
2024 TRENDS



Brands have never been easier to avoid.  
Consumers are highly skeptical, ready 
to skip, block or zone out of advertising 
that doesn’t resonate with them.
KRPT exists as a bridge between brand and 
culture. We help brands transform their per-
ception and positioning, from being outside 
of their audiences interests to becoming an 
integral part of their cultural landscape. Be-
cause, investing in culture means commu-
nities and creators will invest in you.

Our team prides itself on creative intelli-
gence: combining data-led strategy with 
to-the-minute cultural analysis. With cultural 
foresight guiding and validating our point of 
view, the future becomes a place that’s full 
of opportunity and advantage.

We help brands to become a cultural force 
in their own right. We create art not ads.



FAST CULTURE/
SLOW CULTURE

According to the Canadian Anthropologist 
Grant McCracken, there are always two 
strains of culture: fast culture and slow cul-
ture. 
Slow culture refers to the underlying values 
and beliefs of a society, which often take 
many decades to shift.

By comparison, fast culture pertains to those 
things that define our feeling of ‘nowness’. 
It’s what keeps us changing the clothes we 
wear, music we listen to, or food we eat.
Fast Culture is the cutting edge. It’s about 
right now.

What’s happening in music, fashion, and 
technology? Who’s working on the vanguard? 
And what spaces are opening up for brands 
to grow their offering and capture their au-
dience’s attention?
By looking back over the last 12 months, and 
predicting what will come our way in 2024, 
this report helps you access fast culture. 

We’re giving brands the tools to think ahead 
and capitalise on the latest trends. 
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CROWDING IN

WE ALL WANT TO BE 
PART OF SOMETHING. 
AND CREATIVES ARE 
TAKING NOTE.



What made these phenomena so special is 
that they weren’t just events but moments 
of coming together. Audiences swarmed to 
theatres and stadiums in large groups, all 
garbed in cowboy hats, chrome bodysuits 
or neon pink outfits. There was a hunger, not 
just for mass-culture but mass-community.
At KRPT, we’re calling this effect Crowding In. 
And we expect to see even more in 2024.

In the past, strategists have placed the em-
phasis for brands on reaching micro-com-
munities and subcultures. This is important. 
However, what the events of the last year 
have revealed is that there are also ways to 
unite subcultures. 

Community is scalable and, now more than 
ever people crave experiences of fitting in, 
not sticking out. Brands that can harness 
consumer desire to be part of something 
much bigger than themselves will reap the 
rewards.

In 2023, some of the biggest cultural  
moments were mass events. From 
Beyonce to Barbenheimer, these 
phenomena showed us just how 
much the world wants to enjoy 
culture en masse.



They’re calling it the Beyoncé bump. By  
the end of her ‘Renaissance’ World Tour, the 
singer is estimated to have contributed approx-
imately $4.5 billion to the American economy. 
For comparison, that is roughly the same as 
the impact of the 2008 Olympics on China’s 
economy. Beyoncé was even credited for Swe-
den’s unusually high inflation rate in May.

Cinema Box Offices have been struggling 
for well over a decade. But this summer, an 
unlikely power couple gave them one of their 
biggest wins, boosting sales to pre-pandemic 
levels. Barbie and Oppenheimer (‘Barben-
heimer’) collectively made almost $2.5 billion 
worldwide. The Bank of England chair even 
name-dropped the films as contributors to 
the UK’s stronger-than-expected economic 
growth over summer.

Bet you never thought you’d hear the chair of 
the Federal Reserve talking about ‘Swiftonom-
ics’? Like Beyoncé, the pop star’s ‘Eras’ tour has 
made its own contribution to the US economy. 
The average gross per night was estimated to 
be £13 million and, overall, the tour is estimat-
ed to have generated around $5 billion in US 
spending. In fact, Morgan Stanley listed the 
end of the tour as one of the factors for slower 
growth in Q4. 

THE BEYONCÉ BUMP BARBENHEIMER GOLDEN ERA(S)



SHECONOMY
The economic impact of the Eras Tour, 
Renaissance Tour and Barbenheimer  
is unprecedented. 

