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Welcome to the MCM Pop Culture Summit Report,  May ‘25.  

The summit was set up last year to bring pop culture marketers from
across the multiverse together in the same room to talk about their day to
day experiences.  

We provide the panelists the framework for discussion by briefing three
fundamental questions - What changes are you seeing in your audience?
How are you seeing the industry adapting? What trends do you identify
going forward? But the panelists take the conversation where they want to
go. That's where the real magic happens: not from the prescribed talking
points, but from genuine industry experience and frontline observations all
delivered with genuine passion, experience, insight and sometimes a wry
smile.

Last year’s summit reports didn’t feel like they did the discussion justice, so
we’re developed the format for 2025.  We hope you find reading it as
interesting as we found the summit day itself.   

Thanks to everyone who contributed their time and energy to speak or
attend, you are all excellent human beings.  We’ll return in October ‘25, see
you then. 

Chris Whittle, Founder & CEO, Experience12
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Keynote: 
The Fan 
Industrial
Complex
Z O E  S C A M A N

“ H o w  F a n d o m  B e c a m e  I n f r a s t r u c t u r e — A n d
W h y  I P  W i l l  N e v e r  B e  t h e  S a m e

Fandom i s  no  l onge r  a  s ideshow ,  i t ’ s  t he  sca f fo ld i ng .  I n  an  e ra  whe re  the  aud ience  bu i ld s

lo re  fas te r  t han  s tud ios ,  whe re  mods  ou tpe r fo rm  o f f i c ia l  r e leases ,  and  whe re  g reen l igh t s

a re  d ic ta ted  by  hash tags ,  fandom has  become i n f ras t ruc tu re .  I t ’ s  no t  a  marke t i ng  l e ve r ;

i t ’ s  t he  eng ine .

Zoe  unpacked  the  r i se  o f  t he  Fan- I ndus t r ia l  Comp lex :  a  cu l t u ra l  and  commerc ia l  power

sh i f t  t ha t ’ s  redef i n i ng  how IP  i s  c rea ted ,  d i s t r i bu ted ,  expanded ,  and  sus ta ined .  F rom

Rocks ta r  acqu i r i ng  modder s  to  fan  campa igns  rev i v i ng  cance l l ed  shows ,  we ’ l l  e xp lo re  how

cont ro l  i s  co l laps i ng ,  what  co-c rea t ion  rea l l y  l ook s  l i ke ,  and  why  the  fu tu re  o f  na r ra t i ve

un i ve r ses  depends  on  wor k i ng  w i th ,  no t  aga in s t ,  t he  peop le  who  ca re  mos t .  

Th i s  i s n ’ t  fan  se r v i ce— i t ’ s  a  new ope ra t i ng  s y s tem”
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“Fans don't just consume IP anymore. They
stabilise it, they build it, they evolve it.”

ZOE SCAMAN

7



Takeaways

1 2 4
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BUILD SYSTEMS,
NOT STORIES: 

Every content release should be

treated as an "OS update" to a

collaborative system rather than a

finished product, creating

scaffolding for different fan

engagement levels from casual

amplifiers to hardcore architects.

IP  CONTROL IS DEAD
- COLLABORATION IS
KING :  
Legacy IP protection models that

lock down content are

fundamentally broken. Success

requires shifting from controlling IP

to orchestrating collaborative

ecosystems where fans become co-

authors, not just consumers.

FANS ARE
INFRASTRUCTURE,
NOT AUDIENCE:
Fandom has evolved from

marketing afterthought to core

business infrastructure. Fans now

function as R&D departments, QA

teams, marketing engines, and

franchise rescue squads that

actively stabilize, build, and evolve

intellectual property.

MEASURE VITALITY,
NOT VANITY:

Traditional metrics (views, likes,

reach) fail to capture fandom

health. Success requires

measuring fan fiction velocity,

cosplay density, remix response

lag, and fan-led micro-economies

rather than superficial

engagement numbers.

Z o e  s a y s  i s  b e t t e r  t h a n  w e  e v e r  c o u l d ,   a c c e s s  t h e
c o m p l e t e  p r e s e n t a t i o n  o n  Z o e ’s  S u b s t a c k :
 M u s i n g s  O f  A  Wa n d e r i n g  M i n d  

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


PANEL 1:
Big & Small
Screen Content:  
W R I T I N G  T H E  M A R K E T I N G
S C R I P T

A D A M  R U B I N S
F O U N D E R  
T H E  A R C

PA N E L I S T S :  

A M B E R  TAY LO R
C O - F O U N D E R  
B E A M  &  C O

J E R O M E  M A Z A N D A R A N I  
A N I M E  C O N S U LTA N T  
A N D  P R O D U C E R

M O D E R ATO R :
A N D Y  G I B B O N S
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The  New Marke t i ng  Rea l i t y :  When  S leep  Becomes  You r  B igges t

Compet i to r

I n  a  wor ld  whe re  v iewer s  face  ten  s t reaming  p la t fo rms ,  au top lay  t ra i l e r s ,  and

end les s  "mus t -watch"  recommendat ions ,  f i lm  and  TV  marke te r s  have  reached

a  c r i t i ca l  i n f l ec t ion  po in t .  As  Amber  Tay lo r  obse r ved ,  "Ne t f l i x ' s  b igges t

compet i to r  i s  S leep"  no t  o the r  p la t fo rms ,  no t  o the r  con ten t ,  bu t  t he

fundamenta l  human  need  fo r  re s t .  Th i s  i s n ' t  j u s t  i ndus t r y  h ype rbo le ;  i t ' s  a  new

rea l i t y  whe re  on  sc reen  con ten t  more  than  eve r  competes  aga in s t  eve r y

poss ib le  u se  o f  human  a t ten t ion .

The  t rad i t i ona l  marke t i ng  p laybook  o f  b road  awareness  and  med ia  sa tu ra t ion

has  no t  j u s t  become i ne f fec t i ve  i t  fee l s  l i ke  i t ’ s  become coun te rp roduc t i ve .

Adam Rub in s  captu res  t h i s  pe r fec t l y :  "Aud iences  a re  ex t reme l y  d i s t rac ted

and  h igh l y  demand ing , "  ex i s t i ng  i n  what  he  ca l l s  " sc ro l l ,  s k ip  and  s i l ence

mode . "  When  v iewer s  can  access  20 ,000  t i t l e s  on  P r ime  V ideo  and  8 ,000  on

Net f l i x ,  t he  marke t i ng  cha l l enge  i sn ' t  j u s t  ge t t i ng  no t i ced ,  i t ' s  s tay i ng

re levan t  l ong  enough  to  conve r t  a t ten t ion  i n to  engagement  and  v iewer sh ip .

"WE ARE SEEING
AUDIENCES BEING
EXTREMELY DISTRACTED
AND HIGHLY DEMANDING.
WE ARE SEEING THIS
CHOICE PARALYSIS THAT
THEY HAVE IN TERMS OF
THEIR TIME AND THEIR
OPTIONS."
A D A M  R U B I N S
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Cu l tu ra l  Moment s :  Beyond  A lgo r i t hm ic  Opt im i sa t ion

The  pane l  advocated  tha t  su s ta inab le  marke t i ng  success  requ i re s

mov ing  beyond  a lgo r i t hm ic  op t im i sa t ion  toward  c rea t i ng  genu ine

cu l tu ra l  moment s .  

Cu l tu ra l  moment s  can  no  l onge r  be  manufac tu red  th rough

t rad i t i ona l  campa ign  th i n k i ng ,  t hey  a re  emerg ing  f rom ecosy s tem

th ink i ng .  Campa igns  tha t  a re  succeed ing  a re  c rea t i ng  space  fo r

fan  pa r t i c ipa t ion ,  commun i t y  d i scus s ion ,  and  word-o f -mouth

amp l i f i ca t ion  tha t  a re  spa r ked  by  then  t ranscend  marke t i ng

budget s .  I t ’ s  t he  ho l y  g ra i l  o f  marke t i ng  word  o f  mouth  and

engagement  be ing  a  budget  mu l t ip l i e r .  

The  mos t  success fu l  mar ke te r s  a re  no  l onge r  bu i ld i ng  campa igns ,

t hey ' re  bu i ld i ng  en t i re  ecosy s tems  a round  the i r  con ten t .  Th i s

rep resen t s  a  sh i f t  f rom the  t rad i t i ona l  l aunch-and-sus ta in  mode l

to  what  Tay lo r  desc r ibes  as  c rea t i ng  "en te r ta inment  I P "  ra the r

than  j u s t  p romot i ng  i t .  The  a lmos t  i n v i s ib le  success  o f  An ime  i n

modern  fan  cu l t u re  i s  a  d i rec t  re su l t  o f  t h i s  sh i f t .  

"54% OF THE DEMO
EXPRESSED A FANSHIP FOR
ANIME. IT INDEXES HIGHER
THAN K POP... IT'S OVER
INDEXING ABOVE SPORTS
NOW, THE NFL, THAT ONLY
DOES 48%."

11
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“Netflix's number
one competitor is

Sleep. Not
YouTube, not the
creator economy,
not the streaming

landscape.”
AMBER TAYLOR
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The  New Aud ience  D i scove r y  C r i s i s

Whi le  ma in ta in i ng  ex i s t i ng  fandoms  rema ins  ach ievab le ,  Rub in s

iden t i f i ed  " f i nd ing  new aud iences "  as  t he  i ndus t r y ' s  mos t  p res s i ng

cha l l enge .  The  t rad i t i ona l  f unne l  o f  b road  awareness  d r i v i ng

d i scove r y  has  b roken  down  i n  an  ove r sa tu ra ted  marke t  whe re ,  a s

he  pu t s  i t ,  aud iences  ex i s t  i n  " sc ro l l ,  s k ip  and  s i l ence  mode . "

Th i s  i s  pa r t i cu la r l y  acu te  fo r  en te r ta inment  t ha t  requ i re s  t ime

inves tment .  Rub in s  no ted  h i s  own  ch i ld ren  ( 1 7  and  12 )  "have  ze ro

in te res t  i n  go ing  to  the  c i nema because  they  want  to  be  a t  home

p lay i ng  Fo r tn i te . "  The  compet i t i on  i sn ' t  j u s t  o the r  con ten t ,  i t ' s

en t i re l y  d i f fe ren t  engagement  mode l s  t ha t  p rov ide  immed ia te

g ra t i f i ca t ion  and  soc ia l  connec t ion .

