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We're now in our third year of the Popcultr Marketing Summit, and it's changed from a
'let's do it and see what happens' into a living, breathing entity. Still a work in progress,
but it's starting to feel like more than the sum of its parts and delivering increasingly
valuable insight, the core of which can be found in this unashamedly long form report.

In a period of rapid and accelerating change, a moment to pause, reflect and find
shared challenges feels more valuable than ever.

This edition was programmed to draw out a story we'd spotted as worth exploring from
the last one. We gave it a beginning, middle and end: keynotes bookending the
observational panels, theory sandwiched with practical insight from the people on the
front lines.

Featuring two keynote speakers and 29 panellists, we brought fandom insight in from
our first contributor from sport, and a research and academic base, mapped some of
the provocative challenges of the here and now, looked at the Gen A audience who
come next, and went into the pop culture sectors that are hugely powerful but sit
outside mainstream consciousness, because the interesting stuff always happens at the
edges.

See you in New York & London in October.
Chris
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The Data Drop - the day opened with Experience12's own fan research, the data drop

Tom Goodwin - Goodwin opened the summit framed by one optimistic thesis: this is the most
exciting time there has ever been to do this work, precisely because the old playbooks are
worth less than ever

Fandom Fluency - set the day's baseline: what it really means to understand fandom

The Popcultr Edit - the summit's recurring hit-and-miss review, holding the last six months of
pop culture marketing up to the light

Reading The Room -  turning to publishing, an industry reshaped by BookTok and now asking
what happens when the algorithm moves on

The Dark Arts  - set out to demystify what goes into reaching games fans, the craft that
stays deliberately opaque

The Tabletop Renaissance - a category dismissed as a hobby that has quietly become an
eighteen billion dollar business

Lost In Translation -  a five-voice discussion on carrying East Asian IP across cultures as
anime drives huge global audiences

Culture Shock - what happens when a niche fandom goes mainstream, and how to scale an
IP without losing the community that built it

Chloe Combi - a data-led portrait of Generation Alpha (roughly 2-16) and what they want
from culture

Summit Overview



Experience12Experience12    Data DropData DropExperience12  Data Drop
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The  day  opened  w i th  Expe r ience 12 ' s  own  fan  re sea rch ,  t he  da ta  d rop ,

p resen ted  by  Ch r i s  Wh i t t l e .  

The  head l i ne  f i nd ings  re f ramed  the  aud ience  fo r  t he  day :  t h i s  i s  t he  2 1  to

34  you th  demograph ic  marke te r s  chase ,  fandom i s  co re  to  the i r  i den t i t y ,

and  the  o ld  as sumpt ion  tha t  fans  a re  an t i -b rand  has  la rge l y  reve r sed ,

w i th  a  c lea r  ma jo r i t y  now we lcoming  b rand  engagement .  

The  da ta  made  a  su s ta ined ,  ev idence- led  case  fo r  l ong- te rm  p resence

ove r  one-o f f  en t r y ,  fo r  l i ve  ac t i va t ion  as  a  memory  and  advocacy  eng ine ,

and  fo r  t he  sh i f t  o f  t he  cu l t u ra l  cen t re  o f  g rav i t y  toward  an ime ,  games

and  da i l y  c rea to r  v i ew ing .

The Data Drop:
Experience12
Fan Research
C H R I S  W H I T T L E



Building Trust with Brands
Long-term presence earns fan loyalty

65%
feel more positively toward brands
 that show up long-term.

46% are more likely to buy from a brand that sponsors fandom content.
Trust is earned through consistent presence, not one-off campaigns.



S h o w  u p  f o r  t h e  l o n g  t e r m ,  n o t  t h e  f l a s h

The  re sea rch  pu t  number s  beh ind  a  message  tha t  recu r red  ac ros s

the  day ' s  pane l s :  fandom cannot  be  a  f la sh  i n  t he  pan .  

Ch r i s  Wh i t t l e ' s  f ram ing  was  tha t  you  cannot  en te r  t he  marke t  and

then  duck  ou t  aga in ,  because  dea l i ng  w i th  t h i s  g roup  takes  t ime

and  e f fo r t ,  and  the  da ta  backs  i t .  

65% o f  fans  fee l  more  pos i t i ve l y  towards  b rands  tha t  show up  fo r

the  l ong  te rm ,  mak ing  fandom a  rou te  to  c red ib i l i t y  and  au tho r i t y

ra the r  t han  a  qu ick  campa ign .  

46% a re  more  l i ke l y  to  buy  f rom b rands  tha t  sponso r  fandom

conten t ,  rough l y  ha l f  t he  aud ience ,  w i th  t he  e f fec t  s kew ing

towards  on l i ne  and  c rea to r  con ten t ,  wh ich  a l igns  w i th  what  med ia

houses  repo r t  i n te rna l l y .

82%
Fandom as Identity
Finding Joy in Shared Connections

57% say meeting others who share their interests
brings the most joy.

60%
welcome brands into their fandom
(as long as they make the effort).

Welcoming Brands 
in Fandom
Embracing commercial presence in fandom spaces



The Impact of Presence
Memorability of Live Brand Engagement

89%
say in-person brand experiences are more

memorable than social media ads.

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



L i v e  a c t i v a t i o n  i s  t h e  m e m o r y - m a k e r

The  data  d rop ' s  s t ronges t  c l u s te r  was  on  l i ve  ac t i va t ion .  89% o f

fans  who  engage  w i th  a  b rand  expe r ience  a t  a  show l i ke  t h i s  f i nd

the  b rand  more  memorab le ,  e v idence  tha t  i n -pe r son  ac t i va t ion

c rea tes  t he  impact  moment s  marke t i ng  i s  i nc reas ing l y  bu i l t

a round .  

94% wou ld  recommend  a  b rand  a f te r  expe r ienc ing  a  l i ve

ac t i va t ion ,  and  90% then  ac t i ve l y  seek  ou t  more  o f  t ha t  b rand ' s

con ten t .  

Ch r i s  Wh i t t l e  a rgued  th i s  v i nd ica tes  t he  spend  on  phys i ca l

p resence .  He  was  ca re fu l  to  caveat  t he  number s ,  r epeated l y

s t re s s i ng  th i s  i s  c lean  data ,  unadapted  and  unskewed  desp i te

be ing  the  agency ' s  own ,  and  no t i ng  the  team was  as  su rp r i sed  as

anyone  when  the  recommendat ion  and  memorab i l i t y  f igu res  came

back  so  h igh .

94%
Live Activations 
Matter
Turning Experiences into Lasting Connections

would recommend a brand, show, or
game after a live activation.

90% actively seek out more content after
attending an event. Live is the conversion
engine.



A n i m e  o v e r t a k e s  g a m e s ,  a n d  c r e a t o r s

a r e  d a i l y  T V

The  re sea rch  t racked  two  cu l t u ra l  sh i f t s  marke te r s  need  on  the i r

rada r .  F i r s t ,  gen re :  an ime  has  ove r taken  games  i n  t he  la s t  two

yea r s  as  t he  favou r i te  gen re  o f  t he  fans  i n  t he  room,  a  change

Chr i s  Wh i t t l e  f l agged  as  ve r y  s ign i f i can t ,  w i th  f i lm  and  TV  i n  bo th

l i nea r  and  on l i ne  fo rmat s  d ropp ing  we l l  down .  

An ime  &  Games  a re  now the  de f i n i ng  cu l t u ra l  touchpo in t s  fo r  t h i s

c rowd ,  a  f i nd ing  the  aud ience  feedback  la te r  echoed ,  w i th  t he

r i se  o f  an ime  named  repeated l y  as  a  top  takeaway .  

Second ,  c rea to r s :  55% o f  fans  watch  c rea to r s  eve r y  day ,  mak ing

c reato r  con ten t  t he i r  equ i va len t  o f  appo in tment  te lev i s i on ,  t he

th i ng  they  re l ig ious l y  watch .

Cu l tu ra l  consumpt ion  has  changed  fo r  good .

F A V O U R I T E  G E N R E
Anime 38%

Games 34%

Films 11%

TV 10%

Daily Engagement 
with Creators
Understanding the Impact of Creators on Fandom

55%
watch creators every single day.
84% say creators at live events make it more exciting or adds credibility.



ANIME OVERTAKES
GAMES, CREATORS
ARE DAILY TV

Anime has passed

games, 55% watch

creators every day, and

84% say creators at live

events make it more

exciting or adds

credibility.

FANDOM IS
IDENTITY,  AND IT
WELCOMES BRANDS

82% say fandom is part

of their identity, and

60% welcome brands

that engage with it.

Only 3% want brands to

stay out. The anti-brand

fan is largely a myth.

SHOW UP FOR THE
LONG TERM, NOT
THE FLASH

65% feel more positive

toward brands that show

up long-term, and 46%

buy more from brands

that sponsor fandom

content. 

LIVE ACTIVATION IS
THE MEMORY-MAKER

89% find brand

experiences more

memorable, 94%

recommend a brand after

a live activation, 90% then

seek out more content.

The core proof for live.

Takeaways

THE PERMISSION MARKETERS WORRY ABOUT IS LARGELY ALREADY GRANTED, SO THE
BRANDS THAT SHOW UP FOR THE LONG TERM AND CREATE REAL LIVE  MOMENTS ARE

THE ONES THIS AUDIENCE REMEMBERS, RECOMMENDS AND REWARDS.

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


What Matters in a Changing WorldWhat Matters in a Changing World    What Matters in a Changing World  
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Tom Goodwin  opened  the  summi t  w i th  a  se t  o f  n i ne  p rovocat ions ,  f ramed

by  one  op t im i s t i c  t hes i s :  t h i s  i s  t he  mos t  exc i t i ng  t ime  the re  has  eve r

been  to  do  th i s  wo r k ,  p rec i se l y  because  the  o ld  p laybooks  a re  wor th  l e s s

than  eve r .  

He  moved  th rough  two  i n ten t iona l l y  b leak  opene r s ,  a  pe rmanent

we i rdness  d r i ven  by  ou t rage-monet i sed  a lgo r i t hm ic  med ia ,  and  a

f i nanc ia l  n i h i l i sm  roo ted  i n  a  vas t  gene ra t iona l  wea l th  gap ,  be fo re

tu rn i ng  the  a rgument  upward .  Pop  cu l t u re  and  fandom a re  whe re  a

locked-ou t  gene ra t ion  now buys  j o y  and  mean ing .  Abundance  and  A I

make  b rands  more  va luab le ,  no t  l e s s ,  because  recogn i t i on  reduces  the

r i s k  o f  cho ice .  And  A I ,  t he  ave rage  o f  t he  i n te rne t ,  i s  no  th rea t  to  anyone

wi th  tas te ,  wh ich  becomes  the  rea l  compet i t i ve  advan tage .  He  c lo sed  on

c ra f t ,  imag ina t ion  and  amb i t i on  as  t he  moat  aga in s t  s l op .

What 
Matters 
In a 
Changing 
World
T O M  G O O D W I N  



1 . G l o b a l  W e i r d i n g  — a lgo r i t hm ic  med ia ,  ou t rage  and  pa ra l l e l

rea l i t i e s  rep lace  VUCA

2. F i n a n c i a l  N i h i l i s m  — the  wea l th  gap ,  op t i ng  ou t ,  and  joy

sough t  i n  l i t t l e  l u xu r ie s  and  fandom

3 . B r a n d  R e s u r g e n c e  — abundance  makes  b rands  and  f ranch i ses

mat te r  more  as  r i s k - reduce r s

4. N i c h e  C u l t u r e  v s  M o n o c u l t u r e  — the  l ong  ta i l  fa i l ed ;  w inne r -

takes-a l l  p l u s  o rgan i sed  subcu l tu re

5 . T r a d i t i o n a l  v s  I n c u m b e n t  — ques t ion  the  i nhe r i ted  way  o f

do ing  the  job

6 . T h e  A r i t h ' m a t o c r a c y  — measu rement  cu l t u re  rewards  p rovab le

sa fe t y  ove r  i l l og ica l  b r i l l i ance

7 . R e a c h  C r i s i s  —  peop le  a re  no t  ha rd  to  reach ,  t hey  a re  ha rd  to

engage

8 . N e w  I n f l u e n c e  —  t he  th ree  C ' s :  commun i t y ,  c rea t i v i t y ,

c red ib i l i t y

9 . A I  —  t he  ave rage  o f  t he  i n te rne t ;  ta s te  i s  t he  moat ,  a  back lash

aga ins t  s l op  i s  com ing

“TO BE 
OUTRAGED 
IS A 
BADGE 
OF 
HONOUR” 
T O M  G O O D W I N

x9 Provocations



“I think what we“I think what we
have these dayshave these days

is a permanentis a permanent
sense of kind ofsense of kind of

weirdness”weirdness”  

“I think what we
have these days

is a permanent
sense of kind of

weirdness” 
TOM GOODWINTOM GOODWINTOM GOODWIN



F i n a n c i a l  N i h i l i s m

H i s  second  b leak  po in t  was  f i nanc ia l  n i h i l i sm .  Ac ros s  much  o f  t he

deve loped  wor ld  o lde r  peop le  ho ld  the  wea l th  and  younger

peop le  fee l  l ocked  ou t :  i n  t he  UK ,  by  h i s  f igu re ,  a round  85% o f

wea l th  i s  he ld  by  t he  ove r -55s .  

Tha t  l eaves  a  gene ra t ion  fee l i ng  hope les s  abou t  p rope r t y ,  wo r k

and  po l i t i c s ,  and  the  re sponse  sp l i t s  two  ways .  A round  a  f i f t h

chase  hus t l e  cu l t u re ,  c r yp to ,  s tocks  and  the  d ream o f  e scape ,

wh i l e  o the r s  op t  ou t  o f  t he  ma ins t ream and  even  o f  l i v i ng ,

d r i n k i ng  l e s s ,  da t i ng  l e s s ,  do ing  l e s s .  

Bo th  ends  l ook  fo r  l i t t l e  l u xu r ie s ,  a  co f fee ,  a  conce r t  t i c ke t ,

merchand i se ,  a  day  a t  Comic  Con .  Peop le  a re  a  l i t t l e  l o s t  and

ask i ng  whe re  mean ing  i s  found ,  wh ich  se t s  up  h i s  t u rn  toward  pop

cu l tu re  and  b rands .

“THEY NEED TO GET JOY,
AND INCREASING THE WAY
THEY GET JOY IS BY
MATCHING UP WITH WHAT
YOU IN THIS ROOM
REPRESENT” 
T O M  G O O D W I N



N i c h e  C u l t u r e  v s  M o n o c u l t u r e

The  fou r th  po in t  examined  what  t he  i n te rne t  d id  to  cu l t u re .  

The  p rom i se  was  a  l ong  ta i l :  u l t ra -n iche  commun i t i e s  whe re

anyone  cou ld  f i nd  the i r  peop le  and  popu la r  cu l t u re  wou ld

f ragment .  The  rea l i t y ,  Goodwin  a rgued ,  i s  t he  oppos i te ,  a  w inne r -

takes-a l l  peak  whe re  the  mos t  famous  peop le  a re  more  famous

than  eve r ,  p l u s  a  secondary  peak  o f  o rgan i sed ,  monet i sed

subcu l tu re  fo r  t hose  who  ac t i ve l y  choose  to  s tand  apar t .  

Genu ine  eccen t r i c i t y  has  la rge l y  van i shed .  

What  i s  supposed  to  be  d i f fe ren t  l ooks  t he  same ,  eve r y  WeWork ,

t he  same m id-cen tu r y  f u rn i t u re ,  ange l -w ing  mura l s ,  b ig  town-

name le t te r s ,  queues  fo r  eve r y th i ng .  

Fads  now r i se  and  fa l l  fa s te r  because  i n fo rmat ion  and  i n f l uence

sp read  g loba l l y .  And  a lgo r i t hms  cocoon  each  o f  u s  i n  pa ra l l e l

wo r ld s ,  so  we  have  no  idea  how we i rd  ou r  own  no rma l  rea l l y  i s .