What is most unique about these events, 
however, is that they’ve focused on con-
sumers whose economic power has 
been historically devalued: women and 
LGBTQ+ communities.

For instance, Beyoncé or Taylor Swift’s 
arrival in town consistently generated a 
boom in Pink Pound Spending*. At each 
stop on the Renaissance tour, Yelp reported 
a 194% increase in consumer interest for 
LGBTQ+ businesses. 
The success of these events among female 
consumers has also led experts to describe 
them as examples of the ‘Sheconomy’. 

Over the course of the 2020s, we will wit-
ness a huge transfer of wealth to female 
consumers. By 2028, it is estimated that 
women will account for 75% of all discre-
tionary spending. 
This growing ‘Sheconomy’ will mean that 
businesses need to keep developing female 
oriented products, media and experienc-
es. And 2023 has given us a taste of the 
pay-off.



ELEANOR, 26

‘It sounds stupid but going to see 
Barbie felt like something I’ve never 
experienced before. Women’s stories 
were finally being offered with the 
same scale, investment, and promotion 
as, say, a Marvel film. And the appetite 
was so clearly there. It’s crazy we’ve 
waited this long, to be honest.’



GIRLY CULTURE
In the digital space, we are also seeing the 
widespread reclamation of ‘Girly’ culture: a 
way to have fun and enjoy themselves with-
out narratives of hard-work, financial gain, 
and girlbossing.
When TikTok-er Olivia Maher shared her 
low-effort meal and described it as ‘girl din-
ner’, it’s safe to say she didn’t know what she 
was starting… Thousands of videos (and over 
30 million views) later, ‘Girl Dinner’ is perhaps 
the most successful meme of the year.
But what does it teach us about the state of 
womanhood in 2023? 
Girl Dinner is a commentary on the differ-
ent ways women behave when no one (and 
particularly no man) is watching. The use of 
the word ‘girl’ to refer to mature female adults 
might initially seem demeaning, but this is 
in fact part of the fun.

‘Girl Dinner’, like ‘hot girl walks’ and ‘girl maths’, 
is an embrace of innocence and playfulness: 
a return to a time before women had to care 
how they appeared.  Whereas feminist dis-
course in the 21st century might elsewhere 
have focused on individualist empowerment, 
and career progression; ‘Girly culture’ is about 
living in the moment, coming together, and 
not giving a sh•t.



“While styles of the 2010s were focused on being 
“not like other girls” through eating pizza and 
dressing indie sleaze, recent trends have been 
doing just the opposite: embracing girliness with all 
of its pink, ruffles and lace… women participating in 
these trends seek to subvert popular expectations 
of what it means to transition from girlhood into 
womanhood - reclaiming something that many  
of us lost way too soon.” KATARZYNA MARIA SKIBA, POLYESTERZINE



IRL STILL MATTERS
It’s clear that communal experiences still mat-
ter. And after the success of the experience 
economy in 2024, it’s likely that businesses 
and artists are only going to become more 
ambitious about how to involve consumers 
in experiences that bring them together and 
closer to the brand. Contrary to the predic-
tions of a meta-verse boom, it looks like the 
future is IRL.

CROWDING IN NOT  
CROWDING OUT
As well as being more focused on shared 
experiences, culture is becoming more inclu-
sive. Focus has shifted from ways we stick 
out, to ways we can stick together. Generating 
ways that consumers can feel some sense 
of community and belonging is an essential 
part of any brand’s work for 2024. 

WHO RUNS THE  
WORLD? GIRLS
Whether it’s Olivia Rodrigo’s new album, the 
European Leg of the Era’s tour, or ‘lazy girl 
jobs’... celebrating girlhood is back. Expect 
to see more female artists dominating the 
conversation and having the time of their 
lives as they do it.

TREND FORECAST
1 2 3



BRING COMMUNITIES 
TOGETHER

Consumers are looking for large-
scale events that can bring different 
communities together. If you can use 
activations to make consumers feel 

part of something bigger, you’re  
on to a winner.

CREATE MEANINGFUL 
EXPERIENCES

In the wake of the pandemic, 
consumers want real experiences 

with a human touch. Think how your 
brand activations can help people 

connect and create new memories. 

