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This year SXSW was a mainly virtual
affair which meant that it became a lot
easier to soak in some panel sessions,
presentations and events from the
comfort of our own homes rather than
flying to Austin, Texas.

However, working out which of the 230
sessions to watch was a task in itself,
especially when most were at least an
hour long. It would have taken the three
of us over a week with no sleep to watch
them all! We have however tried to pick
what we think the most interesting
sessions of the week were so that you
can quickly get up to speed on what
SXSW 2021 was about.

Meta analysis shows that there is clearly
a bias towards the subjects of tech,
people. media, future and technology

technology
world

and specifically events seemed to be
dominated by talk of the metaverse,
VR/AR, cannabis and purpose.

The following is therefore a guide to
some of the hot topics, some so whats?
and a specific entertainment section.

So, if you want to learn about how design
thinking needs to evolve to embrace Al,
how XR is on the cusp of blowing up,
what’s next in retail and shopping, or
what true ‘action-based’ marketing is
then read on.

Hope you find it useful.
Simon Carr, Chief Strategy Officer
Lysette Jones, Group Strategy Director

Gareth White, Strategy Director
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Applied business anthropology for
‘better, deeper insights’

A panel featuring Gigi Taylor from Indeed,
Patti Sunderland from Cultural Research
Analysis Inc, Matt Artz from Cloudshadow
and Marcel Salas from the University of
Illinois espoused the virtues of anthropology
and how the application of it can lead to
better, deeper insights.

The session opened with the panel defining
what anthropology is by comparing it to
psychology.

Psychology aims to understand the needs,
desires and motivations of an individual.

Anthropology aims to understand culture and
therefore offers a point on view on collectives
or groups.

They used the example of working with an
agency on a brief about milk. The goal was to
get people to drink more milk. What
anthropology offered was how do people think
about milk symbolically. For many it is in a
clear glass. But it also exists elsewhere -
milkshakes, cereal bowls, in cups of tea. How
could advertising therefore enlarge the
consumption opportunities.

The key technique is ‘the analytical frame’
whereby you ask ‘What is...?" So, for example,
what is luxury or what is beauty?

There are then three ways of getting to
better, deeper insights using this frame:

1. Meaning What does beauty mean to you?

2. Experience Tell me about your daily
patterns, habits and practices around beauty.

3. Context - How does beauty fit into your life
- family, personal, professional.

This is all about understanding how people
organise and categorise the world and better
understand the nuances of everyday life.

There was a great quote from Marcel Salas
about “Making the familiar strange. Ideas and
rituals we see as normal - pick them apart”

They also made the point that our biases are
unconscious when we don’t make the time to
reflect on our practices and ideas. These can
be a block to innovation. Using these
anthropological techniques unlocks rituals and
practices, depth of understanding and
reframing opportunities.

In summary the value of applied business
anthropology is that it gives us a new and
different frame that we don’t usually use by
thinking beyond the individual or the
interaction.
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Forget Fear:
The Tactics
Marketers
Need Now

Fear is the most powerful motivator of human behaviour.
Marketers use it to get consumers to take immediate action,
whether that be to generate FOMO by stressing that the sale is
about to end or to state that '10 other people have this in their
basket’. Nancy Harhut, Chief Creative Officer of HBT Marketing, a
specialist marketing agency focused on behavioural science
techniques, has declared that this type of fear palesin
comparison to the fear people are feeling as a result of the
pandemic. Its effectiveness has been eroded given the wider
context. Furthermore, when feeling fearful, humans actually
become less decisive and reject change so less likely to try
something new.

She suggests that there are 3 alternative tactics rooted in
behavioural science that can be deployed instead.

1. Autonomy bias

Humans have an innate need to feel in control. Currently the
pandemic has thrown us into an unknown situation where
routines have been turned upside down and many of us don’t feel
in control of our lives at all. Autonomy bias is a technique that
makes us feel like we have some control over our buying choices.
Research has found that we are 4x more likely to buy if we have
options. For instance, when shown an ad for a credit card, if the
creative shows one credit card option the question the consumer
is asking is, ‘Do | need a credit card? whereas if the creative
shows two credit card options with the differences between them
clearly articulated, the question becomes, ‘Which credit card suits
me best?’. She also gives the example that showing progress bars
plus information about what is going on during the progression is
a powerful tool. This simple technique gives us a sense of control
and is proven to increase positive customer experience scores
and we tend to be happy to wait longer.