“WE NOW THINK THAT
THINGS ARE BIG
BECAUSE THEY'RE BIG
IN OUR OWN WORLD” 
T O M  G O O D W I N



“What we consume has“What we consume has
not been picked by us.not been picked by us.
It's been put in front ofIt's been put in front of
us by an algorithmus by an algorithm
that's trying to makethat's trying to make
us feel a certain way”us feel a certain way”

“What we consume has
not been picked by us.
It's been put in front of
us by an algorithm
that's trying to make
us feel a certain way”
TOM GOODWINTOM GOODWIN   TOM GOODWIN 



T h e  A r i t h ' m a t o c r a c y

The  s i x th  po in t ,  wh ich  he  co ined  the  a r i t h 'matoc racy ,  took  a im  a t

measu rement  cu l t u re .  Because  eve r y th i ng  i s  now measu rab le ,  t he

indus t r y  has  fa l l en  i n  l o ve  w i th  measu rement :  sho r t - te rm i sm  ove r

long ,  ra t iona l  fa i l u re  ove r  i l l og ica l  success ,  a t t r i bu t ion  t rea ted  as

more  impor tan t  t han  ac tua l  impact ,  and  a  be l i e f  t ha t  da ta  i s  a l l

you  need ,  even  when  i t  p roduces  fa l se  p rec i s ion .  

He  to ld  the  s to r y  o f  a  f r i end  a t  a  reco rd  labe l  who  used  to  sme l l

t he  cu l t u re  and  now reads  dashboards ,  do ing  the  job  wor se  bu t

w i th  a  robus t  da ta  t ra i l  so  he  cannot  be  f i r ed .  

The  re su l t  i s  a  p ro fes s ion  more  i n te res ted  i n  chas ing  the  c red i t

fo r  mak ing  someth ing  happen  than  i n  mak ing  more  th i ngs  happen ,

favou r i ng  the  sa fe  and  p rovab le  ove r  t he  i l l og ica l  and  b r i l l i an t .

“IT'S MORE IMPORTANT TO
SHOW THAT YOUR STUFF
WORKED THAN TO
ACTUALLY MAKE STUFF
THAT WORKED” 
T O M  G O O D W I N



A b u n d a n c e  m a k e s  b r a n d s  m a t t e r  m o r e

Aga ins t  t he  w idesp read  c la im  tha t  A I  w i l l  k i l l  b rands ,  Goodwin

a rgued  the  oppos i te ,  ca l l i ng  Sco t t  Ga l loway  pe r s i s ten t l y  w rong

on  th i s .  

We  l i ve  am id  an  abundance  o f  eve r y th i ng ,  f i lms ,  shows ,  books ,

v ideos ,  pos t s ,  e ven  va r ie t i e s  o f  egg ,  and  tha t  ove rwhe lm ing

cho ice  i s  s t re s s fu l .  

B rands  a re  how peop le  reduce  the  r i s k  o f  a  poo r  dec i s ion ,  so  i n

an  age  o f  abundance  they  p ro l i fe ra te  ra the r  t han  fade :  b randed

eggs ,  b randed  condo  bu i ld i ngs ,  b randed  ve t s  and  den ta l

p rac t i ces .  

The  same log ic  exp la in s  en te r ta inment ,  whe re  seque l s  and

f ranch i ses  domina te  because  they  a re  l e s s  r i s k y  fo r  t he  s tud io

and  fo r  t he  v iewer ,  who  when  ove rwhe lmed  p ick s  a  f ranch i se ,  a

s tud io  o r  a  ce leb r i t y  t hey  recogn i se .

“BRANDS ARE HOW
CONSUMERS REDUCE
THE RISK OF MAKING A
POOR DECISION”
T O M  G O O D W I N



A I  i s  t h e  a v e r a g e ,  t a s t e  i s  t h e  m o a t

Tom c losed  on  A I ,  t he  go r i l l a  i n  t he  room he  had  been  warned

aga ins t  (eve r ybody  d r i n k ,  IYKYK ) .  

He  acknow ledged  eve r y  reason  to  be  ang r y ,  t he f t ,  s l op ,  j ob

los ses ,  i nau then t i c i t y ,  abundance  and  though t le s sness ,  t hen

re f ramed  i t :  A I  i s  t he  ave rage  o f  t he  i n te rne t ,  a  mechan i sm  tha t

sc rapes  eve r y th i ng  tha t  has  ex i s ted  and  gene ra tes  p laus ib le

recomb ina t ions .  

Tha t  i s  on l y  t h rea ten ing  i f  you  a re  i n  t he  bus i nes s  o f  ave rage ,

and  he  i n s i s ted  the  room i s  no t ,  i t  i s  i n  t he  bus i nes s  o f  t he

remarkab le ,  t he  un l i ke l y ,  new co lou r s  ra the r  t han  the  g rey  o f  a

d iges ted  ra inbow.  Tas te  i s  t he  caveat  t ha t  mat te r s  and  the  moat .

He  p red ic ted  a  back lash  aga in s t  s l op  as  peop le  re lea rn  the  va lue

of  c ra f t ,  a rgued  the  f l oo r  i s  l i f ted  so  the  new and  unde r -

resou rced  can  do  s t ronge r  wor k ,  and  f ramed  techno logy  as  a

leve r  to  do  more .

“THERE WILL BE A MASSIVE
REACTION AGAINST AI,
WHERE PEOPLE SUDDENLY
REMEMBER HOW
IMPORTANT CRAFT AND
PASSION AND THOUGHT IS” 
T O M  G O O D W I N



FANDOM IS WHERE
A LOCKED-OUT
GENERATION FINDS
JOY.

A vast wealth gap

pushes younger people

toward little luxuries

and the things this room

represents: meaning

and belonging.

BRANDS MATTER
MORE,  NOT LESS.

Abundance and AI raise

the value of recognition,

because a known brand

or franchise reduces the

risk of a poor choice.

TASTE IS THE
MOAT.

AI is the average of the

internet, only a threat if

you are in the business

of average. This room is

in the business of the

remarkable.

THE SLOP
BACKLASH IS
COMING.

As AI floods the world

with the generic, craft,

passion and thought

become the premium

again.

Takeaways

THE MARKETERS WHO WIN THE NEXT FEW YEARS TREAT UNCERTAINTY AS
ROOM TO BE IMAGINATIVE RATHER THAN A REASON TO RETREAT INTO

DATA, BECAUSE TASTE IS THE ONE THING THE AVERAGE CANNOT COPY

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


M o d e r a t o r :
C a l v i n  I n n e s ,  
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Fandom F luency  opened  the  pane l  p rog ramme and  se t  t he  day ' s  base l i ne :

what  i t  r ea l l y  means  to  unde r s tand  fandom.  I t s  s t rength  was

t r iangu la t ion .  Ca l v i n  I nnes ,  a  fandom consu l tan t  a t  I nnes  Consu l t i ng  and

The  Fo rge ,  modera ted ,  pu t t i ng  the  same ques t ions  to  t h ree  van tage

po in t s :  Becky  Jones ,  Member sh ips  Manager  a t  Wrexham AFC,  as  t he

p rac t i t i one r ;  Ben  Woods ,  C reato r  Economy  Ana l y s t  a t  M ID iA  Resea rch ,  a s

the  re sea rche r ;  and  D r  Rebecca  W i l l i ams ,  As soc ia te  P ro fes so r  a t  t he

Un i ve r s i t y  o f  Sou th  Wa les ,  a s  t he  academic .  

The  campus ,  t he  da tase t  and  the  p i tch- s ide  te s ted  eve r y  c la im  f rom

th ree  d i rec t ions .  The  cen t ra l  case  was  Wrexham AFC,  a  non- league  c l ub

tu rned  g loba l  s to r y ,  and  the  tens ion  be tween  loca l  fans  and  a  wor ldw ide

aud ience  a r r i v i ng  th rough  Ho l l ywood  owner sh ip .  I t  moved  th rough  sho r t -

te rm  ex t rac t ion ,  b rand  m i sconcept ions ,  and  t rad ing  access  fo r  l o ya l t y .

“The minute you lean
into fandom marketing,
you're giving up a
certain amount of
control, and for a lot of
brands, a lot of clubs
that can be quite
scary” 
C A L V I N  I N N E S



S t o r y  b e a t s  r e a c h

Wrexham i s  t he  case  the  pane l  kep t  re tu rn i ng  to ,  and  the  l e s son

was  no t  abou t  reach  bu t  abou t  s to r y .  

A  decade  ago  i t  was  unheard  o f  and  Amer icans  weren ’ t  e ven

aware  tha t  i t  was  a  town  i n  Wa les ;  now the  sh i r t s  a re  eve r ywhe re

and  the  documenta r y  i s  g loba l .  What  made  i t  l and  was  a  s to r y

bu i l t  on  the  th i ngs  eve r yone  fee l :  l o s s ,  g r i e f  and  joy ,  no t  on

exposu re .  

The  cha l l enge  now i s  keep ing  the  o r ig i na l  commun i t y  fee l i ng  seen

ra the r  t han  d i sp laced  as  what  was  the i r s  becomes  sha red .  

The  i n s t i nc t  i n  t he  room was  p ro tec t i ve :  gua rd  the  c res t ,  bu i ld  a

gateway  tha t  l e t s  t he  r igh t  peop le  i n  and  makes  them fee l  pa r t  o f

someth ing  sa fe .  

Au then t i c  connec t ion  beat s  exposu re ,  and  i t  i s  t he  l oca l  s to r y

tha t  makes  the  g loba l  one  c red ib le .

“THE REASON THAT IT'S
BEEN SUCCESSFUL, AND
THAT PEOPLE HAVE
CONNECTED SO WELL WITH
IT, IS BECAUSE IT'S A STORY,
AND THE STORYTELLING
WITHIN IT IS EVERYBODY” 
B E C K Y  J O N E S



“fans are your gateway“fans are your gateway
to visibility, fanto visibility, fan

creators, fans talkingcreators, fans talking
about content, havingabout content, having

their own Discords, thetheir own Discords, the
more they talk, themore they talk, the

more they createmore they create
content, the morecontent, the more

they're creatingthey're creating
visibility for your IP.”visibility for your IP.”  

“fans are your gateway
to visibility, fan

creators, fans talking
about content, having

their own Discords, the
more they talk, the

more they create
content, the more

they're creating
visibility for your IP.” 

BEN WOODSBEN WOODSBEN WOODS



T h e  l o n g  g a m e  i s  t h e  o n l y  g a m e

The  same long- runn ing-s to r y  mode l  t ha t  d raws  s t reamer s  and

c reato r s  to  spo r t  ca r r i e s  a  c lea r  r i s k .  

The  room desc r ibed  c rea to r s  d ropp ing  i n to  non- league  foo tba l l ,

b r i ng ing  the i r  aud ience  and  a  sp i ke  o f  money  and  a t ten t ion ,  t hen

mov ing  on  to  the  nex t  c l ub  weeks  la te r .  

Fo r  an  owner  t ha t  i s  we lcome revenue ;  fo r  t he  ex i s t i ng  fans  i t

ra i ses  t he  obv ious  ques t ion  o f  peop le  w i th  no  rea l  a f f i l i a t i on

tu rn i ng  up  and  leav ing .  The  ve rd ic t  was  tha t  t h i s  ge t s  found  ou t

fas t .  

Fan  re spec t  i s  won  by  be ing  i n  i t  fo r  t he  l ong  game ,  and  the

b igges t  m i sconcept ion  b rands  ho ld  i s  t ha t  fans  w i l l  r e s i s t  t hem,

when  i n  fac t  mos t  a re  happy  to  connec t  p rov ided  i t  i s  no t  a  qu ick

f i x .

“FANS CAN BE QUITE,
QUITE QUICK TO PUSH
BACK WHEN IT DOESN'T
FEEL AUTHENTIC” 
D R  R E B E C C A  W I L L I A M S



C o n t r o l  i s  e x c h a n g e d ,  n o t  l o s t

The  ha rdes t  sh i f t  fo r  b rands  i s  t ha t  fandom marke t i ng  ask s  t hem

to  g i ve  away  con t ro l  t hey  have  spen t  yea r s  bu i ld i ng .  Done  wrong

i t  i s  dangerous ;  done  r igh t  i t  i s  huge l y  benef i c ia l ,  and  the  pane l

ag reed  the re  i s  no  avo id ing  the  t rade .  

I t  r e s t s  on  t r u s t i ng  fans ,  on  re la t ionsh ips  bu i l t  o ve r  t ime ,  and  on

remember i ng  tha t  fandom i s  no t  a  mono l i t h ,  t he  commun i t y  on

In s tag ram ca res  abou t  d i f fe ren t  t h i ngs  f rom the  one  on  D i sco rd  o r

T i k Tok .  

The  t r u s t  r uns  bo th  ways :  fans  w i l l i ng l y  g i ve  what  i s  techn ica l l y

f ree  labou r  to  p romote  what  t hey  l o ve ,  bu t  need  reassu rance  they

w i l l  no t  be  exp lo i ted  fo r  i t .  

The  sha red  conc lu s ion  was  tha t  con t ro l  i s  no t  l o s t  so  much  as

exchanged ,  t raded  fo r  advocacy  and  reach  a  b rand  cannot

manufac tu re  fo r  i t se l f .

“RELEASE THOSE REINS
AND SAY, THERE YOU
GO, YOU'VE GOT THAT
GROUP, YOU'RE PART
OF THE CLUB” 
B E C K Y  J O N E S



“Belonging is“Belonging is
important even ifimportant even if

you're a fan ofyou're a fan of
something thatsomething that

maybe isn'tmaybe isn't
physically rooted inphysically rooted in

a specific place”a specific place”    

“Belonging is
important even if

you're a fan of
something that

maybe isn't
physically rooted in

a specific place”  
DR REBECCA WILL IAMSDR REBECCA WILL IAMSDR REBECCA WILL IAMS



P r o f e s s i o n a l i s e  t h e  r e l a t i o n s h i p

The  c lo s i ng  p r i nc ip le  was  to  t rea t  fans  as

p ro fes s iona l s ,  pa r t  o f  t he  same ecosy s tem ra the r  t han

a  copy r igh t  p rob lem to  po l i ce .  

Fans  g i ve  rea l  l abou r  to  p romote  what  t hey  l o ve ,  and

the  r igh t  re sponse  i s  to  b r i ng  them i n s ide  and  va lue  i t .

The  room s ke tched  a  u se fu l  sp read  o f  fan-c rea to r

t ypes ,  each  need ing  a  d i f fe ren t  app roach :  wo r ld

bu i lde r s  who  adapt  a  game ac ros s  p la t fo rms

unp rompted ,  commun i t y  mavens  deep  i n  t he  l o re  who

unpack  eve r y  l y r i c  fo r  o the r s ,  and  b ig  amp l i f i e r s  who

p ick  up  an  I P  fo r  a  coup le  o f  s t reams ,  sp i ke

engagement ,  t hen  move  on .  

The  mos t  re l i ab le  mode l  i s  to  t rea t  t he  commi t ted  ones

l i ke  j ou rna l i s t s ,  g i v i ng  them genu ine  access  and

in s igh t ,  t hen  l i s ten ing .

“BRING A FAN ON BOARD,
ON BOARD AS A
CONSULTANT.  TREAT
THEM LIKE A
PROFESSIONAL, PAY THEM
LIKE A PROFESSIONAL, AND
GIVE THEM THAT INSIGHT
INTO WHERE YOU PLAN TO
GO, AND THEN, AND THEN
LISTEN” 
B E N  W O O D S



“We have a strange“We have a strange
scenario where we havescenario where we have
official, non-officialofficial, non-official
supporters groups rightsupporters groups right
across the world, but aacross the world, but a
lot in the US and Canada,lot in the US and Canada,
whowho    we need to createwe need to create
better connection with.”better connection with.”

“We have a strange
scenario where we have
official, non-official
supporters groups right
across the world, but a
lot in the US and Canada,
who  we need to create
better connection with.”
BECKY JONESBECKY JONESBECKY JONES



PROFESSIONALISE
THE RELATIONSHIP

Treat fan creators as

the professionals they

are. 

Map the types, bring

them in, give them

access, pay them, and

then listen.