ALLOW MARGINALISED 
CONSUMERS TO HAVE FUN
In a politically fraught time, it’s no 

surprise we’re embracing more fun 
and playful identities. When thinking 

about how to reach out to female 
consumers, for instance, think 

how you can embrace excitement, 
youthfulness and fun.

HOW BRANDS 
CAN RESPOND
1 2 3



THE CHANGING 
FACE OF SPORT

THE WORLD IS CHANGING… AND 
SPORT IS CHANGING WITH IT.



The world of sport has radically 
changed in the last decade.  
The increased willingness of athletes 
and commentators to speak out, as 
well as the growing visibility of diverse 
athletes, has made British sports a new 
vanguard of progress.
It makes sense. Sport gives people an oppor-
tunity to shine, whatever their background or 
identity. Whilst obstacles do still exist, many 
brands have been working with major sports 
organisations to diversify the way we watch, 
play, and talk about sport.
In 2024, the year of the Paris Olympics and 
the Men’s Football World Cup, we expect 

Sport and its associated politics to dominate 
cultural conversation. And brands need to 
be part of that debate.
There is a huge opportunity in 2024: to work 
with major talent, celebrate huge sporting 
events, and generate huge social impact 
with your campaigns.



“I asked myself if I should wait 
until I’ve retired to come out… 
However, I knew that would 
lead to a long time of lying and 
not being able to be myself or 
lead the life that I want to.”
JAKE DANIELS, THE FIRST ACTIVE MALE PRO-
FESSIONAL FOOTBALLER TO COME OUT AS GAY.

“British paraswimming are 
more aware of mental health, 
and its changed dramatically 
by working with psychologists 
and mental health ambassa-
dors. There is still a lot more 
change to be done. Realising 
that athletes are human as 
well, we need that extra sup-
port to deal with the pressure. 
It is taking a step forward but 
I feel there is still a lot more  
to do”
ELLIE SIMMONDS, WON HER FIRST PARALYMPIC 
GOLD AT JUST 13

“Money aside, ethnicity aside 
and background aside, there 
are amazing footballers every-
where in this country and it’s 
just about giving more people 
a chance to prove that.” 
FERN WHELAN, FORMER BRIGHTON DEFENDER 
AND PFA’S EQUALITY, DIVERSITY AND INCLUSION 
LEAD.

“There’s only 20 seats in the 
drivers’ space. That’s not so 
important to me. But there are 
over 40,000 jobs across mo-
tor sports in the UK, and less 
than 1% are filled by people 
from Black backgrounds. So 
there’s a lot of opportunity in 
so many different categories, 
not just engineering.”
LEWIS HAMILTON, THE ONLY BLACK DRIVER 
ON THE F1 GRID.



LIKE A 
LIONESS

Maybe more than anything else, the growing 
status of Women’s football shows just how far 
sport has come.

In the UK, there has been a stratospheric in-
crease in interest for Women’s football. Spiked 
by the Lionesses successes in major tourna-
ments, in 2023 we saw 15.3 million people 
tune into the Super League.

And it’s not just spectators that are growing. 
The last five years have seen near unprece-
dented uplift in the number of young women 
playing football. In 2023, there are 777,000 
young women playing football in the UK. Thats 
a seismic increase of 669,000 players in the 
last four years.



THINKING INTER-
SECTIONALLY

Diversity has many axes. Whilst it is amaz-
ing to see Women’s Football flourishing, the 
game is still plagued by financial and cultural 
barriers that are deter potential stars.
12 of the 23 players in the English Men’s 
Team at the last World Cup were Black Brit-
ish. Bt comparison, the Women’s team only 
had 3 black players.
Of course there are many factors that hold 
Women of colour back: Suburbanisation 
of training grounds, insufficient scouts, less 
funding. Women’s football is also introduced 
later at school and there are still many cul-
tural barriers within specific communities.

