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Brands have never been ESSISEEO avoid.
Consumers are highly'Sk&ptical, ready
to skiﬁ, block or zone out of advertising
that 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 Iitself on creative intelli- Ve help brands to become a cultural force
gence: combining data-led strategy with In their own right. \We create art not ads.
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.
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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.

MBATRENDS -+ KRPT
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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 We're giving brands the tools to think ahead
technology”? WWho's working on the vanguard? and capitalise on the latest trends.

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

AATRENDS



In 2023, some of the biggest cultural
moments were mass . From

Beyonce to Barbenheimer, these
phenomena showed us just how

much the world wants to enjoy
CUliliFiéi@n masse.

What made these phenomena so special is In the past, strategists have placed the em- Community is scalable and, now more than
that they weren' just events but moments phasis for brands on reaching micro-com- ever people crave experiences of fitting In,
of coming together. Audiences swarmed to munities and subcultures. This is important. not sticking out. Brands that can harness
theatres and stadiums in large groups, all However, what the events of the last year consumer desire to be part of something

garbed In cowboy hats, chrome bodysuits have revealed is that there are also ways to much bigger than themselves will reap the
or neon pink outfits. There was a hunger, not unite subcultures. rewards.

just for mass-culture but mass-community. -
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At KRPT, we're calling this effect Crowding In.
And we expect to see even more in 2024




THE BEYONCE BUMP

BARBENHEIMER

GOLDEN ERA(S)

They're calling it the Beyonce 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 iImpact of the 2008 Olympics on China'’s
economy. Beyoncé was even credited for Swe-
den’s unusually high inflation rate in May.

JATRENDS KRPT® 324 TRENDS KRPT®
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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.

KRPT*®
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Bet you never thought you'd hear the chair of
the Federal Reserve talking about ‘Swiftonom-
ics? Like Beyonce, the pop star's ‘Eras’ tour has
made its own contribution to the US economy.
The average gross per night was estimated to
be £15 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.
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The economic impact of the Eras Tour,  What is most unique about these events,

Renaissance Tour and Barbenheimer  however, is that they've focused on con-

IS unprecedented. sumers whose economic power has
been historically devalued: women and
LGBTQ+ communities.

For instance, Beyoncé or Taylor Swift's Over the course of the 2020s, we will wit-
arrival In town consistently generated a ness a huge transfer of wealth to female
boom In Pink Pound Spending* At each consumers. By 2028, it is estimated that
stop on the Renaissance tour, Yelp reported women will account for 75% of all discre-
a 194% Increase In consumer interest for tionary spending.

LGBTQ+ businesses. Thi o e
Is growing ‘Sheconomy’ will mean that
he success of these events among female businesses need to keep developing female
consumers has also led experts to describe oriented products, media and experienc-
them as examples of the ‘Sheconomy. es. And 2023 has given us a taste of the
pay-off.
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THE WORLD IS CHANGING.. AND
SPORT IS CHANGING WITH IT.

-
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The world of sport has radically

changed in the last decade.
The hv llingness of athletes
and commmentators to speak out, as

well as the growiAgWisibility of diverse
athletes, has made British sports a new

vanguardGHSISGEESS.

It makes sense. Sport gives people an oppor- Sport and its associated politics to dominate |
tunity to shine, whatever their background or cultural conversation. And brands need to |
identity. VWhilst obstacles do still exist, many be part of that debate.
brands have been working with major sports
organisations to diversify the way we watch,
play, and talk about sport.

There is a huge opportunity in 2024: to work |
with major talent, celebrate huge sporting L =
events, and generate huge social impact | Sy
In 2024, the year of the Paris Olympics and with your campaigns. -l ¢
the Men's Football World Cup, we expect
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“| asked myself If | should wait
until I've retired to come out...
However, | knew that would
lead to a long time of lying and
not being able to be myself or
lead the life that | want to.”