STORY BEATS 
REACH

Wrexham's rise worked

because the story was

human: loss, grief and

joy everyone recognises.

Fans connect to a story

they see themselves in,

not to exposure.

THE LONG GAME IS
THE ONLY GAME

Parachuting into a

fandom for a spike of

engagement gets

called out fast. Fan

respect is won by being

in it for the long haul.

CONTROL IS
EXCHANGED, NOT
LOST

Fandom marketing

means trusting fans with

the brand. What you give

up in control you gain

back in advocacy and

reach you cannot

manufacture.

Takeaways

FA N D O M  F L U E N C Y  I S  N O T  A  C A M PA I G N  Y O U  R U N  AT  FA N S ,
I T  I S  A  R E L AT I O N S H I P  Y O U  B U I L D  W I T H  T H E M  O N  T H E I R

T E R M S  A N D  O V E R  T I M E .
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The  Popcu l t r  Ed i t  i s  t he  summi t ' s  recu r r i ng  h i t -and-m i s s  rev iew ,  ho ld ing

the  la s t  s i x  months  o f  pop  cu l t u re  marke t i ng  up  to  the  l i gh t .  I t s  b i te

comes  f rom a  de l ibe ra te  sp read  o f  sea t s .  

Amber  Tay lo r ,  Fandom and  En te r ta inment  Ch ie f  a t  Beam L igh thouse ,

cha i red  a  pane l  bu i l t  to  s t re s s - tes t  wo r k  f rom th ree  ang les :  A l i ce

Johnson ,  Con ten t  C reato r  a t  A l i cesP i xe l s ,  a s  t he  c rea to r  vo ice ;  Dan i

Rayne r ,  G loba l  Marke t i ng  S t ra teg i s t ,  a s  t he  s t ra teg i s t ;  and  Lee  W i l l e t t ,

Ch ie f  Marke t i ng  Of f i ce r  a t  Wood la r k  Consu l t i ng ,  a s  t he  b rand  vo ice .

Does  the  c rea to r  be l i e ve  i t ,  does  the  s t ra tegy  s tand  up ,  wou ld  the  b rand-

s ide  buy  i t .  The  ve rd ic t  was  cons i s ten t :  l ow- res ,  human ,  fan- f i r s t  wo r k

cu t s  t h rough  a  g lo s s y  A I  l andscape ,  wh i l e  t he  m i s ses  sha red  a  fa i l u re  to

respec t  t he  aud ience .

“We're definitely
hearing a lot more
from brands who are
recognising that
return on investment
on advertising alone
is not great”
A M B E R  T A Y L O R



L o w - r e s  i s  t h e  n e w  p r e m i u m

The  campa igns  cu t t i ng  th rough  now a re  l ow- reso lu t ion ,

commun i t y - led  and  tang ib le ,  an  answer  to  an  A I - sa tu ra ted

landscape .  

B rands  a re  l ean ing  on  handwr i t i ng ,  de l ibe ra te  imper fec t ions ,

even  s tamp ing  work  as  no t  made  w i th  A I ,  l i ke  t he  Lego  Wor ld  Cup

ad  tha t  f l agged  i t se l f  because  i t  l ooked  too  good  to  be  human .

HP  p r i n t i ng  a  b i l l boa rd  l i ve  on  an  Eas t  London  s t ree t  to  p rove  a

p r i n te r ' s  r e l i ab i l i t y ,  and  a  phones-down  conce r t  tou r  t u rned  i n to  a

commun i t y  fo lde r  o f  raw ,  rem ixab le  f i l e s ,  sha re  the  same

humanness .  

The  l onge r  pa t te rn  mat te r s  too :  t he  A I - s lop  e ra  w i l l  pas s  t he  way

VR  and  aud io  d id ,  bu t  t he  unde r l y i ng  d i sc ip l i ne  neve r  changes ,

focus  on  what  t he  consumer  want s  and  s tay  t r ue  to  the  b rand .

.

“THERE'S A HUMANNESS
TO THE EXAMPLES THAT
I'M MENTIONING THAT,
FOR ME, ARE
RESONATING” 
D A N I  R A Y N E R  



“While it's great“While it's great
to work withto work with
creators, I thinkcreators, I think
brands really needbrands really need
to focus on theto focus on the
fans as well,fans as well,
because everyonebecause everyone
knew they wereknew they were
just creators”just creators”  

“While it's great
to work with
creators, I think
brands really need
to focus on the
fans as well,
because everyone
knew they were
just creators” 
ALICE JOHNSONALICE JOHNSONALICE JOHNSON



T i m e  t h e  l i f e c y c l e  o r  f a d e  i n t o  w a l l p a p e r

B rand  and  I P  pa r tne r sh ips  a re  rea l l y  a  ques t ion  o f  l i f ecyc le

t im ing .  

Get t i ng  i n  ea r l y  and  se lec t i ve l y ,  w i th  p roduc t  t ha t  genu ine l y  f i t s ,

r eaches  a  younge r  aud ience  w i thou t  a l i ena t i ng  the  co re ,  a s  an

ear l y ,  we l l - j udged  mus ic - I P  t i e - i n  d id .  Go ing  ea r l y  r i s k s  a  sw ing

and  a  m i s s ,  bu t  t he  a l te rna t i ve  i s  wo r se :  an  I P  i n  i t s  f i na l  season

p las te red  ac ros s  ha l f  a  dozen  b rands  a t  once ,  whe re  ub iqu i t y

makes  eve r y  t i e - i n  wo r th le s s  and  the  p rope r t y  fades  i n to

wa l lpape r .  

A  f i na le  t ha t  shou ld  have  been  a  ce leb ra t ion ,  a  se lec t  few b rands

go ing  deeper  and  add ing  to  the  wor ld ,  i n s tead  fe l t  l i ke  a  la te-

s tage  cash-ou t ,  and  the  merchand i se  fe l t  ho l l ow  nex t  to

genu ine l y  s t rong  fan  even t s .  D i s t i nc t i veness  comes  f rom t im ing

and  res t ra i n t ,  no t  f rom be ing  one  more  l ogo  on  a  c rowded

prope r t y .

 “EVERYTHING
JUST BECOMES
WALLPAPER. IT'S
BLAND, YOU FADE
INTO THE
BACKGROUND” 
L E E  W I L L E T T  



“It's just about being“It's just about being
authentic, just focusauthentic, just focus

on what theon what the
consumer wants,consumer wants,

and be authentic toand be authentic to
your brand”your brand”  

“It's just about being
authentic, just focus

on what the
consumer wants,

and be authentic to
your brand” 

LEE WILLETTLEE WILLETTLEE WILLETT



L e a d  w i t h  t h e  w h y ,  n o t  t h e  e g o

The  head l i ne  m i s s  was  a  m i le s tone  marked  fo r  i t s  own
sake .  

A  twent ie th-ann i ve r sa r y  reb rand  tha t  ex i s ted  because
the  ca lendar  sa id  so ,  fo l l owed  by  a  boas t  abou t  mak ing
the  who le  i n te rne t  ta l k ,  r ead  as  ego  ra the r  t han
se r v i ce ,  exac t l y  what  a  da i l y  pay ing  subsc r ibe r  does
no t  want .  

The  mechan i sm  i s  b rand  ego :  a  marke te r  cong ra tu la t i ng
themse l ves  when  eve r y th i ng  shou ld  be  roo ted  i n  t he
consumer .  The  deeper  m i s s  was  fandom,  because  the
mi le s tone  on l y  ex i s t s  t hanks  to  a  pass iona te  fan  base ,
so  fa i l i ng  to  co-c rea te  w i th  t hem o r  g i ve  any th i ng  back
was ted  the  moment .  

The  same fau l t  shows  whe reve r  a  buzzy  idea  ge t s  a
budget ,  ge t s  s igned  o f f  and  sh ips  w i th  nobody  ask i ng
why .

“WITH SPOTIFY FOR 20
YEARS THEY COULD HAVE
GIVEN BACK TO THE FANS,
AND INSTEAD THEY CHOSE
TO BOOST THEIR OWN
EGO” 
A L I C E  J O H N S O N  



“There's this“There's this    buzzybuzzy
idea, yeah, cool, it'sidea, yeah, cool, it's

signed off, it'ssigned off, it's
approved, andapproved, and

suddenly it's out there.suddenly it's out there.
And no one's actuallyAnd no one's actually

stopped and askedstopped and asked
the why?”the why?”

“There's this  buzzy
idea, yeah, cool, it's

signed off, it's
approved, and

suddenly it's out there.
And no one's actually

stopped and asked
the why?”

DANI RAYNERDANI RAYNERDANI RAYNER



F a n s  o v e r  f o l l o w e r s

A l i ce  Johnson ,  t he  pane l ' s  c rea to r  vo ice  and  a  se l f -
desc r ibed  fan ,  gave  the  theme i t s  sha rpes t  case .  

She  se t  a  re sea rched ,  fan- led  i n te r v iew  aga in s t  a
su rp r i se  Ped ro  Pasca l  even t  fo r  The  Manda lo r ian
s tocked  on l y  w i th  i n f l uence r s ,  wh ich  d rew c r i t i c i sm
prec i se l y  because  eve r yone  knew the re  were  no
genu ine  fans  i n  t he  room,  and  aga in s t  p resen te r s  who
had  run  the i r  p rep  th rough  ChatGPT  and  go t  an
ac to r ' s  f i lmography  wrong  on  Dune  and  Fan tas t i c  Fou r ,
k i l l i ng  the  connec t ion .  

The  l e s son ,  f rom i n s ide  the  c rea to r  economy :
aud iences  a lways  know the  d i f fe rence .  Amber  Tay lo r
tu rned  i t  i n to  a  p r i nc ip le ,  t ha t  fo l l ower s  mean  no th ing
w i thou t  engagement  and  tha t  ten  sma l l e r  c rea to r s
w i th  c lo se l y - i ng ra ined  aud iences  do  a  deeper ,  mo re
au then t i c  j ob  than  one  b ig  i n f l uence r .

“WHILE IT'S GREAT TO
WORK WITH CREATORS, I
THINK BRANDS REALLY
NEED TO FOCUS ON THE
FANS AS WELL, BECAUSE
EVERYONE KNEW THEY
WERE JUST CREATORS” 
A L I C E  J O H N S O N  



LEAD WITH THE
WHY, NOT THE EGO

The misses missed

because the why was

corporate self-

congratulation, not giving

back to the fans that got

them there. Before sign-

off, answer who this is

actually for.

LOW-RES IS THE NEW
PREMIUM

Handmade, low-res,

human work is cutting

through a glossy AI

landscape. The

roughness is the signal: it

reads as authentic where

polish now reads as

suspect.

TIME THE LIFECYCLE
OR FADE INTO
WALLPAPER
Get in early and

authentic, or arrive late

when every brand

already has the logo.

Saturation makes the

association worthless

and rinsing fans at the

finale backfires.

FANS OVER
FOLLOWERS

Ten engaged fan-

creators beat one big

name. And when a fan

with a profile adopts you

unprompted, you cannot

manufacture it, you can

only build a brand worth

adopting.

Takeaways

A N  A U D I E N C E  C A N  T E L L  T H E  D I F F E R E N C E  B E T W E E N  A  B R A N D
T H AT  H A S  R E A D  T H E  R O O M  A N D  O N E  T H AT  I S  A D M I R I N G

I T S E L F ,  S O  L E A D  W I T H  T H E  W H Y  A N D  P U T  FA N S  B E F O R E  E G O .
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T h e  P i t c h  A g e n c y

P A N E L L I S T
J o e l  R o c h e s t e r  
 C r e a t o r
F i c t i o n a l  F a t e s



Read ing  The  Room tu rned  to  pub l i sh i ng ,  an  i ndus t r y  re shaped  by  BookTok

and  now ask i ng  what  happens  when  the  a lgo r i t hm moves  on .  The  pane l

answered  f rom the  t rade ,  t he  agency  and  the  c rea to r  commun i t y  a t  once .  

Emma Lowe ,  Even t  D i rec to r  o f  The  London  Book  Fa i r ,  modera ted ,  j o i ned

by  Georg ia  Hen r y ,  Founde r  o f  The  P i tch  Agency ;  Joe l  Roches te r ,  Con ten t

Creato r  a t  F i c t i ona l  Fa tes ;  and  Sa rah  Je f fcoate ,  Sen io r  Marke t i ng

Manager  a t  S imon  &  Schus te r  UK .  

The  sh i f t  t hey  c i r c led  was  c lea r :  d i scove r y  has  moved  ou t  o f  t he

pub l i she r ' s  hands  and  i n to  commun i t i e s  and  c rea to r s ,  so  t he  job  i s  to  se t

the  cond i t i ons  and  then  l e t  go .  The  c lea res t  t h rough l i ne  was  a  pos tu re ,

no t  a  tac t i c ,  hand  ove r  c rea t i ve  con t ro l  ra the r  t han  s tee r i ng  i t ,  and

neve r  depend  on  a  s i ng le  p la t fo rm .

“I think publishing has
a real responsibility to
continue to put those
stories out and to help
those readers to
engage when they're
ready”
E M M A  L O W E



S e t  t h e  c o n d i t i o n s ,  d o n ' t  c o n t r o l  t h e

o u t c o m e

The  cen t ra l  sh i f t  i n  pub l i sh i ng  i s  t ha t  c rea to r s  and  commun i t i e s

now d r i ve  d i scove r y  more  e f fec t i ve l y  t han  t rad i t i ona l  campa igns ,

so  the  s t ronges t  teams  se t  t he  cond i t i ons  fo r  i t  ra the r  t han  t r y i ng

to  con t ro l  i t .  

I n  pub l i sh i ng  th i s  comes  na tu ra l l y ,  because  the  marke te r s  a re

usua l l y  fans  t hemse l ves ,  i n  i t  fo r  l o ve  o f  books ,  wh ich  makes

co l labo ra t ion  w i th  c rea to r s  fee l  au then t i c .  The  amb i t i on  i s  fo r  a

b rand  to  become a  d i scove r y  channe l  i n  i t s  own  r igh t ,  p resen t  i n

the  same p la t fo rms  and  commun i t i e s  as  t he  fandoms ,  a round  the

tab le  and  ab le  to  reac t .  

The  cu t - th rough  comes  f rom c rea t i v i t y  and  f rom g i v i ng  c rea to r s

someth ing  c lo se  to  f ree  re i n  to  make  what  bes t  rep resen t s  t he

fandom,  because  tha t  i s  what  l e t s  genu ine  l o ve  fo r  a  t h i ng  show.

“THE BEST CAMPAIGNS
COME FROM CREATORS
BEING ABLE TO GET
ALMOST FREE REIGN ON
LIKE WHAT THEY WANT TO
CREATE TO BEST
REPRESENT THAT
FANDOM” 
J O E L  R O C H E S T E R  



“figuring out how I can“figuring out how I can
craft a story with thatcraft a story with that
makes sense for bothmakes sense for both

the brand and myself,the brand and myself,
that makes it reallythat makes it really

authentic”authentic”  

“figuring out how I can
craft a story with that
makes sense for both

the brand and myself,
that makes it really

authentic” 
JOEL ROCHESTERJOEL ROCHESTER   JOEL ROCHESTER 



N o  f a n d o m  l i v e s  o n  o n e  p l a t f o r m

The  c lea res t  warn ing  was  aga in s t  p la t fo rm
dependency .  No  b rand  p resence  shou ld  re s t  on  a
s i ng le  p la t fo rm ,  and  no  fandom l i ve s  on  one  e i t he r ,  a
le s son  sha rpened  by  the  T i k Tok  ban  sca re .  

W i th i n  any  one  channe l  t he  adv ice  was  to  bu i ld
seve ra l  s t rands  a t  once ,  pa id ,  i n f l uence r ,  u se r -
gene ra ted  and  b rand-o rgan ic ,  so  the  b rand  i s  neve r
hos tage  to  one  a lgo r i t hm.  

The  cau t ion  cu t  bo th  ways :  a  l ean  team does  no t  need
to  sp in  up  a  D i sco rd  and  a  Subs tack  and  eve r y
supp lementa r y  p la t fo rm ,  i t  needs  to  know where  the
commun i t i e s  ac tua l l y  a re  and  be  p lugged  i n to  them.  

