TAGOS & TRENDS

FROM SAMENESS 10 SIGNAL

The New Rules of Brand Culture




TAGOS & TRENDS



http://tacosandtrends.com

TAGOS & TRENDS

-

WHY CULTURE & CONSUMER

A Paradoxal Moment

It Is getting harder to define culture when
everything starts to look the same. The same
tone, visuals, and ideas repeat across feeds
and coffee shops across the globe.

HUMAN Taste once felt iInstinctive, shaped by

personal point of view. Now it is influenced
by shared content, with micro-trends
replacing individuality.

Authenticity has become a formula. In trying
to stand out, consumers end up looking the
same and culture evaporates.
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THE ERA OF SAMENESS

Authenticity is in Limited Supply

When everyone draws from the same references, it’s
harder to stand out.

Algorithm Culture Loglg)(v,‘.vo-'(-)cl)_ ';ll\?gozs

e Rewards familiarity, frequency, and format
e Originality is not rewarded
e Trends expire faster than ever

Best Practice: Culture Replaces POV

e Point of view replaced by benchmarking Get ready it's white summer
_ skirt and influencer shoes
e What works gets copied, then scaled season.

e Risk is removed in favor of predictability

Aesthetic Convergence

e Minimalism, neutrals, “clean girl,” “quiet luxury”
e Visual identities collapse into one another
e Brands become interchangeable at a glance
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THE STATUS ECONOMY

In this hype based status economy everything signals taste. It is
no longer just fashion that communicates status, but food,
hobbies, and everyday choices, where even the most basic
staples become symbols of luxury. Value is no longer in the

) | object itself, but In what it communicates about access,
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FAST MOVING CULTURAL GOODS
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*CALL YOUR MOM

* PLAY AN INSTURMENT

* VANQUISH YOUR ENEMIES
*READ A GOOD BOOK
*START A CLUB

S*LEARN A NEW RECIPE
*CONQUER THE WORLD
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We visited coffee shops across major cities in North
America and Europe and found a consistent pattern:
many felt interchangeable, as if they could exist in
the same place. Kyle Chayka described this
phenomenon as “Airspace”, a frictionless, global
aesthetic shaped by digital platforms, where spaces,
brands, and experiences begin to mirror one another
no matter where you are. Thomas Friedman’s idea of
a “flat world” described how goods and ideas move
faster across borders. What we are seeing now is the
cultural version of that same effect, where difference
gives way to sameness.

THE COFFEE SHOP

EAPERIMENT
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R HERE TODAY, GONE TOMORROW

TREND OBSOLESCENCE

THNKER BUT WAIT ... DO YOU SEE WHAT | SEE?

NO, THE TREND REMAINS YES ITS PERCEIVED UGLINESS
UGLY AND DATED ISAFORM OF BEAUTY

:' SIX MONTHS LATER ';

| SAWA TIKTOK ABOUT IT.
CONVINCED YET?

IT°S IN MALLS NOW. IT'S IN MALLS NOW.
WILLYOU TRY IT? DO YOU KEEPWEARING IT?

The Diffusion of Innovation causes a rapidly accelerating

ETARTEDIT trend cycle. What gains attention today is widely adopted

rorasurr | | TRend by tomorrow and exhausted shortly after. As ideas spread

EXPOBLRE faster, their lifespan shrinks. The result is a constant loop of

emergence, saturation, and replacement.




A COPY OF A COPY?

Originality In The New Trend Cycle

(1§ ) fashionbrandcompany - 17h 1,¥ ) fashionbrandcompany - 17h @ fashionbrandcompany - 17h 1,¥ ) fashionbrandcompany - 17h @ fashionbrandcompany - 17h
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FBC 2025

Looks like we accidentally became a
reference image this season.

We've been doing dozens of variations of this Now we're wondering, are we the
design over the past 6 years (see last slide). copycats? Is this how trends

work? Will either brand send a
cease and desist?

, . We've made direct copies of vintage pieces
WE COPIED | . ourselves and are generally pretty forgiving of
THE COPYCATS I _ | other brands' lockalikes, but this one felt a
" ‘4 ' y ) & little too familiar. Who's in the right or wrong, or are

we all just fashion idiots?

We aren’t angry, just inspired!

i S Chime in below.
i =

So we made exect copies of the copies. Both
are now available as pre-orders (and for
cheaper too!)

° SIMON MILLER
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fashionbrandcompany Pre-order your copy of the copies today! fashionbrandcompany Pre-order your copy of the copies today!

fashionbrandcompany Pre-order your copy of the copies today! fashionbrandcompany Pre-order your copy of the copies today! fashionbrandcompany Pre-order your copy of the copies today!



