
 
Intro [00:00:01] Welcome to the Collective Intelligence podcast from IPG. We deliver 
marketing insights that help modern brands thrive. In this episode, you'll hear about the 
latest perspectives featured at intelligence.interpublic.com. Listen, then log on to find new 
opportunities for your brand to stand out.  
 
Jen (Host) [00:00:23] Hello, everyone, thank you so much for joining us on the Collective 
Intelligence podcast for another episode of CI Conversations. My name is Jen Sain and I'll 
be your host today. Today, I am joined by an excellent panel of guests to talk about all 
things South by Southwest. Before we dive into how it all went down in Austin, I would love 
it if each of you could introduce yourselves. Maya, why don't you start?  
 
Maya A [00:00:44] Hi, I’m Maya Avrasin, and I lead Engagement Strategy for FCB Health, 
which is an agency within the IPG Health Network. This is also my first-time attending 
South by Southwest and I did it virtually. I was supposed to go in March 2020, but we all 
know what happened there. So this time around, I just joined as a virtual participant.  
 
Jason S [00:01:08] Hi, everyone. My name is Jason Schlossberg, I'm Managing Director 
at Huge, and I would consider myself to be a South by Southwest veteran. I've been going 
there for the better part of more than a decade, including this past South by Southwest, 
where I was on the ground. I've also spoken at South by three times, including the first 
year when it went virtual in 2020. I literally was getting ready to get on an airplane when I 
heard that it was canceled, and the rest is history.  
 
Chris D [00:01:38] Hi Everybody, I'm Chris Denson, the U.S. Director of Innovation for 
MullenLowe and as far as my South By experience goes, I have been on the advisory 
board for their pitch competition. I've been attending for years. I wrote a book a few years 
ago and I lost my book at South by Southwest, so I'm familiar from multiple angles with the 
with multiple histories of South by Southwest. And like Jason, I too was days away from 
getting on a plane when I found out in 2020 that it was not happening. I was actually going 
to be hosting the innovation awards and that all went away. So, I'm happy to be talking 
about it today and in real time.  
 
Wes M [00:02:16] HI everyone, Wes Morton here. Marketing Director for R&CPMK. I 
attended boots on the ground this year, which was a lot of fun. It was my first south by 
Southwest festival. However, I am from a tiny town called Brenham, Texas, which is an 
hour and a half from Austin. So I have been asked and many, many times, so it's 
interesting to see how the city transformed for the festival because I had been a dozen or 
so times for the non festival, regular Austin experience.  
 
Jen (Host) [00:02:47] Fantastic. I love that you each are bringing a unique experience and 
therefore a perspective in terms of how you attend it, whether it be virtually versus in 
person or being a veteran versus a first timer. So let's talk about the in-person experience 
first. I'm curious to know what the energy was at South by this year. Kind of as we dip our 
toes into the post-COVID waters and also considering the invasion of Ukraine, I know 
some companies dropped out or changed strategies upon that news and kind of once 
again invoked that p word pivot. So maybe, Chris, can you start us off by speaking to that?  
 
Chris D [00:03:26] Well, for starters, it was cold, very unexpected, especially for the first 
few days. But the energy really, I mean, felt like a reunion of sorts, right? If you're finding 
all these people from disparate industries that are interconnected. But, you know, a lot of 
us hadn't seen each other in a long time. So whether you work for brand startup of venture 
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capitalists, you know, some sort of service provider, there was a lot of just excitability, 
which I think breeds really good. It's a good ground for collaboration and thinking about the 
near and distant future. Honestly, when you think about the political climate, I would like to 
say that it was sort of a break for some of us. You know, I wasn't checking my social media 
as much. It wasn't checking emails as much, you know, just kind of being president in a 
moment of creativity and exploration and just kind of like curiosity and seeing what other 
brands and entities are doing on the ground and whether starting an event or having an 
interactive experience. You kind of got back to this spirit of learning in real time through 
visceral experiences and conversation, which has been so much, you know, a great relief 
from the virtual days of yore. And let's not forget, I attended SXSW, which is only a couple 
of months before this and one hundred percent different, you know, vibe on the ground.  
 
Jen (Host) [00:04:50] Maya, you attended virtually, what was your experience, kind of did 
you feel that energy or was it completely different? Or do tell. 
 
Maya A [00:04:53] I did not feel the energy. It was not serendipitous. It was. There was no 
vibe. What I would say is I attended south by with the purpose, and my purpose was to 
learn all I could about the Metaverse and Web3 and what I can do to bring some of that 
information to my clients, my health care clients. So for me, it was all about discovery and 
information consumption. The pros of attending virtually is you could attend multiple 
sessions that were happening at the same time because a lot of those sessions are 
recorded and then you can play it back in their video on demand platform. Of course, the 
cons to that is they sometimes didn't make these things available until days later. 
Sometimes the presenters were the only things you saw, so if they were clicking through a 
presentation, you didn't see any of those slides. So there were some limitations to this 
hybrid event, and I think we can learn a lot about that because I'm sure we're all 
experiencing a lot of these challenges when we're trying to have our own hybrid events for 
our clients. So a lot to think about.  
 
