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We ran two About Time events this October: a pop-up on the show floor at New
York Comic Con on 9 October, and London inside MCM London Comic Con two
weeks later. Four panels, 12 panellists. Fandom, then cards, then real life, then
the Popcultr Edit.

New York was the smaller day, so this is the shorter report. It's what the four
panels told us, the line from each that still sticks, how New York's Cards on the
Table compared with London's, and six takes from New York, each pointing to the
London discussion point it backs up.

I moderated the in real life panel. I genuinely couldn’t resist being a part of a
panel which ended up having over a century of accumulated wisdom
represented on it. A post can reach millions of people. Why do companies still
build at a show like this one? Three people with about a century of this work
between them gave the same answer: the room gives you time, the feed gives
you a glance, and if you're not nurturing your fans, someone else is. Our own
clients still ask why we market to people who'll turn up anyway. This report is the
answer.

This is a homage to a great set of contributors at one of the biggest cons in the
world.  

Chris

Foreword



Popcultr Marketing Summit pop-up · New York Comic Con · Friday 9

October 2026 · Javits Center

It wasn't a full summit, and this isn't a full write-up. It's what New York told

us, session by session, and what it set up for London.

The idea behind the pop-up apart from expanding the summit onto another

continent is to see where thinking converges and diverges and to start to

see what lessons can be applied through mutual learning across the

Atlantic. 

Several of the ideas that ran through the London day were represented here

first. Some London ideas were challenged here too, and we've kept those

challenges in.

Dispatch from New
York
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New Yo r k  opened  on  fandom,  and  on  what  b rands  keep  ge t t i ng  wrong

about  i t .  Mat thew Su l l i van-Pond  o f  Den  o f  Geek  hos ted  E l i zabeth

Minke l  o f  Fansp la in i ng ,  soc ia l  med ia  s t ra teg i s t  K im  He rnandez  and

Ca l v i n  I nnes  o f  I nnes  Consu l t i ng .

Too  many  b rands  ren t  a  fandom fo r  a  campa ign  i n s tead  o f  ea rn i ng  a

p lace  i n  i t ,  and  t rea t  one  b ig  I P  as  one  aud ience  when  i t  ho lds  many

fandoms  tha t  want  d i f fe ren t  t h i ngs .  Fans  a re  smar t  and  qu ick  to  spo t

a  cash  g rab .  The  f i xes  we re  p rac t i ca l :  ta l k  to  fans  be fo re  the  p lan  i s

w r i t ten ,  ge t  t he  sma l l ,  know ing  touches  r igh t ,  l e t  peop le  make

someth ing ,  and  know when  to  s tep  back .  Ca l v i n  c lo sed  on  an  upbeat

no te :  i t ' s  p robab l y  neve r  been  a  be t te r  t ime  to  be  a  fan .

“So right now, to be a
fan, it's probably better
than it's ever been.”
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 a r n  t h e  r i g h t
Calv i n  sa id  a  l o t  o f  what  ge t s  ca l l ed  fandom marke t i ng  i s  rea l l y

ren t i ng  someone  e l se ' s  fandom fo r  a  wh i l e .  B rands  r u sh  i n  fo r

reach  and  sa le s  and  s k ip  l ea rn i ng  how fans  ta l k  and  whe re  they

spend  the i r  t ime .  Even  a  pa r tne r sh ip  tha t  pe r fo rms  we l l  can  l ook

l i ke  a  cash  g rab .

Ea rn ing  the  r igh t  can  mean  s i x  months  to  a  yea r  w i th  no  rea l

re tu rn ,  and  Ca l v i n  admi t ted  tha t ' s  a  ha rd  se l l .  Speak  to  fans

befo re  the  med ia  p lan  ex i s t s ,  and  speak  to  p len t y  o f  t hem.  K im

and  E l i zabeth  warned  tha t  t he  l oudes t  vo ices  a re  o f ten  a  sma l l

m ino r i t y .

Fo r  b rands :  pu t  fan  re sea rch  i n  t he  p lan  be fo re  the  money  i s

commi t ted ,  and  l i s ten  pas t  t he  no i se .

