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PROJECT BRIEF ROLES & RESPONSIBILITIES

As a “brand of brands,” design at » ART DIRECTION: directed

design teams and individuals on

FandOm StretCheS ACTroSS a broad concepting and execution, guiding
them to find the right balance of
range of styles and personalities— brand connection and personality.
often in co-branded environments— » PARTHERSHIE: servec
as either the responsible or
a]_’]_d_ OccaS]_O]_’]_a]_]_y ]_everaged for accountable party with internal

stakeholders, driving the process

SOmethlng COmp]_ete]_y new. My and approach to execute against

budget and time frames.

team used every creative tool in o releme
the box to deliver unforgettable on design ideas, crafting various

aspects and components of the

design solutions across content and finished work.
marketing channels.

Risha Egart, Dermot Jiang
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NEW HABITS
ARE HERE
TO STAY of fans who developed

new entertainment
interests will keep
them post-pandemic

- Virtual fan experiences like - 31% of consumers - Gaming
Harry Potter escape rooms spent money demographics
and table reads brought on at-home movie shifted as
fans closer to their releases during parents looked
fandoms than ever before. COVID-19, creating for experiences
meaningful bonding to share with
their children.

DATA-DRIVEN SALES MARKETING

@ STATE_OF _FANDOM

is Fandom’s second annual
research report on the changing
mindset of entertainment fans.

This year’s report focuses on the
impact of global health and
cultural evolution on the fan
experience. It combines a broad
fan survey in the US & UK with
exclusive behavioral data from

, Fandom’s 315M+ unique users.



As Entertainment
became our main
source of
connection through
quarantine,

DATA-DRIVEN SALES MARKETING

emerged in
consumer
behavior...
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66 I KNow IT°S RANDOM, BUT MY SISTER
WAS NAMED AFTER ALEXIS CARRINGTON
FROM DYNASTY, AND IT’S ALWAYS BEEN

A TALKING POINT IN MY FAMILY. W,
FINALLY HAD THE TIME TO BINGE TH

DYNASTY PR WHOLE SERIES TOGETHE

FAN LAB RESPONDEN

o of fans turned back the clock to old
6 6 / entertainment hobbies or content
O that reminded them of the good old
TOP MOTIVATIONS FOR NOSTALGIC CONTENT Sk

PASS DOWN CONNECT
FANDOMS 40/ WITH
° CHARACTE
5% 2%
o o
BOND WITH
FAMILY &
FRIENDS

AFTER BEING STUCK AT HOME FOR
THE MAJORITY OF THE 2020s...
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We get it, people engaged with
Entertainment more than ever
before... but it’s just because
they had more time, right?

YEAR over YEAR
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...THE NUMBER OF PEOPLE CLAIMING
TO BE ENTERTAINMENT FANS GREW
SIGNIFICANTLY.

The reason why making

sourdough bread and
craft cocktails came and

went but entertainment
stayed was because

[o1=YeJ oI (- {e1¥[sYe| CONNECTION|
through entertainment.

OF FANS HAVE SPENT MORE
TIME WITH ENTERTAINME
DURING THE PANDENMIC

CASE STUDY. CAMPAIGNS & CONTENT

Nostalgic
entertainment has
provided fans a
chance to connect
with their families
and a way to share
what they love with
othersin an
otherwise solitary
TAKEAWAY I

Revisiting
old classics through
a modern perspective
is a great way to
connect, as today’s
fans are increasingly
choosing to find
comfort in the good
old days.

80%

TO CONNECT WITH SOMEONE ELSE

41%

TO SPEND QUALITY TIME
WITH FRIENDS/FAMILY

M. SPECTOR



SPIN-OFFS

Spin-offs allow for a modernized approach
to the story and characters bringing in
new audiences along the way

Fans look to spin-offs for a modern and fresh approach to the Fans who engage
original story

-> Allows for the expansion of the original story and
characters (67%),

It introduces new characters and storylines (45%).
It offers a fresh perspective on the original material

(45%). P+ originals

Prodigy (-67%)

Lower Decks (-60%)

- to engage
>

Of gamers would rather ple
9 franchised content than
something new

Original Era

More Sci-fi Cartoons Adult
likely to Fantasy Low Animation
engage Action maturity

with

CROSS MEDIA |
WE SETOUT TO CREATE ADAPTATIONS LET'S LOOK INSIDE..
THE FIRST-EVER e e R

FANS ARE PRIMARILY A FAN OF...

METRICTO meremess
Connection to source is key for cross-media i

; + more likely to engage '
adaptations , | with another installment ] 40%

A R s s Strong connection to the source 0 £ £ . p !
material (40%) 1 from the franchise after : ;

TH E c Involvement from the original creators E engaging with a new 3
(34%) ! release A fan of both
Nostalgia (32%) i

Interest in Fandom's
Last of Us wiki grew 4x
after the series premiere

increase in traffic
to the gaming wiki
pages following the

#22 Ranked Wiki series.

A UNIFIED VIEW THROUOH A
SINOLE SOURCE

re interested in ank it as
this expansion their favorite
format

CASE STUDY. CAMPAIGNS & CONTENT

DATA-DRIVEN SALES MARKETING



CUSTOM SOCIAL CASE STUDY. CAMPAIGNS & CONTENT
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CO-BRANDI N G:F ANTA .................................................................................................................................................................................................................................. CAS E STUDYCAM PAIGNS &CONTENT ........... @ M.SPECTO R



CO-BRANDING: XFINITY CASE STUDY. CAMPAIGNS & CONTENT



CO-BRANDING: INSTAGRAM CASE STUDY. CAMPAIGNS & CONTENT @ M. SPECTOR



max@maxspector.com

www.maxspector.com
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