2. Cognitive fluency

Humans prefer things that are easy to think about and easy to
understand. She suggests several small yet powerful tactics to
get us to take the desired action. When something is hard to read
it makes our brains think that it’s hard to do. She recommends
using numerals instead of writing the number out in long form,
it’'s proven to increase clicks/opens at least 10%. Apparently odd
numbers work better than even numbers, but most of all, the
numerals stand out in a sea of text. Using rhyme can enhance an
important piece of copy as our brains find rhymes easy and
conflates this with more truthful and accurate. White type on a
dark background and italics are also no-nos. We scan-read a lot
so make sure longer form copy is scannable by using bullets and
spacing. Finally, breaking down larger numbers into smaller
chunks helps us relate and digest the information more easily. For
example, breaking down an annual cost figure into a daily cost
and framed as ‘the same as the cost of a cup of coffee’ makes it
easy for us to understand.

3. Social proof

When we aren’t sure about what decision to make, we look at
what our friends, family and neighbours are doing and do the
same. We're currently finding it hard to make fully informed
decisions due to the confusion of these unprecedented times. For
example, a UK study found that we were more willing to wear
face masks when we knew our friends and family were vs the
information on the effectiveness of mask wearing. She suggests
marketers can use social proof in ad copy by labelling products
as ‘best selling’ or ‘popular’, showing that ‘customers like you also
bought x’ and showing tesimonials/reviews from sceptics.



‘Purpose washing’ and what true
action looks like for authentic brands

Globally, 94% of consumers said it is
important that the companies they engage
with have a strong purpose and will even
avoid shopping from those who do not.
And so, brands are scrambling to get on
the bandwagon with strategies, campaigns
and mission statements that create deeper
meaning and purpose that appeals to the
value-based shopper. But is it always
authentic?

In this panel, Hilary Wood (Vice President
Marketing & Responsibility for The Body
Shop), Joe Kenner (President & CEO of
Greyston) and Sean Greenwood (Grand
Poobah of Public Relations at Ben & Jerrys)
all talked about three areas; authenticity,
why businesses should care and the
consumer perspective.

Authenticity

The panel talked about what differentiates
surface/marketing vs. those that pursue
action in an authentic way. This should take
the form of identifying how businesses can
make a difference - whether at a local,
regional or national level - and thinking
about it long term beyond the press release.

They also talked about how reporting,
transparency and accountability were key
areas to deliver authentic action.

Ovur Product
Mission

Our Economic
Mission

Hilary talked specifically about The Body
Shop and one of their values of being an
activist brand - commitment and action -
seeking legislative change and an end goal.
So beyond cause to action seeking.

Why businesses should care

Sean said that “If you'’re asking for the ROI
you’re asking the wrong question” whilst Joe
talked said that “it isn’t binary and that its
not “rofit vs do good - you do both.”

When asked if it worked, Joe mentioned that
“All of our companies are 40+ years old, the
model works.”

The consumer perspective

Sean said that “We believe there is a deeper
opportunity - that people want something
more - especially in the next 10-20 years”
and that Ben & Jerry can be an “on-ramp to
some topics.”

They closed by saying that its not just about
‘Millennials’- it’s a wider psychographic - in
terms of not what do | buy, but where do |
work and how do | live?

Our Social
Mission



Build Great Partnerships,

Don’t Clout-Chase

Post Malone x Bud Light

JP  (Wieden+Kennedy), Joel Rodriguez
(Translate), Shana Barry (Anheuser-Busch)
and Upscale Vandal (Upscale Vandal Group)
discussed their favourite collaborations, the
resulting work and what they saw to be the
ingredients for success.

Authentic synergy between brand and
talent/artist was most regularly cited as the
key to a powerful and influential partnership.
Rodriguez talked about gaining a deep
understanding of the ‘code of (the) culture’ a
brand wanted to tap into and whether a
brand could speak this code with fluency. He
suggested brands need to listen to members
of their team who come from the culture
they’re looking to embrace. He also
recommends getting a rich understanding of
the rules, the belief systems, the language,
the artifacts and the values of that culture.
Don’t just do desktop research. Ethnography
is important, going to communities and
understanding a day in the life.

Shana Barry and Upscale Vandal spoke of a
true collaboration of effort between artist
and brand. A brand should not force their
brand guidelines on the artist as fans will see
straight through this. A brand could go as far
as asking the target audience to be the
casting directors for influencers. At
Anheuser-Busch, for longer partnerships,
Barry always poses the question of, ‘Why do
we want to keep working together?’ every
year to ensure the relationship remains
equitable and of value to both parties.