“they've not earned the
right to be there, it still feels
performative”
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



S m a l l  t o u c h e s

K im  sa id  fans  know the i r  fandoms  i n s ide  ou t  and  no t i ce
the  sma l l  t h i ngs .  An  i n s ide r  j o ke  i n  a  capt ion  s t i l l  l ands
ha rde r  t han  the  b igges t  sc reen .  E l i zabeth  i s  s t i l l  ta l k i ng
about  a  con  ac t i va t ion  tha t  handed  ou t  shee t  mus ic  fo r
a  cha rac te r ' s  song .

Ca l v i n  wanted  s tands  whe re  peop le  make  someth ing ,
no t  j u s t  watch .  E l i zabeth ' s  adv ice  was  to  know when  to
back  o f f :  fan  wor k  pu l l s  new peop le  i n  when  the  b rand
i sn ' t  watch ing .  G i ve  fans  t he  too l s  and  the  room,  and
keep  you r  own  o f f i c ia l  l i ne  a longs ide  i t .

Fo r  b rands :  spend  on  the  sma l l ,  know ing  touch ,  and
leave  fans  space  to  do  the  re s t .

“as a fan, I will still freak out if a
brand that I enjoy or a celebrity
that I know has acknowledged
something that is an insider joke.”
K I M  H E R N A N D E Z
S O C I A L  M E D I A  M A N A G E R  &  S T R A T E G I S T ,
F R E E L A N C E
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Sam S tone  o f  Den  o f  Geek  hos ted  th ree  peop le  who  make ,  s tudy  and

run  ca rd  games :  B r ian  Dav id-Mar sha l l  o f  Mothe r sh ip  Games ,  Joos t  van

Dreunen  o f  t he  Supe r Joos t  P lay l i s t  and  Ben  Goodman  o f  E le s t ra l s .

Joos t  pu t  t he  boom down  to  sc reens :  younge r  p laye r s  a re  t i r ed  o f

them and  want  to  be  i n  t he  same  room.  B r ian ' s  te s t  fo r  a  fun  game i s

whethe r  peop le  s top  check ing  the i r  phones .  Ben  sa id  the  f i r s t  game

has  to  show a  puzz le  p laye r s  want  to  come back  and  so l ve .  The  pane l

ag reed  the  hobby  has  room fo r  p laye r s  and  co l l ec to r s ,  t ha t  keep ing  a

game go ing  i s  ha rde r  t han  launch ing  i t ,  and  tha t  t he  s to res  ho ld  i t  a l l

t oge the r .

“play is always just an
excuse to hang out with other
people, either inside of a
game or around it.”
J O O S T  V A N  D R E U N E N
W R I T E R ,  S U P E R J O O S T  P L A Y L I S T



C o l l e c t i n g  i s  p l a y
B r ian  sees  two  k i nds  o f  ca rd  s to re :  ones  whe re  peop le  come eve r y

week  to  p lay  and  meet  f r i ends ,  and  ones  whe re  peop le  r ip  open

boxes .  Ben  sp l i t  fans  t h ree  ways :  p laye r s ,  co l l ec to r s ,  and

specu la to r s  who  buy  to  se l l  on .

B r ian  a rgued  tha t  co l l ec t i ng  i s  a  fo rm  o f  p lay .  One  b ig  ca rd  game

d ipped  a f te r  l aunch  and  g rew aga in  by  r unn ing  co l l ec t i ng  even t s .

A t  Gen  Con  he  watched  a  mothe r  and  daughte r  s k ip  t he  ru le s  and

spend  ha l f  an  hou r  open ing  packs  and  t rad ing .  H i s  one  cond i t i on :

ra re  ca rds  shou ldn ' t  dec ide  who  ge t s  to  p lay .

Fo r  b rands :  t rea t  p laye r s ,  co l l ec to r s  and  t rade r s  as  separa te

aud iences ,  and  don ' t  l ock  t he  fun  beh ind  the  ra res t  p roduc t .

