rek  i n  4DX  and  tu rned  some  sc reen ings  i n to  a  Swamp

Screen ing ,  w i th  fans  i n v i ted  to  d res s  up  and  quo te  a long .

Occupancy  was  a round  60% h ighe r  t han  the  o the r  Sh rek  4DX

sc reen ings  tha t  weekend ,  on  a  no rma l l y  qu ie t  Sunday .  I t  cos t  so

l i t t l e  because ,  a s  Car la  pu t  i t ,  t he  fans  d id  mos t  o f  t he  wor k .

Car la  added  merch .  I n  1 1  yea r s  a t  C inewor ld ,  she  had  neve r  seen

peop le  ca re  abou t  popco rn  bucke t s .  Now i t ' s  t he  f i r s t  ques t ion

eve r y  t ime  a  f i lm  goes  on  sa le .  A  55cm Godz i l l a  popco rn  bucke t

d rew a  m i l l i on  o rgan ic  v iews  on  T i k Tok .  He r  compar i son  was  a  g ig :

you  don ' t  l eave  w i thou t  a  T - sh i r t .

“Those screenings on the Sunday...
sold the most because we eventised
them, because we gave them that little
bit extra, and most of it was us asking
them to do the work.”
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



S m a l l  v o i c e s ,  r e a l  r e a c h

On reach ,  t he  ques t ion  was  how to  f i l l  sea t s  i n  t he  f i r s t

few days .  The  open ing  weekend  s t i l l  dec ides  a lmos t

eve r y th i ng .  Chee  exp la ined  tha t  c i nemas  book  F r iday  to

Thu r sday ,  and  Monday ' s  number s  dec ide  whethe r  a  f i lm

keeps  i t s  sc reens .  An  i n f l uence r  sc reen ing  on  i t s  own  i sn ' t

enough  w i thou t  a  p lan  fo r  when  to  go  and  how to  keep  i t

go ing .

The  pane l  ag reed  tha t  m ic ro- i n f l uence r s  a re  wor th  more

than  the i r  fo l l ower  coun t s  sugges t .  They  gave  the  bes t

d i rec t  conve r s ion  and  reach  n iche  aud iences  fo r  l e s s .

Someone  w i th  2 ,000  fo l l ower s  a t  a  p rev iew  sc reen ing  i s

ta l k i ng  to  exac t l y  t he  peop le  you ' re  t r y i ng  to  reach .

Deborah ' s  caveat  was  tha t  i t  va r i e s  by  f i lm .  F i lms  l i ke

M ichae l  we re  sc reened  to  i n f l uence r s  be fo re  c r i t i c s ,  The

Odyssey  went  t he  o the r  way ,  and  she  ca l l ed  i t  ho r ses  fo r

cou r ses .

“Just doing the influencer
screening isn't enough. It's about
trying to build that strategy as
well. When do you go? How do you
sustain that process?”
C H E E  K E O N G  C H E U N G
C E O ,  A C T I O N  X T R E M E



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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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



C r e a t o r s  h o l d  t h e  r e l a t i o n s h i p  n o w

The  conve r sa t ion  s ta r ted  w i th  how the  aud ience  moved .  TV  u sed

to  own  the  re la t ionsh ip .  Then  YouTube  and  the  p la t fo rms  tha t

fo l l owed  cu t  ou t  t he  m idd le .  C reato r s  wen t  s t ra igh t  to  fans ,  and

the  aud ience  went  w i th  t hem.  Jo  watched  i t  happen  f rom i n s ide

k ids '  TV .

What  c rea to r s  had  was  c lo seness :  a  phone  sc reen  away ,  so  they

can  see  what ' s  wo r k i ng  and  se r ve  i t  fa r  fas te r  t han  a

commis s ion ing  round  eve r  cou ld .  Jo sh  sa id  they ' re  t he i r  own

d i s t r i bu t ion  ne twork s  now ,  se l l i ng  I P  back  to  TV  and  s t reamer s .

Fo r  a  b rand ,  t ha t  makes  c rea to r s  a  channe l  to  p lan  and  pay  fo r ,

and  a  sou rce  o f  new IP .