1 &

YOu LéqE ME

Naomi Osaka, Lil Baby, Bubba Wallace, Janaya Future Khanx
Beats by Dre

Anheuser-Busch have partnered with Post
Malone (pictured) for almost four years.

Rodriguez and Upscale Vandal talked about
a signal of a successful artist brand
partnership is whether it ‘strikes a chord and
strikes a nerve’. As an example they cite the
Translation’s work for Beats by Dre, entitled
‘You Love Me’. This ad/film was released in
the aftermath of the Black Lives Matter
movement. The moving film shows high
profile Black individuals from sport, music
and activism challenging the viewer with the
guestion, ‘You love Black culture, but do you
love me?’. If you haven’t seen it, it is worth a
watch.

Rodriguez went on to talk about always
taking care of the detail. He says the ‘details
matter to the people that matter’. For
instance, in the film, Naomi Osaka who is of
Japanese Haitian heritage is silently
contemplating a painting created by Ulrick
Jean-Pierre an important Haitian-American
artist. The painting captures the Haitian
revolution: slaves rebelling against their
masters. It was in this moment that Beats by
Dre made Haitians feel ‘seen’ using an
authentic and powerful partnership. The
YouTube comments were inundated with
Haitian flag emojis on release of the film. It
struck a chord.

In summary, key success factors are:
Authenticity, space for artist creativity, strike
a chord and strike a nerve and scrutinise the
details that matter to the people that matter.


https://www.youtube.com/watch?v=h0rfCYy9jbI

The Future of e
Retail and
Online
Shopping

Livestream Shopping is going to become the norm over the
next few years. This is the bet that Amazon, Google, Klarna,
Beauty Counter, Facebook and TikTok have made. Isn’t it
just the same as traditional TV shopping channels like QVC?
Yes, but mobile and immediate. In China livestream
shopping already generates 134 billion euros in a year!
Alibaba have even created a ‘Village Livestreaming College’
to help individuals kickstart their careers in front of the
camera.

#BleibGesund o 14:05 @ 9!

A &8 live.lancome.co.uk

What is livestream shopping? Some call it a blend of QVC
and Tupperware parties. Lockdowns have accelerated its
uptake as consumers seek more engaging and fun shopping
experiences, emulating going shopping with friends, but
online. Hosts, mainly influencers to start off with, can
livestream to their fanbase showcasing a range of products
they like. Livestreaming means that viewers can ask
questions like, ‘Is it true to size?’, is it see-through? Can we
see it with black shoes?’. Sharing the shopping experience
with an influencer’s following can also generate a sense of
community and validation for a shopper. And of course, it
means that they can buy the products at the touch of a
button.

Amazon started their livestream shopping channel (Amazon
Live) in 2019 and they found that the most successful
livestreamers are ordinary people who don’t have a highly
polished and professional set up, but are able to have a
conversation, highlight product benefits and have a sense of
humour. Klarna also found this, and it was actually a
challenge as the brands they work with would have strict
guidelines as to how the brand should be positioned.

When asked to consider which other categories over and
above fashion and beauty livestream shopping could be
appropriate for there were some hesitancies from the panel.
Categories cited were homeware and tech. However, on
looking at the Amazon Live channel, there are people
livestreaming cooking from their kitchen and people talking

L’Absolu Rouge
about their ‘Favourite Amazon Finds’ which can include : :
anything available in the ‘shop of everything’, for example, | Drama Matte LIpSthk
watched one about a silicone back scrubber for the bath! £27.00

Some brands have taken steps last year to test the format.
For example, Farfetch partnered with Bambuser an
interactive live shopping provider. L’Oreal Group ran a
livestream shopping series for its Lancdme brand and
smaller vintage boutiques have experimented with " message...
livestreams on Instagram TV where they have seen sales =
success and customers often asking when the next
livestream is going to be. Hero, a technology company that
facilitates these livestreams, has found that customers are
21x more likely to buy when they virtually ‘shop’ with a sales
associate than if they were left to browse online.

It certainly seems a natural next step for influencers who
currently feature and successfully sell products in their
YouTube videos and Instagram feeds.



https://www.amazon.com/live

% What’s Next in Social?
Enter the Metaverse

This question was posed by Shasta Nelson, a
Friendship Expert, to Lauren Bigelow (IMVU),
Jessica Freeman (Minecraft) and Meaghan
Fitzgerald (Facebook Reality Labs Experiences).