“as long as you're not, I think,
gating playability behind that
collectability, I think it's great.”
B R I A N  D A V I D - M A R S H A L L
C O - F O U N D E R  /  C H I E F  C R E A T I V E
O F F I C E R ,  M O T H E R S H I P  G A M E S



K e e p  i t  g o i n g

Ben  sa id  launch ing  a  ca rd  game can  fee l  eas ie r  t han
keep ing  one  go ing .  A  b ig  launch  b r i ngs  fan fa re  and
money .  Keep ing  a  game a l i ve  takes  more  e f fo r t  fo r  l e s s ,
and  when  games  fade ,  s to re  owner s  as k  why  they
shou ld  bo the r  w i th  t he  nex t  one .

B r ian  ca l l ed  the  s to res  t he  backbone .  The  peop le  who
run  them ho ld  a  commun i t y  togethe r ,  and  h i s  team
t rea t s  t hem as  pa r tne r s  and  p lans  t h ree  o r  fou r  se t s
ahead .  Joos t  warned  tha t  as  a  n iche  goes  ma ins t ream,
ea r l y  fans  push  back ,  and  tha t ' s  a  conve r sa t ion  to  have .

Fo r  b rands :  budget  fo r  t he  second  yea r ,  and  t rea t  t he
venues  whe re  fans  meet  as  pa r tne r s .

“I believe that the people
who run these stores are
people who run churches.”
B R I A N  D A V I D - M A R S H A L L
C O - F O U N D E R  /  C H I E F  C R E A T I V E
O F F I C E R ,  M O T H E R S H I P  G A M E S
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Chr i s  Wh i t t l e  o f  Expe r ience 12  asked  why  en te r ta inment  and  games

compan ies  s t i l l  bu i l d  a t  shows  when  reach  on l i ne  i s  easy  to  buy .  W i th

h im  were  M i ke  D 'A le s s io ,  who  has  wor ked  New Yo r k  Comic  Con  s i nce

i t  opened ,  S tu  Levy  o f  TOKYOPOP and  M i ke  Mone l l o  o f  Campf i re .

The  answer  was  depth  ove r  reach .  A  booth  ge t s  a  re sponse  an  ad

can ' t ,  and  even t s  c rea te  the  emot ion  tha t  makes  a  memory .  S tu  sa id

the  o ld  a rgument  abou t  whethe r  a  booth  i s  wo r th  t he  cos t  i s  o ve r .

The  pane l ' s  adv ice :  speak  the  fandom ' s  l anguage ,  ad ju s t  fo r  each

coun t r y ,  and  don ' t  bu i ld  on l y  fo r  t he  fans  you  a l ready  have .  S tu ' s  l a s t

word  was  pass ion  fo r  t he  c rea to r s  and  g ra t i t ude  to  the  fans .

“if you pull it off and you do it
right, there's nothing like the
relationship that you get with
fans that have shown up in
person”
S T U  L E V Y
F O U N D E R  &  C E O ,  T O K Y O P O P



T h e i r  l a n g u a g e
Mike  Mone l l o  sa id  eve r y  Campf i re  j ob  s ta r t s  w i th  how a  fandom

a l ready  p lay s .  Fo r  On l y  Mu rde r s  i n  t he  Bu i ld i ng ,  fans  were  a l ready

par s i ng  c l ues ,  so  the  expe r ience  made  them i n ves t iga to r s .

M i ke  D 'A le s s io  sa id  you  can ' t  fake  the  language .  Fo r  B ioShock  2 ,

h i s  team sen t  be l lboys  to  fans '  doo r s  wo r ldw ide  w i th  a  message

wr i t ten  on l y  i n  t he  game ' s  g l yphs ,  and  fans  so l ved  i t  w i th i n  an

hou r .  S tu  added  tha t  t he  same I P  needs  d i f fe ren t  t h i ngs  i n

d i f fe ren t  coun t r i e s :  Eu ropean  fans  a t  TOKYOPOP ' s  Na ru to

exh ib i t i on  wanted  o r ig i na l  a r t ,  no t  p r i n tou t s .

Fo r  b rands :  s tudy  how a  fandom a l ready  p lay s ,  mar ke t  by  marke t ,

be fo re  dec id ing  what  to  bu i ld .