The  p rob lem i sn ’ t  j u s t  so l ved  by  more  marke t i ng .    I t ' s  r e th i n k i ng

what  en te r ta inment  means  to  aud iences  who ' ve  g rown  up  w i th

i n te rac t i ve ,  soc ia l ,  immed ia te l y  re spons i ve  med ia .  

“IT'S NOT DIFFICULT TO
SELL IP TO AN EXISTING
AUDIENCE... BUT IT'S VERY,
VERY DIFFICULT NOW TO
FIND A NEW AUDIENCE."
A D A M  R U B I N S
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Marke te r s  Mus t  Lea rn  f rom the  New Mas te r s  o f  t he
At ten t ion  Economy  Un i ve r se

An  iden t i f i ed  and  s ign i f i can t  sh i f t  i n  f i lm  and  TV  marke t i ng  a re

the  adopt ion  o f  c rea to r  s t ra teg ies .  "C reato r s  a re  k i l l i ng  i t

because  they  know the i r  fans  be t te r  t han  any  s tud io , "  Tay lo r

obse r ved ,  h igh l igh t i ng  why  Beas t  Games  moved  to  Amazon  and

S idemen  pa r tne red  w i th  Ne t f l i x .

C reato r s  have  so l ved  the  a t ten t ion  p rob lem tha t  t rad i t i ona l

marke te r s  a re  now s t r ugg l i ng  w i th .  They ' ve  mas te red  what  Rub in s

ca l l s  "co-c rea t ion  and  the  impor tance  o f  wo r k i ng  w i th  aud iences

to  go  ou t  t he re  and  do  the  job  fo r  you . "  Th i s  was  cha rac te r i sed

as  s tud ios  t h i n k i ng  i n  te rms  o f  campa igns ,  c rea to r s  t h i n k i ng  i n

te rms  o f  fo l l ower  re la t ionsh ips .

C reato r s  have  bu i l t  t he  ecosy s tem mode l  t ha t  f i lm  and  TV

marke t i ng  shou ld  i nc reas ing l y  rep l i ca te .  They  c rea te  con ten t ,

engage  commun i t i e s ,  r e spond  i n  rea l - t ime  to  t rends ,  and

ma in ta in  ongo ing  re la t ionsh ips  be tween  ma jo r  re leases .

"CREATORS ARE KILLING IT
BECAUSE THEY KNOW
THEIR FANS BETTER THAN
ANY STUDIO"
A M B E R  T A Y L O R
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The  Conso l ida t ion  Pa radox

Even  as  t he  c rea to r  economy  exp lodes ,  t rad i t i ona l  en te r ta inment

i s  conso l ida t i ng  i n to  " fewer ,  b igge r ,  be t te r "  s t ra teg ies .  S tud ios

a re  doub l i ng  down  on  known  I P  w i th  mass  aud ience  appea l ,  w i th

95% o f  marke t i ng  campa igns  focus i ng  on  es tab l i shed  f ranch i ses .

Th i s  c rea tes  a  po ten t ia l l y  t roub l i ng  dynamic  whe re ,  a s  Tay lo r

warns ,  " t he re  a re  a  l o t  o f  t i t l e s  t ha t  w i l l  ge t  to  c i nema ,  t ha t  w i l l

ge t  on  s t reaming  tha t  no  one  w i l l  e ve r  f i nd  because  they  w i l l  be

lo s t  i n  a  l i b ra r y  o f  con ten t . "

An ime ’ s  conso l ida t ion  i n to  p la t fo rms  l i ke  Crunchy ro l l  and  Ne t f l i x ,

b r i ngs  "Ho l l ywood-s t y le  marke t i ng  bu t  po ten t ia l l y  l o s i ng  au then t i c

fan  connec t ion . "  Mazandaran i  wo r r i e s  abou t  " l o s i ng  tha t  au then t i c

sense  o f  wonder  and  de l igh t  t ha t  we  sha red  as  t he  p ro fes s iona l s

l ead ing  these  campa igns  w i th  ou r  aud ience"  as  co rpo ra te

s t ruc tu res  impose  con t ro l l ed  commun ica t ion  and  san i t i sed

messag ing .  The  ve r y  fan  au then t i c i t y  t ha t  bu i l t  t hese  p rope r t i e s

r i s k s  be ing  su f focated  by  the  co rpo ra te  mach ine r y  meant  to  sca le

them.

15

"THE PROBLEM WE'RE
SEEING IN THE INDUSTRY
NOW IS THAT WE'RE
LOSING THAT SORT OF
BOLD, CREATIVE THINKING
BECAUSE MARKETING IS
BECOMING TOO GENERIC”
A D A M  R U B I N S
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“ T H E  B O T T O M  L I N E
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CREATOR
SUPREMACY

T H E  M A I N
C O M P E T I T O R  I S
S L E E P  

N E W  A U D I E N C E
D I S C O V E R Y  I S
B R O K E N

CULTURAL
MARKETING BEATS
ALGORITHMS

Creato r s  ou tpe r fo rm

s tud io  marke t i ng

because  they  know the i r

fans  be t te r .  S tud ios  a re

p lay i ng  ca tch-up .  The

s tuden t  has  become the

mas te r .

Eve r y  con ten t  marke t i ng

campa ign  i nc reas ing l y

competes  aga in s t  eve r y

poss ib le  u se  o f  human

at ten t ion .   Con ten t ’ s

b igges t  compet i to r  i s n ' t

o the r  p la t fo rms ,  i t ' s

s l eep .  

F i nd ing  new aud iences

has  become con ten t

marke t i ng ’ s   b igges t

cha l l enge  i n  an

ove r sa tu ra ted  marke t

w i th  d i s t rac ted

consumer s .

Sus ta inab le  marke t i ng

success  requ i re s

c rea t i ng  genu ine

cu l tu ra l  moment s  t ha t

gene ra te  la s t i ng  fan

advocacy  and  aud ience

engagement .

“W i th  i n f i n i te  cho ice ,  on l y  marke t i ng  tha t  bu i ld s  be long ing  and
enab les  cu l t u ra l  moment s  i s  cu t t i ng  th rough  the  no i se ”

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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L I LY  ADAMS
CO-FOUNDER
NERD P IRATES

TRACEY MCGARR IGAN
CEO & FOUNDER  
ANS IBEL  COMMS

VIOLET  ADAMS
FOUNDER
NERD P IRATES

PANEL 2:
Strategy Beyond
the Drop:  
E V O L V I N G  T H E  B I G  I D E A
F O R  A  N E W  E R A  O F  P O P
C U L T U R E  

PA N E L I S T S :  

MODERATOR:
ANDY G IBBONS
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The  S t ra tegy  Foundat ion  Cr i s i s :  Why  Be fo re  What

The  fundamenta l  cha l l enge  fac ing  modern  marke t i ng  teams  i sn ' t  tac t i ca l ,  i t ' s

s t ra teg ic .  As  T racy  McGar r igan  b lun t l y  obse r ved ,  " The  f i r s t  t h i ng  tha t  peop le

w i l l  say  i s ,  we  need  to  be  on  T i k Tok .  We  need  to  be  he re .  We  need  to  be

the re ,  w i thou t  t h i n k i ng  why?"  Th i s  tac t i ca l - f i r s t  mar ke t i ng  approach  has

become the  i ndus t r y ' s  mos t  dangerous  t rap ,  l ead ing  to  unsus ta inab le

marke t i ng  momentum and  fa i l ed  campa igns  tha t  can  bu rn  th rough  marke t i ng

budget s  w i thou t  bu i ld i ng  la s t i ng  engagement .

The  marke t i ng  p rob lem doesn ’ t  seem to  be  tha t  compan ies  lack  tac t i ca l

op t ions ,  t hey ' re  d rown ing  i n  t hem.  F rom T i k Tok  marke t i ng  to  YouTube  Sho r t s

campa igns ,  f rom D i sco rd  commun i t y  marke t i ng  to  l i ve  s t reaming  p la t fo rm

promot ion ,  t he  marke t i ng  tac t i ca l  l andscape  has  exp loded  wh i l e  s t ra teg ic

marke t i ng  th i n k i ng  has  s tagnated .  McGar r igan ' s  expe r ience  shows  tha t

" success  i s  whe re  they  beg in ,  i t  i s n ' t  j u s t . . .  hav i ng  somebody  p lay  you r  game

and  say ,  yeah ,  i t  was  rea l l y  n i ce . . .  i t ' s  t ha t  moment  whe re  you  can  open  the

door  to  an  ongo ing  re la t ionsh ip . "

"THE FIRST THING THAT
PEOPLE WILL SAY IS, WE
NEED TO BE ON TIKTOK.
WE NEED TO BE HERE. WE
NEED TO BE THERE,
WITHOUT THINKING
WHY?”
T R A C Y  M C G A R R I G A N

Popcultr Marketing Summit Report May 2025 
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“The biggest thing the
industry needs to

think about is
redefining what it

means by risk.”
LILY ADAMS



20

The  M id-Fo rm Conten t  Revo lu t ion

The  pane l  i den t i f i ed  a  s t ra teg ic  marke t i ng  oppor tun i t y  marke te r s

shou ld  exp lo re  fu r the r :  m id- fo rm  con ten t .  "M id  fo rm  rep resen t s  a

rea l l y  impor tan t  answer ,  i t ' s  deep  engagement ,  wh ich  fo r  fans  who

tend  to  spend  the i r  l i f e  on  deep  engagement  p la t fo rms  l i ke  AO3 ,

D i sco rd  o r  Redd i t  i s  e s sen t ia l . "

Conten t  be tween  1 -8  m inu tes  o f fe r s  deeper  engagement  t han

sho r t - fo rm  wh i l e  rema in i ng  access ib le .  As  A I  p ro l i fe ra tes  sho r te r

con ten t ,  t hough t fu l  m id- fo rm  becomes  i nc reas ing l y  d i s t i nc t i ve .

The  i n s igh t  i s n ' t  abou t  l eng th ,  i t ' s  unde r s tand ing  d i f fe ren t

aud ience  segment s  requ i re  d i f fe ren t  engagement  depths .  Wh i l e

casua l  v i ewer s  engage  w i th  30-second  c l ip s ,  bu i ld i ng  fandom

requ i re s  deeper  engagement  t ha t  m id- fo rm  enab les .