War r i o r  Cat s  i s  Jo ' s  p roo f .  I t  has  r un  fo r  23  yea r s  and  96  books

w i thou t  a  f i lm  to  ca r r y  i t ,  kep t  go ing  by  fans  mak ing  th i ngs  on

D i sco rd ,  T i k Tok  and  YouTube .  Jo  ca l l ed  them a  marke t i ng  a rmy ,

though  the  same fans  w i l l  somet imes  come a f te r  you .

“You think about MrBeast 10-
15 years ago. MrBeast came
along and took the audience
away from people like CBBC,
where I was working at the
time.”
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



V i e w e r s  w h o  f e e l  h e a r d  c o m e  b a c k

On l i ve ,  t he  ques t ion  was  what  keeps  an  aud ience  coming

back .  On  Tw i tch  the  chat  r uns  down  the  s ide  o f  t he  sc reen ,

and  a  c rea to r  who  igno res  i t  won ' t  l a s t .  V iewer s  who  fee l

acknow ledged ,  and  fee l  t hey  can  shape  what  t hey ' re  watch ing ,

come back  and  suppor t  t he  c rea to r  mos t .

Jo sh ,  f rom Tw i tch ,  sa id  tha t  mat te r s  more  as  A I  makes  peop le

le s s  su re  what ' s  rea l ,  so  l i ve  con ten t  ca r r i e s  more  we igh t .  Use

Tw i tch ' s  own  tes t  when  you  p ick  c rea to r s :  do  they  ta l k  to

camera  and  le t  t he  comment s  change  what  t hey  make?

“Twitch lives and dies on
the chat that runs down
the screen.” 
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



““Normally you would have needed aNormally you would have needed a
movie or some kind of broadcast-ledmovie or some kind of broadcast-led
strategy to make an IP sustain for 25strategy to make an IP sustain for 25
years. What made Warrior Catsyears. What made Warrior Cats
sustain was the fans.sustain was the fans.””

“Normally you would have needed a
movie or some kind of broadcast-led
strategy to make an IP sustain for 25
years. What made Warrior Cats
sustain was the fans.”

JO REDFERNJO REDFERN
SVP DIGITAL,  FOUR TREESSVP DIGITAL,  FOUR TREES
MEDIAMEDIA

JO REDFERN
SVP DIGITAL,  FOUR TREES
MEDIA



B r i n g  t h e m  i n  w h e n  y o u  c a n  l i s t e n

The  pane l  ta l ked  abou t  when  to  b r i ng  c rea to r s  i n ,  and  th i s  was

where  they  came togethe r  mos t .  C reato r s  speak  fo r  a  b rand  to

the i r  commun i t y ,  and  fo r  t he i r  commun i t y  back  to  the  b rand .

Tha t ' s  why  they ' re  va luab le ,  and  why  they ' l l  somet imes  come a f te r

you .  The re ' s  no  one-s i ze- f i t s -a l l .

T im ing  comes  down  to  ob jec t i ves .  A  c rea to r  to ld  abou t  a  p ro jec t

a  yea r  ou t ,  w i th  no th i ng  to  see ,  i s  l e f t  i n  t he  l u rch .  Ask i ng  fo r

feedback  you  then  igno re  i s  wo r se ,  and  ask i ng  too  la te  i s  j u s t  a s

bad .

Respect  mat te r s  too .  Jo ' s  team commis s ioned  fan  c rea to r s  fo r  t he

new o f f i c ia l  War r i o r  Cat s  channe l ,  pa id  them,  gave  a  rough  b r ie f

and  le f t  t he  re s t  to  t hem.  Josh ' s  te s t  was  l o ve ,  money  o r  fame :

know wh ich  mat te r s  to  a  c rea to r  be fo re  you  ask .

“The worst thing you can do
is go to a creator, get them in
early, get their feedback,
and then you just didn't do
anything that they said.”
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 ,  E L E C T R O N I C  A R T S



“In the era of AI, people“In the era of AI, people
are questioning what theyare questioning what they
see see more and more... Andmore and more... And

one of the joys of Twitch isone of the joys of Twitch is
it's real.it's real.””

“In the era of AI, people
are questioning what they
see more and more... And

one of the joys of Twitch is
it's real.”