Authenticity Is Broken TAGOS & TRENDS

OLD AUTHENTICITY VS. NEW “AUTHENTICITY"

Founder-led | Clear POV | Imperfect, specific Relatable content formulas | Scripted vulnerability
| Trend participation as identity
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just one more,
squeeze olive oil
: bro. | promise bro,
HE PROBLEM (BRANDS) = jusf opne more

How brands respond

Must brands.

- follow trends without intention
- repeal assthetics

- replicate idcas

They react insread of thinking.

SHIF A

This is what we wear talking, about the
age of the average
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‘Clean Girl/ls Dead and.
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“Why I'm Rooting for

Her Murderer

Goth proms, analog vices, and archipelago
identities - how mess became a sign of life

Girl Studies

GIRLSTUDIES.SUBSTACK.COM
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STARFACE CASE STUDY 1

From Insecurity to ldentity

What They Did Why it works:

« Made acne patches bright, - |nstantly recognizable
visible, and playful « Performs visually on social

« Turned treatment into an « invites participation
accessory « The product becomes

« Designed for social visibility marketing

Love this event from Starface, where they
collaborated with Ashley Williams at
Climax London. It showcased three
brands with a truly unicorn-like peint of
view, each understanding their role in
culture and where they belong.

G 4 Reply
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CASE STUDY 2

600D GIRL SNACKS

Snacking for Hot Girls

What They Did

e Unigue stand out marketing

e Took an unexpected snack and made it cool
e Built a lifestyle around the niche product

Why It works:

e Clear tone and point of view

e Builds identity beyond the product

e |[nvites participation through humor and

storytelling



CASE STUDY 3

SONA COSMETICS

Built for Community

What They Did

« Built brand around
community

« Activated locally through real-
world presence

« Extended product into a
wider brand world

Why It works:

« Meets a real need for
connection

- Builds loyalty through
feeling seen

 Encourages different ways
to engage with the brand

So first ofEll, endometriosis s a
ch n%l:c dition.
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Built for Community e

SONA COSMETICS eyt
(e

THE SONA BOWL . ‘ ‘ ! #
e
moniréal, canada— _—

A night of fun, glam, and girls who " / /‘

Just get it. ‘/ - 4
W ebrougtx_t.og;gqogeth rfora
girls night out to celebrat
cénrection and what happens when
beauty meets real life.

!

—it was our community

coming together, exacth

sona world was meeént to be
~ gxperienced.
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Here's what's capturing
attention on social, driving
participation, and building
loyalty.

IMMERSIVENESS

THE TV-IFICATION OF
SOCIAL

Series are outworking
one-off viral hits.

Narratives have gotten
longer.

UGC has shifted
towards familiar faces,
partners, and creator
ownership.

EGC has formed
deeper, authentic
brand connections.

BOLD VOICES

DEFINED POINTS OF
VIEW

A younger generation
of digital natives
demand to know
where things stand.

Long-form is
reclaiming a place for
nuance.

Audiences are drawn
to brands with bold
voices, clear
positions, and strong
convictions.

BRAND WORLDS

BLUR THE LINES
BETWEEN IRL & DIGITAL

The most successful
brands on social are
creating worlds that
seamlessly flow
between the real and
the online.

Social is where every
moment is amplified
to the highest degree.

For brands, it’s about more than interrupting. It’s about returning attention and
building loyalty + closeness.



REFERENCE POINTS WHERE WE SEE SUCCESS.

aimeleondore @

Almé Leon Dore

1,531 1.5M
posis followszrs follov.ing

Community
. aimeleonderaccm

2 Aimé Leon Dore 2,558
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1. A Return to Cinematic

Vertical fatigue is real. The
TikTok-ification of content has
created a hunger for depth,
pacing, and horizontal
storytelling.

Example:

Aimé Leon Dore

While some fashion brands fight
for 3 seconds of attention with fast
cuts, Aimé Leon Dore produces
slow, atmospheric short films that
feel like silent cinema. Their
campaigns (often featuring real
people in NY) are shot horizontally,
color-graded like film, and refuse
to rush. The cool confidence of
their brand world is unmistakable.

< vacationinc ¢

4 Vacatlon'
a10 222K 1
posis follows2rs follov:ing

Leisure-Enhancing Sarscraer™

M:em L 33130
«* |In<treelvacationing

(3 vacationinc

@0@

Papsilip  lelldaw Pamy? LA Party! SMoe

2. Statement-Core Worlds

Borrowed aesthetics are dead.
Brands must build their own
distinct visual and verbal
languages that stand out across
platforms

Example:

Vacation Inc.

