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Current cultural trends are highlighting the changing nature of what
and how people are choosing to celebrate.
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Women's sports offer
new opportunities for brands

As coverage of women's sports rises, media platforms and

brands are investing heavily in content.

Women's sports pay, sponsorships and total ad spend have
traditionally trailed those of men’s. But, with women'’s soccer,

rugby, basketball and cricket viewership skyrocketing around the

world, that’s starting to change. As women'’s sports continue to

break records, brands are recognising this overlooked audience and are increasing their investment in

content and engagement opportunities around players, tournaments, and leagues. From TV series to

search tools and sponsorships, brands clearly see a big opportunity to drive engagement—and are

already getting high returns on their investments.

Until recently, women'’s sports coverage was a fraction of total daily sports coverage, forcing players

and franchises to drive awareness through alternative channels. With new investment, the continued

growth of women'’s sports invites massive opportunity and creative potential for brands to engage.

involved include enhancing fan experiences at games or tournaments, courting business audiences

through ancillary and VIP events, and inspiring audiences at events with relevant athletes and executives.



https://www.reuters.com/sports/soccer/womens-world-cup-final-draws-record-tv-figures-spain-england-2023-08-21/#:~:text=In%202019%2C%201.12%20billion%20people,of%20over%202%20billion%20viewers.
https://www.world.rugby/news/792718/world-rugby-hails-exciting-year-of-growth-for-women-in-rugby-on-international-womens-day
https://apnews.com/article/brittney-griner-sports-college-dawn-staley-b1647c8b30f4fcf33d5e3eacc6dd8880
https://www.icc-cricket.com/media-releases/3253313
https://www.bbc.com/news/world-australia-66531590
https://playingfor90.com/2023/05/08/disney-series-follows-highs-lows-matildas-journey-world-cup/
https://blog.google/products/search/how-were-making-it-easier-to-find-results-on-womens-sports/
https://www.sportsbusinessjournal.com/Daily/Issues/2023/07/27/Marketing-and-Sponsorship/womens-world-cup-sponsors.aspx
https://www.sportspromedia.com/sponsorship-marketing/sponsorship/lpga-tour-sponsorship-report-sponsors-united-brands-golf/
https://harpersbazaar.com.au/womens-world-cup-matildas-fandom/
https://www.bloomberg.com/opinion/articles/2023-07-19/women-s-world-cup-now-is-the-time-for-investors-to-cash-in?in_source=embedded-checkout-banner
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Consumers are indulging in
solo experiences

As the post-pandemic thirst for experiences sustains,

many are choosing to venture out on their own.

An unprecedented post-pandemic demand for experiences is

driving record-breaking ticket sales and travel spending. As

demand continues to surge, many brands are investing in

new experiences and dlternative ticketing options to meet the

moment. Many consumers, however, are taking a different approach—flying solo. More than ever

before, consumers are eager to attend big events alone. But it doesn't stop there. From solo dining to

self-dating and even solo traveling, there has been a notable shift towards going it alone across all

aspects of society. Brands are starting to take note too. For example, KEC Bangkok recently introduced

the world's first solo Ferris wheel, and Airbnb has expanded a safety product that helps solo travelers.

Whether it's a product of the continued thirst for experiences coming out of the pandemic, a sign of
dedication and fandom, or something else, consumers are clearly more than willing—and in many

cases, may even prefer—to consume experiences alone.


https://fortune.com/2023/08/10/taylor-swift-eras-tour-one-billion-revenue-breakdown/
https://www.reuters.com/business/rising-prices-travel-do-not-appear-be-curbing-wanderlust-2023-08-09/
https://www.hollywoodreporter.com/movies/movie-news/netflix-reopen-paris-movie-theater-upgrades-1235559576/
https://www.axios.com/2023/08/15/beyonce-tour-tickets-ticketmaster-listening-only-seats
https://faroutmagazine.co.uk/study-find-80-per-cent-concert-goers-go-solo/
https://blog.resy.com/newsroom/future-of-dining-2023-uk/
https://www.tiktok.com/discover/date-yourself?lang=en
https://travelnoire.com/first-time-solo-travel-destinations
https://www.wundermanthompson.com/work/wheel-for-one
https://news.airbnb.com/airbnb-expands-safety-product-to-help-solo-travelers-as-solo-travel-surges/
https://www.nme.com/news/music/new-study-finds-80-per-cent-of-us-music-fans-enjoy-attending-live-shows-alone-3276534
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Hip hop's anniversary inspires
an abundance of experiences

Brands, artists and audiences are celebrating hip hop’s 50th

anniversary by leaning into experiences of all sorts.

Fifty years after the genre's humble beginnings, hip-hop's 50th

anniversary is ushering in a new phase in the commemoration

of historical milestones. Rather than one singular event to mark

the anniversary, the celebration has spanned an entire month with

brands marking the occasion with unique content and experiences that pay tribute to the important role
hip-hop has played. Brands like Sprite and Puma have launched commemorative content and videos,

Spotify has created animated shorts & playlist hubs, and even luxury fashion e-tailer Farfetch has launched

a three-part Hip Hop 50 vinyl.