JOSH BLOOMJOSH BLOOM
SENIOR PROGRAMSENIOR PROGRAM
MANAGER, TWITCHMANAGER, TWITCH

JOSH BLOOM
SENIOR PROGRAM
MANAGER, TWITCH



R e a l  b e a t s  p o l i s h e d ,  a n d  b r a n d s

c h o o s e  w h o  g e t s  s e e n

The  pane l  ta l ked  abou t  what  fee l s  rea l  to  an  aud ience ,

and  what  comes  nex t .  Jo sh  ca l l ed  i t  t he  common  theme o f

the  who le  con fe rence :  do  i t  i n  a  way  tha t ' s  rea l  to  t he

c rea to r .  One  s t reamer  reads  h i s  sponso r  s l o t s  bad l y  on

pu rpose ,  and  h i s  commun i t y  l o ves  i t .  K id s  have  a  bu i l t - i n

spam f i l t e r  and  w i l l  spo t  a  sa le s  p i tch  a  m i le  o f f .

On  the  fu tu re ,  t he  answer s  went  d i f fe ren t  ways .  Jo sh

po in ted  to  c rea to r s  pu t t i ng  on  the i r  own  shows ,  w i th

Spa in  and  F rance  lead ing .  Jo  was  exc i ted  by  new fo rmat s

l i ke  Ch icken  Shop  Date  chang ing  how s to r i e s  ge t  to ld .

Dan  was  war ie r .  Van i t y  met r i c s  w i l l  mat te r  l e s s ,  and  rage-

based  con ten t  and  m i s i n fo rmat ion  a re  muddy ing  the

in te rne t .  B rands  w i th  budget s  ac t  as  ga tekeeper s ,  he

sa id ,  and  who  they  back  shapes  who  ge t s  seen .

“We, as brands, have a social
responsibility... Because in a lot of ways, we
are gatekeepers. Some companies more
than others have budget to platform certain
creators and put more creators in front of
communities who might have not had an
opportunity otherwise.”
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 ,  E L E C T R O N I C  A R T S



““Sometimes we don't involveSometimes we don't involve
creators... If you overextend andcreators... If you overextend and
work with creators a bit too much,work with creators a bit too much,
it can feel a little bit fake to ait can feel a little bit fake to a
community.community.””

“Sometimes we don't involve
creators... If you overextend and
work with creators a bit too much,
it can feel a little bit fake to a
community.”

DAN SETODAN SETO
CREATOR RELATIONSCREATOR RELATIONS
MANAGER, EU & LATAM,MANAGER, EU & LATAM,
ELECTRONIC ARTSELECTRONIC ARTS

DAN SETO
CREATOR RELATIONS
MANAGER, EU & LATAM,
ELECTRONIC ARTS



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

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


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



E a s y  t o  m e a s u r e ,  h a r d  t o  u n d e r s t a n d

Lea  opened  w i th  what  she  ca l l s  t he  Ha rd-Easy  E f fec t .  Some

th ings  have  become so  easy  to  measu re  tha t  t hey ' ve  become ha rd

to  unde r s tand .  B rands  a re  sw imming  i n  da ta ,  bu t  da ta  i sn ' t

i n s igh t ,  and  i f  you  don ' t  unde r s tand  peop le ,  you  can ' t  se r ve  them.  

The  cos t  shows  up  i n  how peop le  see  b rands .  I n  t he  Sc ience  o f

Des i re  s tudy  w i th  Havas ,  Lea ' s  team found  84% o f  b rands  a re

seen  as  i nd i f fe ren t .  She  ca l l ed  tha t  an  oppor tun i t y  fo r  t h i s  room,

because  no th ing  rec rea tes  a  rea l  expe r ience  l i ke  pop  cu l t u re .  

Buy i ng  a t ten t ion  means  buy i ng  a  v iew  w i thou t  own ing  o r  ea rn i ng

a  re tu rn .  You  ren t  i t ,  i t  doesn ' t  compound  you r  b rand ,  and  i t

depends  on  what  Lea  ca l l ed  the  a lgo r i t hm ' s  mood  tha t  morn ing .  

A f te r  t he  b roadcas t  and  a t ten t ion  economies ,  she  sa id ,  we ' re  now

in  the  re la t iona l  economy .

“What is the point of buying attention
if you're just there buying a view
without actually owning and earning a
return?... You borrow something, you
rent something. You don't compound
your brand.”
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,FOUNDER & CEO,
MINDSCOPE BEHAVIOURAL LABSMINDSCOPE BEHAVIOURAL LABS

LEA KARAM
FOUNDER & CEO,
MINDSCOPE BEHAVIOURAL LABS



W i n  t h e  f i l t e r

The  sh r i n k i ng  a t ten t ion  span  i s  a  my th ,  Lea  sa id .  You  can ' t  r ea l l y

pu t  a  number  on  i t ,  fo r  reasons  tha t  i nc l ude  neu rod i ve r s i t y .  What

has  changed  i s  t he  f i l t e r i ng  span .  