JAKE DANIELS, THE FIRST ACTIVE MALE PRO-
FESSIONAL FOOTBALLER TO COME OUT AS GAY.

“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.

AATRENDS KRPT® A4 TRENDS
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“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.

KRPT® M TRENDS KRPT®

“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
| feel there is still a lot more

to do”

ELLIE SIMMONDS, WON HER FIRST PARALYMPIC
GOLD AT JUST 13
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Maybe more than anything else, the growing In the UK, there has been a stratospheric in-

status of WWomen'’s football shows just how far crease in interest for VWomen's football. Spiked

sport has come. 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.

PT* =~ MWUTRENDS - KRPT® <+« IBMTRENDS -+ KRPT" =+ MMTRENDS -+ KRPT° - IBMTRENDS <+« KRPT° - 2MTRENDS - KRPT® - MTMTRENDS -+ KRPT° -+ IBMTRENDS -+ KR



04 TRENDS

AR TRENDS KRPT* AU TRENDS KRPT"® fMIATRENDS -« KRPT

KRPT® AU TRENDS

4 TRENDS



“VWe 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
totheclub.’........ ..
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“Clubs need to invest in players from other “| remnember watching the 2009 Euros
backgrounds. It's as simple as that really” and | had to find a Finnish channel with
JAHNAY my dad to stream It, even though it was
an England v Germany final”’

AKHINA

“Women should be able to say: | play foot-
ball. Not, | play women'’s football”
ANGELA
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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 therr
community as well as show-
Ing that it Is so iImportant for
Aslan people from marginal-
Ised genders to have a space
in the world of football”

« WMTRENDS -

e JBATRENDS -

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.

e JB4TRENDS -

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.

e HWMTRENDS -

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.

« HMTRENDS -
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In 1971, Herbert Simon coined the term
Bitention Economics. As he wrote, ‘a
wealth of information creates a poverty
of attention’. The 24 hour news cycle,
the birth of the internet and socia
media have made attention the most

precious resolifiéeiforbrands.

So what's the state of the Attention Economy? What is certain is that we live in an ‘infor- Our attention does not follow linear patterns.
mation rich’ era where we consume more In fact, it is often laterally spread. VWelcome
content than ever before. to a new 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- As a result, most of us now live an omnichan-
les means there is no definitive proof thisis nel existence. We split our attention between
the case. multiple devices, multiple platforms, and
multiple forms of content, often all at once.
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“Attention Is a finite resource.

On average, geogle are exposed

to between 6,000 and 10,000
advertisements a day. he average
human brain is simply incapable of
processing such a bombardment of
content... In the attention economy,
every secondcounts.’ ... ..o
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More and more people are consuming con- New research from YPULSE shows that 8

tent across multiple screens at once, a behav- In 10 Gen Zs will multitask while watching

jour that's become known as dual-screening. video content and 7 in 10 will scroll social
media while watching TV.

The rise of ‘Picture in Picture’ watching These behaviours are reshaping not just
(whereby video content can be played in what content stands out, but how that con-
a smaller screen In the background) is the tent might be consumed. Brands should be
perfect example of how divided our attention thinking about splitscreen formats and con-
has become. On TikTok meanwhile ‘sludge sidering what ways their messaging might
content, which uses splitscreens to show- fit into these new ways of watching. In order
case multiple videos at once, Is also trending. to succeed, advertising has to stop itself from
becoming just ‘background content.
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With the endless stream of content, con- It's got to be something that captures our
sumers are now mainly engaging with only attention straight away (like a viral TikTok)
two types: long-form or hyper-short form. or something that we can enjoy whilst still
browsing online, scrolling on our phone, or
doing other activities (such as a podcast)

For iInstance, 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 In 2024, expect to see brands moving
way we might hangout with friends, with away from the ‘content middle class. That
either long hangouts or quick interactions means more long-form and hyper-short-
that offer iImmediate gratification. form media.
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”The start of 2023 brought W|th It the V|raI
#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 VWynn (aka contrapoints) puts 1,
these figures are filling our feeds with com-

JATRENDS KRPT® 324 TRENDS KRPT®

pletely unattalnable Ilfestyles Creatlng an As the generatlon that made their zeitgeist

“Incubator of envy”. And consumers are no ‘eat the rich, Gen Z are drawn to creators that
offer realness - or at least a semblance of it.

longer falling for it.