Popcultr Marketing Summit Report May 2025 

“MID FORM REPRESENTS A
REALLY IMPORTANT
ANSWER. IT'S DEEP
ENGAGEMENT, WHICH FOR
FANS WHO TEND TO SPEND
THEIR LIFE ON PLATFORMS
LIKE AO3, DISCORD OR
REDDIT?”
V I O L E T  A D A M S
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The  Even t s   Rena i s sance

The  re su rgence  o f  even t s  as  marke t i ng  powerhouses  was

h igh l igh ted  ac ros s  t he  pane l .  McGar r igan  obse r ved  tha t  "even t s

a re  back ,  i n  a  way  tha t  f undamenta l l y  changes  aud ience

engagement  and  RO I  measu rement ” .

The  s t ra teg ic  sh i f t  he re  i s  p ro found :  even t s  a re  no  l onge r  j u s t

p romot iona l  tac t i c s  bu t  co re  re la t ionsh ip-bu i ld i ng  too l s .  They

c rea te  what  McGar r igan  desc r ibes  as  " tha t  sp i ke  i n  you r

marke t i ng"  t ha t  becomes  v i s ib le  and  measu rab le  th rough  soc ia l

amp l i f i ca t ion .  The  gaming  i ndus t r y ,  i n  pa r t i cu la r ,  has  red i scove red

even t s  as  spaces  whe re  " you  can  open  the  doo r  to  an  ongo ing

re la t ionsh ip  w i th  t ha t  gamer . "

Th i s  rena i s sance  rep resen t s  a  b roader  s t ra teg ic  p r i nc ip le :  i n  an

ove r sa tu ra ted  d ig i ta l  l andscape ,  phys i ca l  expe r iences  c rea te  the

emot iona l  re sonance  and  commun i t y  connect ion  tha t  d r i ves

sus ta inab le  fan  engagement .  Even t s  a ren ' t  mar ke t i ng  expenses ,

t hey ' re  re la t ionsh ip  i n ves tment s  w i th  measu rab le  re tu rn s .

“EVENTS ARE SUCH AN
EXCITING WAY TO ENGAGE
DIRECTLY WITH AN
AUDIENCE, GET INSTANT
FEEDBACK... AND YOU GET
THAT SPIKE IN YOUR
MARKETING, AND NOW
YOU CAN SEE THAT SPIKE.”
T R A C E Y  M C G A R R I G A N
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The  Fandom F luency  Gap

The re  can  be  an  o rgan i sa t iona l  d i sconnec t  be tween  those  who

under s tand  fandom and  those  mak ing  s t ra teg ic  dec i s ions .  L i l y

Adams  emphas i sed  tha t  "peop le  i n  fandom a re  expect i ng

marke t i ng  to  be  more  fandom f l uen t  t han  eve r , "  ye t  "bu t  i t

un fo r tuna te l y ,  i s  no t  a lways  be ing  re f l ec ted  b rands  o r  I P s

con ten t . "

Th i s  i s n ' t  j u s t  commun ica t ion  s t r uc tu res ,  i t ' s  i s sues  unde rm in ing

bas ic  e f fec t i veness .  Commun i t y  manager s  unde r s tand ing  fan

behav iou r  a re  l e s  l i ke l y  to  be  i n teg ra ted  i n to  s t ra teg ic  p lann ing

p rocesses ,  r e su l t i ng  i n  s t ra teg ies  m i s s i ng  fundamenta l  aud ience

in s igh t s  and  tac t i c s  t han  can  fee l  tone-deaf .

I n teg ra t i ng  fan  i n s igh t s  " t h roughou t  t he  en t i re  bus i nes s  p ipe l i ne

f rom p roduc t  ideat ion  to  launch , "  and  b r i ng ing  commun i t y

i n te l l i gence  i n to  boa rd rooms  f rom the  peop le  on  the  f ron t l i nes  i s

a  new impera t i ve  i n   a  conges ted  and  vo la t i l e  marke t .

“PEOPLE IN FANDOM ARE
EXPECTING MARKETING TO
BE MORE FANDOM FLUENT
THAN EVER”
L I L Y  A D A M S  
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Resou rce  Cons t ra in t s  a s  Marke t i ng  I nnova t ion  Cata l y s t s

Budget  cons t ra in t s  a re  fo rc i ng  c rea t i ve  approaches  o f ten  more

ef fec t i ve  than  t rad i t i ona l  h igh- spend  campa igns .

Th i s  cons t ra in t -d r i ven  i nnova t ion  pushes  compan ies  to  " redef i ne

r i s k  and  exp lo re  un tes ted  s t ra teg ies . "  As  L i l y  Adams  no ted ,  " t he

b igges t  t h i ng  the  i ndus t r y  needs  to  th i n k  abou t  i s  redef i n i ng  what

i t  means  by  r i s k . "  P lay i ng  sa fe  w i th  expens i ve  campa igns  may  be

r i s k ie r  t han  expe r iment i ng  w i th  l ower -cos t ,  commun i t y -d r i ven

approaches .

Resou rce  cons t ra in t s  fo rce  focus  on  genu ine  re la t ionsh ips  ra the r

than  buy i ng  reach .  Be ing  " s t r i pped  ba re "  fo rces  i nnova t ion  tha t

la rge r ,  be t te r - funded  compet i to r s  m i s s  because  they  de fau l t  to

expens i ve  so l u t ions ,  c rea t i ng  oppor tun i t i e s  fo r  sma l l e r  compan ies

compet i ng  on  au then t i c i t y  and  ag i l i t y .

“NOBODY HAS ANY
MONEY. I MEAN, WE'RE
LITERALLY STRIPPED BARE,
WHICH IS ACTUALLY ALSO
REALLY INTERESTING AND
A FANTASTIC
OPPORTUNITY”
T R A C E Y  M C G A R R I G A N
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CONSTRAINT-
DRIVEN
INNOVATION

Marke t i ng  re sou rce

l im i ta t ions  fo rce

c rea t i ve  approaches

tha t  o f ten  ou tpe r fo rm

t rad i t i ona l  h igh- spend

marke t i ng  campa igns .

M I D - F O R M
C O N T R E N T
A D V A N T A G E

Marke t i ng  con ten t

be tween  1 -8  m inu tes

o f fe r s  deep  engagement

fo r  fans  wh i l e  rema in i ng

access ib le  to

newcomers .

I R L
R E N A I S S A N C E

Phys ica l  marke t i ng

expe r iences  c rea te

emot iona l  re sonance

and  measu rab le  soc ia l

amp l i f i ca t ion  tha t

d ig i ta l  mar ke t i ng  a lone

cannot  ach ieve .

ORGANISATIONAL
FANDOM
INTEGRATION

Fan  marke t i ng  i n s igh t s

mus t  be  i n teg ra ted

th roughou t  bus i nes s

p ipe l i ne ,  no t  con f i ned

to  commun i t y  marke t i ng

management .

 “Sus ta inab le  success  i s  i nc reas i ng l y  de r i ved  f rom bu i ld i ng
ongo ing  re la t ionsh ips  t h rough  commun i t i e s  on l i ne  and  IR L ,

s t ra teg ic  con ten t  u se  and  cons t ra in t -d r i ven  i nnova t ion ”

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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MODERATOR:
ANDY G IBBONS

MINGZHEN L I
FOUNDER  
PLAYFUL  D IG I TAL

AYMAN MOHAMMED
PARTNER  DEVELOPMENT  
MANAGER
EXERT IS

STEPHANIE LORD
SENIOR GLOBAL COMMUNITY
MANAGER 
METRO FRANCHISE TEAM
DEEP SILVER 

PA N E L I S T S :  

A D A P T I N G  T H E
M A R K E T I N G  
P L A Y B O O K

PANEL 3 :
GAMES :  
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The  Marke t i ng  P r i ce  Rea l i t y  Revo lu t ion

The  gaming  marke t i ng  landscape  faces  dua l  p res su re :  s tud ios

ope ra t i ng  w i th  reduced  marke t i ng  budget s  wh i l e  gamers  become "more

p icky  and  choosy  abou t  whe re  they  spend  the i r  money . "  

Th i s  fo rces  marke t i ng  teams  to  abandon  t rad i t i ona l  p rem ium p r i c i ng

campa igns  fo r  va lue-d r i ven  s t ra teg ies  u s i ng  bund l i ng ,  K i c k s ta r te r

fund ing ,  and  a l te rna t i ve  revenue  mode l s .

Mohammed ' s  c r i t i ca l  i n s igh t  revea l s  a  marke t i ng  i n te l l i gence

cha l l enge :  " t he  l oudes t  vo ices  a re  i n  t he  cheapes t  sea t s "  voca l

feedback  f rom low-spend ing  cus tomer s  doesn ' t  r ep resen t  b roader

marke t  sen t iment .  Success fu l  gaming  marke t i ng  now requ i re s

soph i s t i ca ted  commun i t y  ana l y s i s  to  " s i f t  t h rough  tha t  p laye r

sen t iment "  and  iden t i f y  ac t ionab le  i n s igh t s  f rom mean ing fu l  aud ience

segment s .

GAMERS ARE BECOMING
MORE PICKY AND CHOOSY
ABOUT WHERE THEY
SPEND THEIR MONEY."
A Y M A N  M O H A M M E D

Popcultr Marketing Summit Report May 2025 
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“Making sure that fans can feel connected
and feel like they have some ownership, can

have their name in the credits things like
that are now really important.”

AYMAN MOHAMMED



Globa l  Expans ion :  The  Ch ina  Impera t i ve

L i  r e vea l s  games  marke t i ng ' s  b igges t  oppor tun i t y :  " 30% o f  S team use r s

a re  u s i ng  Ch inese  language"  rep resen t s  a  fundamenta l  sh i f t  i n

gaming ' s  g loba l  marke t i ng  dynamics .  

Th i s  expans ion  demands  cu l t u ra l  mar ke t i ng  approaches  beyond  s imp le

t rans la t ion .

The  s t ra teg ic  d i s t i nc t ion  L i  emphas i ses :  " l oca l i ze  you r  campa ign ,  no t

j u s t  t rans la te  i n to  Ch inese"  i t  r equ i re s  marke t i ng  teams  w i th  genu ine

cu l tu ra l  expe r t i se ,  no t  j u s t  l anguage  s k i l l s .  Success  demands

unde r s tand ing  loca l  gaming  behav io r s ,  p la t fo rm  p re fe rences ,  and

commun i t y  dynamics  fo r  e f fec t i ve  marke t i ng  campa igns .