Peop le  have  deve loped  the  b ra in ' s  bounce r :  a  sha rpe r  sense  o f

what  to  l e t  i n  and  what  to  keep  ou t .  Tha t ' s  a  g i f t  fo r  pop  cu l t u re ,

wh ich  i s  f u l l  o f  s ymbo l s  peop le  a l ready  know and  t r u s t .  Get  pas t

the  f i l t e r  and  the  pe r son  who  s k ip s  a  s i x - second  ad  w i l l  watch  the

Rea l  Housew i ves  fo r  fou r  hou r s  o r  p lay  a  game fo r  fo r t y .  

So  the  job  i s  ea rn i ng  pe rm i s s ion .  B rands  tha t  ge t  t ha t  end  up  i n

the  r igh t  rooms  and  pa r tne r sh ips ,  i n s tead  o f  chas ing  sho r te r  and

sho r te r  con ten t .

“Conquer the filter, and then
they will watch the Real
Housewives for four hours. They
will play a game for 40 hours.
They will keep collecting your IP
tangibly.”
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



““From a behaviouralFrom a behavioural
science perspective,science perspective,

time is the last honesttime is the last honest
metric... It's the mostmetric... It's the most

human resource of all.human resource of all.””

“From a behavioural
science perspective,

time is the last honest
metric... It's the most

human resource of all.”
LEA KARAMLEA KARAM

FOUNDER & CEO, MINDSCOPEFOUNDER & CEO, MINDSCOPE
BEHAVIOURAL LABSBEHAVIOURAL LABS

LEA KARAM
FOUNDER & CEO, MINDSCOPE

BEHAVIOURAL LABS



T i m e  i s  t h e  l a s t  h o n e s t  m e t r i c

Why  t ime?  Because  i t ' s  t he  one  re sou rce  nobody  can  make  more

of .  You  can  ge t  money  back .  You  can ' t  ge t  a  second  back .

Resea rch  Lea  c i ted ,  f rom Mog i l ne r  and  Aake r  i n  t he  Jou rna l  o f

Consumer  Resea rch ,  found  peop le  read  a t ten t ion  as  a  t ransac t ion

and  t ime  as  a  re la t ionsh ip .

Bu t  on l y  t ime  g i ven  coun t s .  T ime  spen t  i s  t he  au top lay ,  t he

in f i n i te  sc ro l l ,  t he  de fau l t  se t t i ng .  T ime  g i ven  i s  an t i c ipa ted  and

chosen ,  and  i t  compounds .  Behav iou ra l  sc ience  ca l l s  i t  cos t l y

s igna l l i ng :  when  peop le  g i ve  someth ing  up  to  choose  you ,  t hey

ca re  more .  

And  i t  can ' t  be  faked .  Peop le  can  say  they  l o ve  a  b rand ,  bu t  t he i r

hou r s  te l l  t he  t r u th .  Lea  po in ted  to  the  82% a t  MCM in  May  who

c la imed  the  fan  labe l  ou t r igh t ,  aga in s t  he r  own  f i nd ing  tha t  on l y

33% fee l  p rope r l y  rewarded  by  the i r  favou r i te  b rands  (M indscope

Data  Pu l se ,  Q3  2026 ) .  Tha t  gap  i s  t he  oppor tun i t y .

“There's a big difference between the
time that is spent, like the autoplay,
the infinite scroll, the default setting,
and the time that is actually given.”
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



““Why scream at peopleWhy scream at people
when they're so close towhen they're so close to
you? They're your fans.you? They're your fans.

They're here. WhyThey're here. Why
scream at them? Build ascream at them? Build a

community. Cultivatecommunity. Cultivate
them.them.””

“Why scream at people
when they're so close to
you? They're your fans.