The  same con ten t  can  f l y  on  T i k Tok  and  fa l l  f l a t  on
In s tag ram,  wh ich  i s  i t se l f  u se fu l  s igna l  fo r  whe re  a
fandom rea l l y  l i ve s .

“NO BRAND PRESENCE
SHOULD REALLY BE
RELIANT ON A SINGLE
PLATFORM, AND ALSO NO
FANDOM EXISTS IN A
SINGLE PLATFORM” 
G E O R G I A  H E N R Y



“it's not trying to“it's not trying to
control it, and it'scontrol it, and it's
embracing fandom,embracing fandom,
embracingembracing
community, andcommunity, and
working with them onworking with them on
your campaigns”your campaigns”  

“it's not trying to
control it, and it's
embracing fandom,
embracing
community, and
working with them on
your campaigns” 
SARAH JEFFCOATESARAH JEFFCOATESARAH JEFFCOATE



T h e  a u t h o r  i s  t h e  b r a n d ,  n o t  t h e

p u b l i s h e r

Pub l i sh i ng  b reaks  t he  u sua l  b rand  mode l ,  and  the  pane l  l eaned

in to  the  d i f fe rence .  The  ave rage  reader  does  no t  know o r  ca re

who  pub l i shed  a  book ,  bu t  t hey  know the  au tho r ,  so  the  rea l  wo r k

i s  mak ing  the  au tho r  t he  b rand  ac ros s  many  p la t fo rms ,  o f ten  we l l

beyond  books ,  a  marked  change  ove r  t he  la s t  ten  to  f i f teen  yea r s .  

As  sho r t - fo rm  con ten t  has  r i sen ,  more  au tho r s  bu i ld  aud iences

d i rec t l y ,  and  pub l i she r s  i nc reas ing l y  watch  the  i n i t i a l  soc ia l

re sponse  to  an  idea  befo re  commi t t i ng ,  so  a  p roven  t rack  reco rd

in  a  commun i t y  de- r i s k s  acqu i s i t i on .  

The  ope ra t iona l  consequence  i s  t ha t  each  campa ign  has  to  be

rebu i l t  fo r  whe re  tha t  pa r t i cu la r  fandom s i t s :  t he  aud ience  fo r  a

pop  memo i r  i s  nowhere  nea r  t he  aud ience  fo r  a  b ig  fan tasy  t i t l e .

“AUTHOR AS BRAND IS
SOMETHING THAT HAS
EMERGED”
J O E L  R O C H E S T E R



“it was the core“it was the core
fans whofans who
created as muchcreated as much
noise as possiblenoise as possible
to make it anto make it an
opportunity foropportunity for
you”you”  

“it was the core
fans who
created as much
noise as possible
to make it an
opportunity for
you” 
GEORGIA HENRYGEORGIA HENRYGEORGIA HENRY



D i s c o v e r y  i s  a n  e x p e r i e n c e  a g a i n

The  f i na l  t h read  pu l l ed  d i scove r y  ou t  o f  t he  feed  and

back  i n to  phys i ca l ,  human  spaces .  

Sa rah  Je f fcoate  desc r ibed  how spec ia l  and  exc lu s i ve

ed i t i ons  have  become a  much  b igge r  l e ve r  w i th  re ta i l e r s ,

w i th  t he  co l l ec tab i l i t y  t ha t  fandoms  p r i ze  now a t  t he

fo re f ron t  and  re ta i l e r s  ge t t i ng  savv ie r  abou t  what  t hey

can  o f fe r .  

Georg ia  Hen r y  exp la ined  the  mechan ic s  o f  c rea to r  even t s

th rough  She l ves  i n  t he  C i t y ,  whe re  the  oppor tun i t y  fo r  a

re ta i l e r  i s  con ten t  captu re :  a t  an  even t  w i th  c rea to r s  you

a re  no t  sponso r i ng  the i r  v ideos  o r  te l l i ng  them to  pos t ,

you  a re  g i v i ng  them the  raw mate r ia l  to  c rea te ,  and  tha t

i s  t he  va lue  exchange .  Joe l  Roches te r  b rough t  i t  to  l i f e

w i th  a  bookshop  scavenger  hun t  i n  Ox fo rd  tha t  ended  i n

meet i ng  the  au tho r ,  m i x i ng  rea l  fandom connect ion  w i th

con ten t  t ha t  se r ves  bo th  b rand  and  c rea to r .

“SPECIAL EDITIONS HAVE
BECOME A MUCH BIGGER
THING WITH RETAILERS” 
S A R A H  J E F F C O A T E



DISCOVERY IS AN
EXPERIENCE AGAIN

Special editions, indie

bookshops, events and

passionate booksellers

are where fandom

discovery now happens.

With creators, the value

exchange is content,

not a sponsored post.

SET THE CONDITIONS,
DON'T CONTROL THE
OUTCOME

The best teams enable

community-driven

discovery rather than

steering it. Hand creators

genuine free rein and the

work reads as authentic

because it is.

THE AUTHOR IS THE
BRAND, NOT THE
PUBLISHER

Most readers neither know

nor care who published a

book. The author and the

fandom are the brand, so

campaigns get reinvented

audience by audience.

NO FANDOM LIVES
ON ONE PLATFORM

No brand or fandom

should depend on a

single channel. Build

several strands, follow the

creators across platforms,

and you can turn

campaigns around fast.

Takeaways

I N  P U B L I S H I N G  T H E  B R A N D  I S  T H E  A U T H O R  A N D  T H E  FA N D O M ,  S O
M A R K E T I N G ' S  J O B  I S  T O  S E T  T H E  TA B L E ,  H A N D  C R E AT O R S  T H E  P E N ,

A N D  F O L L O W  T H E  S T O R Y  W H E R E V E R  T H E  P L AT F O R M S  M O V E  I T.
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The  Dar k  A r t s  se t  ou t  to  demys t i f y  what  goes  i n to  reach ing  games  fans ,

t he  c ra f t  t ha t  s tay s  de l ibe ra te l y  opaque .  The  pane l  was  we igh ted  toward

peop le  who  run  campa igns  i n s ide  games  cu l t u re .  Joe  Ta lboys ,  Ch ie f

S t ra teg i s t  a t  Ca l ib ra te  Creat i ve ,  modera ted ,  j o i ned  by  George  W i l l a rd ,

co- founde r  o f  Sec re t  Sauce ,  and  M ichae l  U rban ,  F ree lance  Marke t i ng

Lead ,  bo th  hands-on  campa igne r s ,  w i th  T revo r  Pou l sum ,  Sen io r  C l i en t

Pa r tne r  a t  Fandom,  on  p la t fo rm  and  aud ience  sca le .  

W i th  t ha t  s lan t  se t ,  t he  d i scus s ion  cove red  why  games  aud iences  a re

d i s t i nc t i ve ,  i n tense  compet i t i on ,  deep  co-au tho r sh ip ,  rea l  i n ves tment ,

t hen  wor ked  th rough  reach ,  p la t fo rms ,  budget ,  commun i t y  seed ing  and

measu rement .  The  sp ine  was  au then t i c i t y  a s  a  ha rd  f i l t e r  ra the r  t han  a

so f t  va lue :  games  fans  de tec t  and  re jec t  any th i ng  tha t  does  no t

genu ine l y  be long .

“really the goal here
today is to demystify what
goes into a successful
pop culture campaign,
and in particular, games”
J O E  T A L B O Y S  



R e l e v a n c e ,  n o t  r e a c h

What  makes  games  fans  d i s t i nc t i ve  i s  t he  shee r  compet i t i on  fo r

the i r  a t ten t ion ,  w i th  tens  o f  t housands  o f  new t i t l e s  a  yea r ,  so  the

ques t ion  i s  no  l onge r  reach  bu t  re levance ,  and  a  marke te r  who

does  no t  p lay  w i l l  be  seen  th rough  i n s tan t l y .  

The  ups ide  i s  t ha t  t hose  same p laye r s  become the  marke t i ng

team,  mak ing  memes ,  s t reaming ,  repo r t i ng  bugs  and  sp read ing

word  o f  mouth .  The  bond  runs  deeper  t han  i n  f i lm  o r  books

because  p laye r s  a re  ac t i ve  co-au tho r s ,  bu i ld i ng  w i k i s  and

advanc ing  the  s to r y  t hemse l ves ,  wh ich  c rea tes  rea l  emot iona l

buy- i n .  

The  vas t  ma jo r i t y  engage  we l l  beyond  p lay i ng ,  re sea rch ing  lo re ,

j o i n i ng  d i scus s ions ,  mak ing  con ten t ,  a t tend ing  conven t ions ,  so

the re  i s  a  wea l th  o f  touchpo in t s ,  and  w i th  AAA t i t l e s  cos t i ng  rea l

money  the  i n ves tment  i s  pe r sona l  a s  we l l  a s  f i nanc ia l .

“DIVE INTO THOSE
COMMUNITIES TO GET A
SENSE FOR WHAT'S
IMPORTANT TO THEM,
WHAT'S NOT
IMPORTANT FOR THEM,
WHAT SPACES ARE
THEY USING, WHAT
SPACES ARE THEY NOT
USING.”
G E O R G E  W I L L A R D



“gamers, they know“gamers, they know
best, they have anbest, they have an
incredibly powerfulincredibly powerful
voice, and we need tovoice, and we need to
treat that withtreat that with
respect”respect”  

“gamers, they know
best, they have an
incredibly powerful
voice, and we need to
treat that with
respect” 
TREVOR POULSUMTREVOR POULSUMTREVOR POULSUM



A u t h e n t i c i t y  i s  a  d e t e c t o r ,  n o t  a  v i r t u e

Acros s  t he  summi t  au then t i c i t y  was  the  word  o f  t he  day ;  t h i s  room

t rea ted  i t  a s  a  de tec to r  ra the r  t han  a  s logan .  

The  games  aud ience  sn i f f s  ou t  t he  manufac tu red  fas te r  t han  any

o the r ,  and  the  mos t  heav i l y  ed i ted ,  l onges t - to-p roduce  v ideos

rou t i ne l y  pe r fo rm  wor s t .  

P laye r s  want  raw ,  sc reen- reco rded  foo tage  and  a  rea l  vo ice  ove r

pe r fec t  aud io ,  and  they  igno re  any th i ng  c lea r l y  cooked  up  i n  a

board room to  h i t  buzzwords .  

The re  i s  no  f i xed  p laybook  because  a lgo r i t hms  change  cons tan t l y ,

so  you  have  to  be  a  genu ine ,  ac t i ve  pa r t i c ipan t  on  a  p la t fo rm ,

p resen t  as  a  rea l  u se r  and  no t  j u s t  a  marke te r .  

The  sha rpes t  te s t  i s  i n ten t :  does  a  p iece  o f  con ten t  g i ve  va lue  o r

mere l y  ex t rac t  a t ten t ion .

“ARE YOU GIVING
THE AUDIENCE
VALUE OR ARE YOU
JUST EXTRACTING
ATTENTION FROM IT” 
M I C H A E L  U R B A N



“The question isn't“The question isn't
necessarily aboutnecessarily about

reach, it's morereach, it's more  
about relevance”about relevance”  

“The question isn't
necessarily about

reach, it's more 
about relevance” 

MICHAEL URBANMICHAEL URBANMICHAEL URBAN



F i n d  t h e  i d e n t i t y  b e f o r e  t h e  p l a t f o r m

The  pane l  pushed  back  ha rd  on  p la t fo rm- f i r s t  t h i n k i ng .  The

common  m i s take  i s  s ta r t i ng  w i th  we  need  to  be  on  T i k Tok ,  when

the  ea r l i e r  s tep  i s  f i nd ing  the  game ' s  i den t i t y  and  adapt i ng  tha t

to  p la t fo rms ,  no t  t he  reve r se .  

Eve r y  fan  has  a  d i f fe ren t  connec t ion  to  a  d i f fe ren t  I P ,  so  the

ques t ions  a re  whe re  and  how you  meet  t hem and  what  t he

cu l tu ra l  en t r y  po in t  i s .  Cha rac te r s  d r i ve  eno rmous  connec t ion  and

make  a  s t rong  c rea t i ve  ancho r .  

The  mos t  u se fu l  i dea  was  unexpected  connec t ions :  a  p laye r  o f

one  t i t l e  i s  ra re l y  on l y  i n te res ted  i n  t ha t  t i t l e ,  so  an  ad jacen t

pass ion  l i ke  an ime  can  be  the  way  i n to  a  games  aud ience  ra the r

than  hammer ing  the  I P  head-on .  The  message  matched  to  the

p la t fo rm  m indse t ,  qu ick  and  se l f -con ta ined  on  a  feed ,  deep  and

resea rch- led  on  a  w i k i .

“EVERY FAN HAS A
DIFFERENT TYPE OF
CONNECTION TO A
DIFFERENT IP” 
T R E V O R  P O U L S U M



“Those unexpected“Those unexpected
audience connectionsaudience connections

exist everywhereexist everywhere
across lots ofacross lots of

different mediums”different mediums”  

“Those unexpected
audience connections

exist everywhere
across lots of

different mediums” 
GEORGE WILLARDGEORGE WILLARDGEORGE WILLARD



P l a n t  g r a s s r o o t s  e a r l y ,  m e a s u r e

b r a n d  t r u s t

The  f i na l  t h read  jo i ned  commun i t y  seed ing ,  budget  and

measu rement  i n to  one  a rgument  fo r  pa t ience .  

The  adv ice  was  to  s ta r t  rea l l y  ea r l y  and  p lan t  g ras s roo t s ,

behav ing  l i ke  a  con ten t  c rea to r  you r se l f ,  embedd ing  i n

s t reamer s '  cha t s  l ong  befo re  the re  i s  a  p roduc t  so  the

goodwi l l  i s  t he re  a t  l aunch .  

Cons t ra in t s  b reed  the  bes t  wo r k ;  a  l o t  o f  t he  mos t

c rea t i ve  campa igns  come f rom budget  re s t r i c t i ons ,  wh i l e

b ig  spend  on  t ra i l e r s  and  i n f l uence r  pushes  o f ten

conve r t s  a lmos t  nobody .  Spend  shou ld  match  a  game ' s

shape ,  he ld  back  fo r  a  s l ow-bu i ld i ng  t i t l e ,  commi t ted

ear l y  to  one  the  commun i t y  w i l l  r un  w i th ,  and  the  I P

shou ld  no t  be  fo rced ,  w i th  p laye r s '  own  b luep r i n t s

somet imes  be t te r  t han  ove r r id i ng  them.

“YOU NEED TO REALLY
START SUPER EARLY AND
JUST REALLY PLANT THOSE
GRASSROOTS” 
M I C H A E L  U R B A N



PLANT
GRASSROOTS
EARLY
Start years before launch

and let budget limits

force creativity. Much of

the impact is invisible to

a dashboard, so measure

brand trust, not the last

click.

RELEVANCE, NOT
REACH

With 19,000 games

launching on Steam in a

year, nobody wins on

reach. You win on

relevance, and the

players themselves

become the marketing

team.

AUTHENTICITY IS A
DETECTOR, NOT A
VIRTUE

Players sniff out the

manufactured fastest of

any audience. Over-

polished work performs

worst, and the only way

in is to be a real user,

not a marketer.

FIND THE IDENTITY
BEFORE THE
PLATFORM

Don't start with 'we need

to be on TikTok'. Find the

game's identity first, then

meet each fan at their

own entry point and

unexpected connection.

Takeaways

I N  G A M E S  Y O U  C A N N O T  B U Y  Y O U R  WAY  PA S T  T H E  A U D I E N C E ,  Y O U  E A R N
R E L E VA N C E  B Y  B E I N G  A  R E A L  PA R T I C I PA N T,  P L A N T I N G  R O O T S  E A R LY,

A N D  R E S P E C T I N G  P L AY E R S  W H O  W I L L  A M P L I F Y  Y O U  I F  Y O U  D O .
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THE TABLETOP RENAISSANCETHE TABLETOP RENAISSANCETHE TABLETOP RENAISSANCE
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M O D E R A T O R   
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P A N E L L I S T
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R o g u e  H o b b i e s  



The  Tab le top  Rena i s sance  was  the  pos t - l unch  pane l ,  on  a  ca tego r y

d i sm i s sed  as  a  hobby  tha t  has  qu ie t l y  become an  e igh teen  b i l l i on  do l la r

bus i nes s .  