Jen (Host) [00:06:02] Yeah, for sure, because I mean, I I do think if I can look at my 
crystal ball for a second that, you know, these events will be hybrid. I do think the future 
will be hybrid for many reasons, and not just because, you know, under the cloud of 
COVID or, you know, world events, but also just ESG initiatives and just different 
concerns, I think, going forward. So Jason and Wes, I would love to hear from you about 
your experience being there. And again, if you want to build off of what Maya said about 
what you know and thinking, you know, in terms of hybrid, having been there, what you 
might suggest to folks running activations, not just conference organizers, but certainly in 
our work in terms of meeting people both online and on the ground.  
 
Jason S [00:06:41] Absolutely, and I would say, first of all, I had a really positive 
experience. I learned a lot. It was great to interact with colleagues, some of whom I've 
worked with for the last year and a half and have only met for the first time. We were doing 
an activation on behalf of a client, which part the reason why I was there. But, I would say 
that overall it felt a little lower energy than in years past, which I think is not unexpected. I 
haven't seen the numbers, but I think I heard anecdotally that the that the numbers, at 
least physically in terms of the people that were present, was a little bit down or maybe a 
lot down. I'm not sure, but it certainly wasn't. It wasn't like a record in terms of attendees. 
And I think that that had positives and negatives. Interestingly, in the past, I often didn't go 
to what they called like the sort of keynote the keynote talks, because you have to line up 
for like sometimes an hour and a half, two hours before, maybe more. Oftentimes you 
couldn't go if if, if a popular politician showed up, like, good luck getting into seeing that 
person, that was really not the case this time around, you could basically go to every talk 



that you wanted to go to. And so that I personally appreciated, which allowed me, I think, a 
lot more experimentation this year as it as a physical attendee that I maybe would have 
done in the past. You have to be a little bit more strategic, I think, in previous years. I'm 
going to go to the section of Austin. That's where I'm going to go to these events. If I 
missed this particular event, I can't get in, then I got to pick something right next to it. So, 
so that was gone, and that was actually a positive. But at the same time, there was a lot of 
hybrid talks in particular. And interestingly, I do think that software has to figure out really 
how they're different because I did and maybe this was a mistake, but I did stay away if I 
read, Oh, so-and-so was going to be talking, but they're coming in through a live simulcast 
feed, I just automatically kind of wrote that off. And that might have been shame on me, 
but it felt like I'm not going to go into a room, you know, 500 other people and watch 
someone on the screen because it just felt like that wasn't why I was there. So I feel like if 
they're going to be doing things like that, they have to really figure out a way to deliver 
something that more than a talking head if they're going to get me as a physical attendee 
to participate in something virtual.  
 
Wes M [00:08:42] I had a I had a similar experience. I mean, it was my first south by 
Southwest, so but I felt like any panel I wanted to go to I could get into, which was really 
kind of a pleasure because, you know, you could take your pick. There was a lot of great 
panels and with all conferences, there was a lot of sleepers, although the panels were 
easy to get into. There was a certain like after panel events, which were absolutely packed 
and possible. I remember going to get it into a TickTock party and I even knew the one 
running TickTock events and they had like a 700 person waiting list. So I feel like even 
though the panels and like the learnings were like kind of free flowing and free form, it's felt 
a lot frenzied during like the night, almost because everyone I think was just so gung ho to 
actually like, go out and like, not just party with their colleagues, you know, just like see 
them face to face and go to concerts or a venue or happy hour. So I feel like those were 
even more frenzied and busy than the actual panels and learning, which were great. But I 
definitely felt like just the camaraderie. Maybe to Chris's point earlier was like, really, I think 
where people were having the most fun and unfortunately my I don't think you got any of 
that on the virtual.  
 
Maya A [00:09:58] I have major FOMO from everything you guys have told me, and that's 
all the blogs that I've read of. At the end of the day, everyone's like, Oh, this was just a 
serendipitous event, and I got pulled into this really cool dinner with Amy Webb, and I'm 
like, Damn, I did not get a chance to do any of that. And I also wanted to add that I didn't 
even get access to half the things that you guys want to see. Like, there was only a limited 
amount of sessions that were granted access to the virtual attendees. So I didn't even get 
a chance to see the pitch event, which was a shame.  
 
Jen (Host) [00:10:33] OK, so hearing from you all about what worked and what clearly 
didn't at South by itself this year, how would you guide your clients wanting to activate a 
conferences like South By? Are these venues still relevant to showcasing how brands fit 
into kind of a greater cultural context?  
 
Wes M [00:10:54] It's like a start since, you know, Rogers & Cowan PMK, does a lot of 
experimental events, I was kind of as a astutely aware of looking at what was working and 
what was not. And I think for something like South By, it is so huge. I think there were 
something like five panels happening every every one time. Like at least probably more 
like 10. And then even like into the night, there was like dozens of activations happening 
all at once. So I think the key is like, even if you get a sponsorship to one of these big 
conferences, that is no guarantee that people are going to show up. So I think there 



there's two parts. So like a brand actually activating it is it's one being there because if 
you're not there, you're not part of the conversation, but then also having a really 
innovative experience. I actually wrote a blog with Mike Boone, who just added that for 
Collective Intelligence on all the different activations that were going on. There was some 
really innovative activations where people were standing out outside of line, like the 
Cheetos. Hands free activation was super popular. And then I went to some activations 
that were pretty barren because there were so many things to do that even if you were a 
sponsor or president at the festival, you really had to bring your A-game to make sure 
people showed up.  
 