Nelson opened with how the pandemic has
highlighted that, as humans, what we want most
of all is connectivity. She asks how social media
and gaming can facilitate connections, distinct
from just interactions. Freeman from Minecraft
says that how people currently use the platform
is about connecting with others. She gives an
example of how a woman in her 60s told her that
she plays Minecraft with her grandson every
week as they live very far away from one another.

The conversation moves onto the metaverse
which Bigelow defines as ‘a virtual reality space
where users have a version of themselves in a
persistent digital world’. Bigelow is Chief Product
Officer of IMVU which is one of the largest
metaverses currently available online (it has 7m
monthly active users). The panel mainly centered
around the topic of positivity in the metaverse.
The consensus was that the metaverse
experience must be more positive than the real
world otherwise no one will want to use it.

Each business was working on designs in order to
promote positivity and reduce toxicity. Bigelow
spoke of how they have IMVU volunteers (real
people) who welcome new users to show them

I's largest avatar-based social natwe
es build deeper friendships, creativity cou L N
relationships matter. A of €A Y

how and where to start off. They have also been
designing in shared experiences that can
facilitate friendship, for example, watching
movies together and creating escape rooms.

Fitzgerald, who is working on )
says that you can create safety bubbles with
others in the Horizon virtual world and they’ve
zoomed in on the experience when having to
report something to be as seamless and positive
as possible.

For Minecraft, they have focused on making the
participant feel safe, supported and heard. For
instance, enabling participants to build campuses
in Minecraft for graduation ceremonies as these
were cancelled during lockdown.

Related to positivity, all were always looking at
how to allow participants to personalise how they
are represented in the metaverse and express
themselves creatively. Nelson cites vulnerability
to be a key tenet of a friendship and creative
expression is a way to show vulnerability. They
believe that there will be an explosion in this
space as it is a huge opportunity to allow people
to feel seen and heard in a more equal and
hopeful space compared to the physical world.

COMES TO PLA



https://www.oculus.com/facebook-horizon/?locale=en_GB

CreaTech UK:
Where Creativity Meets Technology

CreaTech describes new tech that seeks to improve and automate the delivery and use of
creative services.

Together the creative and digital industries contribute £250bn to the UK economy each year.
These companies are generally Tech platforms, Start ups, or Creative. These are across many
specialisms such as; Advertising, arts and culture, architecture, craft, design, fashion, film and
television, games, music, and publishing.

This is considered a big growth opportunity for the economy over the next decade. It’s raised
over $5bn of venture capital investment in the last 10 years and attracted almost $80m of
leveraged funding from UK research and innovation for over 600 projects in the last 3 years.

CreaTech is driving the next industrial revolution. Audiences are craving new experiences that
surpass what is possible in the real world. They are moving to new platforms to be inspired,
connected, and engaged in new ways.

There is a lot of creativity merging the physical and digital worlds, but also creating new worlds in
the ‘metaverse’, with lots of opportunities currently for creators in this space and collaborating
with tech partners and brands.

Further fuelled by digital distribution technology we’re seeing the creation of ‘spatial
experiences’. Connected spaces (venues, buildings and cities), connected content (Entertainment
education), Connected characters (digital performers, avatars, assistants).

The Metaverse
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Why Human Centered Design
needs to evolve to involve Al

In this session Jess Holbrook, Co-Lead of
People & Al at Google argued that Human
Centred Design (HCD) needed to evolve as
it is too narrow, too short term and doesn’t
fully reflect the new opportunities Al can
bring.

Human-centered design has shifted
designers from a fascination with things to
people, bringing design thinking, empathy
and humanity into the mainstream of
product and program development after
mass industrialisation. It has served as the
essential guiding force for product
development over past 30-40 years

With the advent of Al we now need to think
about Human Centred Design for Al. Google
are already developing work in this area

Al Principles People + Al People + Al
Research Guidebook
e _©
te® J AL
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:o .. \,.\'\ ﬂ"—
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The new human data ecology has resulted in
systems of systems.

He then went on to argue that nothing has
meaning outside of its relationships and
nothing exists in a vacuum. You need to
think about how things relate to other
things.