I t  b rough t  togethe r  t he  pub l i she r ,  t he  re ta i l e r  and  the  commun i t y .  Jasm in

Sangha ,  Founde r  o f  Loud  Ba r k ,  modera ted ,  j o i ned  by  S imon  Roger s  o f

P roFan tasy  and  Pe lg rane  P res s  as  t he  game-make r ;  Lou i se  Sugden ,

Founde r  o f  Rogue  Hobb ies ,  on  re ta i l  and  commun i t y ;  and  Madd ie  Cu l l en

o f  no t thevamp i re  as  t he  p laye r -commun i t y  c rea to r .  The i r  case  was  tha t

the  rena i s sance  i s  a  l ong ,  s teady  r i se  ra the r  t han  a  boom,  and  tha t  t he

th rough l i ne  i s  human :  tab le top  i s  t he  an t ido te  to  the  i n te rne t ,  an  a l ib i

fo r  rea l  connec t ion  and  ca tha r s i s  sc reens  cannot  rep l i ca te .  

F rom the re  the  pane l  t u rned  p rac t i ca l ,  on  how b rands  en te r  t he  space

c red ib l y  w i thou t  f l a t ten ing  what  makes  i t  wo r k .

“I would say it's
no longer a
subculture, it's a
culture"
S I M O N  R O G E R S



T h e  a n t i d o t e  t o  t h e  i n t e r n e t

The  tab le top  rena i s sance  i s  l e s s  a  comeback  than  a  s teady  r i se ,

now an  e igh teen  b i l l i on  do l la r  space  tha t  se l l s  ou t  t he  O2 fo r  l i ve

shows .  

The  th rough l i ne  i s  human :  tab le top  i s  t he  an t ido te  to  the  i n te rne t ,

wh ich  ma in l y  makes  famous  peop le  more  famous ,  whe re  games

in s tead  qu ie t  eve r y th i ng  down  and  reconnect  peop le .  The  pu l l  i s

someth ing  anc ien t ,  an  a l ib i  fo r  rea l  human  i n te rac t ion ,  mak ing

s to r ie s  togethe r  a round  the  campf i re ,  t he  o ldes t  fo rm  o f

connec t ion  the re  i s .  The  ba r r i e r  to  en t r y  has  co l lapsed ,  w i th

watchab le  shows  and  v i r t ua l  tab le tops  l e t t i ng  anyone  d rop  i n to  a

week l y  game f rom anywhere .  

Peop le  come to  make  a  connec t ion ,  to  s i t  i n  a  room and  engage ,

and  the  emot iona l  bonds  a re  rea l  enough  to  b r i ng  p laye r s  to

tea r s  when  a  cha rac te r  d ie s .

“A LOT OF
PEOPLE GO TO
TABLETOP TO
MAKE A
CONNECTION”  
M A D D I E  C U L L E N



“A lot of people“A lot of people
go to tabletopgo to tabletop
to make ato make a
connection. It'sconnection. It's
a really nicea really nice
way of buildingway of building
a community,”a community,”  

“A lot of people
go to tabletop
to make a
connection. It's
a really nice
way of building
a community,” 
MADDIE CULLENMADDIE CULLENMADDIE CULLEN



D o  t h e  w o r k  o r  g e t  s n i f f e d  o u t

Authen t i c i t y  he re  was  f ramed  as  non-negot iab le .  Lou i se  Sugden ,

ten  yea r s  a t  Games  Work shop ,  sa id  au then t i c i t y  he re  i s  non-

negot iab le ,  because  a  c ra f t -p roud  commun i t y  sn i f f s  ou t  anyone

who  has  no t  done  the  re sea rch ,  t he  b rand  tha t  cannot  te l l  Space

Mar ines  f rom the  bad  guys .  

The  rou te  i n  i s  conc re te :  f i nd  a  f r i end  who  p lay s ,  l ea rn  the  n iche

jokes ,  do  the  homework .  The  sha rpes t  warn ing  was  abou t  A I :  i n  a

commun i t y  whe re  peop le  spend  th ree  hund red  hou r s  pa in t i ng  a

m in ia tu re  the  s i ze  o f  a  thumb ,  adve r t i s i ng  w i th  A I  reads  as  a  s lap

in  t he  face ,  expec t i ng  fans  to  pou r  i n  e f fo r t  wh i l e  t he  b rand  pu t s

i n  none .  

The  s t r uc tu ra l  f i x  i s  to  have  someone  a l ready  deep  i n  t he  hobby ,

o r  to  pay  peop le  to  go  and  p lay  t he  games  and  pa in t  t he

m in ia tu res  and  come back  fu l l  o f  genu ine  en thus iasm ,  because

they  w i l l  bu i l d  a  fa r  be t te r  s t ra tegy .

“THE ONE THING
THAT US NERDS
CAN SNIFF OUT IS
SOMEONE WHO'S
NOT DONE THE
RESEARCH” 
L O U I S E  S U G D E N



U n d e r s t a n d  t h e  v a l u e ,  n o t  j u s t  t h e

s p e n d

The  mos t  memorab le  th read  was  abou t  va lue  ra the r  t han  spend .  

War  gamers  w i l l  happ i l y  d rop  s i x  hund red  pounds  on  a  box  o f

m in ia tu res  ye t  ba l k  e l sewhere ,  so  g i f t i ng  a  tou rnament  w inne r

tha t  same  Warhammer  ba re l y  reg i s te r s ,  t hey  were  go ing  to  buy

i t  anyway ,  wh i l e  a  th ree  hund red  pound  a i r  f r ye r  de l igh t s  t hem

because  i t  i s  someth ing  they  wou ld  neve r  buy  themse l ves .  

The  marke t i ng  l e s son  i s  t ha t  you  do  no t  want  to  be  se l l i ng

o range  j u i ce  to  o range  j u i ce  d r i n ke r s ;  a  b rand ' s  va lue  has  to

come f rom ou t s ide  the  hobby ,  no t  dup l i ca te  what  fans  a l ready

pu rchase .  Sponso r sh ip  has  to  wor k  bo th  ways ,  too :  i t  i s  no t

enough  to  p lace  an  ad  on  a  c rea to r ' s  p la t fo rm ,  t he  b rand  mus t

g i ve  fans  someth ing  rea l  and  po in t  i t s  own  aud ience  back  to

the  c rea to r .

“IF YOU GIVE THEM AN
AIR FRYER WORTH 300
POUNDS, THEY WILL
LIGHT UP” 
L O U I S E  S U G D E N



LOUISE SUGDENLOUISE SUGDEN   LOUISE SUGDEN 

“Do your next,“Do your next,
marketing meeting atmarketing meeting at
a LARP thing, it'll bea LARP thing, it'll be
the most fun thingthe most fun thing
you've ever done.”you've ever done.”

“Do your next,
marketing meeting at
a LARP thing, it'll be
the most fun thing
you've ever done.”



B e  a  c o - p i l o t ,  p a y  y o u r  n e r d s

The  c lo s i ng  i n s t r uc t ion  to  b rands  was  to  be  a  co-p i l o t ,

no t  a  s ideca r ,  someone  who  unde r s tands  the  jou rney  and

why  i t  mat te r s  and  adds  to  an  expe r ience  fans  a re

a l ready  deep  i n ,  ra the r  t han  s lapp ing  a  cha rac te r  on  a

can .  

These  a re  l i f e r s ,  r i de-o r -d ie  peop le  bu i l t  on  ta len t  and

pass ion  who  do  no t  chase  the  nex t  new th i ng ,  a

commun i t y  to  be  p ro tec ted .  They  fo l l ow  the i r  hea r t  and

the i r  commun i t y  ra the r  t han  a  w i sh  l i s t ,  p i c k i ng  a  ten-

yea r -o ld  game o f f  a  she l f  on  a  wh im ,  wh ich  makes  them

un l i ke  any  o the r  aud ience .  

The  adv ice  was  d i sa rm ing l y  s imp le :  ta l k  to  peop le  i n  t h i s

space ,  a s k  what  you  can  do  to  he lp  the  commun i t y ,  and

they  w i l l  t e l l  you ,  and  te l l  you  what  t hey  can  do  fo r  you  i n

re tu rn .

“WE'RE LIFERS, WE'RE IN IT,
WE'RE IN IT FOR LIFE, 
AND WE ABSOLUTELY 
RIDE OR DIE 
LOVE THE THING” 
M A D D I E  C U L L E N



“playing games gives you an alibi“playing games gives you an alibi
for social interaction, and they'refor social interaction, and they're

real human interactions, andreal human interactions, and
particularly tabletop role playingparticularly tabletop role playing

allows you to explore things aboutallows you to explore things about
yourself and your friends and doyourself and your friends and do

the most ancient thing, which isthe most ancient thing, which is
make stories together: sittingmake stories together: sitting

around the campfire”around the campfire”  

“playing games gives you an alibi
for social interaction, and they're

real human interactions, and
particularly tabletop role playing

allows you to explore things about
yourself and your friends and do

the most ancient thing, which is
make stories together: sitting

around the campfire” 
SIMON ROGERSSIMON ROGERSSIMON ROGERS



BE A CO-PILOT,  PAY
YOUR NERDS

This community wants a

co-pilot, not a sidecar

passenger. Bring in the

people who live in it,

pay them, and add to

the experience already

happening.

THE ANTIDOTE TO THE
INTERNET

Tabletop is an alibi for

real human connection in

a digital world. People

play for catharsis and

community, the oldest

reasons there are, which

is exactly why it is

growing.

DO THE WORK OR
GET SNIFFED OUT

This audience smells a

brand that hasn't done

the research. Genuine

engagement is the only

way in, and AI in a 300-

hour handcraft hobby is

a slap in the face.

UNDERSTAND THE
VALUE,  NOT JUST
THE SPEND

Warhammer players drop

hundreds on miniatures

but light up at an air

fryer. Don't sell orange

juice to orange juice

drinkers, bring value from

outside the hobby.

Takeaways

TA B L E T O P ' S  G R O W T H  I S  B U I LT  O N  R E A L  H U M A N  C O N N E C T I O N  A N D  C R A F T
P R I D E ,  S O  B R A N D S  W I N  B Y  PAY I N G  T H E  E X P E R T S ,  A D D I N G  VA L U E  F R O M  O U T S I D E

T H E  H O B B Y,  A N D  J O I N I N G  A S  A  C O - P I L O T  R AT H E R  T H A N  A  PA S S E N G E R .

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


P A N E L L I S T
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

P A N E L L I S T
J i e l l a  E s m a t  
F o u n d e r
8  L i o n s  E n t e r t a i n m e n t

LOST IN TRANSLATIONLOST IN TRANSLATIONLOST IN TRANSLATION

M O D E R A T O R   
J a m e s  G a t e s  
J a p a n e s e  P o p  C u l t u r e
W r i t e r  &  S p e c i a l i s t

P A N E L L I S T
M a r k  B a y l i s s  
F o u n d e r  &  C E O
A n i m a n g a  P o p  &  P o p  N i p p o n

P A N E L L I S T
M i n g z h e n  L i  
F o u n d e r
P l a y f u l  D i g i t a l  



Los t  I n  T rans la t ion  was  the  la rges t  pane l  o f  t he  day ,  a  f i ve-vo ice

d i scus s ion  on  ca r r y i ng  Eas t  As ian  I P  ac ros s  cu l t u res  as  an ime  d r i ves  huge

g loba l  aud iences .  The  b readth  was  the  po in t .  James  Gates ,  Japanese

Pop  Cu l tu re  Spec ia l i s t  a t  P la s t i c  Love ,  modera ted ,  j o i ned  by  S tu  Levy ,

CEO o f  TOKYOPOP;  J i e l l a  E smat ,  Founde r  o f  8  L ions  En te r ta inment ;

M ingzhen  L i ,  Founde r  o f  P lay fu l  D ig i ta l ;  and  Mark  Bay l i s s ,  CEO o f

An imanga  Pop  and  Pop  N ippon ,  be tween  them cove r i ng  Japanese  and

Ch inese  I P ,  l i cens i ng  and  i n -marke t  ac t i va t ion .  

They  mapped  the  fu l l  j ou rney  o f  an  I P  ac ros s  marke t s .  The  d iagnos i s

recu r red :  t he  home-marke t  i n s t i nc t s  t ha t  p ro tec t  Japanese  and  Ch inese

IP ,  t i gh t  con t ro l ,  cau t ion ,  re la t ionsh ip- led  dea l i ng ,  become the

bot t l eneck  ove r seas ,  and  copy-pas te  l oca l i sa t ion  fa i l s  because

pe r fo rmance- led  launches  sp i ke  then  d ie  w i thou t  l oca l  expe r t i se .

“To bring our
culture to the
West feels like
more of a
national pride” 
M I N G Z H E N  L I



T h e  r u l e s  t h a t  d o n ' t  t r a v e l

The  s t r uc tu ra l  f r i c t i on  o f  mov ing  As ian  I P  wes t  s ta r t s  w i th  r u le s

tha t  do  no t  t rave l .  

Japanese  owner s  requ i re  ove r seas  pa r tne r s  to  fo l l ow  the  ru le s  se t

i n  Japan  and  a re  f i e rce l y  p ro tec t i ve  o f  t he i r  con ten t ,  wh ich  i s

admi rab le  bu t  l im i t s  how i t  can  be  marke ted  ab road .  

Th i ngs  tha t  wo r k  a t  home do  no t  t rans fe r  i n s tan t l y ,  ma id  cu l t u re

be ing  the  c las s i c  examp le ,  ca r r y i ng  a  who l l y  d i f fe ren t

connota t ion  i n  t he  Wes t  and  need ing  pat ien t  exp lanat ion ,  and

con t rac t s  a r r i ve  on l y  a f te r  many  d inne r s  and  a  l o t  o f  re la t ionsh ip-

bu i ld i ng .  Dea l -mak ing  s t y l e  i s  mar ked l y  d i f fe ren t  aga in  i n  Japan

and  Ch ina ,  u sua l l y  need ing  g i ve  on  bo th  s ides ,  so  an  i n te rmed ia r y

o f ten  he lps .  

The  ve r y  i n s t i nc t s  t ha t  p ro tec t  t h i s  I P  a t  home ,  con t ro l ,  cau t ion ,

re la t ionsh ip- led  negot ia t ion ,  become the  bo t t l eneck  ove r seas .

“THEY'RE VERY
PROTECTIVE OF THEIR
CONTENT, WHICH IS
GREAT, BUT IT ALSO
LIMITS THE WAY THAT
WE CAN MARKET THE
CONTENT OUTSIDE OF
JAPAN” 
S T U  L E V Y  



“I feel like the gap“I feel like the gap
between the purists andbetween the purists and
the kind of casual fan isthe kind of casual fan is
actually narrowed, andactually narrowed, and
it makes our job asit makes our job as
marketeers, a bitmarketeers, a bit
easier”easier”

“I feel like the gap
between the purists and
the kind of casual fan is
actually narrowed, and
it makes our job as
marketeers, a bit
easier”
STU LEVYSTU LEVY   STU LEVY 



C o p y - p a s t e  i s  n o t  a  s t r a t e g y

The  sha rpes t  p rac t i ca l  warn ing  was  aga in s t  t rea t i ng  l oca l i sa t ion

as  t rans la t ion .  

S tud ios  o f ten  as sume  the  Wes t  i s  t he  same marke t  and  s imp l y

copy  and  pas te  the  s t ra tegy  tha t  wo r ked  a t  home ,  t rans la t i ng  the

campa ign  i n to  Eng l i sh  and  sh ipp ing  i t .  I t  fa i l s  because  home

marke t s  can  measu re  success  ve r y  d i f fe ren t l y ,  pou r i ng  money  i n to

a  launch  w indow to  buy  peak  exposu re  th rough  conve r s ion  spend

and  i n f l uence r s ,  t hen  mov ing  on .  