Jason S [00:12:14] And I think this is a question that people have been asking for at least 
a decade or more that I've been going to south by same question every year, and I 
remember just to sort of put into context they were asking this question, I think the first 
year ever with the South by. I'm not joking. I went into the Ask Jeeves house. I mean, Ask 
Jeeves had that experience back then and that we've been debating these questions since 
then. And my answer always is the same, which is that it depends on your objectives. 
Right? I think it's very hard to go to South By and own it unless you're a major media brand 
and you're activating sort of all over the city. It's just an impossibility. But I think that it's it's 
really morphed into this place where early adopters tech forward, people interested in 
innovation, people interested in design, people interested in technology who maybe are in 
the business but are also consumers of all of those things get together for two weeks, 
depending on how long you go and get to just immerse themselves in all these things that 
are interesting. And I think that's really beneficial if you're a brand that wants to speak to 
that audience. I have learned incredibly interesting, important things in the context of talks. 
I learned about new media properties that I wanted to experience. I remember years and 
years ago, girls launched. There was always a show, right? Amazon was there. HBO is 
there, Showtime is. There is a great place to sort of see what what's happening culturally 
and then to kind of go home and participate. And I think if you're a brand that wants to 
reach basically people like ourselves, then then it's a great place. If that's not what you're 
interested in, then it's not a good fit.  
 
Chris D [00:13:43] I echoed that sentiment because, you know, I think it is what what do 
you want to accomplish? There's a thoughtfulness that goes into it. I think if you want 
people to really be engaged, there's a level of utility to be provided. I mean, we all kind of 
expressed a couple of different pain points and where brand can probably step in, you 
know, a few years ago, there was a startup called Line Angels. So, you know, if there was 
an hour and a half wait, you could have somebody in the shared economy stand in line for 
you until it's your turn to go. Can that be brought to you by brand? Fill in the blank? Sure. 
You know, I think there are those sorts of things. Getting around town is a big task. 
Takeovers. I saw a lot of signage around Atmosphere TV, which is is a is an Austin based 
company, but they did this really incredible Banksy and atmosphere TV experience. I saw 
a lot of consolidation. Jason, you mentioned the houses, me being from Detroit originally, I 
was a big fan of the Michigan House, which this year was the Midwest House. And so you 
found like other houses kind of combining because they probably predicted that maybe 
we're not going to get as much attendance individually. So how do we come together? 
Like what if Cheetos did the snack house right? And they owned it and they became the 
Switzerland for all the snacks, but they went all of the accolades for doing so. So I think 
there's a level of just thoughtfulness and maybe being a little bit clever about how you 
enter this space. And then, you know, I'm curious for you, Maya, actually, because last 
year I was really impressed by what HBO Max did online for South by Southwest and this 
whole like community game puzzle to unlock King Kong. The latest King Kong movie 
uptown and that was super called participatory is still felt like, you know, you are part of a 



community in some way, shape or form, although it was virtual. But anyway, that's what 
that's about to set.  
 
Maya A [00:15:32] So I hate to be like the Debbie Downer constantly, but my perspective. 
But I did try and find a community online. I went into the VR chat expo. There were hardly 
any people there. A lot of gamers. But as far as for my purpose, it wasn't really a good use 
of my time. So I left. So and of course, coming from the health care space, I do have a lot 
of clients who always ask about South by and I recommend that they go as consumers, 
not as presenters, because what we get out of the experience is inspiration, you know, like 
taking a look at what is happening with all these early adopters and all these really creative 
people who are coming in and trying new things. We could obviously leverage that for our 
purposes, and that's kind of what I recommend for my clients.  
 
Jen (Host)  [00:16:23] Yeah, that that's actually if we could just stick with you for just one 
one more question. It just kind of related to that. I believe, you know, we had conversations 
beforehand that some of the sessions that you went to, particularly in terms of the 
Metaverse, were very interesting to you in terms of the health, tech space and what you 
could share with your clients. Is there anything in that vein you'd like to particularly point 
out in this conversation?  
 
Maya A [00:16:46] Sure. I was very interested in Web3, the elements of Web3 and, of 
course, the Metaverse and whether or not health care even has a role in the Metaverse. 
And my perspective is that I don't think people want to be virtually stuck. But there is an 
opportunity to use the technology that runs the Metaverse, right? The fact that it is this 
more connected environment, we can actually provide service as a health care industry, 
for example, and I use this as an example in the P.O.V. that I've written for the webinar 
coming up. But if you're a pharmaceutical company and you're required to do this 90 day 
monitoring for someone who just took your drug, right now, people deploy these nursing 
services and they're very expensive, and the nurse comes to the patient's home and they 
monitor that patient maybe for the whole 90 minutes. But you can actually use the 
metaverse to do just that. And not only that, you're providing a community aspect to it. For 
example, the person maybe gets the, you know, the gear that they hook up to and the gear 
hooks up into their vitals. And so that is connected to a nurse that you can speak with 
through the metaverse. You can connect to other patients that might be thousands of miles 
away who are experiencing the same thing you're experiencing. You can actually talk to 
them, and it is a real moment in your life and it feels connected. You are in the metaverse. 
It's just not this like public metaverse that everyone's kind of doing right now on sandbox 
and things like that.  
 