“You have to be authentic
to your audience you're
speaking to.”
M I K E  D ' A L E S S I O
P R E S I D E N T ,  P R O M O 3 6 0  G R O U P



R o o m  t o  g r o w

Cl ien t s  as k  Ch r i s  why  they  shou ld  marke t  to  fans  who ' l l
t u rn  up  anyway .  H i s  answer :  fans  have  more  ways  t han
eve r  to  spend  the i r  t ime ,  and  i f  you  don ' t  nu r tu re  them,
they  d r i f t .

M i ke  D 'A le s s io  sa id  even t s  a re  whe re  acqu i s i t i on
happens ,  so  s top  t rea t i ng  ex i s t i ng  fans  as  V IP s  who
ho ld  up  the  l i ne  wh i l e  passe r s -by  g i ve  up .  Ch r i s  added
tha t  t he  l i ne  i s  t he  l onges t  engagement  anyone  has
w i th  you r  booth ,  so  des ign  i t .  The  pane l  sp l i t  on
c rea to r s :  M i ke  Mone l l o  l e t s  t hem i n  f i r s t ,  M i ke  D 'A le s s io
wou ld  ra the r  t hey  queue .

Fo r  b rands :  p lan  the  queue  and  the  f i r s t  few  m inu tes
fo r  peop le  who  a ren ' t  fans  ye t .

“Every single person who
does a booth should go to
Disney to learn how to do
lines.”
M I K E  D ' A L E S S I O
P R E S I D E N T ,  P R O M O 3 6 0  G R O U P
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Dan i  Rayne r  as ked  wh ich  campa igns  became pa r t  o f  t he  cu l t u ra l

conve r sa t ion  and  wh ich  faded  i n to  the  no i se .  Ta t iana  Tacca  o f  On i

V i s ion  and  F rank  Rose ,  au tho r  o f  The  A r t  o f  Immers ion ,  answered  w i th

t rends ,  h i t s  and  gaps .

The  t rends  were  re t ro-max ima l i sm  and  o rd ina r y  peop le  tu rn i ng

aga ins t  A I .  The  h i t s  l e t  peop le  see  the  wor k  beh ind  them.  Asked  what

d idn ' t  l and ,  ne i t he r  named  a  m i s s .  They  named  gaps  i n s tead :  an ime

and  adu l t  an imat ion  as  a  med ium fo r  who le  campa igns ,  and  b rand

moment s  peop le  can  take  pa r t  i n .  Dan i ' s  r ead :  c rea to r s  a re  mov ing

f rom the  med ia  p lan  to  the  hea r t  o f  t he  idea .

“creators aren't just a
distribution platform or
mechanism but are very
much becoming the heart of
campaigns.”
D A N I  R A Y N E R
E V E N T  H O S T  &  P R E S E N T E R ,
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
Ta t iana ' s  f i r s t  h i t  was  Pokémon ' s  30 th  ann i ve r sa r y .  I t  opened  a t

the  Supe r  Bow l ,  t hen  ran  th rough  Wor ld s ,  Ta rge t ,  s t ree twear

co l labo ra t ions  and  Ad idas ,  and  neve r  t i r ed ,  because  eve r y

execu t ion  fe l t  i n ten t iona l .

He r  second  was  an  an ime  campa ign  she  wor ked  on .  The  an imat ion

d id  we l l ,  bu t  t he  s ide-by- s ide  mak ing-o f  d id  be t te r .  Peop le  want

to  see  tha t  a  human  made  i t .

F rank  chose  games  u sed  to  te l l  s to r i e s :  a  ho r ro r  wa l k  t h rough  a

p lan ta t ion  and  a  J im  Crow town ,  whe re  you  don ' t  w in  o r  shoo t ,

and  Grand  The f t  Hamle t ,  s taged  by  ou t -o f -work  ac to r s  i n s ide

Grand  The f t  Au to  On l i ne .

Fo r  b rands :  show the  mak ing  as  we l l  a s  t he  f i n i shed  work .

