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From airport runways to fashion runways and social media to social lubricants,
long-unchanged experiences are undergoing societal shifts.
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Airports are an unexpected
launchpad for experience design

As travelers demand more from their terminal time, brands
are investing in airport experiences again

Pre-pandemic, airports were slowly but surely becoming launchpads . : S -

for innovation and brand activations. Now, as “revenge travel” booms,

brands are returning to airports for unique and innovative marketing

opportunities. Savvy cities are infusing local flavor in every aspect of the

airport experience, and major airlines are stepping up their game. Lifestyle

and entertainment brands have reemerged as well, tempted by the promise of a newly-captive audience full of

disposable income. With travel exceeding pre-pandemic norms, opportunities to engage eager travelers throughout

their journeys are proving plentiful—and valuable.

As the travel industry continues to thrive, airline experience design will continue to evolve and more brands will pop up

in unexpected places. Travelers are hungry for new experiences and increasingly open to brands who can help relieve

stress, ease boredom, or provide a moment of luxurious escapism during a moment where they are otherwise

“trapped” in an unfamiliar place.

experiences. As travel hubs are actively redesigning for the next generation of jetsetters, there are

new opportunities for companies seeking to reinvigorate their out-of-home marketing strategies.



https://www.metroairport.com/at-dtw/maps/attractions
https://www.travelpulse.com/news/airlines/the-world-s-coolest-airport-experiences.html
https://mashable.com/article/what-is-revenge-travel-explainer
https://www.business-standard.com/article/economy-policy/how-bengaluru-airport-s-new-terminal-is-like-a-walk-in-the-garden-122111100605_1.html
https://www.sydneyairport.com.au/corporate/planning-and-projects/t1-arrivals-forecourt
https://www.sydneyairport.com.au/corporate/planning-and-projects/t1-arrivals-forecourt
https://news.delta.com/groundbreaking-parallel-realitytm-technology-coming-deltas-detroit-hub-0
https://www.thespiritsbusiness.com/2022/11/makers-mark-creates-city-series-for-gtr/
https://simpleflying.com/singapore-changi-airport-avatar-themed-festivities/
https://pix11.com/news/local-news/thanksgiving-travel-season-has-returned-beating-pre-pandemic-numbers/
https://www.moodiedavittreport.com/essilorluxottica-celebrates-ferraris-75th-anniversary-with-ray-ban-pop-up-campaign/
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After a multi-year hiatus,
designers rethink Fashion Week

Spring 2023 Fashion Week in the Northern hemisphere reflected
the trials & tribulations of an industry outgrowing it’s elitist
history

Fueled by the fire of Gen Z's passionate belief systems and the pressure

to stay relevant, high fashion brands visibly grappled with themes of

diversity, sustainability, and inclusivity at the Spring 2023 fashion weeks.
The biannual spectacle, a format largely unchanged since 1973, seems

to be having a bit of an identity crisis. But necessity breeds innovation,

with the most successful shows pushing the envelope as they reimagine the future of the fashion industry. Designers

approached all elements—venues, models and the clothes themselves—from a fresh perspective.

Young creative leaders are taking the reins and turning high fashion on its head. How this trickles down to retail as a
whole is still to be determined, but these fashion brands are in the business of trendsetting, so we're sure to see

themes that bubbled up at Fashion Week continue to have a ripple effect on the industry.


https://www.nytimes.com/2022/11/08/style/cfda-awards-2022.html
https://www.elle.com/fashion/a41598986/karoline-vitto-spring-2023/
https://www.harpersbazaar.com/fashion/fashion-week/a41193806/imitation-of-christ-nyfw-climate-protest/
https://www.nytimes.com/2022/09/13/style/vogue-world-new-york-fashion-week.html
https://www.vogue.com/article/spring-2023s-most-viewed-shows-on-vogue-runway
https://www.vogue.com/article/thom-browne-football-notre-dame
https://www.vogue.com/article/motherhood-runway-fashion-trend
https://www.nytimes.com/2022/10/02/style/bella-hadid-coperni-paris-fashion-week.html
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Gen-/Z Is rethinking their
relationship with alcohol

Sober-curious lifestyles are more popular among a generation

redefining societal norms

Gen-Z is challenging society’s relationship with alcohol, and some are

shifting towards more sober lifestyles. There’s no single reason for this

shift—rather a myriad of contributing factors. For example, Gen-Z was

raised with a heightened awareness of health, many turned 21 during
the pandemic, and as they enter the workforce they’re experiencing

increased costs of living. So, while “sober curiosity” and “mindful drinking”, may sound like buzzwords, visible evidence

in the popularity of communities like #SoberTok and the growth of the non-alcoholic beverage market tells us that

this isn't just a fad.

