
The marketer’s guide to the culture and 
conversation that’s defining your brand 
(without you even knowing it).
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We keep meeting like this. 

Five years and five global offices later and we’re buzzed to 
be bringing you another culture-defining annual trend report.

You know the drill. We’re going big-brain on the internet and 
culture, because we’re not in the habit of saying more of the 
same. Or the things old-school, big agencies have only just 
figured out. Anyone here still working with them? ;)

At OK COOL, this is our moment to observe the taste and 
trajectory of culture so that when we put work into the world, 
we know people will bother to pay attention. Over the years, 
what’s become clear is that this isn’t a social media or platform 
report. We’re not here to catalogue trends. We’re here for the 
why. And we promise you, it’s a better use of your time.

This is an examination of people and what thrills, captures 
attention, and defines conversation. A cultural state-of-play 
report. A temperature test on taste. A deep dive into the psyche 
of the people you most want to impress.

Settle in, scroll through, and step into the proverbial meeting 
room with OK COOL’s biggest thinkers.

OK COOL Co-Founder 
and Global Head of Brand

JOLYON VARLEY

OK COOL Co-Founder and 
Global Chief Creative Officer

LIZ STONE
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https://www.linkedin.com/in/jolyonvarley/
https://www.linkedin.com/in/liz-stone-ok-cool/
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Another year, another OK COOL trend report, and 
you know the drill. We get into the weeds on, well, 
the whole of culture, content and the internet.

We’re not listing trends, rather we’re getting to the bottom 
of what thrills the audiences we’re trying to impress. What 
motivates them on social and screen, but more importantly, 
what motivated them irl, in their everyday lives, and to 
spend their time, money and loyalty. 

Last year, content got smart in the dumbest way possible. 
As we saw in Gatekeeping Information is SO Boomer 
Coded, class was in session with the TikTok-ification 
of education, empowering audiences to seek access in 
previously unimaginably entertaining ways. As content got 
clever and your audience got demanding, substance in 
content became a non-negotiable. 

They’re more informed, and subsequently they’ve got 
more to say. The comments section is lit up with the kind 
of cutting observations once reserved for brutal 90’s 
editorial think pieces in The New Yorker.

We’re deeping how high the bar for entertainment and 
connection is, who holds the power, and how to find your 
brand and perspective when the balance of influence lies 
in the detail.

https://www.tiktok.com/@nfl/video/7469609124985326894?lang=en&q=nfl%20kendrick&t=1754330893404
https://www.tiktok.com/@savannahbellexoxo/video/7471449609684913451?lang=en&q=angler%20fish&t=1752167725359
https://letterboxd.com/samiser/film/conclave/
https://www.tiktok.com/@tay97233/video/7444379440093695275?lang=en&q=pepe%20trend&t=1752167240672
https://www.okcool.io/trendreport-2025
https://www.okcool.io/trendreport-2025


Everyone has an opinion these days. 
Over 70% of respondents believe we’re living in a hot take economy.

The hot takes are popping off:  
“The people in the comment section are the real cultural critics.”

We’re creating spaces for the real ones, and they’re influential af. 
77% of ya’ll are using Close Friends and Finstas, keeping the unhinged, 
unfiltered and NSFW moments for the real ones.

Overwhelmingly, the content you’re enjoying most comes 
from creators, hot-take and opinion creators, podcasters 
and personalities. We’re loving an opinionated diva. But NO 
ONE is funnier than the strangers in the comments section.  
65% of you know that rn the besties in the comments are 
the height of comedy. 

Where is culture actually culturing?  
Apparently it’s IRL, TikTok and Instagram (although 32.9% 
said it’s happening exclusively in the group chat).
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As usual, we dipped into the mainframe and heard it 
straight from the source, 2700 of you to be exact, from 
across the world, across generations and experiences.
You’re seeing it, too. Influence is going grassroots, 
conversation is king, and culture lives in our ability to 
remix and reinvent in a million different ways. Culture 
is crowdsourced. 
DETAILS ON OUR SAMPLE: 
WHERE THEY’RE FROM: 58% Western Europe, 21% North America, 
13% Australia/NZ, 6% South America, 2% Asia/Eastern Europe. 
WHO THEY ARE: 45% Millennials, 33% Gen Z, 16% Gen X+, 6% Gen Alpha.



one:

four:

five:

six:

welcome to the new town hall, 
what have you got to say?

but wait, am i talking to a real person?

icons know how to be the 
center of the conversation

how your brand can do it 
without giving hey fellow kids

slide into our dms

one:

two:

welcome to the new town hall, 
what have you got to say?

but the world is bigger than an fyp

three:
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Credit: @brookefromonline

Credit: @Delphine

Credit: @chrisbarnescomedy

Credit: @calebsaysthings
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@rebekahroark/photo/7528536853662797086?_r=1&_t=ZN-8zOV73FYB4o
https://www.tiktok.com/@chrisbarnescomedy/video/7497997960328842538?lang=en
https://www.tiktok.com/@standup/video/7168150796767399214?lang=en&q=caleb%20hearon&t=1754330389492


We’ve gone full circle. The internet 
is just a medieval town square. 
Jokers, philosophers, town criers and the 
angry rabble all together vying for attention. 

Years spent curating your perfect 
digital self? It means nothing. You’ve 
got mere seconds to make your mark, 
and no one can fake it in the comments 
section. We’re fans, haters, stand-up 
comedians, theorists. Holding everyone 
(for better or worse) to account. 
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?



Credit: @chloeleaa1111

Credit: @celly.xia

OF YOU SAID YOU ARE 
LURKING IN THERE.

91% BUT 29% OF U R THE 

REAL ONES. 
IN THERE AND ACTIVELY PARTICIPATING.
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@chloeleaa1111/photo/7532436804327197960?lang=en
https://www.tiktok.com/@elly.xia/video/7500241722291522838?_r=1&_t=ZN-8w9tQumGS0c


Comments are now an expected extension 
of content and creators on the platform are 
leaning  into this. Queue comment farming.