Just 9.7% of footballers  
in the elite women’s  

game are from diverse  
ethnic backgrounds 



“We acknowledge our current 
women’s first-team squad does 
not reflect the diversity that 
exists across the club and the 
communities we represent…
It’s a priority for the club to continue 
to drive greater diversity and 
inclusion and create a sense of 
belonging for everyone connected 
to the club.”⁣⁣ ARSENAL CLUB STATEMENT, OCT 2023



“Clubs need to invest in players from other 
backgrounds. It’s as simple as that really” 
JAHNAY

“I remember watching the 2009 Euros 
and I had to find a Finnish channel with 
my dad to stream it, even though it was 
an England v Germany final.” 
AKHINA

“Women should be able to say: I play foot-
ball. Not, I play women’s football” 
ANGELA



#BLOKECORE
Off the pitch and onto runways, we’ve seen 
the football influence materialise in fashion 
as ‘blokecore’. A trend that has been record-
ed by Depop in a 344% increase in football 
shirt searches within June 2023.

Football shirt OR scarf 

Three stripes; whether it’s on 
your sambas, track-jacket or 
football shirt some element  
of Adidas is crucial 

Tartan skirt, hat or accessories. 
Nothing says British pride 
better than some Scottish 
craftsmanship. 

Contrasting ‘girly’ touches, 
either a few bows or a good 
squish scrunchie to yassify  
the outfit

Pint in hand or a full English  
on the table

C
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APPROACH 
WITH CAUTION

‘Blokecore’ is an attempt to take 
stereotypes about English pat-
riotism and subvert them to feel 
more fun, inclusive, and contem-
porary.
But this trend has also found its 
critics. For instance, Burberry’s 
London Fashion Week pop-up at 
British caf Norman’s came under 
intense scrutiny, with some com-
mentators labelling the event a 
‘poor people safari’. 
Burberry is a brand that worked 
tirelessly to get rid of the work-
ing-class connotations from their 
nova check print. But now the 
tides have turned, they’re trying 
to capitalise off them… 

Brands should never take the 
aesthetics of a community with-
out any intention of engaging or 
giving back. 
When responding to a trend that 
is a specific to a community, it’s 
really important to take a mo-
ment. Do your research, speak 
to members of the community 
and use this to inform your next 
steps: messaging, choice of tal-
ent and partnerships. 



BAESIANZ FC 
A team for women, trans and 
non-binary people of Asian 
heritage. The team’s founding 
members say they started it 
as a way to “celebrate their 
community as well as show-
ing that it is so important for 
Asian people from marginal-
ised genders to have a space 
in the world of football”. 

THIS FAN GIRL 
An independent platform and 
creative agency that’s powered 
by women who love football. 
What began as a photography 
series in 2016 has exploded 
into a global online community 
for female football fans. 

PEACHES FC
This five-a-side team for 
women and non-binary play-
ers was set up in 2021 by 
Jess and Aimee after they re-
alised they didn’t have a club 
to represent them in the local 
area. Since then the club has 
gained support from sponsors 
Bleach London and Jameson, 
as well as featuring on BBC 
Sport and in an Adobe film 
with FC Bayern. 

INTERMELANIN FC
A South London football team 
for women and non-binary 
players who are also black and 
POC. Created out of frustra-
tion with the lack of diversi-
ty in other female/NB football 
teams, with a sparkle of South 
London spirit.



PARIS OLYMPICS
It’s not just Football that’s seeing 
major changes. 2024 is the Par-
is Olympics. And this year, there 
will be a new sport, never before 
featured in the Olympics: Break 
Dance, or formally, Breaking.
As described by the Olympic 
Commitee: “Breaking is a style of 
dance that originated in the Unit-
ed States in the 1970s. Emerging 
in association with hip hop mu-
sic, the style of movement took 
form in the lively block parties in 
the Bronx, emerging from hip hop 
culture, and is characterised by 
acrobatic movements, stylised 
footwork and the key role played 
by the DJ and the MC.”

Born in poor Hispanic and Black 
American communities in New 
York, Breaking is unlike a lot of 
Olympic sports in that it has to 
close to no barriers to entry. Whilst 
there has been some concern 
over what the institutionalisation 
of a hip hop subculture will do to 
its authenticity, others praise the 
Olympic committees commit-
ment to diversifying sport and 
recognising the importance of 
this subculture.
Wherever you stand, it’s a radi-
cal addition to the Games and is 
likely to bring with it renewed at-
tention to the art of breaking, cre-
ating a space for its under-cel-
ebrated champions.