“there's no fatigue. Because
each unique execution feels so
creative, feels so intentional”
T A T I A N A  T A C C A
C E O  A N D  F O U N D E R ,  O N I  V I S I O N



W h a t ' s  n e x t

F rank  sa id  rea l -wor ld  expe r iences  have  passed  c r i t i ca l
mass .  Peop le  have  maxed  ou t  on  d ig i ta l  a s  a  wor ld  o f
i t s  own ,  and  the  oppor tun i t y  i s  u s i ng  i t  to  make  rea l  l i f e
more  i n te res t i ng .  Ta t iana  po in ted  to  an ime  pop-ups
and  themed  cafes ,  and  to  a r t i s t s  a s  vo ices  b rands  can
work  w i th .

Bo th  pushed  back  on  op t im i sa t ion .  F rank  ca l l ed
" f r i c t i on le s s "  h i s  l eas t  favou r i te  word ,  and  Ta t iana  sa id
l im i t s  l ead  to  be t te r  wo r k .  The i r  one-word  answer s  fo r
the  nex t  b ig  oppor tun i t y :  "Rea l  wo r ld "  and  "An ime  and
gaming" .

Fo r  b rands :  u se  d ig i ta l  to  b r i ng  peop le  i n to  the  rea l
wor ld ,  and  don ' t  op t im i se  ou t  t he  su rp r i se s .

“all the better when you can use
digital technology to not immerse
yourself in some digital world, but
to reconnect with the real world.”
F R A N K  R O S E
A U T H O R ,  T H E  A R T  O F  I M M E R S I O N ,
C O L U M B I A  U N I V E R S I T Y  S C H O O L  O F  T H E
A R T S



1
Most fandom
marketing is renting
an audience

2
Plan by what fans do,
not what they love

3
We fund the launch
and sack the
relationship

Six Discussion Points

4
Fans audit effort. AI's
risk is where you put
it

5
Being in the room
shows you time

6
Talk to the inner
circle. Build the door
for everyone else



Calv i n  I nnes  sa id  a  l o t  o f  what  ge t s  ca l l ed  fandom i s  rea l l y
ren t i ng  somebody  e l se ' s  fo r  a  wh i l e .  B rands  spo t  someth ing  b ig
and  sh i n y ,  r u sh  i n  fo r  reach  and  sa le s ,  and  s k ip  l ea rn i ng  how fans
ta l k  and  whe re  they  spend  the i r  t ime .  Even  a  pa r tne r sh ip  tha t
pe r fo rms  and  ge t s  g rea t  cove rage  can  fee l  l i ke  a  cash  g rab  i f
t he  b rand  hasn ' t  ea rned  the  r igh t  to  be  the re .

Ea rn ing  i t  can  mean  s i x  months  to  a  yea r  w i th  no  rea l  re tu rn ,  and
Ca l v i n  admi t ted  tha t ' s  a  ha rd  se l l .  Do  i t  anyway ,  and  i n  t he  r igh t
o rde r :  ta l k  to  fans  be fo re  the  med ia  p lan  ex i s t s ,  and  ta l k  to
p len t y  o f  t hem.  K im  He rnandez  and  E l i zabeth  M inke l  warned  tha t
the  l oudes t  vo ices  a re  o f ten  a  sma l l  m ino r i t y .

1. EARN THE RIGHT BEFORE YOU SHOW
UP

“ANY BRAND THAT DEVELOPS A
MEDIA PLAN OR A STRATEGY
WITHOUT ACTUALLY SPEAKING
TO FANS FIRST HAS JUST
WASTED A HUGE AMOUNT OF
TIME AND EFFORT AND
MONEY.”
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
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E l i zabeth  M inke l  sa id  the  i ndus t r y  l ook s  a t  an  I P  and  sees  one
aud ience ,  when  S ta r  War s  i s  a  m i l l i on  d i f fe ren t  fandoms  w i th
d i f fe ren t  behav iou r s  and  va lues .  As  an  X-Men  fan  f i c t i on  wr i te r ,
she  has  more  i n  common  w i th  a  S ta r  War s  fan  f i c t i on  wr i te r  t han
some S ta r  War s  fans  have  w i th  each  o the r .