Credit: @michelleperibanez Credit: @fizzsinclair Credit: @oceanmanbyween69
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://vm.tiktok.com/ZNdjF8jrg/
https://www.tiktok.com/@michelleperibanez/video/7497003734006877471?_r=1&_t=ZN-8vxnUOeVL54
https://www.tiktok.com/@oceanmanbyween69/video/7500400337346465066?_r=1&_t=ZN-8w9sE4JdMmc


Not only is TikTok our Google, it’s 
becoming our confidant. We’re 
exposing our deepest, sometimes 
darkest, concerns to corners of the 
Internet with more trust than ever. A 

rise in AI and automation has sent us 
searching for peer-to-peer advice in 

the comments: personal, flawed, 
but with feeling.

Credit: @sez9078

Credit: @cameronisaboysname
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@cameronisaboysname/video/7487601901580668191
https://www.tiktok.com/@sez9078/video/7529886890506472726


Remember when you went to 
school and hadn’t seen that 
Simpsons episode from the 
night before?

Then it didn’t matter, and 
entertainment became a 
solitary experience And the usual things are happening 

when we spend a shit load of time 
together. We get a little weird. 
Creating shared language, codes, 
lore and expectations.

But we’re returning to 
communal consumption
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?



YOUR AUDIENCE IS UNIONISING 
IN THE COMMENTS. BRANDS, 
ACCEPT YOUR FATE, LISTEN 
IN, AND GET IN FRONT

Credit: @hbo

Credit: @reddit

We know there is power in numbers, 
and the silent scream from the 
comments is surprisingly loud.

Audiences have the power to drag you, and 
make their demands. Whether it’s the stans 
literally begging for a Shrek 5 redesign, or 
HBO just knowwwwing they’re going to get 
roasted for the sixth logo design in recent years. 

But don’t think of it as a bad thing. It means 
you’re the custodian of a fandom that really 
cares. So get self-aware, read the comments, 
and know that sometimes the final boss 
brand move is just calling a spade a spade.
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.instagram.com/p/DJt4-9dJWxn/
https://www.reddit.com/r/TopCharacterDesigns/comments/1izoqrh/sohow_are_we_felling_about_the_shrek_5_designs/
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?



Credit: @moderndaymama1

Credit: @mercedesfbenson

Credit: @jacksonchristx

Credit: @aggythegift2.0

Credit: @emmamorey_

Credit: @jet2

NOTHING BEATS A JET2 
HOLIDAY!!! THE POWER OF 
THE PEOPLE IN REAL TIME

Jet2 are ascending, but not in flight….

The classic TV jingle, once an intentionally earnest ad for family-friendly 
discounts, has become the trending sound of the summer. It’s evolved 
from a trending sound paired with chaotic, ironic holiday content. Now 
the VO artist is performing live alongside DJs. We just can’t get enough of 
it. Brand properties, reclaimed by audiences, colloquialised and embedded 
in cultural lore. 
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@moderndaymama1/video/7526396205920718094?q=nothing%20beats%20a%20jet2%20holiday&t=1754515288801
https://www.tiktok.com/@aggythegift2.0/video/7526533623051226390
https://www.tiktok.com/@mercedesfbenson/video/7531385402796608790?lang=en&q=nothing%20beats%20a%20jet2%20holiday%20dj%20set&t=1754515538184
https://www.tiktok.com/@emmamorey_/video/7519222120740621590?q=nothing%20beats%20a%20jet2%20holiday&t=1754515288801
https://www.tiktok.com/@jacksonchristx/video/7531781325339086093?lang=en
https://www.tiktok.com/@jet2/video/7495703308158487840?q=nothing%20beats%20a%20jet2%20holiday&t=1754515288801


When the viral Angler Fish swam to the surface this year, 
we probably didn’t clock at first that it was actually a 
reflection on the hopeless state of modern dating in 
2025, or on what it means to persevere despite all 
odds. This diva once again showed us that the audience 
is operating on levels we can’t even fathom.

But the internet did what it did best, and made 
something deeply silly, yet profound.

WHO KNEW?

Credit: @nightshift1976

Credit: @niallocallaghan91

Credit: @lordheavell

Credit: @belleperez_

Trend Report 17

All Rights Reserved@OK COOL Ltd. 2025

WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

Credit: @animalcrew.13

You don’t have to reinvent the 
wheel. Do something good, 
something that first captures 
your audience because it is 
good - then allows them to take 
it, roll with it and make their own. 

https://www.tiktok.com/@nightshift1976/video/7471782945657834774?q=she%20finally%20saw%20a%20light%20she%20didnt%20have%20to%20make%20&t=1755010192061
https://www.tiktok.com/@niallocallaghan91/video/7471783524446637334?q=niallocallaghan91%20angler%20fish&t=1755523199423
https://www.tiktok.com/@belleperez_/video/7471430958592494850?q=i%20just%20found%20out%20about%20the%20angler%20fish%20and%20im%20sobbing&t=1755523246830
https://www.tiktok.com/@lordheavell/video/7472525235519114527
https://www.tiktok.com/@natgeo/video/7470658418232298798
https://www.tiktok.com/@animalcrew.13/video/7470584024658906390


Your audience owns the narrative, 
and there’s nothing more IYKYK 
than intertextuality. They’re going 
to remix, reimagine and recreate. 
Have the confidence to let them. 
They’ll love you the more for it.

It’s not so much what they see 
of themselves in content, it’s 
what they can create with it. 

Your audience wants 
content that lets them get 
into the weeds with their 
fellow stans. Create for 
the few in the comments, 
and you’ll see results from 
the many on the FYP.