W i thou t  i n ves tment  i n  l ong- te rm  commun i t y ,  t he  moment  t he

money  s tops  and  the  s t reaming  s tops ,  t he  t i t l e  na tu ra l l y  d ie s .  

The  same fa i l u re  exp la in s  a  reco rd-b reak ing  an imated  f i lm  whose

box  o f f i ce  co l lapsed  ab road  because  the  owner s  wou ld  no t  f und

dubs  fo r  a  fam i l y  t i t l e ,  l o s i ng  the  peak .

“THEY DIDN'T REALLY
THINK WESTERN
MARKET IS A DIFFERENT
MARKET, THEY JUST
COPY AND PASTE THEIR
CHINA MARKET
STRATEGY” 
M I N G Z H E N  L I



“You can't be doing“You can't be doing
global distribution orglobal distribution or
monetization of IPmonetization of IP
without having peoplewithout having people
in your team whoin your team who
have hands-onhave hands-on
experience of whatexperience of what
works in that country,works in that country,
what colours fly, whatwhat colours fly, what
colours don't fly.”colours don't fly.”

“You can't be doing
global distribution or
monetization of IP
without having people
in your team who
have hands-on
experience of what
works in that country,
what colours fly, what
colours don't fly.”
J IELLA ESMATJ IELLA ESMAT   J IELLA ESMAT 



T h e  g a p  i s  c l o s i n g ,  t h e  g a t e k e e p e r s

r e m a i n

The  Wes te rn  aud ience  i s  sh i f t i ng  gene ra t iona l l y .  

I n  t he  o ld  days  i t  took  ha rd  wor k  to  make  Japanese  language  and

cu l tu re  unde r s tandab le ,  wh ich  ange red  pu r i s t s ,  bu t  t he  wor ld  has

evo l ved ,  and  you  can  now s tay  c lo se  to  the  o r ig i na l ,  u se  Japanese

words  and  be  more  l i t e ra l ,  because  the  younge r  gene ra t ion

unde r s tands  fa r  more  abou t  As ia  than  i t s  p redecesso r .  

Tha t  na r row ing  gap  be tween  pu r i s t  and  casua l  fan  makes  the

marke te r ' s  j ob  eas ie r .  The  coun te r - fo rce  i s  a  voca l  Wes te rn

fandom,  peop le  ra i sed  ou t s ide  As ia  who  iden t i f y  i n tense l y  w i th

an ime  and  ac t  as  cu l t u ra l  ga tekeeper s ,  l oud  on l i ne  and  a t

conven t ions ,  somet imes  a r r i v i ng  w i th  f i xed  ideas  o f  how an  I P

shou ld  be ,  e spec ia l l y  i n  cosp lay .

“YOU SEE PEOPLE TRYING
TO PERCEIVE THEIR OWN
IDEAS OF WHAT THE
JAPANESE IP SHOULD BE,
INSTEAD OF ACTUALLY
STEPPING BACK AND
LISTENING” 
M A R K  B A Y L I S S



“Make sure you've got your“Make sure you've got your
game plan 100% in your head,game plan 100% in your head,
and know exactly, try andand know exactly, try and
think about what questionsthink about what questions
you and answers you're goingyou and answers you're going
to get from the Japaneseto get from the Japanese
side.”side.”

“Make sure you've got your
game plan 100% in your head,
and know exactly, try and
think about what questions
you and answers you're going
to get from the Japanese
side.”
MARK BAYLISSMARK BAYLISS   MARK BAYLISS 



K i d s ,  a n d  a  n e w  c o n f i d e n c e

Two  newer  fo rces  a re  re shap ing  the  f i e ld .  

The  f i r s t  i s  ch i l d ren :  k id s  as  young  as  s i x  o r  seven  now

watch  an ime  tha t  was  n iche  on l y  a  few yea r s  ago ,  and  they

b r i ng  pes te r  power ,  want i ng  the  py jamas ,  t he  bedd ing ,  t he

lunchbox ,  open ing  rea l  monet i sa t ion  fo r  I P  owner s .  C ruc ia l l y

k id s  do  no t  ca re  whethe r  an ime  comes  f rom Japan ,  Ko rea  o r

Ch ina ,  wh ich  l e t s  marke t s  no t  h i s to r i ca l l y  known  fo r  i t

bypass  cau t ious  b roadcas te r s  and  go  d i rec t  to  YouTube .  

The  second  i s  a  new cu l t u ra l  con f idence :  whe re  Ch inese

compan ies  once  s t y l ed  themse l ves  to  read  as  Japanese

because  those  b rands  t rave l l ed  be t te r ,  r ecen t  h i t s  now

move  p roud l y  as  Ch inese  w i thou t  h id i ng  the i r  o r ig i n ,  a  sh i f t

roo ted  i n  cu l t u ra l  p r ide  and  a  des i re  to  be  seen .

“THEY HAVE PESTER
POWER, THEY WANT THE
PYJAMAS, THE BEDDING,
THE LUNCHBOX, THE
WATER BOTTLE” 
J I E L L A  E S M A T



“Working with“Working with
different cultures,different cultures,

one thing is to realiseone thing is to realise
that, bringing a newthat, bringing a new

IP to a differentIP to a different
market isn't just doingmarket isn't just doing

the translation.”the translation.”  

“Working with
different cultures,

one thing is to realise
that, bringing a new

IP to a different
market isn't just doing

the translation.” 
MINGZHEN L IMINGZHEN L I   MINGZHEN L I  



KIDS,  AND A NEW
CONFIDENCE

Children are the new on-

ramp, watching anime

young and wanting the

pyjamas and lunchbox.

And Chinese IP now

travels proudly as itself

rather than disguised as

Japanese.

THE RULES THAT
DON'T TRAVEL

Japanese IP owners apply

home-market rules

abroad, and deals are

built on dinners not

documents. What

protects the content at

home can throttle it

overseas.

COPY-PASTE IS NOT
A STRATEGY

A home-market

playbook translated

word for word fails

abroad. China's

performance-led launch

spikes hard then dies

without the long-term

community the West

rewards

THE GAP IS CLOSING,
THE GATEKEEPERS
REMAIN

A younger Western

audience now understands

Asia well enough that 

literal localisation works.

Self-appointed

gatekeepers 

still complicate how

campaigns land.

Takeaways

C R O S S I N G  B O R D E R S  W I T H  I P  I S  C U LT U R A L  A D A P TAT I O N ,  N O T  T R A N S L AT I O N ,  S O
S E T  E X P E C TAT I O N S  E A R LY,  B U I L D  A  M U LT I C U LT U R A L  T E A M ,  A N D  R E S O U R C E  T H E
L O N G -T E R M  C O M M U N I T Y  R AT H E R  T H A N  B E T T I N G  E V E R Y T H I N G  O N  T H E  L A U N C H .

https://zoescaman.substack.com/p/the-fan-industrial-complex-live-from
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Cu l tu re  Shock  c lo sed  the  pane l  p rog ramme on  what  happens  when  a

n iche  fandom goes  ma ins t ream,  and  how to  sca le  an  I P  w i thou t  l o s i ng

the  commun i t y  t ha t  bu i l t  i t .  

The  pane l  came f rom where  tha t  tens ion  b i te s  ha rdes t :  co l l ec t ib le s ,

nos ta lg ia  even t s  and  commun i t y - led  appare l .  C la re  Ba teman-K ing ,

founde r  o f  CBK  Creat i ve ,  modera ted ,  j o i ned  by  Pe te r  Jenk i n son ,  founde r

o f  The  K idu l t s ,  on  co l l ec t ib le s ;  Lu i z  Fe r re i ra ,  Sa les  D i rec to r  a t  Fanat t i k

Co l l ec t ib le s ,  on  l i censed  p roduc t ;  and  Dus t i n  Ha rdy ,  Even t s  D i rec to r  a t

RSVLTS ,  on  the  commun i t y - led  b rand .  The i r  s ta r t i ng  pos i t i on  was  whose

s igna l  to  t r u s t  a s  a  n iche  sca les ,  and  the  answer  was  the  fans :  t he

peop le  who  ac tua l l y  buy  a re  the  t r ues t  read  on  what  w i l l  l and .  F rom

the re  the  conve r sa t ion  moved  th rough  au then t i c i t y ,  p roduc t  qua l i t y  and

pro tec t i ng  the  co re  wh i l e  g row ing .

“It's like success is a
bad thing to some
early adopters, it's like
you were mine and
now you belong to
everyone else.”
C L A R E  B A T E M A N - K I N G  



F a n  s i g n a l  i s  t h e  t r u e s t  r e a d

When  a  fandom goes  ma ins t ream,  t he  su res t  gu ide  to  what  w i l l

ac tua l l y  se l l  i s  t he  fans  t hemse l ves .  

The  pane l  was  c lea r  t ha t  t he  compan ies  who  sca le  an  I P  c lean l y

bu i ld  t he i r  r ead  f rom the  commun i t y  f i r s t ,  s ta f f i ng  teams  w i th

genu ine  an ime  and  games  fans ,  l i s ten ing  to  cha t te r  and  l i ved

expe r ience ,  and  g round ing  dec i s ions  i n  what  t he  peop le  who

actua l l y  buy  a re  te l l i ng  them.  

Fan  conve r sa t ion  i s  t he  c lea res t  s igna l  o f  whethe r  someth ing  w i l l

l and ,  and  the  b rands  tha t  g row we l l  t rea t  i t  a s  p r imary  re sea rch

ra the r  t han  a  n ice- to-have ,  te s t i ng  eve r y  idea  aga in s t  rea l

en thus iasm befo re  they  commi t .  

The  i n s t i nc t  ac ros s  t he  room was  the  same :  s ta r t  w i th  t he  fans

and  le t  t he i r  s igna l  l ead .

“A LOT OF THE
THINGS WE DO IS
TOTALLY
FOCUSED ON THE
FANS, BECAUSE
WE DON'T DO ANY
LABEL SLAPPING”
L U I Z  F E R R E I R A



A u t h e n t i c i t y  i s  a  d e t e c t o r ,  n o t  a  v i r t u e

I n  t hese  commun i t i e s  c red ib i l i t y  cannot  be  bought ,  on l y

demons t ra ted ,  and  fans  de tec t  a  b rand  w ing ing  i t  i n s tan t l y .

The  pane l  d rew a  ha rd  l i ne  be tween  s lapp ing  a  l i censed  labe l

on  a  gene r i c  p roduc t  and  mak ing  the  th i ngs  fans  genu ine l y

want ,  t he  i n -game ob jec t s ,  t he  de ta i l s  t ha t  reward  know ledge ,

the  i tems  peop le  ac t i ve l y  co l l ec t .  

Meet i ng  the  qua l i t y  t he  nos ta lg ia  dese r ves  mat te r s  as  much  as

the  l i cence  i t se l f ,  because  a  sho r tcu t  reads  as  con tempt  and

i s  pun i shed  i n  pub l i c .  The  mos t  re l i ab le  sa feguard  i s  to  be

s ta f fed  by  rea l  fans ,  so  the  wor k  i s  sense-checked  f rom the

in s ide  be fo re  i t  e ve r  reaches  the  commun i t y .  

Au then t i c i t y  he re  i s  no t  a  tone  o f  vo ice ,  i t  i s  do ing  the  wor k

p rope r l y  and  know ing  the  sou rce  mate r ia l  we l l  enough  no t  to

get  caught  ou t .

“THE TRUE
FANS, WOULD
KNOW IF WE
WERE
WINGING IT” 
L U I Z  F E R R E I R A



“We listen to the things“We listen to the things
that our own staff like tothat our own staff like to
do, and what we have fundo, and what we have fun
working on, because ifworking on, because if
we're not having fun withwe're not having fun with
it, it's gonna look thatit, it's gonna look that
way.”way.”

“We listen to the things
that our own staff like to
do, and what we have fun
working on, because if
we're not having fun with
it, it's gonna look that
way.”
DUSTIN HARDYDUSTIN HARDY   DUSTIN HARDY 



S c a r c i t y  i s  t h e  s c a l i n g  e n g i n e

Counte r - i n tu i t i ve l y ,  t he  same  mechan ic  tha t  bu i ld s  h ype  i s  t he

one  tha t  sca les  t he  b rand .  

D rop  cu l t u re ,  l im i ted  runs  and  numbered  ed i t i ons  c rea te  u rgency ,

t u rn  p roduc t s  i n to  someth ing  c lo se r  to  i n ves tment s ,  and  pu l l  bo th

cus tomer s  and  pa r tne r s  i n .  Re leases  tha t  se l l  ou t  i n  seconds

gene ra te  the  demand  s igna l  and  the  cu l t u ra l  hea t  t ha t  l a rge r

co l labo ra t ions  a re  bu i l t  on .  The  d i sc ip l i ne  i t  demands  i s

ope ra t iona l  ra the r  t han  c rea t i ve :  t he  b rands  tha t  w in  can  rebu i ld

s tock  and  meet  t he  su rge  w i thou t  b reak ing  the  sca rc i t y  t ha t  made

the  th i ng  des i rab le  i n  t he  f i r s t  p lace .  

Managed  we l l ,  sca rc i t y  i s  no t  a  l im i t  on  g rowth ,  i t  i s  t he  eng ine

of  i t ,  p rov ided  the  supp l y  cha in  can  keep  pace  w i th  t he  appet i te

the  mode l  c rea tes .

“WE'RE VERY MUCH
DROP CULTURE BASED,
SO TUESDAYS AND
THURSDAYS OUR
STUFF COMES OUT,
AND WHEN IT'S GONE,
IT'S GONE”
 D U S T I N  H A R D Y



“One pound in every“One pound in every
three spent by anthree spent by an
adult is buying stuffadult is buying stuff
for themselves orfor themselves or
for other adults notfor other adults not
a child.”a child.”
  

“One pound in every
three spent by an
adult is buying stuff
for themselves or
for other adults not
a child.”
 PETER JENKINSONPETER JENKINSON   PETER JENKINSON 



B r i n g  t h e  e a r l y  a d o p t e r s  w i t h  y o u

The  emot iona l  co re  o f  sca l i ng  any  fandom i s  t he  day-one

commun i t y ,  t he  peop le  who  were  the re  f i r s t  and  can  fee l

l e f t  beh ind  the  moment  someth ing  they  l o ved  be longs  to

eve r yone  e l se .  

The  pane l  recogn i sed  the  pa rasoc ia l  s t i ng  o f  t ha t  sh i f t ,

t he  sense  o f  you  were  m ine  tha t  t u rn s  to  re sen tment  when

an  I P  o r  an  a r t i s t  b reaks  t h rough .  The  answer  i s  no t  to

s low  g rowth  bu t  to  keep  the  o r ig i na l  fans  i n s ide  i t :  g i ve

them the  meetups ,  t he  l o ya l t y  t i e r ,  t he  d i rec t  l i ne ,  t he

fee l i ng  o f  owner sh ip  tha t  t u rn s  t hem f rom the  aggr ieved

in to  the  advocates .  

A  commun i t y  hea rd ,  good  feedback  and  bad ,  s tay s  l o ya l

t h rough  sca le ,  and  those  ea r l i e s t  member s  become the

mos t  c red ib le  vo ices  a  g row ing  b rand  has .

“BEWARE THE WRATH OF
THEM WHEN YOU TAP INTO
AND BRING BACK THE
ICONIC TOUCH POINTS
FROM THEIR YOUTH”
P E T E R  J E N K I N S O N



“It creates that“It creates that
urgency when it isurgency when it is

limited, people reallylimited, people really
want that item verywant that item very

quickly.”quickly.”

“It creates that
urgency when it is

limited, people really
want that item very

quickly.”
LUIZ FERREIRALUIZ FERREIRA   LUIZ FERREIRA 



BRING THE EARLY
ADOPTERS WITH
YOU
Growth makes day-one

fans feel left behind.

Win them back by

making them part of it,

the meetups, the loyalty

tier, the direct line, so

they become your

advocates.

FAN SIGNAL IS THE
TRUEST READ

A niche going mainstream

is won or lost on its

founding community, so

lead with fan signal,

honour the quality

nostalgia deserves, and

keep early adopters as

advocates.