L i ' s  s t ra teg ic  impera t i ve :  " i f  you  don ' t  do  any th i ng  to  the  marke t ,  you

won ' t  ge t  any  reward . "  Compan ies  mas te r i ng  g loba l  marke t i ng

loca l i sa t ion  access  g rowth  oppor tun i t i e s  imposs ib le  i n  sa tu ra ted

Wes te rn  marke t s .

Popcultr Marketing Summit Report May 2025 

“ I THINK CREATING
CHANNELS FOR YOU TO BE
ABLE TO COMMUNICATE
AND ENGAGE DIRECTLY
WITH THE CHINESE
PLAYERS, WILL BE KEY.”
M I N G Z H E N  L E E

28
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C rea t i ve  Au then t i c i t y  Ove r  T rend-Chas ing

 " T rend  chas ing  has  to  be  dead . . .  games  take  too  l ong  to  make  to

be  chas ing  t rends . "  Gaming ' s  2-5  yea r  deve lopment  cyc le s  mean

t rend-based  marke t i ng  dec i s ions  become obso le te  be fo re

reach ing  marke t .

A  " l e t  devs  cook "   ph i l o sophy  recogn i ses  au then t i c ,  pass iona te

deve lopment  c rea tes  more  marke tab le  games  than  fo rmu la ic

t rend- fo l l ow ing .  P laye r s  sense  au then t i c i t y ,  mak ing  i t  power fu l

marke t i ng  d i f fe ren t ia t ion  i n  ove r sa tu ra ted  marke t s .

Th i s  requ i re s  marke t i ng  teams  to  l i a i se  w i th  Devs  and  key  i n to

becoming  f l uen t  s to r y te l l e r s  who  commun ica te  the  Dev ’ s  un ique

c reat i ve  v i s i on  than  f i t t i ng  games  i n to  p redete rm ined  marke t

ca tego r ie s .   

29

“ LET DEVS COOK, A LOT OF
THE CONTROL IS NOW WITH
THE CORE DEVELOPERS AS
WELL AS THE  MAIN LEAD
STUDIOS ”
S T E P H A N I E  L O R D
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Ear l y  Engagement  and  Rap id  I te ra t ion :  The  New
Deve lopment  

Gaming ' s  l ong  deve lopment  cyc le s  c rea te  un ique  cha l l enges  and

wou ld  ben i f i t  f rom ea r l y  p laye r  engagement  t h roughou t

deve lopment  p rocesses .  T rad i t i ona l  mode l s  keep ing  games  sec re t

un t i l  l aunch  a re  g i v i ng  way  to  s t ra teg ies  bu i ld i ng  an t i c ipa t ion

and  commun i t y  i n ves tment  ea r l y ,  t rans fo rm ing  p laye r s  i n to

advocates  ra the r  t han  c r i t i c s .

Ea r l y  engagement  se r ves  mu l t ip le  s t ra teg ic  pu rposes :  p reven t i ng

cos t l y  l a te- s tage  changes  th rough  i n va luab le  feedback  and

enab l i ng  " fa i l i ng  fas t "  p r i nc ip le s  c ruc ia l  fo r  h igh-cos t ,  ex tended

deve lopment  t ime l i nes .  Get t i ng  negat i ve  feedback  on  p ro to t ypes

i s  i n f i n i te l y  p re fe rab le  to  d i scove r i ng  fundamenta l  p rob lems  a f te r

yea r s  o f  deve lopment  i n ves tment .

P la t fo rms  l i ke  D i sco rd  and  Redd i t  p rov ide  d i rec t ,  un f i l t e red

feedback  f rom engaged  commun i t y  member s ,  con t ras t i ng  sha rp l y

w i th  t rad i t i ona l  marke t  re sea rch  o f fe r i ng  b road  bu t  sha l l ow

ins igh t s .Ea r l y  engagement  c rea tes  deve lopment  p rocesses

i nhe ren t l y  re spons i ve  to  p laye r  needs ,  p roduc ing  be t te r  games

and  marke t i ng  g rounded  i n  genu ine  p laye r  feedback .

“ GETTING IN THAT EARLY
FOCUS AND PROTOTYPING
AND SHOWING USERS THIS
IS WHAT COULD BE
ACHIEVED, IS REALLY,
REALLY IMPORTANT ”
A Y M A N  M O H A M M E D



T H E  B O T T O M  L I N E

1 2 43
Takeaways

1 2 4
Popcultr Marketing Summit Report May 2025 

3
AUTHENTIC
CREATION OVER
TRENDS

Suppor t  un ique  c rea t i ve

v i s i ons  ra the r  t han

chas ing  marke t  t rends ,

recogn i s i ng  au then t i c i t y

as  a  marke t i ng

d i f fe ren t ia to r .

P R I C E
S E N S I T I V I T Y
S T R A T E G Y

Focus  on  va lue

demons t ra t ion  th rough

bund l i ng  and  a l te rna t i ve

fund ing  ra the r  t han

compet i ng  pu re l y  on

p r i ce .

C O M M U N I T Y
I N T E L L I G E N C E
I N T E G R A T I O N

B r idge  the  gap  be tween

commun i t y  manager s

and  execu t i ves  by

i n teg ra t i ng  p laye r

sen t iment  i n to  s t ra teg ic

p lann ing .

GLOBAL-FIRST
APPROACH

T rea t  i n te rna t iona l

marke t s  (e spec ia l l y

Ch ina )  as  p r imary

oppor tun i t i e s  requ i r i ng

cu l tu ra l  unde r s tand ing ,

no t  j u s t  t rans la t ion .

“Gaming ’ s  recen t  rea l i t y  i s  encou rag ing  marke t i ng  to  adapt  to
embrace  more  commun i t y  i n teg ra t ion ,  g loba l  engagement  and

h igh l igh t  c rea t i ve  au then t i c i t y ”

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


ADAM HARR IS
FOUNDER  
GAGGL .TV

SARA RODR IGUEZ
D IRECTOR OF  CL IENT
STRATEGY
FANDOM

RICHARD BARNES
CEO
BR IDGE
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PANEL 4:
Partnerships:  
P O W E R I N G  U P  P O P
C U L T U R E  A N D  B R A N D
M A R K E T I N G  

PA N E L I S T S :  

MODERATOR:
ASHANT I  OMKAR
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The  F l u id  Aud ience  Cha l l enge

Ente r ta inment  marke t i ng  and  pa r tne r sh ips  face  fundamenta l  aud ience

behav iou r  sh i f t s  whe re  t rad i t i ona l  f ranch i se  l o ya l t y  g i ves  way  to

conve r sa t ion-d r i ven  consumpt ion .  Rod r iguez  captu res  t h i s

t rans fo rmat ion :  "Eve r yone ' s  watch ing  j u s t  because  they  want  to  be  pa r t

o f  t he  conve r sa t ion . "  

Th i s  requ i re s  pa r tne r sh ip  marke t i ng  s t ra teg ies  t ha t  re spond  to  rap id l y

sh i f t i ng  cu l t u ra l  conve r sa t ions  ra the r  t han  re l y i ng  on  s tab le  aud ience

segment s .  " fan  behav iou r  i s  becoming  ma ins t ream"  means  pa r tne r sh ip

marke t i ng  mus t  accoun t  fo r  aud iences  expect i ng  pa r t i c ipa to r y

expe r iences  ac ros s  a l l  demograph ic s ,  no t  j u s t  ded ica ted  fandoms .

Success fu l  pa r tne r sh ip  marke t i ng  now demands  ag i l i t y  to  cap i ta l i se  on

t rend ing  con ten t  t ha t  captu res  w idesp read  a t ten t ion ,  requ i r i ng

f ramework s  ope ra t i ng  ac ros s  mu l t ip le  con ten t  t ypes  and  aud ience

behav iou r s  s imu l taneous l y .

“EVERYONE'S WATCHING
JUST BECAUSE THEY WANT
TO BE PART OF THE
CONVERSATION... FAN
BEHAVIOR IS BECOMING
MAINSTREAM" 
S A R A  R O D R I G U E Z

Popcultr Marketing Summit Report May 2025 
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“ The audience now is just demanding and expecting a lot
more from a collaboration. The brand has to bring its own
personality and its own storytelling as well, it's got to give

the fan more of that IP through the channel ”
RICHARD BARNES 34



The  Gene ra t iona l  Cha l l enge

Har r i s  i den t i f i e s  a  c r i t i ca l  pa r tne r sh ip  marke t i ng  cha l l enge :

"anyone  ove r  40  doesn ' t  r ea l i se  t he  power  o f  gaming  channe l s . "

Th i s  gene ra t iona l  d i sconnec t  a f fec t s  eve r y  pa r tne r sh ip  s t ra tegy

and  measu rement  approach .

The  " i Pad  gene ra t ion "  expec t s  i n te rac t i ve  re sponses  to  a l l  i npu t s .

Th i s  c rea tes  demand  fo r  gami f i ed  pa r tne r sh ip  expe r iences  ac ros s

a l l  med ia ,  i nc l ud ing  TV  con ten t  becoming  co l labo ra t i ve  and

in te rac t i ve  ra the r  t han  pass i ve  consumpt ion .

Dec i s ion-make r s  measu r i ng  pa r tne r sh ips  aga in s t  t rad i t i ona l  KP I s

m i s s  t he  ac tua l  power  o f  gaming ,  l i ve  s t reaming ,  and  c rea to r -

d r i ven  channe l s  domina t i ng  younge r  aud ience  a t ten t ion .  Th i s

c rea tes  pa r tne r sh ips  op t im i sed  fo r  met r i c s  t ha t  don ' t  r e f l ec t

ac tua l  aud ience  behav io r .

Pa r tne r sh ip  marke t i ng  success  requ i re s  b r idg ing  th i s  gene ra t iona l

unde r s tand ing  th rough  educat ion ,  c ros s -gene ra t iona l  teams ,  and

evo l ved  measu rement  f ramework s  captu r i ng  commun i t y

engagement  ove r  impres s ion  de l i ve r y .