“Comments and DMs often 
spark my biggest ideas, it’s 
gone from me just posting to 
creating together. A simple 
comment can spark a spin off 
series or idea that I’m yet to 
work on.”

CALLUM RYAN

@thatonecal
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@thatonecal?lang=en


COMMENTARY HAS BEEN TIKTOK-IFIED. THE COMMENTARY IS MORE SILLY THAN EVER.

Credit: @complexpop Credit: @myalienlife0 Credit: @mad_mitch Credit: @apxoxo14 Credit: @burberry
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.instagram.com/p/DJZntIfN6QO/?hl=en
https://www.tiktok.com/@myalienlife0/video/7514623931655949591?lang=en
https://www.tiktok.com/@mad_mitch/video/7533379764476726583?lang=en
https://www.tiktok.com/@apxoxo14/photo/7528241773014027551?lang=en
https://www.tiktok.com/@burberry/video/7512758566881594646?lang=en


Years of brainrot has rewired the younger 
generation as they reach new heights 
of consciousness. 

Constant exposure to other people’s opinions 
has resulted in a dramatic shift. Irony is 
their north star, and they’re self-aware to 
unprecedented levels. 

This has heralded the death of sensible. 
Behaviour itself is shifting in response to this 
chaotic new world,  where free will reigns, and 
nothing is ever that serious.

Credit: @turntoppage394

Credit: @reesebros

Credit: @lorienmariejean

Credit: @_jagboxing_

Credit: @thatsthetea

Credit: @herfirst100k

78K
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

Credit: @darraghgreenee

Credit: @essentially_em

https://www.tiktok.com/@lorienmariejean/video/7477898717266316562?lang=en
https://www.tiktok.com/@turntoppage394/photo/7508435855640382742
https://www.tiktok.com/@reesebros/video/7480458702756007176?lang=en
https://www.tiktok.com/@_jagboxing_/video/7521431607161425174
https://www.tiktok.com/@herfirst100k/video/7505992897867681054?_r=1&_t=ZN-8zOVD18H4lC
https://www.tiktok.com/@essentially_ems/video/7531274840825793814?lang=en&q=fitted%20sheet&t=1754862669940
https://www.tiktok.com/@darraghgreenee/video/7508762523475184918?_t=ZN-8zMjYE8atRG&_r=1


Trends like “Propaganda I am not 
falling for” are all vehicles for saying 
what we really think: “this is lame and 
we HATE it.” Audiences are mass 
calling it, and it ’s feeling really good 
to get some things off our chest. 

Credit: @katrinamartin_

Credit: @kyramaeturner6

Credit: @bigmoneyplayers

OF YOU SAID YOU 
WOULD DESCRIBE 
YOURSELF AS 
A HATER!!!!1/3
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We have X wars and 
diss tracks; hater 
mentality is back. 

WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@katrinamartin_/video/7506328368321678598?q=propaganda%20i%20am%20not&t=1749653555548
https://www.tiktok.com/@kyramaeturner6/video/7506650253488049430?q=propaganda%20i%20am%20not&t=1749653555548
https://www.tiktok.com/@bigmoneyplayers/video/7522971362139426062?lang=en


Credit: @yearningyardies

Credit: @yearningyardies

Not the overly earnest, brand safe kind, though. Instead, 
emerging from the algo is a raw and diabolically silly version. 

Parallel to conversations of radical acceptance, we’re 
encouraging ourselves and others to reclaim enthusiasm and care.
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72.3K

34.2K

120K

WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

https://www.tiktok.com/@yearningyardies/video/7515409325708332318?lang=en-GB&q=you%20better%20be%20nice%20about%20it&t=1752160766670
https://www.tiktok.com/@yearningyardies/video/7515409325708332318?lang=en-GB&q=you%20better%20be%20nice%20about%20it&t=1752160766670


There’s a lot out of our control these days. But 
what is in our control? Getting revenge for people 
who have been wronged online.

The besties in the comments; ready to mobilise.

Credit: @folkmedicineremedies

Credit: @rottenwronguns

Credit: @jezbreezy

Credit: @folkmedicineremedies

1

5
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3
4

29.8K

88.1K

70.1K

3110

Credit: @puzzlesbringmepiece
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WELCOME TO THE NEW TOWN HALL, WHAT HAVE YOU GOT TO SAY?

20.2K

https://www.tiktok.com/@folkmedicineremedies/video/7523378640684436791
https://www.tiktok.com/@rottenwronguns/video/7524088801631685910
https://www.tiktok.com/@puzzlesbringmepiece/video/7525254061063408909?_r=1&_t=ZN-8xv6x7cS9dW
https://www.tiktok.com/@jezbreezy/video/7525447550204153106?_d=defm6l6485l4bf&_r=1&l[
https://www.tiktok.com/@folkmedicineremedies/video/7524369642081553719


Credit: @highsnobiety

Credit: @dreambabypress

Credit: @silkelondon

Let’s look into the platforms, 
digital and IRL spaces less 
frequented that are capturing 

the culture and conversation.
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BUT THE WORLD IS BIGGER THAN AN FYP

https://www.tiktok.com/@highsnobiety/video/7294205204671597866?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@silkelondon/video/7490959977796930838?lang=en&q=robert%20irwin%20bonds&t=1754331052830
https://www.instagram.com/p/DBg0-EsvZrH/?hl=en&img_index=1


“Angry menopausal women on Substack; 
marginalised voices speaking up despite fear; 
Gen Z newsletter writers giving it everything 
outside the parameters of mainstream media. 
Reductress and The Onion”

“Creators and thought leaders who are experts 
in their fields. Then the comment sections lol”

“Comes from the next 
conversation at a bar table”

“YouTube Essayists, Podcast hosts, TikTok & 
Instagram Creators, Reddit threads, Discord 
servers, and private group chats”

Where is the most insightful 
cultural commentary today?