Jason S  [00:18:21] I think it's really telling that my specifically that you said that you 
wanted to attend sell-by specifically to learn about Web3 and the Metaverse, because I 
think it really speaks to a moment that we haven't had a top five for a number of years. I 
mean, for those that have been inside by a longer period of time, there have been years 
where certain things have launched and there was a certain kind of feeling of optimism. 
You know, everyone can remember if you've been around long enough for a square 
launched their Twitter launch there. There's been so many sort of moments in time where 
people thought being stopped by like I was there when something happened that has been 
gone for a number of years. There really hasn't been that either that kind of app or that 
technology or that thing that sort of took over the conference, at least for more than five 
years, if not more. And there definitely was this palpable feeling at South by this year. I 
think among many people around this question like, are we? Are we at a turning point? Is 
this the beginning of something really, really big? But what I thought was really fascinating 



is that there was no consensus on was this a good thing or was this a bad thing? So there 
was like as much as much as there was a utopian feeling. There was also a dystopian 
feeling. And that was really I mean, is that a better description of kind of where we are right 
now just sort of sustain a societal or cultural perspective like where we're going to go? No 
one really knows. We just know something big is going to happen.  
 
Wes M [00:19:36] No, that's an interesting point. I was trying to distill what was the like the 
theme of South by this year, metaverse and Web three, I think, was all over the place. But 
I got the feeling that still, no one knows what the hell it is. Even the people presenting were 
like I was. I was at a conference with Roblox and this new startup that's doing like virtual 
concerts. One of my questions like, Hey, how's it going to make money? They're like, Oh, 
we're not quite sure yet, we're just experimenting. So I feel like that is still like, Yeah, I 
mean, it's here, but we don't know yet. But what I thought was a really cool thing was 
streaming TV. I didn't see one non streaming brand there. I saw every streaming brand 
there, except for Netflix. Every single one had an activation, paramount plus that a drone 
show with a floating QR code that you could scan. WarnerMedia had a house. CNN Plus 
had a house. Peacock had a playground. So for me, I think, you know, we're talking about 
Web three in the media because it's the new cool, hot, innovative topic. But I think for 
what's right now right now seem like streaming TV really showed up to play, and it was 
clear that even these larger media holding companies that own cable companies and 
everything like that, they weren't putting any of that stuff or they were only putting their 
streaming properties for it. So that felt very present to me and felt like a streaming TV 
launch party. If we were looking for something that is the launch, you know, this is what 
South By is launching.  
 
Chris D [00:21:04] I think it was. You bring up a great point because, you know, there's 
the Metaverse and Web3 is hasn't fully taken form yet, right? In many ways, but there's 
definitely some brass tacks things that were there. I had the pleasure of judging a startup 
competition for the FQ lounge, which is the female quotient, they have a equality lounge, 
which is like a really cool venue like overlooking the water, and I jokingly responded to the 
first company to pitch, so said Thank you for not saying NFT or metaverse because what 
they had actually created was sort of, you know, a job marketplace to match college 
students with small businesses. And you're like, That's pretty brilliant, and that is 
something that like that is a timeless need. There will be students on campuses and they 
will. Surrounded by small businesses in some way, and the metaverse came up only in the 
sense that, like maybe one of those coffee shops wants to do something and you know, in 
the metaverse, maybe one of those students is well versed at it. The other one was a retail 
kiosk, a company called Popcom. And, you know, it's like they are taking over malls and 
we're able to do really niche products inside these vending machines, these interactive 
vending machines. And the third one was actually around natural language processing and 
A.I. for Spanish speakers. So, you know, and as a company based out of Mexico City and 
they talked about the inequalities in A.I. and people from marginalized communities and 
like, Wow, look, that is, you know, the second largest language spoken in the world. So, 
you know, why can't why can't we begin to think about this, especially as brands creating 
artificial intelligence experiences and customer services and so on and so forth? So, you 
know, as I kind of tooled around town, there were definitely a lot more just like, Oh, this is 
kind of a relief because this is something that I could use today for our agency or our 
clients. And it maybe not so much of a of a creative or philosophical stretch of what is yet 
to come.  
 
Maya A [00:22:58] I find it interesting, Jason, that you mentioned dystopian because every 
session I went to was so positive with their approach to Web3 in the Metaverse. And it 



sounds like you guys don't really buy into it. And maybe it's because right now it is kind of 
like a gaming community. But if you think about the potential of things like tokens and that 
there is a currency and that people are making money in the sandbox environments right 
now, this is not too far into the future. Like this is happening imminently. And I think for 
brands, especially maybe even on the consumer side, there should be some sort of 
brainstorming happening on what their role is, especially when you think of what is already 
happening, like what successful activations like Nike and Adidas and what they did 
Coachella. Coachella did this this sale. And again, it was very exclusive. You were able to 
buy a lifetime access to Coachella, two tickets and it was it was an NFT, and it granted you 
access to transportation to food at the actual Coachella itself. And then they said part of 
this lifetime membership is if they ever held virtual Coachella concerts in the Metaverse, 
you had front row seats and they sold them. And I think it was two hundred and fifty 
thousand dollars. Hold on. I'm going to tell you right now because I wrote this down. You 
suck it in. I'm sorry they sold it two hundred and seventy thousand dollars for each one. 
They sold ten of these. So they're making money off of this, and it's a perfect example of a 
brand understanding the multi-dimensional opportunities of Web3.  
 