SPORTSCORE
From Gorpcore and Balletcore to Blokecore: 
in recent years there’s been an obsession 
with uplifting sports-wear. In the year of the 
World Cup and the Olympics this definitely 
isn’t going to change. Expect designer brands 
to bring all types of jerseys from the pitch 
onto the runway. 

BRANDS DRIVING CHANGE IN 
WOMEN’S FOOTBALL
Women’s football has made its way center-
stage. This newfound popularity has also 
begun to shine a light on the issues within 
Women’s Teams. From ACL injuries to lack 
of diversity, pathways into the sport and bar-
riers of entry need to be tackled. And brands 
have a central role to play.

THE SUPERHUMANS  
ARE BACK
4 years ago we saw the paralympics TikTok 
taking the world by storm. With over 3.5m 
followers and 137.3m likes, the account is 
beloved for its hilarious application of online 
trends to spotlight incredible athletes. Expect 
this content to be levelled up across 2024.  

TREND FORECAST
1 2 3



COLLABORATE  
WITH ATHLETES

2024 is going to be a massive 
year for sport, and with so much 
conversation it’s the perfect time 
to collaborate with athletes and 

organisations, particularly for some of 
the breakout sports.

CHAMPION DIVERSITY
Diversity and Inclusion is becoming 
an increasingly important part of the 

role sport plays in society. Think about 
how you can use your role as a brand 
to celebrate and further this progress.

THINK AT THE INTERSECTION
The debates in sport have shown 

how complex identity can be. Think 
about intersectionality and how social 
norms might affect people in multiple 

different ways at the same time. 

HOW BRANDS 
CAN RESPOND

1 2 3



THE ATTENTION 
ECONOMY

CREATIVES  
NEVER FOLLOW  
A FORMULA. 
BRANDS HAVE  
TO KEEP UP.



So what’s the state of the Attention Economy?
From Generation Alpha to Millennials, we’re 
often told our attention spans are in rapid 
decline. However, a lack of long-term stud-
ies means there is no definitive proof this is 
the case. 

What is certain is that we live in an ‘infor-
mation rich’ era where we consume more 
content than ever before. 
As a result, most of us now live an omnichan-
nel existence. We split our attention between 
multiple devices, multiple platforms, and 
multiple forms of content, often all at once. 

Our attention does not follow linear patterns. 
In fact, it is often laterally spread. Welcome 
to a new Attention Economy. 

In 1971, Herbert Simon coined the term 
Attention Economics. As he wrote, ‘a 
wealth of information creates a poverty 
of attention’. The 24 hour news cycle, 
the birth of the internet and social 
media have made attention the most 
precious resource for brands.



“Attention is a finite resource. 
On average, people are exposed 
to between 6,000 and 10,000 
advertisements a day. The average 
human brain is simply incapable of 
processing such a bombardment of 
content… In the attention economy, 
every second counts.” EMILIA KIRKE, FORBES BUSINESS DEVELOPMENT COUNCIL



THE DUAL 
SCREEN GENERATION

More and more people are consuming con-
tent across multiple screens at once, a behav-
iour that’s become known as dual-screening.

New research from YPULSE shows that 8 
in 10 Gen Zs will multitask while watching 
video content and 7 in 10 will scroll social 
media while watching TV.

The rise of ‘Picture in Picture’ watching 
(whereby video content can be played in 
a smaller screen in the background) is the 
perfect example of how divided our attention 
has become. On TikTok meanwhile ‘sludge 
content’, which uses splitscreens to show-
case multiple videos at once, is also trending.

These behaviours are reshaping not just 
what content stands out, but how that con-
tent might be consumed. Brands should be 
thinking about splitscreen formats and con-
sidering what ways their messaging might 
fit into these new ways of watching. In order 
to succeed, advertising has to stop itself from 
becoming just ‘background content’.



DEATH OF THE CON-
TENT MIDDLE CLASS

With the endless stream of content, con-
sumers are now mainly engaging with only 
two types: long-form or hyper-short form.