AUTHENTICITY
BEATS LABEL-
SLAPPING
Real fans spot a brand

winging it instantly.

Don't slap a label on a

product, make the

things fans actually

want and meet the

quality the nostalgia

deserves.

SCARCITY IS THE
SCALING ENGINE

Drop culture, limited runs

and numbered editions

create urgency and turn

products into investments.

The model that builds

hype is the same one that

scales the brand.

Takeaways

A  N I C H E  G O I N G  M A I N S T R E A M  I S  W O N  O R  L O S T  O N  T H E  F O U N D I N G
C O M M U N I T Y,  S O  W E I G H  FA N  S I G N A L  O V E R  S T U D I O  S P E N D ,  H O N O U R  T H E

Q U A L I T  N O S TA L G I A  D E S E R V E S ,  A N D  B R I N G  Y O U R  E A R LY  A D O P T E R S  B A C K
I N T O  T H E  F O L D  A S  A D V O C AT E S .
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C H L O E  C O M B I  
Gen Alpha & Future Entertainment AudiencesGen Alpha & Future Entertainment AudiencesGen Alpha & Future Entertainment Audiences



Combi  c lo sed  the  summi t  w i th  a  da ta- led  po r t ra i t  o f  Gene ra t ion  A lpha

( rough l y  2- 16 )  and  what  t hey  want  f rom cu l t u re .  

The  sp ine :  t h i s  i s  a  gene ra t ion  tha t  t r u s t s  s to r i e s  fa r  more  than

in s t i t u t i ons  ( 92% ve r sus  37%) ,  a  fa i t h  fo rged  i n  Cov id  when  en te r ta inment

was  the  re sp i te .  Whe re  Gen  Z ' s  decade  was  dy s top ia ,  Gen  A lpha  reach

fo r  hope  and  o ld- fash ioned ,  cha rac te r - led  s to r y te l l i ng .  They  d i s t r u s t  A I

as  a  j ob  and  c rea t i v i t y  t h rea t  ye t  u se  i t  i n t imate l y  eve r y  day ,  a  sp l i t

abou t  au tonomy .  They  co-au tho r  cu l t u re ,  p resc r ib i ng  the i r  own  end ings

and  c rav i ng  non-s ta r r y ,  we i rd ,  p ro jec tab le  s to r i e s .  Pa rasoc ia l

commun i t i e s  have  rewr i t ten  the  ru le s  o f  popu la r i t y  so  anyone  can  be long .

And  aga in s t  t he  wor s t  you th  gender  d i v i s i on  she  has  seen ,  she  a rgued

cu l tu re  show ing  boys  and  g i r l s  a l l i ed  i s  t he  bes t  an t ido te .  She  c lo sed  on

c rea to r s '  r e spons ib i l i t y ,  and  a  c r y s ta l -ba l l  se t  o f  p red ic t ions :  fema le

rage ,  ea t - the- r i ch ,  competence ,  re l ig ion ,  eco-ho r ro r  and  man i fes t i ng .

Gen Alpha &
the Future of
Entertainment
Audiences
C H L O E  C O M B I



T h e y  t r u s t  s t o r i e s ,  n o t  i n s t i t u t i o n s

Combi  c lo sed  the  summi t  w i th  a  da ta- led  po r t ra i t  o f  Gene ra t ion

A lpha ,  rough l y  two  to  s i x teen ,  and  the i r  d i ve rgen t  re la t ionsh ip

w i th  t he  wor ld .  

The  de f i n i ng  f igu re :  a round  37% t ru s t  gove rnment  and  i n s t i t u t i ons

aga in s t  92% who  t r u s t  t he i r  favou r i te  cu l t u re  and  en te r ta inment ,

w i th  72% repo r t i ng  l one l i nes s  i n  rea l  l i f e  a t  l eas t  week l y .  

She  t raced  tha t  fa i t h  to  Cov id ,  a rgu ing  the  one  good  legacy  i s

t ha t  when  the  tech  b ros  and  the  gove rnment  d id  no t  save  u s ,  ou r

favou r i te  s to r i e s  d id ,  games ,  com ics ,  TV ,  s t reaming ,  o f ten  sha red

wi th  pa ren t s ,  and  tha t  de f i n i ng  re sp i te  shaped  the  gene ra t ion ' s

deep  i n ves tment  i n  cu l t u re .  

Whe re  Gen  Z ' s  decade  was  de f i ned  by  dy s top ia ,  1 984 ,  Judge

Dredd ,  The  Handma id ' s  Ta le ,  Gen  A lpha ,  hav i ng  a r r i ved  i n

someth ing  l i ke  dy s top ia  a l ready ,  a re  reach ing  i n s tead  fo r  hope .

“CULTURE AND
ENTERTAINMENT IS
LEANING INTO A NEED FOR
KIND OF HOPEFUL
STORYLINES” 
C H L O E  C O M B I  



“They“They
referred toreferred to
the 2000sthe 2000s
as the oldenas the olden
days”days”  

“They
referred to
the 2000s
as the olden
days” 
CHLOE COMBICHLOE COMBICHLOE COMBI



T h e y  h a t e  A I ,  a n d  u s e  i t  c o n s t a n t l y

Combi  iden t i f i ed  A I  a s  t he  cu l t u ra l  shape r  fo r  Gen  A lpha  tha t

soc ia l  med ia  was  fo r  Gen  Z ,  and  punc tu red  the  as sumpt ion  tha t

the  young  a re  p ro-A I .  

She  had  neve r  seen  a  b rand  tank  w i th  young  peop le  the  way  A I

has  i n  two  o r  t h ree  yea r s ,  fo r  c lea r  reasons :  a  be l i e f  t ha t  i t  i s

s t r i pp ing  en t r y - le ve l  j obs  ac ros s  i ndus t r i e s ,  and  tha t  i t  i s

ho l l ow ing  ou t  c rea t i v i t y ,  o r ig i na l i t y  and  o rgan ic  en te r ta inment .

The  cus tod ians  do  no t  he lp ,  t he  Musk s  and  A l tmans  squabb l i ng  i n

cou r t  ove r  t r i l l i on s  a re  no t  good  ava ta r s ,  and  rea l  wo r k  i s  needed

to  re s to re  fa i t h .  

The  pa radox  i s  t ha t  t he  same young  peop le  u se  A I  i n t imate l y

eve r y  day ,  w i th  72% o f  1 3  to  1 6  yea r -o lds  a l ready  da i l y  u se r s

r i s i ng  toward  95% ,  fo r  f r i ends ,  t he rapy  and  o f ten  e ro t i c  pu rposes .

“YOUNG PEOPLE SEE
AND BELIEVE THAT AI IS
STRIPPING AWAY LOTS
OF THEIR JOBS” 
C H L O E  C O M B I  



“The thing that“The thing that
saved us in Covidsaved us in Covid

wasn't the techwasn't the tech
bros, and wasn'tbros, and wasn't

the government. Itthe government. It
was our favouritewas our favourite

stories”stories”  

“The thing that
saved us in Covid

wasn't the tech
bros, and wasn't

the government. It
was our favourite

stories” 
CHLOE COMBICHLOE COMBICHLOE COMBI



A u d i e n c e s  w r i t e  t h e i r  o w n  e n d i n g s

Combi  a rgued  tha t  Gen  A lpha  ac t i ve l y  co-au tho r  t he  cu l t u re  they

love ,  c rea t i ng  the i r  own  end ings  fo r  a lmos t  eve r y th i ng ,  a  quan tum

sense  o f  mu l t ip le  poss ib le  conc lu s ions  even  Gen  Z  d id  no t  sha re .

They  p ro jec t  t he i r  own  w i shes  on to  S t range r  Th i ngs  and  the  l i ke ,

and  the  r i se  o f  man i fes t i ng ,  t he  be l i e f  you  can  w i l l  ou tcomes  i n to

be ing ,  now ex tends  to  aud iences  shap ing  s to r y l i nes  and

conc lu s ions  t h rough  the i r  own  des i re s .  

She  saw a  r ipe  rev i va l  ahead  fo r  choose-you r -own-adven tu re

fo rmats ,  t he  OG ve r s ion  o f  t h i s  i n s t i nc t  mos t  o f  t hem have  neve r

encoun te red .  A longs ide  th i s  r uns  a  s t rong  tas te  fo r  non-s ta r r y

veh ic le s :  w i thou t  a  ma jo r  Ho l l ywood  face ,  young  v iewer s  p ro jec t

themse l ves  on to  a  cha rac te r  and  say  tha t  i s  me ,  wh ich  a  Ryan

Gos l i ng  veh ic le  p reven t s .

“AUDIENCES SHAPING THE
STORYLINES AND
PARTICULARLY THE
CONCLUSIONS VIA THEIR
OWN WISHES, DREAMS AND
DESIRES” 
C H L O E  C O M B I  



“Young“Young
audiences inaudiences in
particular,particular,
rememberremember
who holds andwho holds and
who folds”who folds”

“Young
audiences in
particular,
remember
who holds and
who folds”
CHLOE COMBICHLOE COMBICHLOE COMBI



P a r a s o c i a l  f a n d o m  r e w r o t e  p o p u l a r i t y

Bu i ld i ng  on  a  th read  f rom the  ea r l i e r  pane l s ,  Comb i  ca l l ed  the

parasoc ia l  s t r uc tu re  one  o f  t he  de f i n i ng  cha rac te r i s t i c s  o f  how

Gen  A lpha  consume cu l t u re .  

I n tense  fandoms  a re  no t  new ,  bu t  t he  pa rasoc ia l  mode l  has

reshaped  the  t rad i t i ona l  fan  h ie ra rchy  i n to  someth ing  more

ega l i ta r ian  and  communa l :  a  l eade r  t hey  ga the r  a round ,  whethe r

K -pop ,  BTS  o r  Marve l ,  bu t  a  genu ine  commun i t y  and  c i r c le

beneath .  

I t s  mos t  power fu l  e f fec t  i s  on  popu la r i t y  i t se l f .  Whe re  the  p re-

i n te rne t  80s  and  90s  rewarded  a  na r row se t  o f  s ign i f i e r s ,  good-

look ing ,  s t ra igh t ,  ta l l ,  a th le t i c ,  wea l thy ,  ab le-bod ied ,  on l i ne

parasoc ia l  s t r uc tu res  have  sha t te red  tha t ,  so  a  young  pe r son  who

i s  neu rod i ve rgen t  o r  gende r  f l u id  o r  any th i ng  e l se  can  bu i ld  no t

j u s t  a  commun i t y  bu t  rea l  s ta tu s  and  fo l l ow ing .

“I GO HOME AND I TALK
TO MY ONLINE
COMMUNITY, AND THE
WORLD IS OKAY,
BECAUSE I HAVE ALL
THESE FRIENDS, I HAVE
A WHOLE UNIVERSE
AROUND ME” 
C H L O E  C O M B I  



C u l t u r e  c a n  h e a l  t h e  g e n d e r  d i v i d e

Combi ' s  mos t  u rgen t  t heme was  gender .  Gen  A lpha  a re  g row ing

up  i n  t he  wor s t  gende r  re la t ions  she  has  seen ,  d r i ven  by  the

on l i ne  wor ld ,  i n f l uence r s  and  a lgo r i t hms ,  w i th  schoo l s  and

un i ve r s i t i e s  v i s ib l y  d i v ided ,  boys  on  one  s ide ,  g i r l s  on  the  o the r ,

deep  susp ic ion  be tween  them,  and  a lmos t  a l l  cu l t u re  re f rac ted

th rough  a  manosphe re  o r  femosphe re  l ens  and  j udged

mi sogyn i s t i c  o r  man-hat i ng .  

She  t raced  the  t ipp ing  po in t  to  20 16 ,  t he  Ghos tbus te r s  and

Gamergate  hy s te r ia ,  wo r sen ing  yea r l y  s i nce .  Adu l t s  can  keep  a

hea l thy  d i s tance ,  bu t  g row ing  up  i n s ide  i t  i s  fo rmat i ve ,  and  the

gender  v i ews  o f  1 3  to  15  yea r -o lds  a re  genu ine l y  shock ing  aga in s t

those  o f  mos t  peop le  i n  t he  room.

“GEN A ARE
GROWING UP IN THE
WORST GENDER
RELATIONS I HAVE
EVER SEEN” 
C H L O E  C O M B I



Predictions
Chloe Combi closed by forecasting the cultural currents she expects to define the next decade of entertainment

Female Rage — stories of women's fury and reckoning move from subtext to centre stage, witches and revenge as the defining archetypes.

Eat The Rich — billionaires become the villains of the cultural moment, with wealth itself the thing audiences want to see torn down.

Young People Fixing It — narratives hand the next generation the job of solving the problems an older one left behind.

Religion — faith and ritual return as cultural territory, mined for meaning, aesthetics and conflict alike.

Competence-Core — audiences crave characters who are simply good at things, mastery and capability as the new aspirational fantasy.

Manifesting And Wishes — magical thinking goes mainstream, desire and intention treated as forces that shape reality.

Eco-Horrors — climate dread takes monstrous form, the natural world turned into the thing to fear.

Road Movies — the journey returns as the story, escape and the open road answering a stuck, weary moment.

Gen A Character Studies — intimate, close-up portraits of the youngest generation, understood on their own terms rather than older ones'.



PARASOCIAL
FANDOM REWROTE
POPULARITY 

The parasocial model

flattened the old fan

hierarchy into something

communal, & shattered the

narrow rules of who gets to

be popular, so anyone can

build real status and

belonging.

THEY TRUST STORIES,
NOT INSTITUTIONS

Gen Alpha trust their

favourite culture far more

than government, a faith

forged in Covid when

stories were the respite.

They are reaching for hope

and old-fashioned,

character-led storytelling.

THEY HATE AI ,  AND
USE IT CONSTANTLY

No brand has tanked with

the young like AI, blamed

for stripping jobs &

hollowing out creativity.

Yet they use it intimately

every day. The split is really

about autonomy.

Gen Alpha face the worst

gender relations Combi has

seen, refracted through

manosphere and

femosphere algorithms.

Stories showing boys and

girls allied are the best

antidote to the toxicity.

Takeaways

G E N  A L P H A  P U T  T H E I R  FA I T H  I N  S T O R I E S  W H E R E  I N S T I T U T I O N S  FA I L E D  T H E M ,  S O
T H E  B R A N D S  A N D  C R E AT O R S  W H O  T E L L  B R AV E ,  H O P E F U L ,  H U M A N  S T O R I E S ,  A N D

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

CULTURE CAN HEAL
THE GENDER DIVIDE

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


Five Shifts That Should Change How You WorkFive Shifts That Should Change How You WorkFive Shifts That Should Change How You Work
THE FANDOM ADVANTAGE



Read  ac ros s  a  fu l l  day  o f  pop  cu l t u re  marke t i ng ,

f rom foo tba l l  to  pub l i sh i ng ,  games  to  tab le top ,

an ime  to  l i cens i ng ,  t he  same  f i ve  sh i f t s  kep t

su r fac ing  f rom comp le te l y  d i f fe ren t  co rne r s .  

They  a re  no t  t rends  to  watch .  They  a re  changes  tha t

have  a l ready  happened ,  and  each  one  qu ie t l y

rewr i te s  a  r u le  mos t  marke t i ng  teams  s t i l l  ope ra te

by .  Ranked  he re  by  how much  they  shou ld  change

what  you  do  nex t .

The Fandom
Advantage: Five
Shifts That
Should Change
How You Work



1. Hand over control: fans are partners, not an
audience

2. Reach is dead, relevance and belonging win

3. Authenticity is a detector, not a virtue

4. Protect the core while you scale

5. AI is the backdrop, human taste is the answer

Takeaways



The  b rands  w inn ing  i n  fandom a re  the  ones  g i v i ng  up  con t ro l ,  on
pu rpose .  

Fo r  decades  the  job  was  to  own  the  message .  Now the  mos t
power fu l  mar ke t i ng  a  b rand  ge t s  i s  made  by  peop le  i t  does  no t
emp loy  and  cannot  d i rec t ,  and  the  i n s t i nc t  to  manage  tha t  i s
p rec i se l y  what  k i l l s  i t .  