Ca l v i n  came a t  i t  f rom the  o the r  s ide :  fandoms  a re  ove r lapp ing
more  than  eve r ,  and  nobody  i n  t he  wor ld  j u s t  l i ke s  one  th i ng .
Many  o f  Fo rmu la  One ' s  newer  US  fans  fo l l ow  i t  t h rough  sho r t
v ideos  and  have  neve r  sa t  t h rough  a  who le  race .

So  b r ie f  by  what  fans  do  and  whe re  the i r  fandoms  ove r lap ,  no t
by  the  f ranch i se  name.  The  ad jacen t  fandom i s  o f ten  whe re  a
b rand  can  su rp r i se  peop le .

2. BRIEF FOR THE FANDOMS 
INSIDE THE IP

“IT'S A MILLION DIFFERENT
FANDOMS, YOU KNOW, A
MILLION DIFFERENT SUB-
FANDOMS, DIFFERENT
BEHAVIORS, OVERLAPPING
VENN DIAGRAMS.”
E L I Z A B E T H  M I N K E L ,  E D I T O R  I N
C H I E F ,  F A N S P L A I N I N G
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Mike  D 'A le s s io  ca l l s  i t  r ea l - t ime  marke t i ng .  Nobody  knows  i f  you
looked  a t  a  b i l l boa rd .  A t  a  booth  the  b rand  pushes  a  message
and  pu l l s  a  re sponse  back :  faces ,  how long  peop le  s tay ,  what
they  take  away  and  what  t hey  ask .

S tu  Levy  sa id  TOKYOPOP used  to  a rgue  abou t  whethe r  a  booth
was  wor th  t he  cos t .  No t  any  more :  meet i ng  fans  face  to  face  i s
wor th  more  than  i t  was ,  and  on l i ne  ads  have  go t  ha rde r  to  a im .
M i ke  Mone l l o  sa id  ads  c rea te  awareness ,  bu t  even t s  c rea te  the
emot ion  tha t  makes  a  memory .  M i ke  D 'A le s s io  has  seen  c l i en t s
move  d ig i ta l  budget  i n to  an  even t .

Coun t  what  t he  room g i ves  you  tha t  a  feed  can ' t :  t ime  spen t ,
ques t ions  as ked  and  who  comes  back .

3. THE BOOTH TALKS BACK

“I'M NOW NOT JUST
PUSHING A MESSAGE
LIKE AN AD WOULD DO,
I'M PULLING YOUR
RESPONSE.”
M I K E  D ' A L E S S I O ,  P R E S I D E N T ,
P R O M O 3 6 0  G R O U P
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Ta t iana  Tacca  worked  on  an  an ime  campa ign  whe re  the  s ide-by-
s ide  mak ing-o f  beat  t he  f i n i shed  an imat ion .  K im  He rnandez  sa id
fans  s t i l l  f r eak  ou t  when  a  b rand  they  l o ve  ge t s  an  i n s ide r  j o ke .
E l i zabeth  M inke l  i s  s t i l l  ta l k i ng  abou t  a  con  ac t i va t ion  tha t
handed  ou t  shee t  mus ic  fo r  a  cha rac te r ' s  song .

M i ke  Mone l l o  sa id  eve r y  Campf i re  j ob  s ta r t s  w i th  how a  fandom
a l ready  p lay s .  Fo r  On l y  Mu rde r s  i n  t he  Bu i ld i ng ,  fans  were
a l ready  pa r s i ng  c l ues ,  so  the  expe r ience  made  them
inves t iga to r s .  He 'd  happ i l y  neve r  bu i ld  ano the r  pho to  moment .

Budget  fo r  t he  mak ing-o f  and  the  sma l l  know ing  touch ,  and  bu i ld
expe r iences  fans  can  take  pa r t  i n ,  no t  j u s t  l ook  a t .