Popcultr Marketing Summit Report May 2025 

LOREM

A D A M  H A R R I S
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“THEY'VE BEEN BROUGHT
UP AS THE IPAD &  IPHONE
GENERATION... FOR EVERY
KIND OF INPUT THEY
REQUIRE AN OUTPUT IN
RETURN. MY SON COULD
USE AN IPAD AT ONE AND
EXPECTED NETFLIX ON
THE TV TO OPERATE LIKE
THE IPAD" " 
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Authen t i c  Pa r tne r sh ip  I n teg ra t ion  Ove r  Logo  P lacement

Barnes  a r t i cu la tes  pa r tne r sh ip  marke t i ng  evo lu t ion :  "A  fo rmu la ic

pa r tne r sh ip  does  no t  go  down  as  we l l  a s  i t  cou ld "  Modern

aud iences  demand  mean ing fu l  b rand  co l labo ra t ions  wh ich  p rov ide

genu ine  va lue  ra the r  t han  j u s t  a  supe r f i c ia l  l ogo  p lacement  w i th i n

ex i s t i ng  con ten t .

Success fu l  pa r tne r sh ips  requ i re  "a  rea l ,  good  reason  fo r  b rands

and  en te r ta inment  p rope r t i e s  to  come togethe r "  an  au then t i c

i n teg ra t ion  whe re  bo th  pa r t i e s  con t r ibu te  c rea t i ve  co l labo ra t ion

enhanc ing  en te r ta inment  va lue .  Ba rnes  emphas i ses  c rea t i ve

oppor tun i t i e s :  " t he re ' s  a  who le  wor ld  ou t  t he re . . .  have  a  l o t  more

fun  w i th  i t  c rea t i ve l y . "

S tandout  success  comes  f rom c rea t i ng  en te r ta inment  va lue  g i v i ng

fans  more  mean ing fu l  engagement  w i th  I P  t h rough  b rand  channe l s

ra the r  t han  expos ing  them to  obv ious  commerc ia l  messag ing .

Pa r tne r sh ip  marke t i ng  mus t  evo l ve  beyond  t rad i t i ona l  met r i c s

captu r i ng  qua l i t y  o f  c rea t i ve  co l labo ra t ion  and  aud ience  re sponse

to  i n teg ra ted  expe r iences .

36

R I C H A R D  B A R N E S

“THERE'S A WHOLE NEW
WORLD OUT THERE. A
BRAND CAN WORK WITH
AN IP AND NOT TOUCH ANY
OF THEIR TRADITIONAL
ASSETS AND ACTUALLY
HAVE A LOT, LOT MORE FUN
WITH IT CREATIVELY.” 
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“Anyone over the
age of 40...

doesn't seem to
realise how
incredibly

powerful gaming
channels   are.”

ADAM HARRIS 37
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Rea l - T ime  Cu l tu ra l  Respons i veness

Rodr iguez  iden t i f i e s  c r i t i ca l  pa r tne r sh ip  marke t i ng  capab i l i t y

requ i rement s :  re spond ing  qu ick l y  to  unexpected  cu l t u ra l

moment s .  He r  examp le  o f  "GTA  t ra i l e r  d ropped  and  go t  100

mi l l i on  v iews  i n  24  hou r s "  i l l u s t ra tes  speed  a t  wh ich  cu l t u ra l

oppor tun i t i e s  emerge  and  d i sappear .

T rad i t i ona l  pa r tne r sh ip  marke t i ng  ope ra tes  on  l onge r  cyc le s

unab le  to  re spond  to  rea l - t ime  cu l t u ra l  deve lopment s .  Success fu l

b rands  need  "bo th  p lanned  pa r tne r sh ips  and  ag i l e  capab i l i t i e s "

ra the r  t han  re l y i ng  so le l y  on  p redete rm ined  pa r tne r sh ip

ca lendar s .

An  ag i l e  re sponse  to  cu l t u ra l  moment s  o f ten  p rov ide  h ighes t -

va lue  pa r tne r sh ip  oppor tun i t i e s  because  they  captu re  w idesp read

at ten t ion  and  genu ine  aud ience  i n te res t .   Th i s  requ i re s

cons ide r i ng  o rgan i sa t iona l  capab i l i t i e s  t ha t  can  p resen t

i n s t i t u t i ona l  d i f f i cu l t i e s  :  rap id  dec i s ion-mak ing ,  c ros s -channe l

coo rd ina t ion ,  and  c rea t i ve  teams  deve lop ing  approp r ia te

responses  qu ick l y .

“ WHEN THE GTA TRAILER
DROPPED SOME MONTHS
AGO AND IT GOT 100
MILLION VIEWS IN 24
HOURS. WE DIDN'T KNOW
THAT WAS GOING TO
DROP, IT OBVIOUSLY GOT A
LOT OF TRAFFIC ” 
S A R A  R O D R I G U E Z
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St ra teg ic  Pa r tne r sh ip  Evo lu t ion

Modern  pa r tne r sh ips  now b r i ng  b rands  and  p rope r t i e s  togethe r  fo r

a  moment  as  genu ine  cu l t u ra l  pa r t i c ipan t s  togethe r   t he  a im  be ing

to  be  seen  o r  to  be  pa r t i c ipan t s  i n  a  cu l t u ra l  moment  ra the r  as

ex te rna l  adve r t i se r s  i n te r rup t i ng  cu l t u ra l  con ten t .  

Th i s  demands   sh i f t s  i n  t he  t rad i t i ona l  pa r tne r sh ips  v i ewpo in t ,

deve lopment ,  measu rement ,  and  op t im i sa t ion .

Success fu l  pa r tne r sh ips  a re  deve lop ing  to  de l i ve r  ag i l e

capab i l i t i e s  enab l i ng  pa r t i c ipa t ion  i n  rea l - t ime  cu l t u ra l  moment s

wh i l e  ma in ta in i ng  s t ra teg ic  re la t ionsh ips  p rov id i ng  sus ta ined

engagement .  Mos t  impor tan t l y ,  r ecogn i s i ng  e f fec t i ve  pa r tne r sh ips

requ i re s  genu ine  unde r s tand ing  and  re spec t  fo r  commun i t i e s  and

cu l tu res  t hey  seek  to  engage .

39

A D A M  H A R R I S

“ WANT THINGS THAT ARE
FAR MORE AUTHENTIC,
LESS CURATED. LET THEM
PLAY WITH IT. LET THEM
ROLL AROUND WITH THE
BRAND AND THE IP, AND
HAVE SOME FUN ”
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3
REAL-TIME
CULTURAL
RESPONSIVENESS

Compan ies  mus t  bu i ld

i n te rna l  s y s tems  enab l i ng

rap id  re sponse  to  cu l t u ra l

t rends  and  moment s  wh i l e

ma in ta in i ng  b rand

authen t i c i t y  and

cons i s tency .

A G I L E  C U L T U R A L
C O N V E R S A T I O N
P A R T I C I P A T I O N

B rands  mus t  ac t i ve l y

engage  i n  evo l v i ng

cu l tu ra l  d ia logues  and

t rend ing  conve r sa t ions

ra the r  t han  re l y i ng  on

s ta t i c  demograph ic

ta rge t i ng  s t ra teg ies .

C R E A T O R
C U L T U R E
C O M P E T E N C Y

Par tne r sh ip  teams  need

a  deep  unde r s tand ing

c reato r  ecosy s tems  to

deve lop  re levan t

s t ra teg ies .   One  s i ze  no

longe r  f i t s  a l l .

AUTHENTIC
CREATIVE
COLLABORATION

Par tne r sh ips  shou ld

invo l ve  genu ine  c rea t i ve

inpu t  and  sha red  v i s i on

ra the r  t han  supe r f i c ia l

b rand  p lacement  o r

s imp le  sponso r sh ip

a r rangement s .

 “Modern  pa r tne r sh ips  requ i re  au then t i c  cu l t u ra l  co l labo ra t ion
meet i ng  i n te rac t i ve  gene ra t ion  expecta t ions  t h rough  c rea t i ve

in teg ra t ion  and  rea l - t ime  re spons i veness ”

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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NEALE  MAKER  
TRANSVERSAL  MARKET ING MANAGER
 /  ESPORTS  MANAGER  
NORTHERN  EUROPE  AND CANADA

UB ISOFT

CHARL IE  COOPER  HENN IKER
HEAD OF  BRAND EXPER IENCES ,  

I TV  PLC

GEORGE BATEMAN
MANAGING D IRECTOR
EXPER IENCE12

PANEL 5:
LIVE ENGAGEMENT
& EVENTS:  
E V O L V I N G  E V E N T S ,
A C T I V A T I O N S  A N D  A T T E N T I O N
I N  A  F R A G M E N T E D  W O R L D  

PA N E L I S T S :  

MODERATOR:
ASHANT I  OMKAR
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The  I R L  Rena i s sance :  Phy s i ca l  Expe r ience  as  S t ra teg ic  Response

Pop  Cu l tu re  faces  unp recedented  con ten t  ove r sa tu ra t ion  w i th  t he re fo re  the

war  fo r  consumer s  a t ten t ion  ac ros s  a l l  ve r t i ca l s  i s  r ea l  and  they ’ re  a l l

compet i ng  w i th  each  o the r  and  eve r y th i ng  e l se .

Phys i ca l  expe r iences  p rov ide  un ique  advan tages  d ig i ta l  cannot  rep l i ca te :

emot iona l  depth ,  commun i t y  connec t ion ,  and  memorab le  moment s  t ha t  cu t

th rough  i n f i n i te  sc ro l l  fa t igue .  As  Ba teman  exp la in s ,  "b r i ng ing  them i n to  the

rea l  wo r ld  and  g i v i ng  them someth ing  more  emot i ve  and  immers i ve "  c rea tes

p rem ium va lue  th rough  na tu ra l  sca rc i t y .  

Whe re  aud iences  can  access  un l im i ted  con ten t  i n s tan t l y ,  exc lu s i ve  phys i ca l

p resence  becomes  a  d i f fe ren t ia ted  o f fe r i ng  command ing  a t ten t ion  and

ju s t i f y i ng  i n ves tment  t h rough  comprehens i ve  amp l i f i ca t ion  ac ros s  mu l t ip le

touchpo in t s  and  sus ta inab le  re la t ionsh ip  bu i ld i ng .