The  move  i s  to  t rea t  fans  as  co l l eagues  ra the r  t han  ta rge t s .  B r i ng
the  commi t ted  ones  i n  as  pa id  consu l tan t s .  G i ve  c rea to r s
someth ing  c lo se  to  f ree  re i n  and  the  access  to  u se  i t .  Map  the
d i f fe ren t  k i nds  o f  fan ,  t he  wor ld-bu i lde r s  who  ex tend  you r  I P
unp rompted ,  t he  l o re-keeper s  who  exp la in  i t  to  eve r yone  e l se ,
t he  amp l i f i e r s  who  sp i ke  a t ten t ion  and  move  on ,  and  re sou rce
each  d i f fe ren t l y .  

Con t ro l  was  neve r  t he  as se t .  T r u s t  i s ,  and  you  can  on l y  ge t  i t  by
g i v i ng  someth ing  rea l  away  f i r s t  i n  a  fa i r  exchange .
 

HAND OVER CONTROL: FANS ARE
PARTNERS, NOT AN AUDIENCE

“IT'S NOT TRYING TO
CONTROL IT, AND IT'S
EMBRACING FANDOM,
EMBRACING COMMUNITY,
AND WORKING WITH THEM
ON YOUR CAMPAIGNS”
S A R A H  J E F F C O A T ,  
S E N I O R  M A R K E T I N G  M A N A G E R ,
S I M O N  &  S C H U S T E R  U K



Put fans on the
payroll

Give a remit, then
let go  

Give creators a remit and
real access, then resist the
urge to approve every frame,
the control you keep is the
authenticity you lose.

Put fans on the payroll, not
just the mailing list: bring
your most committed
community members in as
paid consultants and brief
them like professionals.

Map the fanbase,
don't lump it as
one
Map your fans by type,
world-builders, lore-keepers,
amplifiers, and resource
each one differently instead
of treating the community as
a single block. Look adjacent
as well as direct fandom

Takeaways



Reach  measu res  how many  peop le  a  th i ng  was  pu t  i n  f ron t  o f ,  no t
how many  fe l t  any th i ng .  

Tha t  gap  used  to  be  a  techn ica l i t y ;  i n  a  marke t  t h i s  c rowded  i t  i s
t he  who le  po in t .  

Be ing  seen  by  m i l l i ons  who  fee l  no th i ng  i s  wo r th  l e s s  t han  be ing
mean ing fu l  to  t housands  who  fee l  seen .  

The  sh i f t  i s  f rom b roadcas t i ng  a t  an  aud ience  to  be long ing
w i th i n  one ,  and  i t  changes  eve r y th i ng :  who  you  ta rge t ,  what  you
make ,  how you  j udge  whethe r  i t  wo r ked .  S top  ask i ng  how many
peop le  we  reached ;  s ta r t  a s k i ng  d id  the  r igh t  peop le  fee l  t h i s
was  fo r  t hem.  

The  b rands  tha t  ge t  i t  move  budget  f rom impres s ions  to
be long ing ,  and  f i nd  the  reach  fo l l ows  anyway .

“THE QUESTION ISN'T
NECESSARILY ABOUT REACH,
IT'S MORE ABOUT
RELEVANCE” 
M I C H A E L  U R B A N

REACH IS DEAD: 
RELEVANCE AND BELONGING WIN



Change the
question 

Move budget to
presence 

Shift spend from impressions
toward showing up
consistently inside one
community rather than
fleetingly across all of them.

Stop measuring how many
did we reach and start
measuring did the right
people feel this was for
them.

Bank depth, not
breadth 

Treat depth as the
compounding asset, a
smaller audience that feels
seen carries you further than
a larger one that felt
nothing.

Takeaways



Authen t i c i t y  i s  t he  mos t  ove rused  word  i n  marke t i ng  and  the  mos t
m i sunde r s tood .  I t  i s  no t  a  qua l i t y  you  c la im ;  i t  i s  a  te s t  you r
aud ience  runs  be fo re  they  w i l l  engage  a t  a l l ,  and  they  r un  i t  i n
seconds .  

Fans  can  sme l l  a  b rand  tha t  has  no t  done  the  wor k ,  and  the
pena l t y  i s  no t  i nd i f fe rence  bu t  re jec t ion .  The  p rac t i ca l  ve r s ion  i s
sha rpe r  t han  the  s logan :  t he  mos t  po l i shed ,  mos t  expens i ve ,  mos t
board room-approved  con ten t  o f ten  pe r fo rms  wor s t ,  because
ef fo r t  spen t  on  g lo s s  reads  as  e f fo r t  no t  spen t  on  unde r s tand ing .  

The  on l y  re l i ab le  way  to  pass  t he  te s t  i s  to  know the  th i ng  as  we l l
a s  t he  fans  do ,  o r  to  have  peop le  who  do  i n s ide  the  room befo re
any th i ng  sh ips .  Ask  o f  eve r y  p iece  o f  wo r k  one  ques t ion  the
aud ience  i s  a l ready  ask i ng :  does  th i s  g i ve  u s  someth ing ,  o r  i s  i t
j u s t  tak i ng  ou r  a t ten t ion .

“THE ONE THING THAT US
NERDS CAN SNIFF OUT IS
SOMEONE WHO'S NOT DONE
THE RESEARCH” 
L O U I S E  S U G D E N ,  
C O N T E N T  C R E A T O R  &  F O U N D E R ,  
R O G U E  H O B B I E S

Authenticity is a detector,
not a value



Run the
audience's test 

Get a real fan in
the room 

Bring someone who
genuinely knows the fandom
in early, credibility cannot be
added in the edit.

Before anything ships, ask
the question the audience is
already asking, does this
give them something, or just
take their attention.

Polish is not
quality 

Stop equating production
value with quality, over-
produced work signals effort
spent on gloss rather than
understanding, and fans
read the difference instantly.

Takeaways



Growth  i s  t he  goa l  and  the  th rea t  a t  t he  same t ime .  

The  commun i t y  t ha t  makes  someth ing  wor th  sca l i ng  i s  t he
commun i t y  mos t  eas i l y  l o s t  i n  t he  sca l i ng ,  and  the  moment  t he
peop le  who  were  the re  f i r s t  fee l  i t  now be longs  to  eve r yone ,
re sen tment  rep laces  advocacy .  The  d i sc ip l i ne  i s  to  g row w i thou t
mak ing  you r  ea r l i e s t  fans  fee l  ev i c ted  f rom someth ing  tha t  was
the i r s .  

Tha t  means  b r i ng ing  them w i th  you  de l ibe ra te l y ,  t he  d i rec t  l i ne ,
t he  l o ya l t y  t i e r ,  t he  sense  o f  owner sh ip ,  so  they  become the
c red ib le  vo ices  vouch ing  fo r  you  ra the r  t han  the  l oudes t  c r i t i c s
mou rn ing  what  changed .  I t  a l so  means  re s i s t i ng  the  ove r -
exposu re  tha t  fee l s  l i ke  success  and  reads  as  se l l -ou t ,  because
ub iqu i t y  i s  t he  fas tes t  way  to  tu rn  a  be loved  th i ng  i n to
wa l lpape r .  

Sca le  ca re le s s l y  and  you  i nhe r i t  a  b igge r  aud ience  tha t  ca res
le s s .  Sca le  w i th  t he  co re  and  they  ca r r y  you .

P R O T E C T  T H E  C O R E  
W H I L E  YO U  S CA L E

“THEY FOUND SOMETHING
THAT'S THEIRS, THAT MADE
THEM COMFORTABLE, THAT
MADE THEM FEEL GOOD” 
D U S T I N  H A R D Y ,  
E V E N T S  D I R E C T O R ,  
R S V L T S



Give early fans
somewhere to
stay 

Treat ubiquity 
as a risk 

Watch for over-exposure,
being everywhere is the
fastest way to turn a
beloved thing into
wallpaper.

Growth can make day-one
fans feel left behind, so give
them somewhere to belong
as you scale, the meetups,
the loyalty tier, the direct
line, and they stay as
advocates.

Scarcity protects
the core 

Limited runs and numbered
editions keep a thing
desirable as it grows, the
model that builds the hype is
the same one that guards its
value.

Takeaways



A I  i s  now the  cond i t i on  eve r y  b rand  work s  i n s ide  and  the
tempta t ion  i s  e i t he r  to  pan ic  o r  to  f l ood  the  wor ld  w i th  cheap
outpu t .  Bo th  a re  m i s takes .  

The  c lea res t  way  to  th i n k  abou t  i t :  A I  p roduces  the  ave rage  o f
eve r y th i ng  tha t  a l ready  ex i s t s ,  p laus ib le  recomb ina t ions  o f  t he
done-befo re .  Tha t  i s  on l y  a  t h rea t  i f  ave rage  i s  you r  bus i nes s ,  and
i t  shou ld  no t  be .  

The  va lue  tha t  cannot  be  au tomated  i s  ta s te ,  t he  j udgement  to
know what  i s  wo r th  mak ing ,  and  the  human  s igna l  aud iences
inc reas ing l y  seek  ou t  p rec i se l y  because  so  much  i s  now s yn the t i c .
Expect  a  back lash  aga in s t  s l op  and  a  renewed  p rem ium on  c ra f t ,
de l ibe ra te  imper fec t ion ,  and  p roo f  o f  a  human  hand .  

The  oppor tun i t y  i s  coun te r i n tu i t i ve :  a s  t he  cos t  o f  gene r i c  con ten t
fa l l s  to  ze ro ,  t he  wor th  o f  genu ine l y  human  work  r i se s .  Compete  on
the  th i ngs  a  mach ine  ave rages  ou t .

AI is the backdrop: 
taste and the human are the answer

“I HAVE NEVER SEEN, A
KIND OF A BRAND, IF YOU
CAN CALL AI A BRAND
TANK SO MUCH, SO
QUICKLY” 
C H L O E  C O M B I



Compete on
what AI
averages out 

Position for the
slop backlash 

Expect a reaction against
generic AI output and
prepare for it now,
deliberate imperfection and
visible craft will read as
premium.

Lean into taste, judgement
and the human hand, the
things a machine cannot
reach.

Use AI to free the
humans  

Let AI clear the generic work
so your people spend their
time on what only humans
can do, rather than flooding
the world with more
average.

Takeaways



IN DEPTH INSIGHTSIN DEPTH INSIGHTSIN DEPTH INSIGHTS
THE FANDOM ADVANTAGE



The  f i r s t  and  b igges t  fa l se  cho ice .  Reach  i s  easy  to  p rove ,  you  can  pu t  a  number  on  i t  and  take  i t  to  i n te rna l

o r  c l i en t  s ign  o f f ,  so  i t  w in s  t he  a rgument  even  as  i t  s tops  wor k i ng .  Depth  i s  ha rde r  to  coun t ,  so  i t  ge t s

p ro fes sed  and  then  sac r i f i ced  the  moment  t he  p res su re  comes .  Tha t  i s  why  au then t i c i t y  i s  t he  mos t  repeated

and  leas t  honou red  word  i n  marke t i ng :  eve r yone  c la ims  i t ,  t hen  t rades  i t  fo r  a  reach  f igu re  they  f i nd  eas ie r  to

defend .  The  sh i f t  a l ready  unde rway  i s  t he  qu ie t  re t rea t  f rom p roof  o f  reach  toward  p roo f  o f  depth ,  because

reach  w i thou t  be long ing  has  s topped  conve r t i ng  i n to  any th i ng  tha t  l a s t s .  

T h e  L o w d o w :  

The  teams  tha t  pu l l  ahead  w i l l  be  the  ones  who  lea rn  to  measu re  be long ing  the  way  the  i ndus t r y  cu r ren t l y

measu res  impres s ions ,  and  ho ld  the i r  ne r ve  when  the  depth  number  l ooks  sma l l e r .  Whoeve r  c racks  t ha t

measu rement  p rob lem s tops  hav ing  to  de fend  the  wrong  met r i c

Reach or depth.



Most  teams  a re  f l uen t  i n  t he  sp i ke  o r  t he  s low  bu i ld ,  and  ne r vous  abou t  t he  o the r .  Bu t  a t ten t ion  w i th  no th i ng

beh ind  i t  e vapo ra tes ,  t he  launch  peak  tha t  van i shes  t he  moment  t he  spend  s tops ,  and  be long ing  no  one  has

hea rd  o f  neve r  ge t s  o f f  t he  g round .  The  soph i s t i ca ted  move  i s  to  p lan  them togethe r :  a  launch  tha t  seeds  a

commun i t y  ra the r  t han  j u s t  a  number ,  and  a  fanbase  s t rong  enough  to  ea rn  a  moment  o f  mass  a t ten t ion  when

i t  coun t s .  

T h e  L o w d o w n :

The  launch  and  the  l ong  game s top  be ing  owned  by  d i f fe ren t  teams  w i th  d i f fe ren t  budget s ,  and  s ta r t  be ing

des igned  as  one  mot ion ,  t he  sp i ke  feed ing  the  base ,  t he  base  ea rn ing  the  sp i ke .

Launch or Long Game



The  th i rd ,  and  the  one  the  who le  day  kep t  c i r c l i ng .  The  va lue  o f  d ig i ta l  has  fa l l en ,  and  the  sca rce  th i ng ,  t he

th i ng  tha t  ac tua l l y  moves  peop le ,  i s  t he  rea l ,  human  moment  t ha t  cannot  be  faked ,  sca led  o r  gene ra ted .

Cu l tu re  Shock  made  i t  conc re te  w i th  sca rc i t y  a s  a  too l ,  t he  l im i ted  d rop ,  t he  numbered  ed i t i on ,  t he  th i ng  tha t

se l l s  ou t  i n  seconds  and  has  eve r yone  ta l k i ng .  Tha t  i s  whe re  a t ten t ion  and  be long ing  ac tua l l y  meet :  t he  room

a feed  cannot  fake  bu t  can  ca r r y .  L i ve  i s  no t  t he  oppos i te  o f  d ig i ta l  r each ,  i t  i s  how you  ea rn  i t .  

T h e  L o w d o w n :   

The  b rands  tha t  w in  w i l l  bu i l d  fo r  t he  room f i r s t  and  l e t  t he  feed  ca r r y  what  happened  the re ,  t rea t i ng  l i ve  as

the  cen t re  o f  t he  p lan  ra the r  t han  a  l i ne  i tem ,  wh i l e  eve r yone  s t i l l  op t im i s i ng  the  feed  wonder s  why  i t  fee l s

ho l l ow .

Digital or live. 
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Tom Goodwin ,  Ch loe  Comb i ,  Ca l v i n  I nnes ,  Becky  Jones ,  Ben  Woods ,  D r  Rebecca  W i l l i ams ,  Amber  Tay lo r ,  A l i ce

Johnson ,  Dan i  Rayne r ,  Lee  W i l l e t t ,  Emma Lowe ,  Georg ia  Hen r y ,  Joe l  Roches te r ,  Sa rah  Je f fcoate ,  Joe  Ta lboys ,
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Cu l l en ,  James  Gates ,  S tu  Levy ,  J i e l l a  E smat ,  M ingzhen  L i ,  Mar k  Bay l i s s ,  C la re  Ba teman-K ing ,  Pe te r  Jenk i n son ,

Lu i z  Fe r re i ra  &  Dus t i n  Ha rdy

TO ALL THE CONTRIBUTORS:

The  Ex 12  team:  Ta r iq  Shaded ,  John  B ibby  &  Ja red  Pepa l l .  The  MCM Team:  Dan  Jones ,  Kah l i l  Schwe i t ze r  and

a l l  t he  team.   I an  Sen io r ,  &  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 ,  Na than  Edmonds  and  the  Get  I n  team fo r  t he  hype

v ideo ,  Jack  Woodhams  a t  Pos te r spy  fo r  a r t  d i rec t ion .  Huge  shou tou t  to  t he  H i re  F requenc ies  team both  o f f

and  ons i te  fo r  t he  tech  suppor t .  

BEHIND THE SCENES

Eve r yone  who  a t tended  the  summi t ,  we  know you r  t ime  i s  more  p rec ious  t han  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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