4. SHOW THE WORK AND GIVE FANS A
PART

“THE BEST WORK WE DO IS
THE WORK THAT HELPS
THEM CELEBRATE THAT
FANDOM IN THE WAY THAT
THEY'RE ALREADY
CELEBRATING IT.”
M I K E  M O N E L L O ,  P A R T N E R ,
C R E A T I V E  D I R E C T O R ,
C A M P F I R E
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Ben  Goodman  sa id  i t  can  fee l  eas ie r  r i gh t  now to  launch  a  ca rd
game than  to  keep  one  go ing .  A  b ig  launch  b r i ngs  fan fa re  and
money .  Keep ing  a  game a l i ve  takes  fa r  more  e f fo r t  fo r  l e s s .
Games  tha t  l aunch  b ig  and  fade  leave  s to re  owner s  as k i ng  why
they  shou ld  g i ve  the  nex t  one  the  t ime  o f  day .

B r ian  Dav id-Mar sha l l  sa id  the  s to res  a re  the  backbone ,  and  he
t rea t s  t hem as  pa r tne r s ,  wh ich  no t  eve r y  pub l i she r  does .  H i s  team
p lans  th ree  o r  fou r  se t s  ahead .  On  the  I R L  pane l ,  M i ke  D 'A le s s io ' s
c l i en t  t ha t  p lanned  one  booth  has  come back  eve r y  yea r  s i nce .

Pu t  money  i n to  the  months  a f te r  l aunch  and  t rea t  t he  s to res  and
venues  whe re  fans  ga the r  as  pa r tne r s .

5. FUND THE SECOND YEAR, NOT JUST
THE LAUNCH

“THE DIFFERENCE BETWEEN
LAUNCHING GAMES AND
SUSTAINING A GAME IS
THAT SUSTAINING A GAME
TAKES WAY MORE EFFORT”
B E N  G O O D M A N ,  D I R E C T O R  O F
P L A Y E R  E X P E R I E N C E ,
E L E S T R A L S
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Cl ien t s  as k  why  they  shou ld  marke t  to  fans  who ' l l  t u rn  up  anyway .
M i ke  D 'A le s s io ' s  answer :  marke t  on l y  to  t he  fans  you ' ve  go t  and
you ' l l  h i t  sa tu ra t ion ,  because  even t s  a re  whe re  acqu i s i t i on
happens .  He  want s  b rands  to  s top  t rea t i ng  ex i s t i ng  fans  as  V IP s
who  ho ld  up  the  l i ne  wh i l e  passe r s -by  g i ve  up ,  and  to  l ea rn  l i nes
f rom D i sney .  Ch r i s  Wh i t t l e  added  tha t  t he  l i ne  i s  t he  l onges t
engagement  anyone  has  w i th  you r  booth ,  so  des ign  i t .

I n  Cards  on  the  Tab le ,  B r ian  Dav id-Mar sha l l  made  the  same case
fo r  p lay :  co l l ec t i ng  i s  we lcome as  l ong  as  t he  ra re  ca rds  don ' t
dec ide  who  can  p lay .

P lan  the  queue ,  t he  en t r y  po in t  and  the  f i r s t  expe r ience  fo r  t he
peop le  who  a ren ' t  fans  ye t .

6. DON'T BUILD ONLY FOR THE FANS
YOU'VE GOT

“IF YOU ONLY FOCUS
ON RETENTION, YOUR
BUSINESS IS GOING TO
FAIL.”
M I K E  D ' A L E S S I O ,  P R E S I D E N T ,
P R O M O 3 6 0  G R O U P
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Thanks
Matthew Sullivan-Pond, Elizabeth Minkel, Kim Hernandez, Calvin Innes, Sam Stone, Joost van Dreunen, Brian David-Marshall, Ben Goodman, Mike
Monello, Stu Levy, Mike D'Alessio, Dani Rayner, Tatiana Tacca & Frank Rose. Dani and Calvin did both cities, two weeks apart. Special thanks to
them for doing the double.

TO ALL THE CONTRIBUTORS:

Brien McDonald at ReedPop and the New York Comic Con team for the River Pavilion stage. Den of Geek for lending us two hosts.

BEHIND THE SCENES

Everyone who found us on the show floor: with a whole convention competing for your day, thanks for choosing to spend part of it with us. See you
in London, or back here next year.

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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