They built a fictional 1980s leisure
corp. Every touchpoint, from their
“Executive Director of Poolside
Relations” to their distinct
corporate-synth music, and receipt
fonts builds an immersive world.
When you tap their content,
you’re buying a ticket to their
specific version of retro reality.



https://www.instagram.com/aimeleondore/
https://www.instagram.com/vacationinc/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/aimeleondore/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/
https://www.instagram.com/vacationinc/

REFERENCE POINTS WHERE WE SEE SUCCESS.

€« rarebeauty ®

Rare Ceauty by Sealena Gomez
4837 8.6M 400
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3. Emotionally Literate

Hype is being replaced by EQ. The
most potent brands in 2026 will
be those that can read the
emotional room, offering comfort,
wit, or genuine intelligence with a
point of view.

Example:

Rare Beauty

In a beauty industry obsession with
fixing flaws, Rare Beauty built a
billion-dollar empire by positioning
itself with empathy. Their social
strategy prioritizes mental health
resources and down days over
constant, high-glam perfection.
They understand that for the
modern consumer, the product is
not a mask for concealment, but a
tool for self-alignment.

SHoeREs

Mid-Day Squares

A ddaysquanes @

891 213.4K SM
Jkes

Follovary Followers

Fellows 2ur journey as we kuild this % Bar
Comgany
& vavaLmiddaysquares.cam

= Email

4. The Human Moat

As Al content floods feeds we
need humans to create
connection. Unfiltered humanity
becomes the antidote.

Examples:

Mid-Day Squares & Good Girl
Snacks Both treat their content
less like a corporation and more
like a reality show. Mid-Day
Squares operates like a family
soap opera, documenting
company meltdowns with
uncomfortable intimacy. Good Girl
Snhacks (creators of Hot Girl
Pickles) operates like an unhinged
group chat, reposting hate
comments and filming chaotic car
vlogs. You can duplicate a product,
but you cannot duplicate a
dynamic.
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WHAT PEOPLE ARE RESPONDING T0

Across platforms, industries, and audience types, a consistent pattern is emerging.

What’s driving attention instead:

Micro-communities meet Macro Behaviors

ldentity is forming in smaller, more specific
spaces: niche communities, recurring
series, and familiar faces.

Audiences are leaning into immersiveness
and defined points of view.

A digital backlash has led to a demand for
depth and a yearning for human stories and
human voices.

Recognizability Over Frequency

Brands that feel the same across formats
outperform brands that simply post more.
Consistency is no longer about cadence;
it’s about coherence.

Brands can’t be static, but they should
feel familiar.




FROM AUDIENCE TO COMMUNITY

Reach Is easy to buy. Trust is not.

As performance marketing loses impact, brands are
shifting toward community. Not as an audience to
capture, but as a group to belong to.

Community filters for the right people. It creates
shared context, where brands do not need to explain
themselves. The value is not just attention, but
connection.

Build community from in person events like run clubs
or online communities like Discord.
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bl% 1IN3 28%

Of Gen Z say they feel Gen Alpha users say a Of Gen Alpha consumers
closer to online creators streamer “feels like a already buy directly from
than traditional celebrities friend” brands regularly vs 13% of the
(Morning Consult) (GWI Youth Study) general pOpUIaticn, making

them the first Al-native

shopping generation
(KPMG, 2025)

ARE YOU IN A PARASOCIAL RELATIONSHIP?

A parasocial relationship is a one-sided emotional connection where audiences feel personally connected to
someone-or something-that doesn’t know them.



Ogilvy Consulting

being a fan is a full time job

spending extra

money on vinyl
variants and
cinema-only

releases of films
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your fandom with
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Lana vs. Ethel-beef

e I U= keeping up with stan
Whatis up with the Ethel Cain and Lana Del Rey beef? 4.0 on reddit

Sabrina
Carpenter
ot .9‘*" Merch

\

Being a fan is no longer a hobby: it's a
lifestyle. Are you even a real fan these
days, if you don’t spend money on Merch,
extra releases and defend your idol on

Twitter?

i,

.,o”'accessorisi\g your
" home and your life
with artists’ merch

Gracie Abrams Merch

how fandoms dictate relevance
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Deing a fan by engaging vath an artists
work is o longer evough. You have o
visually dress the part to be part of the in-

NEW RULES OF TRE FANDOM

We are in an era of “mass personal”
media, where content feels intimate at
scale. Audiences form one-sided
relationships with creators, treating them
like friends. This dynamic now shapes
attention, trust, and Iinfluence. At the
same time, fandom has evolved from
passive consumption to active
participation. Fans create, remix, and
distribute culture themselves. Relevance
IS NO longer dictated top-down. It is built
collectively.
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