It’s got to be something that captures our 
attention straight away (like a viral TikTok) 
or something that we can enjoy whilst still 
browsing online, scrolling on our phone, or 
doing other activities (such as a podcast)
For instance, whilst creators such as Emma 
Chamberlain gained their fame with the 
10-minute Youtube content, she has since 
ditched this mid range content. Opting in-
stead for the two extremes: short-form Tik-
Tok videos and hour long podcasts. TikTok 
culture critic Nicky Reardon has called this 
the ‘death of the content middle class’. 
These two extremes of content mimic the 
way we might hangout with friends, with 
either long hangouts or quick interactions 
that offer immediate gratification. 

In 2024, expect to see brands moving 
away from the ‘content middle class’. That 
means more long-form and hyper-short-
form media.



THE NEW CREATIVES 
The start of 2023 brought with it the viral 
#deinfluencing trend. The aim was to disrupt 
the hyper-transactional, airbrushed model 
of influencer marketing.
Also falling under scrutiny were the often-be-
loved, always-envied ‘nepo babies’. As You-
tuber Natalie Wynn (aka contrapoints) puts it, 
these figures are filling our feeds with com-

pletely unattainable lifestyles, creating an 
“incubator of envy”. And consumers are no 
longer falling for it.
Instead consumers are captivated by the 
overnight successes, the TikTok stars turned 
global phenomena. The ‘great equaliser’ fairy-
tale that anyone can make it with a great 
personality and an algorithmic push. 

As the generation that made their zeitgeist 
‘eat the rich’, Gen Z are drawn to creators that 
offer realness - or at least a semblance of it.



Madeline Argy
AGE

23
USP

Known for confronting Gen Z problems with relatable advice, 
humorous ‘shower thoughts’ and unfiltered confessions; mostly 
from her Vauxhall Astra. Under Alex Cooper’s agency Unwell, 
Argy has translated this success into her new ‘Pretty Lonesome’ 
Podcast.
PARTNERSHIPS

Saint Laurent, Prada, Tory Burch, Valentino, Chanel, Ami Paris, 
Coach, Google Pixel, K18 Hair. 

Sabrina Bahsoon aka ‘Tube Girl’
AGE

22
USP

A TikTok-er renowned for shameless videos taken on  the London 
Underground, despite judgemental onlookers. Within 1 month of 
going viral, she is now boasting over 685k followers.
PARTNERSHIPS

Spotify, MAC, Hugo Boss, Bentley Motors, Valentino fashion 
show, Bella Porch, Troye Sivan and Omar Apollo. All in 2 weeks. 

BREAKOUT 
CREATORS



HOW NPCs 
BECAME 
MAIN CHARACTERS

On the more extreme end of the creator 
spectrum, 2023 also saw the rise of NPC 
live streams on TikTok. These mesmerising 
videos are probably the strangest thing you’ll 
see on the internet all year. 
NPC stands for non-player characters: pe-
ripheral and inconsequential persons in video 
games who tend to stand still and deliver 
lines in a robotic way.

Likewise, NPC creators like Pinkydoll will re-
peat the same phrases over and over again 
for up to 8 hours a day in an uncanny and 
unchanging tone of voice. Meanwhile peo-
ple will tune in and tip them, meaning that 
creators can make up to $7,000 a day.

Pinkydoll has already secured brand partner-
ships, with the likes of Fashion Nova. What 
her success indicates more than anything is 
once again the desire for alternative longform 
content.



HOW TO FIND 
AN AUDIENCE

The difficulty for many brands is not just pro-
ducing content but promoting it. 
Take the example of Podcasts: an enduring 
format for branded media. Podcast listeners 
are up but the number of podcasts launched 

in the last year has fallen by 80%. The prob-
lem is discovery. In a saturated market, it’s 
hard for consumers to find the media that’s 
out there.
That’s why it’s more important than ever to 
nail your paid media strategy. Promotion is 
just as important as production, and TikTok 
feeds are a great way to introduce yourself 
to new audiences. Investing in a data-led 
paid media strategy will ensure the success 
of your content, and stop you from relying on 
having to go viral to reach new consumers

It’s even been rumoured that TikTok will be 
releasing a new featuring to allow users to 
stream podcasts over the app. This develop-
ment will give brands a huge opportunity to 
start benefiting from the TikTok for you page. 