The application of Al was supported through
an example where Google researchers in
2015 asked a deep learning system to come
up with what it thought a dumbbell was.
Computer vision images returned images of
arms and dumbbells (it couldn’t separate the
usage from the object and highlighted the
importance of context), and a language
model from Google Search terms highlighted
the relationship between things. This is Al as
a co-discovery partner and to help
highlight new relationships you otherwise
wouldn’t have thought of.

This lateral thinking was also highlighted
by ‘Sleeping beauties’ - science research
papers - which are unnoticed and then
suddenly gain attention. Essentially they
have been discovered by another field. Who
else has solved the problem well? What can
we learn from them?

Finally, he talked about the need to not just
use the past and present but think about the
future using speculative fiction techniques to
imagine the preferred direction.

The three key tenets of this people + Al
design approach is to think about systems,
think laterally and apply fact and fiction.

rrrrrrrr

Systems not thihgs
Lateral not linear

Fact and fiction
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€D creative Machines:

Al & The Future of
Design and Media

lan Beacraft, CEO and Chief Futurist at Signal and Cipher spoke
about how technology is responsible for the greatest rise in
digital creative capability that we’ve ever encountered. The
headlines have been about deepfakes and the malicious use of
them, but the technologies behind them means that these
digital capabilities are no longer confined to the highly skilled
and highly financed. The convergence of these technologies will
change how we create content and how we experience it. He
talks about synthetic media and synthetic beings. Synthetic
media is when something is generated or modified by
algorithms, deepfakes are an example of this category.
Historically, Hollywood has used Machine Vision to do this for
instance, bringing Paul Walker back to finish his role in Furious 7
and de-ageing Princess Leia in Rogue One. However, we can
now do this as an individual with nothing more than a laptop
and cloud computing. In fact, there are now mobile apps like
Reface where you can face swap videos and memes with your
own photos.

There are three types of deepfakes, voice cloning, face
swapping and puppetry. These elements are made using deep
learning but now it’s not even necessary to have your own
source file to create these. For example, we now have speech to
text models where you input what you want the algorithm to
say, and it can near-perfectly replicate someone else’s voice
reading the text e.g., Elon Musk. The culmination of this
technology is used to create digital beings who are entirely
synthetic: synthetic beings. There is currently a race to perfect
these for digital assistants and lifelike beings in augmented
reality environments and the Metaverse. The creators of Fortnite
have even launched MetaHuman Creator, a web-based app
which allows you to create high-fidelity digital humans in a few
clicks. Beacraft believes that brands will start to regularly adopt
synthetic beings as part of their customer experience e.g., sales
assistants. He doesn’t see this as a passing trend as millions of
people already follow synthetic influencers, the most famous of
which is Lil Miguela.

To participate in this rapidly growing trend, the skillset
necessary to produce in this area is heading quickly towards 3D
and fuelling its democratisation. You can now create in 3D using
an open-source algorithm called PIFUHD (2D image to 3D model
generator) for which you upload images, and it will build a 3D
avatar for you. The avatar can be used in augmented reality,
virtual reality and even in films. The same democratisation is
happening in creating environments: the Metaverse. In addition,
the advent of Web 3.0 technology namely blockchain and NFTs,
means that various metaverses can become the Open
Metaverse where people can use all of their avatar properties
across any virtual world and are not just confined to the
ecosystem it was created in. This lends itself to future peer to
peer commerce opportunities, e.g. selling a garment your avatar
has that you bought from a virtual artist in a different
metaverse.

Beacraft finishes on the revelation that, with this technology
now at our fingertips, it goes further and that we can direct a
computer to create in 3D simply by telling it what we want to
see without having specific knowledge of 3D, e.g. ‘Put a sphere
in the middle of the canvas’. There are already apps available
that have been designed to remove the hurdles of 3D creation
which aren’t particularly easy for users to grasp. Beacraft
believes that we will experience truly inclusive media in the
future, allowing everyone to participate and create their vision,
not limited by skills and experience. New worlds built through
Al-assisted and no-code tools.



https://www.instagram.com/lilmiquela/?hl=en




Are Transmedia storyworlds
the future of entertainment?

Alex Amancio, Reflector’s Founder and
Chief Creative Officer and one of the
visionaries behind Assassin’s Creed,
presented his vision of scalable
transmedia storyworlds that enable unique
experiences connecting fans across the
multiple media verticals of Gaming, Film,
Comics, Novels, Music, Podcasts, and
other entertainment mediums,
encouraging deeper engagement.