BRINGING PROPERTIES
INTO THE REAL WORLD
AND GIVING FANS
SOMETHING MORE
EMOTIVE AND IMMERSIVE IS
ONE OF THE BIGGEST
TRENDS OF THE MOMENT
G E O R G E  B A T E M A N

Popcultr Marketing Summit Report May 2025 
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“We bring
stakeholders on the

journey, all the ups and
downs... the more they
trust us, and the more

they feel they have
been part of that

process, the better for
all of us.”

CHARLIE COOPER HENNIKER 43



Commun i t y -Cent r i c  Des ign  Ove r  P roduc t  Demons t ra t ion

Fan  e ven t s  have  evo l ved  the re ’ s  a  sh i f t  f rom p roduc t - focused  to

commun i t y -ce leb ra t i ng  expe r iences .  Make r  obse r ves  " t hose  days

o f  mass i ve  s tands  w i th  300  s ta t ions  don ' t  ex i s t  anymore"  because

deve lopment  cyc le s  and  aud ience  expecta t ions  have

fundamenta l l y  changed .

Success fu l  fan  even t s  mus t  now work  even  ha rde r  to  ce leb ra te

ex i s t i ng  fan  i n ves tment  t h rough  immers i ve  expe r ience ,   mean ing fu l

ta len t  u se ,  deve lope r  access ,  vo ice  ac to r  i n te rac t ions ,  and

beh ind- the-scenes  c rea t i ve  i n s igh t s  fo s te r i ng  a  re la t ionsh ip  ra the r

than  a  one  o f f  t h rowaway  engagement .  

Th i s  re f l ec t s  p rac t i ca l  rea l i t i e s ,  t ime l i nes ,  and  ea r l y  access

approaches  mak ing  t rad i t i ona l  p rev iew  even t s  l e s s  re levan t  bu t

commun i t y  ce leb ra t ion  seen  as  an  oppor tun i t y  to  s t rengthen  long-

te rm  re la t ionsh ips  and  d r i ve  su s ta ined  engagement  and  advocacy .

44
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“ THOSE DAYS OF MASSIVE
STANDS WITH 300
STATIONS TO PLAY GAMES
DON'T EXIST ANYMORE,
BECAUSE THE GAMES
INDUSTRY HAS MOVED ON.”
N E A L E  M A K E R
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Mul t i - Touchpo in t  Amp l i f i ca t ion :  Even t s  as  S t ra teg ic

P la t fo rms

Phys ica l  expe r iences  a re  now t rea ted  as  ancho r  po in t s  fo r

comprehens i ve  d ig i ta l  amp l i f i ca t ion  ra the r  t han  s tanda lone

even t s .  Make r ' s  f ramework  captu res  t h i s :  " i f  you  have  you r  ancho r

and  work  ou t  a l l  t hose  d i f fe ren t  pu l se  po in t s "  i t  t rans fo rms  even t s

i n to  con ten t  c rea t ion  eng ines .

P lanned  amp l i f i ca t ion  i nc l udes  p re-even t  commun i t y  bu i ld i ng ,  l i ve

con ten t  captu re ,  pos t -even t  re la t ionsh ip  deve lopment ,  and  c ros s -

p la t fo rm  i n teg ra t ion .  

Success  measu rement  ex tends  beyond  a t tendance  to

comprehens i ve  d ig i ta l  impact :  p res s  cove rage ,  soc ia l  sha r i ng ,

i n f l uence r  con ten t ,  commun i t y  advocacy ,  and  long- te rm

re la t ionsh ip  bu i ld i ng .

45

“ THE EVENTS AREN'T JUST
BEING PART OF A WIDER
CAMPAIGN. THE EVENT IS
BECOMING THE CAMPAIGN
MOMENT WITH OUT OF
HOME, INFLUENCER AND
SOCIAL  BEING BUILT
AROUND IT ”
G E O R G E  B A T E M A N
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“What a fan
wants is to be

the protagonist
of their own

story”
GEORGE BATEMAN

Popcultr Marketing Summit Report May 2025 
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Democra t i sa t ion  o f  Amp l i f i ca t ion :  Beyond  Met ropo l i tan
Concen t ra t ion

Geograph ic  expans ion  beyond  h igh- foo t fa l l  met ropo l i tan  a reas

c rea tes  un tapped  engagement  oppor tun i t i e s  i n  a  wor ld  o f

d i s t r i bu ted  con ten t  c rea t ion .  The  Creato r  and  I n f l uence r

ecosy s tem has  democra t i sed  the  geograph ic  d i s t r i bu t ion  o f

amp l i f i ca t ion .

Reg iona l  l oca t ions  p rov ide  compe l l i ng  reasons  fo r  u s i ng  them:

en t i re  commun i t i e s  ra l l y  a round  ra re  p rem ium expe r iences ,  l oca l

med ia  p rov ides  ded ica ted  cove rage ,  au then t i c  apprec ia t ion

c rea tes  genu ine  soc ia l  amp l i f i ca t ion .  When  ma jo r  b randed

expe r iences  appear  i n  sma l l e r  commun i t i e s ,  t hey  become

s ign i f i can t  l oca l  even t s  captu r i ng  a t ten t ion  imposs ib le  i n

ove r sa tu ra ted  met ropo l i tan  marke t s .

Budget  a l l ow ing  op t ima l  s t ra tegy  ba lances  met ropo l i tan  reach

w i th  unexpected  commun i t y  engagement  comb in ing  b road  reach

w i th  au then t i c  commun i t y  connec t ion  and  un ique  loca l  con ten t

c rea t ion  oppor tun i t i e s .

“METROPOLITAN
AUDIENCES ARE SO MUCH
MORE SELECTIVE THAN
THEY USED TO BE, AND
THEY NEED TO HAVE A
REALLY GOOD INCENTIVE
ATTEND”
C H A R L I E  C O O P E R  H E N N I K E R
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3
REGIONAL IS
UNDERSERVICED

Even t s  ou t s ide  o f

expected  regu la r

met ropo l i tan  l oca t ions .

I t ’ s  no t  a lways  abou t

foo t fa l l ;  i t ’ s  abou t  cu l t u ra l

re levance  go ing  to

c rea to r s  and  i n f l uence r ’ s

back  ya rds  and  emot iona l

connec t ion .

I R L  H A S  R E T U R N E D
M O R E  P O W E R F U L
T H A N  E V E R

I n -pe r son  expe r iences

have  rebounded ,  no t  j u s t

as  comp lement s  to

campa igns  bu t  o f ten  as

the  campa ign  i t se l f .

These  expe r iences  cu t

th rough  d ig i ta l  fa t igue

and  fos te r  deeper

emot iona l  engagement .

A U D I E N C E S  W A N T
P E R S O N A L ,  N O T
G E N E R I C

Fans  now expect

expe r iences  ta i l o red  to

them,  no t  gene r i c  I P

moment s .  Whethe r  i t ’ s

immers i ve  d inne r s  i n

‘ j ung les ’  o r  cus tom i sed

t rad ing  ca rds ,  e ven t s

mus t  fee l  spec i f i c  and

in te rac t i ve  

EVENTS ARE
STRATEGIC
ANCHOR POINTS

I n s tead  o f  add ing

even t s  on to  a

campa ign ,  top  b rands

a re  des ign ing  en t i re

campa igns  around  l i ve

moment s ,  u s i ng  them as

s to r y te l l i ng  eng ines

ac ros s  p res s ,  soc ia l ,

and  i n f l uence r  con ten t .

“Phy s i ca l  expe r iences  p rov ide  emot iona l  touchpo in t s  and
commun i t y  connec t ion  tha t  cu t  t h rough  d ig i ta l  o ve r sa tu ra t ion ”

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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AUST IN  PANNELL
POP CULTURE  MANAGER
HMV

MATT  KNOTT
MD AND CO FOUNDERD
LUDO GAMELABS

PANEL 6:
Consumer
Products:  
P O P  C U L T U R E  Y O U  C A N
H O L D

PA N E L I S T S :  

MODERATOR:
ASHANT I  OMKAR



The  R i se  o f  Pe r sona l  Exp res s ion  Th rough  Co l l ec t i ng  and

D i spa l y i ng

Aus t i n  Panne l l  i den t i f i e s  a  power fu l  t rend  whe re  consumer s  u se  pop  cu l t u re

p roduc t s  as  pe r sona l  i den t i t y  marke r s  i n  p ro fes s iona l  spaces  whethe r  a t

home o r  i n  t he  o f f i ce :  "C lean  desk  po l i c ie s  a re  l ong  gone . . .  t hey  want  to

d i sp lay  t he i r  pe r sona l i t y  a s  much  as  poss ib le  on  a  desk .  

I f  I  can  have  a  Pop  V iny l  t ha t  shows  I 'm  the  b igges t  Pokemon  fan ,  you  m igh t

s t r i ke  up  a  conve r sa t ion  a t  you r  o f f i ce . "

Th i s  sh i f t  f rom h idden  co l l ec t i ng  to  pub l i c  d i sp lay  c rea tes  new marke t i ng

oppor tun i t i e s .  P roduc t s  become conve r sa t ion  s ta r te r s  and  re la t ionsh ip

bu i lde r s  ra the r  t han  j u s t  co l l ec t ib le s .  

Consumer s  ac t i ve l y  pho tog raph  and  sha re  the i r  desk  se tups ,  c rea t i ng  o rgan ic

use r -gene ra ted  con ten t  t ha t  amp l i f i e s  b rand  reach  w i thou t  add i t i ona l

marke t i ng  spend .

“COLLECTING IS A REALLY
COMPELLING WAY TO
DEMONSTRATE YOUR
STATUS, RIGHT? IT'S A BIT
OF A STATUS SYMBOL." 
M A T T  K N O T

Popcultr Marketing Summit Report May 2025 
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“Pop culture is now about identity.
You don’t just love a thing — you wear

it, display it, post it, pre-order it.” 
AUSTIN PANNELL



The  Expe r ien t ia l  P re-Pu rchase  Phenomenon

Consumer s  want  to  "pu rchase  a  t - sh i r t  be fo re  the  mov ie  comes

ou t ,  so  they  can  be  sa t  t he re  i n  t he  c i nema wear i ng  someth ing .   

Th i s  rep resen t s  a  sh i f t  f rom pos t -consumpt ion  merchand i s i ng  to

p re-expe r ience  iden t i t y  a l ignment .