Jason S [00:24:48] To your point, my I went to a number of different talks and activations, 
and some were optimistic and some were pessimistic, and I think it really there's a lot of 
questions around how these things are going to play out. Is Web3 really an opportunity for 
creators to take more charge? Is it a really democratization of people's data and content? I 
think the short answer is that it could be. But I think the realistic answer is that it might not 
be right depending on how, how brands and how technology platforms ultimately roll out 
these these opportunities. And I think that so much of it. And I think, Chris, you were 
saying that so much of this is sort of aspirational. Is it here yet? And I think these 
conversations have to happen now at places like South By. Because if we have these 
conversations, after everything rolls out, then we're in big trouble and we continue to do 
that over and over and over again. And just as an example, you know, I went to Tristan 
Harris's talk for those of you that are listening who are familiar with him. He was formerly a 
Google design ethicist. He's done a documentary filmmaker now and he's writes books, 
and he's come up with a whole concept called Humane Technology. And his whole point is 
that technology is not neutral as much as we'd like to think. It's not that there's good uses 
of technology and bad uses of technology, but technology as it's designed could potentially 
be bad, right? Just from the actual design of it. And so thinking about how we build these 
things and now I think it's fundamentally important. One of the most important things that 
we can be doing if we want to create a metaverse that we all want to be in, right? I think it's 
very easy to create a metaverse that none of us want to be in, but to create one that we all 
want to be at and spend time, and it's going to take a lot of work.  
 
Wes M [00:26:20] I mean, I think it's an interesting line of discussion. I wonder if it strays 
too far away from south by because, you know, you could get into 1984, but there were so 
many NFT activations there. I mean, some of them seem like some of the innovations like 
Myers saying, like our ticketing and lifetime access and these tokens that can be like 
resold on like a secondary market. Super interesting. And then I saw some these and I'm 
like, This is definitely going to zero. You know, there's so there's so much money pouring 
into this space. It feels to me like, you know, I was I was very young when this happened. 
But reading back in history like the dot com bubble, I think 90 percent of the dot.com 
companies went to zero. They're all bankrupt. But in that bankruptcy, there was an 
Amazon, there was Netflix. There was a couple of companies that stood the test of time. I 
feel like it's going to be the exact same way for these NFT and blockchain technologies 
because it's all innovation, right? As Jason, you're saying, like, it's all this, all nascent 
people trying to figure it out. People are experimenting with Coachella, people 



experimenting with Nike. But I think most of them, it's going to fail. But it's interesting to 
see the metaverse and, you know, blockchain tokens, and it's developed as a technology. 
And I think south by Southwest was a great way to see how people are experimenting with 
it. And then we can hypothesize among each other about like, you know, which horse you 
want to bet on. It was just interesting to be there and seeing how people are or playing 
with it and where it might go.  
 
Jen (Hosst)  [00:27:56] I had read something that said that this year south by really 
showcase kind of like the eclectic nature of emerging media in terms of R, which includes, 
you know, obviously R VR and mixed reality. So didn't really pinpoint it on the Metaverse 
or NFTs. And they said that it was more than just kind of tokens or the, you know, the wow 
factor that that an overarching theme was that really all we are on the precipice of a new 
way of activating and just interacting with data and brands and each other in all of this, you 
know, kind of either from that general view or specific conversations we were just having 
about metaverse and NFTs. Actually, I'd be particularly curious, Maya, in terms of health. 
Was there any concerns about consumer privacy or any sort of data collection? And did 
that come up at all in the sessions when we were talking about kind of these new mixed 
reality channel hybrid ways of existing?  
 
Maya A [00:28:47] I did attend a few of those sessions, I attended this one really 
interesting VR session with Celine Tricart, who was the documentarian slash co-director of 
Sun Ladies that Sundance documentary about the women in the ISIS fight. No, no. We 
had no conversations that came up regarding privacy. But what I found really interesting, 
especially from that session, is the fact that people are turning to immersive technologies 
like VR and air to tell their story. And it's really it's much more impactful to the end user. I 
mean, she was stating that like the retention rate of people's information consumption of 
that type of media with 75 to 90 percent compared to static media like visual or audio, 
which is only 20 percent. So immersive technology to tell the story for your brand. Not only 
is it connect stronger with your audience, but it lasts longer, and I found that really useful.  
 
Jason S [00:29:55] I think at the risk of getting back to of tease, I do think the question of 
consumer or user privacy is really at the heart of the NFT discussion, right? And I think, 
unfortunately, that that gets lost when people talk about NetEase as an asset class. And I 
totally agree with Wes, that I think overblown majority of Nazis are not going to be worth 
anything from a purely financial perspective. But I think people who really are super 
excited about Adaptés from a long term perspective are not looking at it as an asset class, 
but looking at it as essentially an amalgamation of users data, right? You think of your 
virtual self in the metaverse or anywhere. It's really nothing more than a collection of data 
that makes up your virtual self. If that is, if that is conveyed as a non-fungible token, right? 
If that's something that you as the user own, you own access to your data. You can 
transport that data where you want it. You can take it from platform to platform be because 
you don't like how platform is treating you. That may not completely change the power 
dynamics, but it gives the user a lot more control over who sees their data and how and 
why. And I think that is the future. That's why entities in particular are so powerful because 
it changes that power balance and it makes it in doing so. I think we're going to start to see 
a lot of changes in terms of the types of information that's collected by larger tech 
platforms.  
 