US

“My mates are still my most trusted source. 
The stuff they send me privately is almost always 
better than what I find in my feed. It’s a form 
of social editing that no algorithm can match”

YOU
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BUT THE WORLD IS BIGGER THAN AN FYP

If we’re saying that in the comments, imagine how unhinged the 
group chats are. 

We’re retreating to the spaces where culture, cult and fandom is 
operating in its most potent form. True grassroots community, 
opinion and influence. Whether it’s the Reddit thread, Letterboxd 
reviews or, best of all, just the group chat of those seven friends 
that are the arbiters of culture and influence in your world.



Seems you can’t keep a good platform down. The Reddit renaissance is 
upon us, and the historically unsexy platform feels like that hot take from 
five years ago that has aged incredibly well. 

Outspoken, yet (relatively) for the public good, Reddit is doing the near 
impossible for a heritage platform, and 20 years after its inception, it’s 
the fastest growing social media platform in 2025 (eMarketer, 2025).

A primitive, yet an undeniably human space, we’re gathering here for 
the transparent, anti #sponcon, niche conversation somewhat harder 
to preserve on other platforms.
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BUT THE WORLD IS BIGGER THAN AN FYP



Credit: @substackCredit: @hinge
OF YOU SAID YES

66.7%
DO YOU CONSIDER 

SUBSTACK A SOCIAL 
MEDIA PLATFORM?

Since we last chatted, Substack is even more that diva. 

What kind of discourse do you want? A podcast, a video essay or an intrusive 
thought (note) - it’s got it all. THANK GOD brands are finally realising its potential 
(thanks for listening        ).

Substack is a true community tool, whether posting to 17 subscribers or 1500, it’s 
a space to engage in conversation, reinforce your values, and intellectually connect 
with an audience.

We’re not using these spaces for mass reach. It’s about creating a space 
where your brand world, and fandom, is at its most potent and powerful. 

SUBSTACK AND IT’S THE SAME BUT THERE’S VIDEOS 
AND PODCASTS SO IT’S NOT BUT IT’S STILL SUBSTACK
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BUT THE WORLD IS BIGGER THAN AN FYP

https://www.no-ordinary-love.co/
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BUT THE WORLD IS BIGGER THAN AN FYP

Marketing has broken the fourth wall, and we’re drawing a direct 
line from Sheerluxe EGC to InStyle satirical Intern diaries to LinkedIn’s 
current excellence for cultural discourse. Culture is shaped in 
conversation, both by those who consume it, and by those who 
seek to influence within it. Now, we’ve got a space to talk about 
that with intention. The LinkedIn commentary is actualising a 
more interesting creative standard for the industry, in real time.

So is it B2B or B2C? Babes, your boomer is showing. Today, your 
brand should have an ‘everything, everywhere, all at once’ mentality 
to being in culture and spoken about. FOLLOW JOLYON HERE 

FOR DAILY CULTURE UPDATES

https://www.linkedin.com/in/jolyonvarley/
https://www.linkedin.com/posts/annieejhouse_while-a-couple-weeks-ago-could-be-considered-activity-7347985291435008001-WSic?utm_source=share&utm_medium=member_desktop&rcm=ACoAABW-eIgBwtGvn5hLMBlvxA9e_qDvxGTnTnA
https://www.linkedin.com/posts/annieejhouse_while-a-couple-weeks-ago-could-be-considered-activity-7347985291435008001-WSic?utm_source=share&utm_medium=member_desktop&rcm=ACoAABW-eIgBwtGvn5hLMBlvxA9e_qDvxGTnTnA
https://www.linkedin.com/posts/jolyonvarley_this-could-be-fake-news-doesnt-matter-activity-7359495831764230144-lyo-?utm_source=share&utm_medium=member_desktop&rcm=ACoAABW-eIgBwtGvn5hLMBlvxA9e_qDvxGTnTnA
https://www.linkedin.com/posts/jolyonvarley_this-could-be-fake-news-doesnt-matter-activity-7359495831764230144-lyo-?utm_source=share&utm_medium=member_desktop&rcm=ACoAABW-eIgBwtGvn5hLMBlvxA9e_qDvxGTnTnA
https://www.linkedin.com/posts/jolyonvarley_this-could-be-fake-news-doesnt-matter-activity-7359495831764230144-lyo-?utm_source=share&utm_medium=member_desktop&rcm=ACoAABW-eIgBwtGvn5hLMBlvxA9e_qDvxGTnTnA
https://www.linkedin.com/in/jolyonvarley/


Almost every platform today 
provides a stream of content, but this 
undercurrent of active consumption 
has surfaced, and the platforms’ 

capabilities for comments and 
interactions are shifting as well.

Image responses are driving another 
shift in the immortal language that is 
memes, where viral trends and general 
social culture are quickly absorbed 
into the ever-expanding dictionary of 

internet speak.
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https://vm.tiktok.com/ZNdXk5YVx/
https://vm.tiktok.com/ZNdXkprYG/


 Pinterest

Discord A sticker on a lamppost

Rotten tomatoes clout

Lime bike miles

Sent by pigeon

Close Friends lists

Wikipedia

Shazam

Letter to the Editor

Instagram

X (like sure)

Broadcast

YouTube

TikTok

Community 
experienced 
via Facebook 
Marketplace 

The 
comment 
section

The 2019 Ibiza trip 
WhatsApp group chat

Substack
Reddit as 
centralised truth

Podcast as content, 
platform, community, 
journalism, cult and celebrity

Letterboxed both as 
earnest film community 
and stage for comedy flex

Ironic (and somewhat 
desperate) Venn Diagram 
based memes

Parasocial Vinted 
back and forth 
negotiations

The parasocial and somewhat 
emotionally manipulative 
relationship between me and the 
Duolingo owl