HMV responds  by  launch ing  ac t i va t ions  4-6  weeks  be fo re  mov ie

re leases ,  a l l ow ing  fans  to  "wa l k  i n to  the  c i nema befo re  they ' ve

even  seen  the  mov ie ,  i f  t hey  t r u s t  t he  f ranch i se ,  w i th  t he i r  pop

cu l tu re  p roduc t s  to  t r u l y  ge t  t he  expe r ience . "  

Th i s  c rea tes  ex tended  engagement  w indows  and  bu i ld s

an t i c ipa t ion  wh i l e  gene ra t i ng  ea r l y  revenue  s t reams  tha t

t rad i t i ona l  pos t - re lease  merchand i s i ng  cannot  match .

Popcultr Marketing Summit Report May 2025 

LOREM
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"PEOPLE WANT TO
PURCHASE A T-SHIRT
BEFORE THE MOVIE COMES
OUT, SO THEY CAN BE SAT
THERE IN THE CINEMA
WEARING SOMETHING."

A U S T I N  P A N N E L L
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Fo rmat  I nnova t ion  D r i v i ng  Mass i ve  Growth

Mys te r y  boxes  rep resen t  one  o f  t he  mos t  exp los i ve  g rowth

catego r ie s ,  w i th  Aus t i n  repo r t i ng  "72  and  then  86% yea r  on  yea r

g rowth"  fo r  HMV.  Th i s  fo rmat  success  demons t ra tes  how packag ing

innova t ion  can  rev i ta l i ze  en t i re  p roduc t  ca tego r ie s  and  c rea te

new engagement  mode l s .

P l u sh  p roduc t s  have  "abso lu te l y  domina ted  fo r  t he  la s t  two ,  t h ree

yea r s "  w i th  examp les  l i ke  Squ i shma l lows  becoming  soc ia l  med ia

phenomena .  These  fo rmat  i nnova t ions  p rove  tha t  marke t i ng

success  o f ten  comes  f rom re imag in i ng  how consumer s  i n te rac t

w i th  p roduc t s  ra the r  t han  j u s t  c rea t i ng  new IP ,  o f fe r i ng  access ib le

i nnova t ion  oppor tun i t i e s  fo r  b rands .

53

“MYSTERY BOXES... YOU'RE
TALKING ABOUT 72 %AND
THEN 86% YEAR ON YEAR
GROWTH... OUR LARGEST
GROWING FORMAT BY
QUITE A LARGE MARGIN”
A U S T I N  P A N N E L L
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The  Sh i f t  Toward  I nd i v idua l  Co l l ec t ion  Cu ra t ion

Rathe r  t han  mass  s tandard i za t ion ,  t he  t rend  moves  toward

pe r sona l i sed  co l l ec t ion  bu i ld i ng  whe re  "no  Funko  co l l ec t ion  i s  t he

same. "  Aus t i n  obse r ves  t ha t  consumer s  can  now " rea l l y  d i ve  i n to

what  t hey  l i ke  ra the r  t han  hav ing  to  buy  a  knock  o f f  tee  f rom

somewhere . "

Th i s  i nd i v idua l i sa t ion  c rea tes  s t ronge r  emot iona l  connec t ions  and

h ighe r  l i f e t ime  va lue .  Mat t  Kno t t  adds  tha t  co l l ec t ions  become

"s ta tus  s ymbo l s "  whe re  consumer s  demons t ra te  the i r  un iqueness

th rough  cu ra ted  se lec t ions .  

Marke t i ng  s t ra teg ies  can  l e ve rage  th i s  by  o f fe r i ng  ex tens i ve

va r ie t y  and  pe r sona l i za t ion  op t ions ,  c rea t i ng  deeper  b rand

re la t ionsh ips  t han  t rad i t i ona l  mass -marke t  app roaches  a l l ow .

“IN VIDEO GAMES, THAT'S
CALLED A PROGRESSION
MECHANIC... WE'RE
PEOPLE, THAT'S WHAT WE
DO. WE COLLECT THINGS,
WE BUILD THINGS, WE
HOARD.”
M A T T  K N O T
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INDIVIDUAL
COLLECTION
CURATION

A move  f rom mass

s tandard i za t ion  to

pe r sona l i zed  co l l ec t i ng ,

c rea t i ng  s t ronge r

emot iona l  connec t ions

and  h ighe r  l i f e t ime

va lue

D E S K  C U L T U R E  =
P E R S O N A L
E X P R E S S I O N

Pop  cu l t u re  p roduc t s

becoming  iden t i t y

marke r s  i n  p ro fes s iona l

spaces ,  c rea t i ng  o rgan ic

soc ia l  sha r i ng

oppor tun i t i e s

E X P E R I E N T I A L
P R E - P U R C H A S E

Consumer s  buy i ng

merchand i se  be fo re

expe r ienc ing  con ten t

(mov ies ,  games )  to

enhance  the i r  v i ew ing

expe r ience ,  ex tend ing

engagement  w indows

FORMAT
INNOVATION
SUCCESS

Mys te r y  boxes  and  p lu sh

p roduc t s  d r i v i ng  72-86%

growth ,  p rov i ng

packag ing  i nnova t ion

can  rev i ta l i ze

catego r ie s

“Fans  u se  merchand i se  to  make  cu l t u re  the i r  own  and  exp res s  iden t i t y  t h rough
co l l ec t i ng ,  d i sp lay i ng ,  and  sha r i ng .  P roduc t s  a re  cu l t u re- shap ing  too l s  t ha t
connec t  aud iences  to  pass ions  and  ma in ta in  l ong- te rm  fan  re la t ionsh ips ”  

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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Pop  cu l t u re  i sn ' t  j u s t  f igh t i ng  o the r  pop  cu l t u re ,  i t ' s  f i gh t i ng  fo r  a  s l i ve r  o f  you r  t ime  i n  a
wor ld  ove r f l ow ing  w i th  d i s t rac t ion .  Fans  a re  choos ing  be tween  you r  s to r y ,  T i k Tok  t rends ,
Champ ions  League  h igh l igh t s ,  t h ree  podcas t s ,  t he  g rea t  ou tdoo r s  and  maybe  s leep .

Th i s  i s n ' t  a  metapho r i ca l  ba t t l e ,  i t ' s  a  mathemat ica l  rea l i t y  de f i ned  by  f i n i te  human
at ten t ion  spans  co l l i d i ng  w i th  i n f i n i te  con ten t  supp l y .  The  en te r ta inment  i ndus t r y  has
reached  a  c r i t i ca l  i n f l ec t ion  po in t  whe re  t rad i t i ona l  a s sumpt ions  abou t  aud ience
engagement  have  fundamenta l l y  b roken  down .  Qua l i t y  con ten t  no  l onge r  gua ran tees
d i scove r y .  E s tab l i shed  f ranch i ses  can  d i sappear  w i thou t  t race .  Even  mass i ve  marke t i ng
budget s  s t r ugg le  to  cu t  t h rough  the  no i se  o f  ove r sa tu ra ted  d ig i ta l  env i ronment s .

The  war  fo r  a t ten t ion  i sn ' t  won  th rough  t rad i t i ona l  awareness  campa igns .   I t ' s  won  by
c rea t i ng  expe r iences  so  memorab le ,  sha reab le ,  and  emot iona l l y  re sonan t  t ha t  t hey
become cu l t u ra l  touchs tones  wor thy  o f  p rec ious  human  t ime  i n  an  e ra  whe re  s l eep  i t se l f
has  become the  u l t imate  compet i to r .
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The War for Attention: 
Pop Culture's Biggest Battle

“ YOU ARE IN A WAR FOR
CONSUMERS ATTENTION
THERE’S MORE PRESSURE
THAN EVER ON THEIR TIME,
AS MARKETERS, WE NEED
TO GET SMARTER AND
WORK HARDER TO GRAB
THAT TIME. AND THAT
IMPLICATION RESHAPES
EVERYTHING”
C H R I S  W H I T T L E
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1 2
Every swipe is a
“No” 

Entertainment isn't
a given, it's a
contender.
 
The assumption that quality
finds its audience no longer
holds. Properties must
actively earn attention rather
than expect it

Split-second decisions
determine content survival.
Your property competes not
just against similar
entertainment, but against
every possible use of human
time

To win, you have
to be worth the
attention
One-time engagement
means nothing. Success
requires creating repeat
experiences so compelling
that audiences choose to
return despite infinite
alternatives

Takeaways
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Your  b igges t  reach  w i l l  come  f rom you r  mos t  pass iona te  fans .  Fandom i s  a  cha in
reac t ion .  Reach  you r  co re ,  and  they ' l l  do  the  re s t .

O lde r  mode l s  as sume  b igge r  budget s  and  mass  awareness  campa igns  wou ld  d r i ve
success  t h rough  vo lume .  Tha t  pa rad igm has  changed .  I n  ove r sa tu ra ted  d ig i ta l
env i ronment s  whe re  aud iences  ac t i ve l y  f i l t e r  con ten t ,  pass iona te  advocacy  f rom
authen t i c  fans  gene ra tes  more  mean ing fu l  engagement  t han  adve r t i s i ng  spend
cou ld  ach ieve .

The  mathemat ic s  o f  fandom c rea te  exponen t ia l  ra the r  t han  l i nea r  g rowth .  A  s i ng le
pass iona te  fan  becomes  a  con ten t  c rea t ion  eng ine  gene ra t i ng  d i scus s ions ,
c rea t i ng  memes ,  s ta r t i ng  g roup  chat s ,  w r i t i ng  fan  f i c t i on ,  p roduc ing  reac t ion
v ideos ,  and  bu i ld i ng  commun i t i e s .  Each  genu ine  fan  becomes  a  b roadcas t i ng  node ,
amp l i f y i ng  con ten t  t h rough  ne twork s  o f  t r u s t  t ha t  no  pa id  adve r t i s i ng  can
rep l i ca te .
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Audience Reach to Fan Belonging 
and the Word-of-Mouth Engine

"PEOPLE REALLY WANT
TO SHOW OFF WHAT
THEY LOVE, WHAT
THEY'RE INTO, WHAT
THEY COLLECT, A BIT OF
THEIR PERSONALITY."
A U S T I N  P A N N E L L
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Early adopters
aren't just viewers

Build for
belonging
 

Communities built around
shared passion create
content, conversations, and
cultural moments that
transcend any single
marketing campaign. They'll
spread word better than any
ad ever could

They're evangelists,
amplifiers, meme-makers,
group chat starters. These
aren't customers; they're
unpaid marketing
departments with authentic
credibility that brands can
never purchase

Events =
community
builders
Not just promotional tactics.
Physical experiences create
the emotional peaks and
shared memories that digital
cannot replicate, generating
the kind of belonging that
drives sustained advocacy

Takeaways
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Th i s  i s n ' t  nos ta lg ia ,  i t ' s  a  re sponse  to  d ig i ta l  o ve r sa tu ra t ion  tha t ' s  f undamenta l l y
a l te red  how aud iences  va lue  expe r iences .  The  p ro l i fe ra t ion  o f  A I -gene ra ted
con ten t ,  end les s  soc ia l  feeds ,  and  a lgo r i t hm ic  op t im i sa t ion  has  c rea ted  a  p ro found
hunger  fo r  au then t i c i t y  t ha t  can  on l y  be  sa t i s f i ed  th rough  phys i ca l  p resence  and
genu ine  human  connec t ion .  When  eve r y th i ng  becomes  i n s tan t l y  access ib le  and
a lgo r i t hm ica l l y  cu ra ted ,  sca rc i t y  and  spon tane i t y  become p rem ium o f fe r i ngs .