His argument was that in a world of shifting
business models the entertainment industry
see segments of video games, film, TV and
music. Yet consumers see worlds whether
that be Harry Potter, Star Wars or
Dragonball Z. They filter their content
consumption through the worlds they want
to inhabit

Why the dissonance? It is simply that media
has evolved from push to pull and audiences
can navigate as they see fit.

From media centricism to storyworld
centricism.

™
SERIES

ANIME
SERIES

There are 3 rules:

1. A distinctive and coherent universe
2. Complimentary storytelling

3. Fanbase or community reciprocity

Rather than thinking about a classic
entertainment shaped release trying to
generate pre—release-buzz, a launch
moment and attempts to lengthen the tail
with post-buzz, we should think about a
series of ongoing, building ‘cycles’ treating
every medium as the main medium.

Transmedia was popular in the early O0s as
agencies and brands looked to pioneer a
new way of storytelling across the web.
Things always move in and out of fashion
and maybe Alex is right and Transmedia is a
powerful strategy for entertainment brands
again.
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A perfect storm for XR and the
future of entertainment

Since this time last year, the pandemic
incited an intense acceleration of
digital transformation, prompting
brands to show up through dazzling,
virtualized experiences. With tools like
real-time production, mixed reality,
new developments in broadcasting and
more, this panel cast a wide net on
how today’'s emerging technologies are
powering tomorrow'’s top
entertainment.

Eric Shamlin, SVP Growth at
MediaMonks; David Freeman, Co-Head of
Digital Media at Creative Artists Agency;
Diego Prilusky, Creative Tech
Entrepreneur; and T.J. Vitolo, Director &
Head - AR/VR at Verizon shed insight on
exciting emerging formats that weren't
possible yesterday—and where
opportunities exist for brands hoping to
show up for audiences in original new
ways.

A perfect storm for XR

5 years ago, it seemed everyone was
talking about virtual reality with Google
Glass, Oculus Rift and Magic Leap, but
VR and AR never really took off as many
thought it would.

In the past 12 months a bunch of things
have come together around the
immersive entertainment ecosystem
which mean it is starting to accelerate.

Creators, infrastructure and technology
is now in place

Entertainment spaces such as cinemas
and theatres have closed

People are shifting into interactive
mediums and young generations are
already in games like Roblox . The
gaming ecosystem is setting this up -
digital goods, digital personas, avatars.
You are going to have an online twin.

“The panel all agreed that when you look
at what kids are doing, they offer a
portent on the future: “Virtual worlds -
this is the future. | watch my kids in
roblox and fortnite, this is where people
will meet” and “: “My 12-year-old codes
in Unity”



The Quest Effect:
Inside VR's Next Chapter

‘ Oculus Quest 2 is experiencing a higher level
of popularity than it’s predecessor. As a more
‘all in one’ package that’s easier to use, (less
wires, better quality optics), Quest 2 sold in 7
weeks what the first Quest sold it it’s whole
L lifetime.

There are more things to do and developers
are succeeding. They have 60 titles on the
platform that are making over $Im in revenue,
and 1/3 of apps are making $1m. Their number
of ‘million dollar apps’ have doubled in 6
months

Dubbing its USP as a ‘feeling machine’ it’s
current functionality consists of; games,
fitness, communication, and work calls. It
hasn’t yet hit critical scale, and it is still very
, much a time of building the platform and
.I I.. -.n. -.I l making it more social. Developers are
focusing a lot on messaging, voice, and how
you present yourself.

4
III' | } Visually there are new avatars, but there is a

push to visually enhance the world and work
with artists to make it more immersive and
appealing.

Behaviours and experiences that are working
will evolve and grow. They set Zoom as a
comparison of how this technology could
make interactions like that much richer for
people and the team are working on what this
technology could mean for working remotely.

Fitness is proving to be a growing category
on the app too, with a popular game ‘Beat
Sabre’ gaining a lot of traction.

Oculus Quest is also wrestling with
connectivity to its social media platforms.
Whilst developers want people to be logged
into the Facebook ecosystem there’s a
growing demand for people to use other
logins, e.g. work accounts which the team are
aiming to accommodate.
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For Artists and fans virtual
new normal

is the

Music has always been a connector of people, now this live unity is manifesting in other ways.

The experience economy was not ready for 2020. The industry had to quickly switch from a
predominately real life to a virtual setting. We've seen a quick and basic version of this with the

likes of streaming, IG live, and filters. Instagram
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