A message in a bottle (of course 
creating a fire TikTok about the 
experience)

Book Clubs (both celebrity TV 
and film production pipelines and 
local friend groups who passively 
aggressively judge one another 
for their suggestions)

performative tote bags

Splitwise

Supper Clubs

Dipsea and Quinn letting 
the girlies thirst in the 
comments section together

Strava (yas kudos)

Facebook
PI.FYI (a social platform born 
of the success of the Perfectly 
Imperfect newsletter

Snapchat

Twitch
Club Penguin

Threads

Lemon 8

LinkedIn evolving from corporate 
Big 4 mentality to low key one of the 
coolest spaces for decentralised yet 
somewhat cringe millennial skewed 
original thought

INTENDED PLATFORMS

UNITENDED PLATFORM
S
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I SUPPOSE WE SHOULD TALK A LITTLE ABOUT AI?
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BUT WAIT, AM I TALKING TO A REAL PERSON?



Credit: @briankearneyyCredit: @wellwitholi

Credit: @jennyferjay

Credit: @blakely.gif 2408

Who even knows??? (your audience doesn’t). But they’re still using 
it in way more unexpected and interesting ways than you’d predict. 

The pilates princess? Meal planning and recipes. Hanging on by a 
thread? Affordable therapy. Bored of app dating chat? Outsource it. 
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https://www.tiktok.com/@wellwitholi/video/7501643092609600790?_r=1&_t=ZN-8wAGeATsHWo
https://www.tiktok.com/@jennyferjay/video/7409235508771048737?q=chatgpt%20health%20advice&t=1746626966445
https://www.tiktok.com/@blakely.gif/video/7228700396292934958?_r=1&_t=ZN-8w9tCdGLfMc
https://www.tiktok.com/@briankearneyy/video/7507315984978545962?lang=en


Credit: @neuralviz

Credit: @timetravellerpov

Credit: @aironicfun

Credit: @rachelthecatlovers

Credit: @theluxurymama Credit: @burnerlima

Slop? Utopia? Neither. What is clear? AI is only ever as influential or 
creative as the human catalyst behind it. We’re bringing our wildest 
thoughts to life, and then watching as they reinspire their own 
subcategories of human originality, creativity, and counter-commentary. 

AI TURNS ORIGINALITY INTO BIGGER 
CONTENT PLAYGROUNDS. 

RECLAIMED BY GEN Z AND RETURNING 
TO A FUNNY, LOW-FI, HUMAN AND 
AUTHENTIC TIKTOK TREND (THAT IS 
COMMENTARY IN AND OF ITSELF)

Satirical takes on the 
chaos of our times start 
to appear as AI storylines. 

AI Bunnies on a 
trampoline fooled us into 
questioning what’s real.

Ballerina Cappuccino 
becomes a household 
name on the FYP. 

History’s greatest 
hits get the AI POV 
treatment.  

DYSTOPIAN REALITIES 

REIMAGINED NARRATIVES

CORECORE BRAINROT

IMAGINATIVE LOFI ARCS
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https://www.tiktok.com/@rachelthecatlovers/video/7531584773500751118?q=bunnies%20jumping%20on%20trampoline&t=1755274700551
https://www.tiktok.com/@neuralviz/video/7507066348472749358
https://www.tiktok.com/@theluxurymama/video/7472299870838164758?q=pov%20you%20wake%20up%20as%20a%20corporate%20slave%20taking%20the%20&t=1755010612153
https://www.tiktok.com/@burnerlima/video/7472838545183411458?q=pov%20you%20wake%20up%20as%20a%20girl%20fighting%20for%20her%20life%20to%20wash%20her%20make%20up%20off&t=1755010785949
https://www.tiktok.com/@timetravellerpov/video/7470205638908431648?q=pov%20you%20wake%20up%20&t=1755011030504
https://www.tiktok.com/@aironicfun/video/7483426614135491862?q=ballerina%20cappuccino&t=1755274452136


Dear reader, 
we know this is a lot.

Take a breath. 
You’re doing great.

BTW: If you’re a big 
global brand you can 

request a presentation 
→ studio@okcool.io.
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mailto:studio%40okcool.io%20?subject=


Credit: @kneecapcoel

Credit: @meditationsfortheanxious

Credit: @silkelondon

Credit: @subwaytakes

LET’S TAKE A LOOK AT THE BRANDS AND CREATORS THAT ARE REACHING ICON STATUS.
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https://www.tiktok.com/@silkelondon/video/7490959977796930838?lang=en&q=robert%20irwin%20bonds&t=1754932008572
https://www.tiktok.com/@meditationsfortheanxious/video/7534446094550453526?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@kneecapceol/photo/7523684092680998166?lang=en
https://www.tiktok.com/@subwaytakes/video/7527348816152939807?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910


Some of the most impressive brand moves 
follow a simple formula: What do you stand 
for, and how can you deliver that in culture?

A24 killed it as per. While 
Materialists may be trying to beat 
the “Broke Boy Propaganda” 
allegations, what better way to 
demonstrate the film’s exploration 
of the commodification of love than 
setting up their own live stock 
exchange but for men?? The Ordinary? A brand built 

around value and simplicity. 
So when cozzy livs gets 
out of control, they step in. 

Credit: @filmupdatesmain
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https://www.instagram.com/p/DHgZ9QWuirP/?hl=en&img_index=1
https://www.instagram.com/p/DKkRUX1I1hl/?hl=en&img_index=1
https://www.instagram.com/p/DKkRUX1I1hl/?hl=en&img_index=1


Some of the brands we 
think are certified hotties
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A TIP FROM THE TOP

Make your product a character 

worthy of talking about

MAC 
COSMETICS

Functionality alone rarely sparks conversation. 
What people really connect with is comedy, 
relevance, and unexpected twists, especially 
when they appear in the products we least expect. 
By focusing on what genuinely gives people 
something to talk about in the context of travel, 
not just the trending TikTok destination, we create 
moments the audience will actually care to react to.