The  t rans fo rmat ion  rep resen t s  a  comp le te  reve r sa l  o f  p re-pandemic  as sumpt ions
about  d ig i ta l - f i r s t  s t ra teg ies .

Th i s  re f l ec t s  b roader  recogn i t i on  tha t  phys i ca l  expe r iences  c rea te  emot iona l  peaks
d ig i ta l  cannot  rep l i ca te .   i t  p rov ides  what  d ig i ta l  cannot :  unp red ic tab i l i t y ,
emot iona l  i n tens i t y ,  and  the  k i nd  o f  sha red  expe r iences  tha t  c rea te  cu l t u ra l
moment s  wor th  d i scus s i ng  l ong  a f te r  t hey  end .  
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The IRL Renaissance: 
Craving Real in the Age of Infinite Digital 

“BRINGING PROPERTIES
INTO THE REAL WORLD
AND GIVING FANS
MARKETING THAT IS
MORE EMOTIVE AND
IMMERSIVE TO
CONNECT TO AND TALK
ABOUT  IS A HUGE
SHIFT“
G E O R G E  B A T E M A N
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Audiences Crave
Shared Energy
Over Scrolling

Events Are
Campaign
Anchors
Physical experiences have
evolved from supporting
tactics to strategic
centerpieces that drive the
rest, creating content and
conversation that extends
far beyond attendance

Digital fatigue creates
genuine demand for
experiences that create
lasting memories through
physical presence. before,
during, and after launches

IRL Returns,
Because We Need
It
In environments where AI can
generate infinite content
instantly, human curation,
spontaneous moments, and
authentic community
connection will become
increasingly valuable

Takeaways
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Cu l tu ra l  g rav i t y  i s  i n .  Rea l  impact  comes  f rom show ing  up  ea r l y  and  o f ten  and  then
le t t i ng  the  fans  ca r r y  i t  f u r the r .

Th i s  rep resen t s  a  sh i f t  f rom campa ign-based  marke t i ng  to  ecosy s tem th i n k i ng .  The
t rad i t i ona l  mode l  t rea ted  launches  as  d i sc re te  even t s ,  mass i ve  budget  dep loyment s
des igned  to  c rea te  immed ia te  awareness  sp i kes  fo l l owed  by  med ia  pushes .  Tha t
approach  as sumes  aud iences  a re  pass i ve  rec ip ien t s  wa i t i ng  to  be  impres sed  by
p roduc t ion  va lues  and  reach  met r i c s .  The  rea l i t y  i s  t ha t  modern  aud iences ,  pa r t i cu la r l y
fandom commun i t i e s ,  want  to  pa r t i c ipa te  i n  s to r y  c rea t ion  ra the r  t han  s imp l y  consume
f in i shed  na r ra t i ves .

Cu l tu ra l  g rav i t y  bu i ld s  t h rough  cons i s ten t  va lue  de l i ve r y  ove r  t ime .  Fans  need  reasons
to  s tay  engaged  be tween  ma jo r  re leases .  They  need  con ten t  t ha t  rewards  the i r
i n ves tment  and  p rov ides  mate r ia l  fo r  commun i t y  d i scus s ion .  Mos t  impor tan t l y ,  t hey  need
to  fee l  l i ke  pa r t i c ipan t s  i n  an  ongo ing  s to r y  ra the r  t han  ta rge t s  fo r  pe r iod ic
p romot iona l  campa igns .
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C u l t u r a l  M o m e n t s  A r e  B u i l t ,   
Not Dropped

“HOW DO YOU OPEN
THE DOOR TO AN
ONGOING
RELATIONSHIP WITH
THAT GAMER... SUCCESS
IS: ARE PEOPLE STILL
TALKING ABOUT THE
GAME AFTER THE FRIST
COUPLE OF WEEKS?”
T R A C E Y  M C G A R R I G A N
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Watch 
your 
form

Treat Launch as
Ignition, Not the
Finish Line
The launch becomes the
moment when accumulated
community energy
transforms into cultural
momentum, not the
culmination of marketing
efforts

Use long-form, mid-form,
and behind-the-scenes as
narrative breadcrumbs.
These aren't supplementary
content, they're the
foundation that creates
sustained engagement and
community investment
before, during, and after
launches

Fans Inside
Campaigns, Not
Watching Outside
Campaigns should feel like
living stories fans are inside,
not just watching from the
outside. Creating
participatory experiences
where fans become co-
creators rather than passive
consumers

Takeaways
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The re ’ s  a  pos t  pandemic  power  sh i f t ,  commun i t y  have  become the  p r imary  d r i ve r s
o f  cu l t u ra l  i n f l uence ,  w i th  c rea to r s  se r v i ng  as  t he i r  au then t i c  rep resen ta t i ves
ra the r  t han  gatekeeper s .  The  re la t ionsh ip  i sn ' t  j u s t  c rea to r - to-aud ience ,  i t ' s
c rea to r -w i th i n -commun i t y ,  whe re  success fu l  c rea to r s  emerge  f rom and  rema in
embedded  w i th i n  t he  commun i t i e s  t hey  se r ve .  These  commun i t i e s  ac t i ve l y  shape
conten t  d i rec t ion ,  p rov ide  rea l - t ime  feedback ,  and  they  co l l ec t i ve l y  de te rm ine
what  becomes  cu l t u ra l l y  s ign i f i can t .

Commun i t i e s  succeed  i n  d r i v i ng  cu l t u re  because  they  ope ra te  as  l i v i ng  ecosy s tems
ra the r  t han  pass i ve  aud iences .  They  c rea te  fan  a r t ,  gene ra te  memes ,  bu i ld  w i k i s ,
deve lop  theo r ie s ,  and  expand  un i ve r ses  fa r  beyond  o r ig i na l  con ten t .  When
commun i t i e s  embrace  someth ing ,  t hey  don ' t  j u s t  consume i t  t hey  t rans fo rm  i t  i n to  a
sha red  cu l t u ra l  a r t i fac t  t ha t  ex tends  fa r  beyond  any  i nd i v idua l  c rea to r  o r  p iece  o f
con ten t .
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C r e a t o r s  a n d  C o m m u n i t i e s    
Are leading the way

“THEY MOVE
INCREDIBLY QUICKLY
ON CREATING CONTENT
AND TAPPING INTO
TRENDS ”
A M B E R  T A Y L O R
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Build with
communities, not
just creators 

Let communities
lead storytelling,
creators amplify
Let communities lead
storytelling through their
creators. Successful creators
amplify community voices
and perspectives rather than
imposing external narratives,
serving as conduits for
authentic community
expression.

True partnership means
engaging entire communities
in concept development,
recognizing that creators
are community
representatives rather than
isolated influencers

When communities
care, culture
spreads
Community enthusiasm
creates exponential
amplification through
networks of shared passion
that no individual creator or
traditional campaign could
achieve alone

Takeaways
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G E T  I N V O L V E D  

We’ re  l ook i ng  fo r  speake r s ,  pane l i s t s ,  pane l

ideas  fo r  i nc l u s ion  i f  you ’d  l i ke  to  con t r ibu te  i n

whateve r  capac i t y  p lease  ema i l :

ch r i s@expe r ience 12 .com

S P O N S O R S  &  P A R T N E R S

We a re  seek ing  po ten t ia l  pa r tne r s  and  sponso r s

fo r  t he  summi t .   I f  you ’d  l i ke  to  suppor t  t he  even t

i n  some  capac i t y  p lease  ema i l :  

ch r i s@expe r ience 12 .com
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Thanks
Zoe  Scaman ,  Adam Rub in s ,  Amber  Tay lo r ,  Je rome  Mazandaran i ,   L i l y  Adams ,  T racey  McGar r igan ,  V io le t

Adams ,  M ingzhen  L i ,  Ayman  Mohammed ,  S tephan ie  Lo rd ,  Sa ra  Rod r iguez ,  Adam Har r i s ,  R i cha rd  Ba rnes ,

Char l i e  Cooper  Henn i ke r ,  George  Ba teman ,  Nea le  Make r ,  Aus t i n  Panne l l  and  Mat t  Kno t t .  

A l so  ou r  Modera to r s :  Andy  G ibbons  &  Ashan t i  Omkar

TO ALL THE SPEAKERS AND PANELISTS

The  Ex 12  team:  Ta r iq  Shaded ,  John  B ibby  &  Rob  Ha r r i s .  The  MCM Team:  Dan  Jones ,  Ann ie  By rne ,  Kah l i l

Schwe i t ze r  and  a l l  t he  team.   I an  Sen io r ,  B r i ony  Tw id le  &  Ana  Gonca l ves  f rom ExCe l  London .    Amber  O ’De l l

on  the  soc ia l s ,  N ic k  And rews  fo r  t he  pho tog raphy ,  GeoLaw fo r  t he  amaz ing  g raph ic s ,  Jack  Woodhams  a t

Pos te r spy  fo r  a r t  d i rec t ion  &  con ten t

BEHIND THE SCENES
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Eve r yone  who  a t tended  the  summi t ,  we  know you r  t ime  i s  more  p rec ious  t hen  eve r  so  thanks  fo r  choos ing  to

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

THE SUMMITEERS
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