Wes M [00:31:15] I think that's a really interesting point. And then I would say, you know, 
just my own experience attending the the conference, I did not see anything really on 
privacy. I think there was a couple of panels. It was not a big theme. I think Jason brings 
up a much, much broader theme, which was digital ownership. And I think that's what 



NFTs and the Metaverse were really talking about is like, how can you own, you know, not 
only the art, but your digital image and how that can happen and the experiences. And, 
you know, can I own these tickets and lifetime experiences? What what have it? I think 
that was a much broader theme when I related to NFT and metaverse than privacy. And I 
think the sad truth is and what we've all experienced with these, you know, larger media 
companies is that the average consumer, if it's convenient for them, they don't really give a 
damn about their own privacy as long as people can provide value. Because you see time 
and again, you know, people just accepting these user agreements so as a whole nother 
topic. But I think the most pertinent thing about these NFT and metaverse is was that 
digital ownership and like what that might entail, whether it could be data could be art. It 
could be tickets that could be, you know. And that's the kind of level of experimentation 
that I was seeing personally.  
 
Chris D [00:32:33] Yeah. The closest I got to that conversation did attend a panel where 
the CEO of one of our clients, SimpliSafe, was speaking on the future of emergency 
response. And there were all sorts of technologies discussed because of mobile data. 
Right to know exactly where you are, you know, like down to what floor of a building you 
are on, right? Within three meters of accuracy like that is to Wes’s point, like the type of 
value exchange that because it was confined, you know, valuable. But again, there are 
there are millions of hours of unread privacy policies. You know, statistically that are out 
there. And I think the same thing, you know, I think when it comes to sort of emerging 
technology, the industry does a good job of talking to itself. Right. You have a lot of 
founders talking to founders or cultural tastemakers talking to cultural tastemakers. And so 
when you think about that average consumer in the middle of America or some other 
country, that's equivalent in some way, you know, there is that like, let's bring this back 
down to what's valuable now, and I think my brings up brings up great examples. The 
other thing I wanted to just address is just like the idea that south by Southwest is 
definitely a place for culture, right? As much as we talk about the technology aspects of it, 
there's film. There's, you know, you start to see these other trends, and I actually did take 
a little bit of a trek. I got a bird scooter and went over to the wellness center, which 
probably, I don't know, like a 20 minute bird scoot away. And you know, there were a lot of 
talks about like human connection. There were massage tables. There was much of tea 
and psilocybin like there was, you know, there was all these things that are actually on the 
for like more emerging culture than they are emerging technology. And I think that's 
important to sort of recognize in the grand scheme of south by Southwest that, yeah, you 
know, it's every touchpoint south by southwest edu, right? What's happening in education? 
I had the pleasure of attending a U.N. Event, and it was all about the 17 Sustainable 
Development Goals that you know, the UN has had for the past several years. So I just 
want to put a pin in that point to that. It's not all tech and, you know, startups and the future 
of X Y Z film, but  
 
Wes M [00:34:45] I think that's a great point, Chris. I think another topic that was really 
salient in South by was like wellness or mental health, because I also went to that wellness 
center and even in some of these metaverse topics, people are like, and maybe that's 
getting to your point, Jason, about like the dystopian nature of it. But people were like, Oh, 
well, is this like good for us? Like, Is this, you know, we've been isolated? Is this going to 
continue? Like, how does this actually like help us as a as a species or as human? You 
know, is this actually good for our mental health? I said no. I think that was a really 
interesting topic that came up again and again in the conference, in a really interesting 
cultural conversation.  
 



Jen (Host) [00:35:28] Yeah. I mean, in terms of the wellness space and the non-tech 
wellness space. I read that there was a lot, you know, in terms of CBD and psychedelics. 
And then, you know, a lot in the, you know, the sex tech sex wellness area. So in those 
areas and health or even outside of the health realm, what were some of the non-tech, 
either disruptors or if not disruptors, then hot topics, buzzy topics?  
 
Chris D [00:35:55] Well, it's interesting that you bring up the sexual wellness piece of it, 
because this is sort of a trend I've been tracking since last year, you know, CES you know, 
we saw one of the longest line I saw on the ground at CES was for sex tech company. I 
happened to speak with a founder of a company called Afterglow, where they make adult 
content geared towards women, and that content also comes with tutorials on, you know, 
how to have this conversation with your partner. See the founder Lilly Sparks as her name. 
Talk a lot about the idea that this does tie much into mental wellness, right? Like the sort of 
physiological connection between mind and body and your mental state are all 
interconnected, so, you know, finding a little bit more purpose in depth and the use of 
these devices and platforms, rather than just sort of like what was once, you know, kind of 
how I framed it was like going from taboo to mainstream and going to mainstream means 
you take it into a lot of other considerations about these sorts of things. So I'm glad you 
brought that up. It was it was one of the things I was pretty fascinated by on the ground.  
 
Jen (Host) 1 [00:37:00] Yeah, thanks for that, Chris. Wes, What was particularly 
interesting to you outside of kind of the the tech world and and thinking about, you know, 
tech forward areas, either in terms of content or experience, what can you share about 
that?  
 