It’s time to focus on discovery, so that you can 
find your audience and they can find you.



MORE TIKTOKERS ON RUNWAYS
It’s been a slow introduction of TikTokers 
into high fashion. Emma Chamberlain was 
the first to break through, since then, figures 
such as Olivia Neill, Madeline Argy and now 
Sabrina Bahsoon have been easily adopted 
by many of the fashion houses. The most 
exclusive brands are taking TikTok creatives 
seriously. And TikTokers are becoming mas-
ters of their own branding. 

RISE OF LONG FORM  
ON YOUTUBE
Gone are the days where 10-20 minute 
YouTube videos were all the rage. It’s now 
estimated that 58% people consume vid-
eo podcasts on platforms like Youtube. 
With the growing interest in long-form 
content, deep dives, podcasts and new 
media shows, brands need to start using 
the platform accordingly. 

LIVESTREAMS ARE BOOMING
With the option to livestream for hours at a 
time on both TikTok and X, more and more 
creators are making durational content. Fol-
lowers can tune in when they want, and 
social media feeds can host content that 
sometimes recalls tradition TV media for-
mats. Although expect the unexpected, as 
Pinkydoll and the NPC trend reminded us. 
You never know what people will use their 
livestreams for. 

TREND FORECAST
1 2 3



RETHINK YOUR FORMAT
Too often, brands follow the status 
quo, churning out the same kind 

of content they always have. Now 
is the time to rethink that strategy. 

Audiences are increasingly drawn to 
longer or shorter form media. Invest in 
the right format, and consumers will 

invest their time in you.

CONTENT CREATOR 
COMPANION

The ‘deinfluencer’ trend showed 
us how TikTok has changed paid 
partnerships forever. Consumers 

today are looking for content creators 
that offer realness. With your average 

Joe (or Tube Girl) constantly going 
viral on TikTok this is the platform to 

discover and nurture rising stars.

KEY IS IN DISCOVERY
In a saturated market, it’s hard for 

consumers to find the media that’s 
out there. That’s why it’s more 

important than ever to nail your paid 
media strategy. Promotion is just as 

important as production.

HOW BRANDS 
CAN RESPOND
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How KRPT CAN HELP

LET CULTURE  
BE THE CREATOR.



To understand cultural marketing you have 
to understand culture. Culture is something 
that happens outside the walls of brands 
and agencies. However, it’s also the medium 
through which brands speak to consumers.
Therefore, it’s important that brands are 
able to move in an agile and dynamic way, 
adapting to the latest trends and staying 
ahead of the conversation. This can be hard. 
But it doesn’t have to be. That’s where KRPT 
come in.
The way we see it, culture isn’t an obstacle, 
it’s an opportunity. KRPT works across all 
stages of strategy, creative, production and 
performance to guide brands through the 
process of producing culturally relevant, fu-
ture-proofed campaigns.

KRPT is a full services creative agency 
that specialises in cultural marketing.



KRPT METHOD

OPTIMISATIONDATA ANALYSIS 
& BRIEFING

CONTENT  
AUDIT

CREATIVE & 
STRATEGY

CONTENT 
CREATION

CREATIVE 
TESTING

AMPLIFICATIONMEASUREMENT

SOCIAL 
LISTENING

INFLUENCER 
SELECTION

AUDIENCE 
INSIGHTS

DEFINE DEVELOP DELIVER

EXPERIENTIAL



KRPT SERVICES

SOCIAL MEDIA CONTENT

CONTENT PRODUCTION 

EVENT PRODUCTION 

STUDIOS

CREATORS & INFLUENCERS 

TALENT CONSULTANCY 

BRAND PARTNERSHIPS 

INFLUENCER TOOLKIT

NETWORKS

TREND REPORTS 

AUDIENCE INSIGHTS & INTELLIGENCE 

BRAND AUDITS 

REGEN



KRPT° is a full services creative agency that 
specialises in cultural marketing. We help 
brands to become a cultural force in their 
own right. We create art not ads.
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