Audiences are eager for new, diverse and compelling ways to engage with subject matter. And with the
appetite for live, communal events growing, milestone moments like this are increasingly taking shape as a

diverse, multifaceted set of experiences to maximise fan interest and participation.

marketing phenomenon



https://pix11.com/news/celebrating-hip-hop/celebrations-will-be-held-around-nyc-to-commemorate-hip-hops-50th-anniversary/
https://pix11.com/news/celebrating-hip-hop/celebrations-will-be-held-around-nyc-to-commemorate-hip-hops-50th-anniversary/
https://www.slam.org/exhibitions/the-culture-hip-hop-and-contemporary-art-in-the-21st-century/
https://www.fastcompany.com/90925941/hall-des-lumieres-hip-hop-infinity
https://www.sprite.com/
https://www.complex.com/sprite-mixtape-art-generator
https://www.youtube.com/watch?v=zyFPDR0EUr4
https://newsroom.spotify.com/2023-08-10/hip-hop-50-murals-new-york-atlanta-miami-los-angeles/
https://newsroom.spotify.com/hip-hop-turns-50/
https://www.farfetch.com/il/stories/women/beat-10-nas-12on12-edit-ss23
http://www2.gpj.com/insightstrendsmay2023
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The immeasurable effects
of

Female-centred experiences are drawing record crowds, with

serious economic and societal impact.

If the pink and sequined crowds flocking to see Beyonce, Barbie,

and Taylor Swift this summer are any indication, there’'s power in

bringing women together in joyful celebration. Not only are these

experiences providing safe spaces for women to celebrate and be

themselves, but all three are indicative of unique and thriving communities coming together. The
economic impacts are also hard to ignore. Taylor Swift’s Eras Tour will generate $5 billion in consumer
spending in the US alone, Barbie is Warner Bros’ all-time highest grossing release, and Beyonce's
Renaissance Tour is surging local economies around the world.

What it Means

Even though the summer of feminine joy is coming to an end, it's clear the historic power of the female
audience hasn't waned. When the growing demand for female-centered experiences converges with an

unabating desire for live, communal experiences, the benefits to everyone involved are plentiful.

Key Takeaway
The zeitgeist is shifting. While now is clearly an excellent time to go all-in again on the wave of girl power
sweeping the world, it's also an opportunity for brands to take a closer look at their audiences and

consider a long-term realignment of priorities.
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https://msmagazine.com/2023/07/27/taylor-swift-barbie-women-girls/
https://www.vanityfair.com/style/2023/06/taylor-swift-declares-chicagos-soldier-field-a-safe-space
https://www.npr.org/2023/08/11/1193283472/barbie-taylor-swift-beyonce
https://time.com/6307420/taylor-swift-eras-tour-money-economy/#:~:text=The%20Eras%20Tour%20is%20projected,in%20a%20story%20for%20GlobalNewsWire.
https://www.cnn.com/2023/08/29/business/barbie-global-release-harry-potter/index.html
https://www.thrillist.com/news/nation/beyonce-renaissance-us-tour-economic-impact
https://thoughtcatalog.com/callie-byrnes/2023/07/barbie-taylor-swift-and-the-summer-of-feminine-joy/
https://www.vox.com/2016/1/28/10815492/teenage-girls-screaming
https://www.vox.com/2016/1/28/10815492/teenage-girls-screaming

Entertainment and EV
charging combine to create
the ultimate, futuristic
getaway at Tesla’s Diner
and Drive-In Supercharging
station.

OUT-THERE
EXPERIENCES

People, brands and marketers continue to push the boundaries of physical and
digital experiences, with new and creative executions popping up across the globe.
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Ed Ruscha's
ChocolateRoom

Escape from “conventional”
art forms and enter into a
room fit for Willy Wonka's
factory at artist Ed Ruscha’s
recreation of his 1970
Chocolate Room exhibit for
the Museum of Modern Art.
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The Bomb Pop has made its
way into the Metaverse with
over 20 million pops sold on
popular restaurant simulation
game, Restaurant Tycoon.
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Taylor Swift Eras

Tour:The Movie
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Swifties unable to make it to
the iconic Eras Tour are in
luck — coming October 13th,
this live concert experience
will be available on the big
screen.


https://www.notateslaapp.com/news/1577/tesla-s-innovative-24-hour-diner-and-drive-in-concept-gains-approval
https://www.notateslaapp.com/news/1577/tesla-s-innovative-24-hour-diner-and-drive-in-concept-gains-approval
https://www.notateslaapp.com/news/1577/tesla-s-innovative-24-hour-diner-and-drive-in-concept-gains-approval
https://www.nytimes.com/2023/09/01/arts/design/ed-ruscha-chocolate-room-moma.html?action=click&module=Well&pgtype=Homepage&section=Art%20and%20Design
https://www.nytimes.com/2023/09/01/arts/design/ed-ruscha-chocolate-room-moma.html?action=click&module=Well&pgtype=Homepage&section=Art%20and%20Design
https://www.adweek.com/creativity/bomb-pop-reaches-tweens-by-selling-20m-virtual-treats-in-the-metaverse/?utm_source=substack&utm_medium=email
https://www.adweek.com/creativity/bomb-pop-reaches-tweens-by-selling-20m-virtual-treats-in-the-metaverse/?utm_source=substack&utm_medium=email
https://www.adweek.com/creativity/bomb-pop-reaches-tweens-by-selling-20m-virtual-treats-in-the-metaverse/?utm_source=substack&utm_medium=email
https://www.cnbc.com/2023/09/05/taylor-swift-eras-tour-concert-film-could-open-with-100-million.html
https://www.cnbc.com/2023/09/05/taylor-swift-eras-tour-concert-film-could-open-with-100-million.html