Wes M [00:37:16] Stayed kind of late, so I stayed for a client, was there for a client, and I 
stayed for fun. I went to a lot of music performances. That was very interesting because it 
was actually something I don't have that much experience about. But really, I think one of 
the things was that, you know, the pandemic is kind of over. That's how it felt. I mean, I 
remember going to see wet leg at this British because the British music embassy and they 
were playing a bunch of British bands. There were all these like Brits who flew over saying 
this band. It was so packed that they had hundreds of people waiting outside because this 
is like one of the new bands that was blown up. I didn't see one mask in the crowd, and 
these were not just Texans. These were people from all over the world just getting 
together. So I think another conversation that I think has been. Kind of going around the 
south by thing was this was the first live big festival since the COVID shutdown that was 
totally open. I would love to hear like Chris's point to what this was like my understanding, 
it was a lot more closed off. And I know everyone know we were going to do something at 
Sundance for some of our entertainment clients that RSVP, OK and that got canceled. So 
that was very interesting to just go to concerts for the first time and seeing everyone 
enjoying music together as groups. And yeah, in very close quarters. So I think that was a 
very interesting topic as well.  
 
Jen (Host) [00:38:40] Yeah, Jason and Maya, is there anything in the non-tech space, you 
know, whether it, you know, to speak to human connection or that feeling of the pandemic 
being over in terms of music and culture and film, as West was saying. And then, you 
know, does it just anything in terms of being a disruptor or really interesting that was not in 
the tech space?  
 
Maya A [00:38:57] I actually have a question for the attendees, the ones who went in real 
life. Was there any conversation about wellness, I guess responsibility of technology and 
innovation while you guys were there at South by Southwest? Because that was 



something that was sort of brought up in one of my sessions about how healthy it really is 
to be online for so long. And did you guys ever talk about if if there is a space or 
responsibility for some of these companies to create limitations for wellness specifically?  
 
Wes M [00:39:34] Yeah. I didn't see much. There were some interesting questions from 
the audience about wellness and wellness, and it was interesting. I think there's 
understanding of need from like to step away and to, you know, meditate and unplug and, 
you know, have a massage and, you know, get exercise. So I didn't seem I didn't see 
much political will at capital from any of these tech companies championing, you know, 
getting off the getting off your phone or unplugging at all.  
 
Jason S [00:40:09] I do think that, you know, again, these themes are definitely there 
within the context of the conversations, but they're maybe not articulated exactly that way. 
I do think again that in the conversations around like what is the what is the utopian 
potential for technology and what is the dystopian potential for technology? I think the 
undercurrent there really is this idea around how do we create experiences that are, I 
think, net positive versus net neutral and how do we provide real value to our audiences? 
And I think you have to think about these questions of wellness and and time spent in 
addiction, et cetera. And I think that there were definitely a lot of designers that were 
having talks around ideas. There was actually someone from huge. One of our designers 
did a whole talk on how to design for activism. How do you build activism into actual 
products or experiences to allow underrepresented people to have a voice? Right? I also 
went to a discussion called it, I think, designing in hostile environments. And again, it's like, 
how do you create that could be a war space, but that could also be a community that's 
polarized. How do you design within those spaces? And so I think a lot of these issues 
definitely were out there at South by if you were interested in looking for them.  
 
Chris D [00:41:22] Yeah. And my button on that is also, I think, just kind of coming back 
out into the real world, quote unquote, is that, you know, I didn't see a lot of phones out at 
events, you know, like would be because we've been at home on our devices. So you're at 
a networking event or a house or even in some of the panel discussions, like people were 
like focused on the stage, even even in the sleeper sessions, right? Either they were 
asleep or they were looking at the stage because I think there is something to be said just 
inherently about taking a break. I didn't see it as a message or as a brand promise or as 
any sort of metric. And you know, I think you're right, like like time spent is money made, 
right? Like, so it's a hard nut to crack. But I think just natural human behavior, at least 
within the last two years of what our collective experience has been, has shifted. You 
know, at least as evidence as South by  
 
Wes M [00:42:16] Christie, I did question you went to see Yes, right? I did. And what was 
the vibe changed from like SXSW just a couple of months earlier?  
 
Chris D [00:42:25] It was like, it was like that upward. It was like the awkward first date. 
Like, you don't know if you want to touch, you know, touch the hand or like, get too close 
or too far, you know, and there was a little bit and maybe to keep that terrible metaphor. I 
think the know South Bay was kind of like the second or third date, you know, like, OK, I 
know I'm comfortable, I'm safe, I feel good. You know, keep in mind, he was right at the 
height of Omicron, right? We didn't have a another wave of another variant to deal with, at 
least in the same capacity. And so, you know, that was definitely a pinky toe dip in the 
water, of course. And this is kind of like you're up to your knees like, OK. And I think Jason 
at the beginning talked about this. But just, you know, am I as well friends that we're like, 
I'm in? And then they pulled out and the new brand showed up. And so it was a little bit of 



back and forth in and out. But I think once you were there on the ground, you kind of felt 
comfortable, like when you talked about going to shows, you know, it's like, OK, I guess 
we're here, we're doing this and and and here we are weeks later like, Oh, I'm healthy. It 
was a good experience, and now I can kind of help inform my clients on what, you know, 
how to approach it the next time.  
 
Jen (Host) [00:43:33] All right, so we're just about to wrap up, is there anything that you 
were dying to talk about or just bursting to to share that it would it would be remiss if we 
didn't mention on a podcast about South by Southwest.  
 
Wes M [00:43:44] I wanted to hear Jason's favorite brand activations. And then I would 
love that show some mine in my. I would interesting to know from your perspective in a 
virtual like, what brand stood out to you as well?  
 