MAC Cosmetics is a brand that knows 
exactly who it is they want to be on the level 
with: the self-aware internet party girlies. 
Thirst trap product videos? Perfect. Nepo 
baby campaign? No notes. Plastic surgery 
comedy? Inspired.

Letting creators craft 
commentary with, and 
about your product.

Commentary 
with a full beat.

AWAY
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A TIP FROM THE TOPCreate unflinchingly for your audience. They’ll get it.

https://www.tiktok.com/@brett_neusty/video/7361505041934503210
https://www.tiktok.com/@away/video/7484330283949559086?lang=en
https://www.instagram.com/p/DIJac6HM8K5/
https://www.instagram.com/p/DJZjzbbvCXu/
https://www.tiktok.com/@maccosmetics/video/7510316609547029806?lang=en


What is satire if 
not commentary?

Want your brand to really 
be in culture? Leave the 
easter eggs for the real 
ones to uncover and share.
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A TIP FROM THE TOP
Think concept first, not trend first. 

It means you’ll have something 
original to add to the conversations

The best content is for the real ones. 
Together with Berghaus, we wanted to 
cut through a crowded Oasis summer 
conversation by showing we’ve been there 
since day one. Where the narrative and 
characters were used to show we get it; 
the real culture is built from the ground up. 

BERGHAUS

Argos pulled off an iconic move. 
Reinforcing their competitive edge in 
the home and design category not 
through a value first message, but 
rather going full satire. We love to 
see a brand not underestimate their 
audience, and pull of the true persuasive 
power of comedy and commentary. 

ARGOS
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A TIP FROM THE TOPShow you get the culture you’re 
trying to tap into - a wink can mean more than a yell

https://www.tiktok.com/@berghausofficial/video/7524380834258783521
https://www.instagram.com/p/DLknlCfsu2t/?hl=en
https://www.tiktok.com/@berghausofficial/video/7523521754304711968
https://www.instagram.com/p/DK___w2sKVQ/?hl=en
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Be in dialogue with the 

commentary outside your world

A TIP FROM THE TOPThere’s no need to over explain

CASH APP

In the business of social media, ‘lynchian’ isn’t a 
word commonly used to describe a household 
telecommunications company. But Telstra, well, 
you’ve done it, my friends. Turning their phone 
boxes into eerie, weepy dreamscapes and 
repurposing their drain covers as main characters, 
we can’t help feeling that the imagination 
involved would have made the big man proud.

Money? Almost universally relevant. So 
when you always have a way in, you can 
play in almost every conversation. The trick? 
Find the tone of voice and energy that’s 
going to resonate and entertain in the chat. 
Asking, would this kill in the group chat?

Reframing relevance 
through dialogue, 
satire and absurdity.

Hot take economy? 
This is just good business.

TELSTRA
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https://www.tiktok.com/@telstra/video/7496412395439492370?lang=en
https://x.com/asvpxrocky/status/1934318028998537594
https://www.tiktok.com/@telstra/video/7445916886434401543?lang=en
https://www.tiktok.com/@telstra/video/7453344899283356936?lang=en


Reimagine how your brand 
voice can be defined, and 
who can define it.

Reimagining what 
the fashion girlies 
care about.
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For our beloved zillennial audiences, the line 
between aspirational and authentic has to 
be trodden carefully on social media. Too 
much authenticity, and it can start to seem 
fake. Peachy Den know this, and instead of 
opting for a “raw” strategy, they’ve been 
focusing on intricate and slow worldbuilding 
involving sharp aesthetics, IRL community, 
a renowned blog for the Substack girlies 
and an open call for a dog casting.

PEACHY DEN

Puma UK doesn’t tell the stories any 
old sports brand would think to. To 
connect with local communities, they 
knew they needed to prove they 
were in them. From local archivists to 
Aunties, it’s about co-creating with 
the people you want to be reaching.

PUMA
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A TIP FROM THE TOPListen to your audience and create for, and in collaboration with them

A TIP FROM THE TOPMake them your muse

https://www.tiktok.com/@peachyden/video/7518066557847719190?lang=en
https://www.tiktok.com/@puma.uk/video/7499805496740777238?lang=en
https://www.instagram.com/p/DHTf_7htKaN/?hl=en
https://www.tiktok.com/@puma.uk/video/7475072931551268118?lang=en
https://www.tiktok.com/@peachyden/video/7511768672688540950?lang=en
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Don’t say the same thing as 

everyone else in your category

Nike London isn’t here to look cute and find a 
date. We’ve got marathons to train for. Where the 
conversation around running had been co-opted for 
dating tips, Nike London used stories from around 
the city to change the conversation and focus in on 
the ones that define the culture and lead the pack.

BURBERRY

The anti-cultural hot 
take. Running for a date? 
You’re probs not running 
hard enough.

Burberry is reinventing what heritage looks 
like for a heritage brand. It’s not about 
regurgitating or guard rails, but an earned 
right to explore and reimagine the culture that 
made you. Whether it’s tea time, the singular 
British festival scene, or the humble pub 
quiz, Burberry are showing they know what 
contemporary Britishness looks and feels like. 

A comment on what 
contemporary Britain 
is today

NIKE LONDON 
RUN CLUB
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A TIP FROM THE TOPReinvent and imaginatively rearticulate your brand codes

https://www.instagram.com/reel/DHraMz8NY30/?igsh=MW9qZHRlZ3IyejAwaQ%3D%3D
https://www.instagram.com/reel/DHraMz8NY30/?igsh=MW9qZHRlZ3IyejAwaQ%3D%3D
https://www.instagram.com/p/DLHiajqoxBO/?hl=en&img_index=3
https://www.tiktok.com/@burberry/video/7515406070425095446?lang=en-GB
https://www.instagram.com/p/DNivONVIb56/?hl=en
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Need demands creative solutions, and we are seeing some of the most original, memorable, and impactful creativity 
coming from the brands and companies that have to find a way to cut through and announce their arrival. 