Gen Z is living more intentional lifestyles as they collectively move away from societal “norms.” More mindful

approaches to alcohol allows them to explore alternatives to the status quo. Now, when they choose to consume, they

have a number of options like Jow to non-alcoholic drinks and other legalised substances (depending on where you

are in the world) at their disposal—a luxury not as accessible to previous generations.


https://www.bbc.com/worklife/article/20220920-why-gen-zers-are-growing-up-sober-curious
https://foodinsight.org/spotlight-generation-z/
https://www.gobankingrates.com/money/economy/gen-z-millennials-stressed-out-cost-of-living-nearly-half-live-paycheck-to-paycheck/
https://www.healthline.com/health/alcohol/sober-curious
https://www.damemagazine.com/2022/10/03/sober-curious-gen-z-and-millennials-have-sparked-the-next-health-trend/
https://www.tiktok.com/tag/sobertok?lang=en
https://www.globenewswire.com/news-release/2022/09/27/2523626/0/en/The-non-alcoholic-beverages-market-is-expected-to-grow-from-US-1-247-20-billion-in-2021-to-US-1-888-57-billion-by-2028.html
https://www.smartcompany.com.au/marketing/branding/brands-gen-sober-non-alcoholic/
https://www.esquire.com/uk/food-drink/g34058805/best-non-alcoholic-drinks/
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Users are taking back

Social media users want platforms to return to their intended
purpose—being social

The ongoing Twitter saga and a continued decline in Facebook users

are more nails in the coffin for OG social networks. FB's losing billions
and Twitter advertisers are pulling out as power users tweet their
goodbyes. Frustrated by social networks that prioritise algorithms,
data, and profits, users are leaving established social giants and

exploring stripped-down social networks like Reddit, and the decentralised newcomer, Mastodon. While reports

claiming an end to social media are slightly exaggerated, we are witnessing an important shift away from platforms

that have prioritised advertising and revenue over their users.

What it Means

Consumers aren't over social media — they just want it to be purposeful again. So, platforms with increasingly
insufficient user experiences are only going to redirect consumer attention towards more purposeful, value-adding
networks. While the social saga will continue to unfold, one thing is clear - audiences are taking back their power and

taking control over the narrative.

Key Takeaway

Humans crave the connection social media provides. But, brand loyalty only goes so far. If you
aren’t delivering experiences that audiences want, they’ll seek alternatives elsewhere. As this trend
continues to unfold, social platforms that get back to the root of user engagement will thrive.


https://www.vice.com/en/article/pkgv79/social-media-is-dead
https://www.nytimes.com/2022/11/19/opinion/facebook-meta-twitter.html
https://web.archive.org/web/20221110190641/https://www.theatlantic.com/technology/archive/2022/11/twitter-facebook-social-media-decline/672074/
https://abcnews.go.com/Politics/social-media-companies-prioritizing-profit-harmful-content-senate/story?id=93360057
https://financialpost.com/telecom/media/reddit-media-platform-online-ads-podcast
https://adage.com/article/digital-marketing-ad-tech-news/mastodon-struggles-keep-twitter-defectors/2449471?utm_medium=social&utm_source=twitter&utm_term=adage&utm_content=0be1cb04-a283-43c3-a6ab-c17e6d6b5330

OUT-THERE

EXPERIENCES

Brands and marketers continue to push the boundaries of physical and digital
experiences, with new and creative executions popping up across the globe.

Tumblr’s Convincing

Fictional Film

Tumblr users came
together to nearly convince
the internet that Martin
Scorsese directed a
completely fictional 1973
film, using fictional
soundtracks, books and
movie posters as evidence.

Bondi Briefly Turned

Into/a Nude Beach for

Photographer
Spencer Tunick's

Latest Installation

More than 2500 people
stripped off on the famous
stretch of sand - afirstin
the beach'’s history - to
raise funds for and
awareness about skin
cancer.

The Future of
Human=Robot

Relationships

Robots are being
unleashed on the
University of Texas
campus in a new research
study that aims to reveal
how humans perceive and
interact with automatons
in public spaces.

Generative Al is

changing the way
we create content

Generative Al is making a
big impact on 3D WebAR
content. Companies like
DALLE 2, Midjourney, and
BariumAl are now making
the ability to create textures
much easier.


https://www.morningbrew.com/daily/stories/2022/11/22/tumblr-creates-a-fake-scorsese-film
https://www.morningbrew.com/daily/stories/2022/11/22/tumblr-creates-a-fake-scorsese-film
https://concreteplayground.com/sydney/arts-entertainment/spencer-tunick-nude-bondi-beach
https://concreteplayground.com/sydney/arts-entertainment/spencer-tunick-nude-bondi-beach
https://concreteplayground.com/sydney/arts-entertainment/spencer-tunick-nude-bondi-beach
https://concreteplayground.com/sydney/arts-entertainment/spencer-tunick-nude-bondi-beach
https://concreteplayground.com/sydney/arts-entertainment/spencer-tunick-nude-bondi-beach
https://arstechnica.com/science/2022/11/robots-will-roam-a-university-to-study-a-a-socio-technical-problem/
https://arstechnica.com/science/2022/11/robots-will-roam-a-university-to-study-a-a-socio-technical-problem/
https://arstechnica.com/science/2022/11/robots-will-roam-a-university-to-study-a-a-socio-technical-problem/
https://www.8thwall.com/blog/post/92673474057/using-generative-ai-to-create-webar-content
https://www.8thwall.com/blog/post/92673474057/using-generative-ai-to-create-webar-content
https://www.8thwall.com/blog/post/92673474057/using-generative-ai-to-create-webar-content