Jason S [00:43:56] All right, so I'll go for it. I'm going to be super cheeky and I'm going to 
tell you that my favorite one was the was the activation that we created in collaboration 
with our client blockhouse. So you mentioned Cheetos right next to Cheetos was 
blockspace that as a right experience that we created, focusing on the power of the Tezos 
blockchain, which is one of which is an energy efficient and sustainable blockchain 
protocol. And so we brought we created three different garages where people could go 
through and actually learn about some of the more exciting projects on Tezos blockchain. 
You can get it. For example, we were able to get Pantone adapters. You were able to 
actually create your own digital avatar, which I now have. I have a digital avatar of myself, 
and it can show up pretty much wherever I want it to appear thanks to my phone, which 
has been lots of fun. And then we also highlighted kind of the future of comic books. So 
that was my favorite. Beyond that, I really like the Banksy one. To be honest, I thought the 
Banksy one was really exciting. They found the world's most prolific Banksy official Banksy 
collector. They created an entire Museum of Banksy works. They unveiled a whole Banksy 
VR experience, which I thought was really, really exciting to participate in.  
 
Wes M [00:45:11] I also went to the banksy one, I thought that was very cool, just being, 
you know, being in that space and doing the I didn't do the VR experience because the 
line was too long, but it was it was fun to go regardless. The other, I thought, some of the 
streaming ones were pretty cool. You know, the The Drone show above downtown Austin 
with the floating QR code by Paramount Plus was, I thought, really smart was just because 
it was so different than what everyone else did at the at the festival. Amazon tried to own 
it. I think they booked a movie. So as Jason, it was like four city blocks above or any street 
for like a Prime festival activation. It was packed a bunch of games, prizes, you know, 
featured a bunch of their shows and the new Lizzo premiere. I thought that was big, 
interesting enough. There was a lot of tourism houses. I think people mentioned the 
Midwest House. There was also like at Tulsa, Oklahoma House and Australia House. So a 
lot of like tourism boards, which kind of speaks to like people are willing to travel. I think 
again, all the streamers are there, you know, there's probably too many to mention. They 
all had some sort of activation. And probably my go to I'm going to go here to sit and get 
free coffee with Slack. Actually, I thought it was smart because they rented out a parking 
lot, so they I think they paid their fee must have been, however, much that parking goes for 
for the entire. And they just built a Slack lounge on top of it with coffee and chairs. And I 
think they got really great branding because it was outside, unlike some of the other 
activations, which were like inside a hotel. So I think everyone passing by got got some at 
least brand awareness for Slack. So I thought that was a really smart activation as well. 
And then not to not to bemoan it, but just shameless self-promotion for all the films that 
aren't R&CPMK put on throughout the film. The entertainment division, I thought, did a 



great job of promoting those, and it's really exciting. I think the Magic Johnson 
documentary and some other films. So that was always interesting to see your colleagues, 
you know, promoting different entertainment properties.  
 
Maya A [00:47:19] I didn't have any access to activations, so I could tell you that my 
favorite session was the one that Swan Sit did. It was called Web3 is coming navigating 
the past, present and future of marketing. It was one of the most insightful presenters 
when it came to distinguishing what Web one, web to Web three and what were the useful 
distinctions for each. And then she also gave some great use cases on what brands could 
do for Web three, like Chanel was one of her examples. I don't know if you guys heard 
about the shoe, but Chanel did so Chanel decided to..If you buy a Chanel bag, you 
automatically get that NFT and you could completely outfit yourself in Chanel attire in the 
Web3 world. And Snoop Dogg actually has his own exclusive Chanel suit that he wears. 
And you can't replicate that at all because it's an NFT, so only he has the suit in the 
Metaverse. So I thought that was really interesting.  
 
Wes M [00:48:30] Maya, what was the brand that you thought had the best presence on 
the virtual experience?  
 
Maya A [00:48:36] There were like a lot of vendors who were very self-serving, you know, 
obviously they had sessions just to sell their services. But the one that was with. Perfect. 
Do you know that vendor perfect? They create AR technology and NFTs, and they did a 
session with Elf Cosmetics talking about the future of marketing when it comes to using 
some of the filters, as well as an off tease. So Elf Cosmetics did this thing with perfect, 
where they created an air beauty try on through YouTube. So they had all these 
influencers record these sessions about, you know, elf cosmetics and then beneath it as 
part of like the YouTube pre-roll, you could actually try on that specific lipstick or 
foundation using the perfect technology. And then it was just one click away and you 
bought the technology and it was 200 percent conversion rate for Elf. So I thought that was 
really interesting technology and it was a good session. You guys should try it out.  
 
Jen (Host) [00:49:42] Thank you so much to all of our fantastic guests. So fascinating to 
hear what South by Southwest was like for you all in terms of your experience, either 
virtually or on the ground and what the implications of those experiences are for these 
keystone events in this hybrid future as we advise our clients. And I'm especially grateful 
for the discussion that went beyond the event itself and considered these topics that are 
driving our industry and honestly just driving our lives like the Metaverse and Web 3.0 and 
wellness and community and culture. And of course, thank you so much to our listeners. 
We encourage you to visit intelligence.interpublic.com., where you can find more insights 
around south by Southwest from Wes, Maya and some more of our IPG Health 
colleagues. 
 
Outro [00:50:29] Thank you for listening to the Collective Intelligence podcast. For more 
marketing insights and ideas, please subscribe to this podcast or 
visit intelligence.interpublic.com.  
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