Credit: @jinjinmatcha Credit: @nz.cheap.cars Credit: @visitfeelgoodclub Credit: @bkcoffeeshop Credit: @thonhotels
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https://www.tiktok.com/@jinjinmatchaa/video/7477008184574610719
https://www.tiktok.com/@nz.cheap.cars/video/7493327125462732048?lang=en
https://vm.tiktok.com/ZNd6aTb7r/
https://www.instagram.com/p/DK2M4sDxDHj/
https://www.tiktok.com/@thonhotels/video/7483899944210844950?lang=en


"When it comes to private 
channels, it is more powerful 

than any story or other 
interactions. They create a 

stronger sense of proximity and 
connection, and my audience 

feels more involved, almost 
privileged."

@SuperBoumJ
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https://www.tiktok.com/@superboumj?lang=en
https://www.tiktok.com/@superboumj?lang=en


The butterfly effect is 
crazy cause if he didn’t…

CREATORS ARE OUT HERE PLATFORMING THEMSELVES, THEIR SINGULAR TAKES 
AND PERSPECTIVES; AND INVENTING WHOLE CATEGORIES IN THE PROCESS.

Credit: @steppingthroughfilm

Credit: @streethearts

Credit: @gee_derrick

Credit: @steppingthroughfilm

Credit: @subwaytakes

Credit: @meditationsfortheanxious

Credit: @judgyseries
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https://www.tiktok.com/@meditationsfortheanxious/video/7431296737807027459?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@subwaytakes/video/7529155988356730142?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@judgyseries/video/7533714467448704269?lang=en
https://www.tiktok.com/@steppingthroughfilm/photo/7509559820387650838?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@streethearts/video/7504048401504423198?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910
https://www.tiktok.com/@gee_derrick/video/7517176121369136400?lang=en
https://www.tiktok.com/@steppingthroughfilm/video/7502166670564166934?is_from_webapp=1&sender_device=pc&web_id=7529502548890469910


Credit: @calebsaysthings Credit: @drewafualo Credit: @ drewafualo Credit: @savinggracepod

The creators of the moment? 
People worth listening to. 
They ’re building their 
community through the 
power of commentary. 

They built their audiences in 
the comments section, and 
they’re taking them with them. 
Commodifying the impact they 
earned, one reply at a time. 

They know how to create 
spaces that feel like we’re 
hanging out, and it’s what 
audiences are desperate for 
right now. We just want more 
parasocial situationships. 
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https://vm.tiktok.com/ZNd553wYH/
https://vm.tiktok.com/ZNd55cTk6/
https://vm.tiktok.com/ZNd55Ethg/
https://vm.tiktok.com/ZNd55wwjs/


@ana.hfn

Credit: @sammyfitz21Credit: @sammyfitz21 Credit: @paris.artiste

“You have to listen 
to your audience 

without losing sight 
of your artistic 

direction”
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https://www.instagram.com/reel/DKNXmevgC6i/
https://www.instagram.com/reel/DKNXmevgC6i/
https://www.instagram.com/p/DKfQrMyoO4L/
https://www.instagram.com/p/DKfQrMyoO4L/
https://www.tiktok.com/@ana.hnf


Credit: @rizhouari

Credit: @haileysani

From POV to main character mentality. 
This year, we’ve seen a noticeable 
shift from narrative-led perspectives to 
third-person storytelling, where 
creators reposition themselves 
within their content, no longer 
speaking as the subject, but framing 
themselves as seen by an outsider. 

What’s remained? A realness in tone. 
But as our desire for more elevated, 
cinematic, narrative lead content 
grows, creators are building out their 
personal biopics, casting themselves 
as a protagonist. We’ve evolved from 
presenting our life through our view, 
to curating how your world looks and 
is interpreted by an outsider, gaining 
control over the perception of self.

Credit: @jillianhigdon_

Credit: @dclubricants

Credit: @the_real_chi_
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https://www.tiktok.com/@rizhouari/video/7475037477749656854?q=pov%20you%20wake%20up%20&t=1755011142899
https://www.tiktok.com/@haileysani/video/7499516194127449387
https://www.tiktok.com/@jillianhigdon_/video/7472242200462773550?q=pov&t=1755011885920
https://www.tiktok.com/@dclubricants/video/7501419454471998742?q=narrator%20trend&t=1747323080417
https://www.tiktok.com/@the_real_chi_/video/7520766555735477534?lang=en-GB


WE LOVE A SUMMARY SECTION BECAUSE IT’S THE PART FOR 
YOU TO SCREENSHOT FOR YOUR WORK  GROUP CHAT
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HOW DO BRANDS DO IT WITHOUT IT GIVING HEY FELLOW KIDS



Take the moments that make you 
uncomfortable, show product in 
exactly the way we wouldn’t expect, 
the challenges in the category, or the 
not-so-brand-safe culture around your 
products and world, and own them. 

The only L’s are the moments 
you don’t make work for you. 

Credit: @jacquemus

Credit: @lenovo

Credit: @coorslight

Credit: @outlandermagazine

Credit: @stakef1team_ks

Credit: @complexpop
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Credit: @liquiddeath

https://www.tiktok.com/@jacquemus/video/7436448130972798240
https://www.tiktok.com/@lenovo/video/7497079713379241262?lang=en
https://www.instagram.com/p/DJSSekgyZ75/?hl=en&img_index=2
https://www.tiktok.com/@stakef1team_ks/video/7524088160607997207?lang=en
https://www.instagram.com/p/DImNm94oqr_/?hl=en&img_index=2
https://www.instagram.com/p/DK94HGhOIdm/?hl=en&img_index=1


If they’re not watching, it’s 
because you didn’t give them 
a reason to bother. The bar for 
attention is high, so be bold and 
defined enough to clear it.