Instead consumers are captivated by the
overnight successes, the Tik Tok stars turned
global phenomena. The ‘great equaliser’ fairy-
tale that anyone can make it with a great
personality and an algorithmic push.
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Madeline Argy

AGE

25

USP

Sabrina Bahsoon aka ‘Tube Girl’

AGE

22

USP

Known for confronting Gen Z problems with relatable advice, A TikTok-er renowned for shameless videos taken on the London
humorous ‘shower thoughts' and unfiltered confessions; mostly ~ Underground, despite judgemental onlookers. Within 1 month of
from her Vauxhall Astra. Under Alex Cooper's agency Unwell,  going viral, she is now boasting over 685k followers.

Argy has translated this success into her new ‘Pretty Lonesome’

Podcast.

PARTNERSHIPS

PARTNERSHIPS

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

Saint Laurent, Prada, Tory Burch, Valentino, Chanel, Ami Paris,

Coach, Google Pixel, K18 Harr.
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On the more extreme end of the creator Likewise, NPC creators like Pinkydoll willre- Pinkydoll has already secured brand partner-
spectrum, 2023 also saw the rise of NPC peat the same phrases over and over again ships, with the likes of Fashion Nova. WWhat
live streams on TikTok. These mesmerising for up to 8 hours a day in an uncanny and her success indicates more than anything is
videos are probably the strangest thing you'll unchanging tone of voice. Meanwhile peo- once again the desire for alternative longform
see on the internet all year. ple will tune In and tip them, meaning that content.

NPC stands for non-player characters: pe- creators can make up to $7,000 a day.

ripheral and inconsequential persons in video ool L) rha X O e ) e X O
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The difficulty for many brands is not just pro- It's even been rumoured that TikTok will be
ducing content but promoting it. 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 Tik Tok for you page.

Take the example of Podcasts: an enduring
format for branded media. Podcast listeners
are up but the number of podcasts launched
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in the last year has fallen by 80%. The prob- It's time to focus on discovery, so that you can
lem 1s discovery. In a saturated market, it's find your audience and they can find you.
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 Tik Tok
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
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LET CULTURE
BE THE CREATOR.
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KRPTisa fL_I“ s@llices creative a
that specialises in CHltEEaERRark

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 iImportant 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 Iit, 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.
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DEFINE DEVELOP DELIVER

AUDIENCE
INSIGHTS EXPERIENTIAL

O O
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DATA ANALYSIS CONTENT CREATIVE\ CONTENT CREATIVE MEASUREMENT AMPLIFICATION OPTIMISATION
& BRIEFING o AUDIT STRATEGY o CREATION TESTING
SOCIAL INFLUENCER
LISTENING SELECTION
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KRPT KRPT KRPT

STUDIOS NETWORKS REGEN
SOCIAL MEDIA CONTENT CREATORS & INFLUENCERS TREND REPORTS
CONTENT PRODUCTION TALENT CONSULTANCY AUDIENCE INSIGHTS & INTELLIGENCE
EVENT PRODUCTION BRAND PARTNERSHIPS BRAND AUDITS

INFLUENCER TOOLKIT
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krpt.co.uk
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KRPT" Is a full services creative agency that
specialises in cultural marketing. We help
brands to become a cultural force in their
own right. Ve create art not ads.

PUBLISHERS MITUN THAKER WRITERS
TOM MOLYNEUX

JOHN LIVESEY
PAULA BORKMANN

DESIGN

THARINDU ELKIN