They're here. Why
scream at them? Build a

community. Cultivate
them.”
LEA KARAMLEA KARAM

FOUNDER & CEO, MINDSCOPE BEHAVIOURALFOUNDER & CEO, MINDSCOPE BEHAVIOURAL
LABSLABS

LEA KARAM
FOUNDER & CEO, MINDSCOPE BEHAVIOURAL
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M o m e n t s  s p i k e .  R i t u a l s  c o m p o u n d

The  b ra in  i sn ' t  a  de l ibe ra t ion  eng ine ,  Lea  exp la ined .  I t ' s  a

p red ic t ion  eng ine ,  bu i l t  on  the  s ymbo l s  you  l o ved  and  how th i ngs

made  you  fee l .  T ime  g i ven  ge t s  w r i t ten  i n to  tha t  memory ,  wh ich  i s

why  a  moment  sp i kes  and  fades  wh i l e  a  r i t ua l  keeps  bu i ld i ng .  

She  se t  ou t  fou r  s tages .  An t i c ipa t ion ,  because  want i ng  and  l i k i ng

a re  d i f fe ren t ,  so  the  bu i ld -up  and  the  re lease  rhy thm mat te r .

Pa r t i c ipa t ion ,  whe re  fans  he lp  make  the  th i ng .  R i t ua l :  t he  week l y

d rop ,  t he  rewatch .  And  the  re tu rn ,  t he  p roo f  t he  f i r s t  t h ree

worked .  

Tha t ' s  what  fandom i s ,  Lea  sa id :  what  g i v i ng  t ime  looks  l i ke .  P lan

fo r  t he  nex t  t ime  as  we l l  a s  t h i s  one ,  and  look  fo r  odd  pa r tne r s .

He r  p red ic t ion :  t he  we i rdes t  co l labo ra t ions  w i l l  be  the  bes t  i n

2027 .

“The moment can spike
and decay... But a ritual
compounds.”
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



A  t r e n d  i s  a  s y m p t o m

Lea  ran  a  show o f  hands .  Labubu ,  Duba i  choco la te ,  r un  c l ubs ,

matcha ,  qu ie t  l u xu r y ,  sobe r  cu r ious :  cu l t u ra l  sh i f t s?  P len t y  o f

hands  went  up .  None  o f  t hem a re  cu l t u re ,  she  sa id .  They ' re  a l l

t r ends .

The  t rend  i s  t he  s ymptom,  and  cu l t u re  i s  t he  tens ion  beh ind  i t .

Labubu  i s  co l l ec t i ng  as  be long ing .  Run  c l ubs  a re  connec t ion

aga ins t  l one l i nes s .  Qu ie t  l u xu r y  i s  t he  sh i f t  f rom show ing  to

know ing ,  d r i ven  by  the  cos t  o f  l i v i ng .  

He r  own  resea rch  backs  i t  up .  The  Great  B rand  Rese t  found

peop le  mov ing  f rom pub l i c  feeds  to  p r i va te  spaces .  The  A lchemy

of  Cons ide ra t ion  found  1 1  s igna l s  show ing  the  pause  i s

cons ide ra t ion ,  no t  a  l eak  i n  t he  funne l .  So  b r ie f  aga in s t  t he

tens ion ,  and  i n  2027 ,  she  sa id ,  what  peop le  pause  on  w i l l  mat te r

more  than  what  t hey  c l i c k .

“The trend is the symptom.
Culture is the tension
behind it.” 
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



The new scorecard
Lea finished on the slide she wanted everyone to photograph: the marketing scorecard, rewritten line by line

Hours given, not impressions: high impressions often just mean choice overload. Measure the hours people give to your brand.

Cultural return, not reach: anyone can get reach for a moment, but it doesn't compound. Look for private groups, communities, live
experiences and IP that can stretch.

Participation, not engagement rates: the remixing and sharing that turn content into culture. Lea cited 63% of brand content spreading in
DMs and a 47% conversion lift for native branded entertainment (Mindscope Data Pulse, Q3 2026).

Observed time, not claimed love: people don't always do what they say in surveys. What they do with their hours is the truth.

A ritual, not a viral brief: 'We want to go viral' isn't a brief. Work out the ritual, the behaviour and the audience first, and then it can go viral
and stick.

Homework for Monday: strike any metric that's bought, borrowed, autoplayed or interrupted. Map where your communities really are and
how you reward them.

The plan for 2027: put human behaviour, and time given, at the top of it



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

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


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
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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
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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
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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
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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
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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
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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
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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
London :  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

New Yo 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  D reunen ,  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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