Credit: @justtrishpodcast

Credit: @jennytuell14

Credit: @i_d

Start strong to grab attention, but then 
don’t be scared of giving the content space.

Actually ask, is this interesting to your audience, 
or is it more for the people who you work for?

Do something they’d never expect (we 
can’t be more specific soz, that’s kind of 
the point     but that’s where we come in…).

WAYS IN
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https://www.youtube.com/watch?v=eWvoEtzYUR8
https://www.tiktok.com/@jennytuell14/video/7470302770457857311?lang=en
https://www.instagram.com/p/DIEbyd8NHH-/?hl=en&img_index=7


Credit: @scarletandblush

Credit: @marthestarr

Credit: @karemix

Assume they already know 
what you’re talking about.

Lean into forgotten 
or fringe culture.

Leave some easter eggs.

PUT THIS 
INTO ACTION:
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People want to feel like they discovered something. Not that it was 
targeted at them. We’re dealing with a pretty media-literate audience 
these days, so the deep cuts prove you have a right to be in their 
FYP, rather than getting a camouflaged list of USPs. 

https://www.tiktok.com/@scarletandblush/video/6938544804196388097?lang=en&q=forgotten%2090s%20tv%20shows&t=1754945016063
https://www.instagram.com/reel/DLkVgn8sy8A/?igsh=cHptNThpemhudTQ2
https://www.tiktok.com/@marthestarr/video/7530691588859710775


Credit: @myydigitaldiary_Credit: @lp.fantasy

Credit: @loewe

Credit: @loewe

One thing about audiences, they’re going to go rogue. They’ll always 
find what they love in content, and it won’t always be what you want 
it to be. But the cool lies in the confidence to let them. Get involved. 

Use trends, but don’t reproduce. 
Give them an original spin.

Don’t be scared of what 
your audience might say.

Create work inspired by your 
comments section or what your 
audience is saying about you.

TRY THIS:
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https://www.tiktok.com/@myydigitaldiary_/video/7439989534659530015?lang=en&q=holding%20space&t=1755017864314
https://www.instagram.com/p/C8oNNBNO9R1/
https://www.tiktok.com/@loewe/video/7507968475869105430?lang=en
https://www.tiktok.com/@loewe/video/7480248920086498582?lang=en


Credit: @prouddisnerds

Credit: @morningbrewCredit: @jacquemus

Credit: @complex

Make them talk about 
you, at (almost) any cost

A share in the group chat is 
worth 100 likes on the video

Mine the comments

Don’t be shy, get in there

Presence isn’t enough any more. 
You need to give your audience 
something to talk about, or you’re 
just going to fade into the abyss. That 
should be scarier than being brave 
and bold with what you have to say. 

Get to commenting. Being intertextual 
and in dialogue with culture is the most 
genuine way for brands to win. Turn up 
in the spaces your audience is going 
to for true entertainment, but don’t try 
to sanitise these spaces. Know you’ll 
need to get a little weird with them. 

We promise you, your next content 
idea, product development, collab 
or strategic opportunity is waiting 
for you in the comments section. 
Make the most of being tapped into 
this direct line to your audience. 

The group chat is one of the greatest 
measures of true impact for any 
brand. And as much as you may think 
it’s the views that make the viral, it’s 
actually just people talking about your 
content. This is the URL version of that. 
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https://www.instagram.com/p/DMlk7ZAJHoV/?img_index=1
https://www.instagram.com/p/DJCU0qotn00/?hl=en&img_index=1
https://www.instagram.com/p/DJZntIfN6QO/?hl=en
https://www.instagram.com/p/DDpApqmp9Zr/?hl=en


NO ONE DOES IT BETTER:

80 PEOPLE. 5 OFFICES.
LONDON, NEW YORK, LOS ANGELES, MELBOURNE, TORONTO.

LET OK COOL DO THE HEAVY LIFTING (AND BRING THE VIBES)!

SOCIAL-FIRST CAMPAIGNS & CONTENT

STRATEGIC CONSULTANCY & BESPOKE WORKSHOPS

CREATOR STRATEGY & PROGRAMMES

Putting brands in culture through scroll-stopping 
creative and full-spectrum production.

Partnering with internal marketing teams to solve 
brand challenges through social and creative strategy. 

Identifying the untapped tastemakers and sub-cultural 
leaders to help build brand worlds and drive fame.
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SLIDE INTO OUR DMS
STUDIO@OKCOOL.IO

mailto:?subject=
mailto:studio%40okcool.io?subject=


Liz Stone, Co-Founder and Global Chief Creative Officer
Jolyon Varley, Co-Founder and Global Head of Brand
Annie House, Head of Strategy

Mia-Ella Collins, Editorial Creative
Elle Binns, Strategist
Adenike Adelekan, Strategist

MEET YOUR MAKERS
Iona David, Junior Strategist
Delanie Gulino, Business Development Director
Kinda Savarino, Senior Designer

OK COOL are strategic and (very) creative partners to the world’s leading brands. 
Built for social. We humanise brands. We connect them to subcultures. 
We make cool content that converts. 

With a globally distributed team of the smartest social strategists and makers, 
OK COOL has an unrivaled understanding of Gen Z and current culture. 

The agency was founded in London in 2016 by creative entrepreneurs Jolyon Varley 
and Liz Stone and has since launched North America headquarters in New York, 
Los Angeles and Toronto, and APAC headquarters in Melbourne
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https://www.tiktok.com/@okcool
https://www.instagram.com/okcool/
mailto:studio%40okcool.io?subject=



