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AT  A  G L A N C E

The ranking

RANK BRAND SCORE

01 Snapchat 76

02 Starbucks 76

03 GHOST 74

04 T-Mobile 74

05 Target 74

06 Depop 72

07 Desperados 70

08 Dunkin' 68

09 Pinterest 68

10 Gap 62

11 Listerine 62

S C O R E  B A N D S

Culturally Magnificent 81-100

Culturally Strong 61-80

Culturally Active 41-60

Culturally Passive 21-40

Culturally Invisible 1-20

02



I N T R O D U C T I O N

Festival culture has no shortage of logos; this ranking rewards 

brands that did something more useful with the wristband. These 11 

brands turned participation into services, products, rituals and creative 

experiences. Positions follow OSCAR's standard overall Cultural 

Intelligence scores-not bespoke festival scores-with festival behaviour 

providing the evidence and context for inclusion.

11
BRANDS RANKED

76
LEADING SCORE
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T H E  R A N K I N G 1-3 of 11

N O .  1

Snapchat 76
/100

CULTURALLY 
STRONG

Snapchat earns its place by turning Lollapalooza's digital moments into physical keepsakes: personalised 
charm keychains, complemented by a dedicated viewing deck for app users. It is a neat expression of the 
platform's camera-first, friendship-led philosophy, making private participation publicly tangible-though one 
clever activation does not entirely solve its broader visibility problem.

Read the OSCAR snapshot

N O .  2

Starbucks 76
/100

CULTURALLY 
STRONG

Starbucks made its Coachella debut count, recasting the coffeehouse as a hybrid café, venue and reset 
space shaped around festival rhythms. Serving more than 31,000 drinks across two weekends, it offered 
practical respite without leaving the action. A culturally fluent extension of the 'third place', albeit more 
inventive hospitality than genuinely brave reinvention.

Read the OSCAR snapshot

N O .  3

GHOST 74
/100

CULTURALLY 
STRONG

GHOST turned its EDC Las Vegas presence into an attraction: a two-storey funhouse, three-lane slide, 
skyline balcony and festival-exclusive Kinetic Colada flavour. It was playful, generous and genuinely additive, 
offering respite and spectacle rather than mere sampling. The challenge is turning such memorable 
moments into a distinctive, repeatable festival ritual.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/6862c467-9245-45c9-b97a-7dbc70ad105d
https://oscar.seven-communications.com/reports/a65bfd1d-5622-4206-81df-bf3b1d3e78d7
https://oscar.seven-communications.com/reports/64cdd1f0-8fe0-4f2e-90c4-62dddedcc68f


T H E  R A N K I N G 4-6 of 11

N O .  4

T-Mobile 74
/100

CULTURALLY 
STRONG

At Lollapalooza, T-Mobile made a credible case for festival relevance by turning Club Magenta into more 
than a branded recharge stop. Phone charging solved a genuine irritation, while charm customisation and a 
gumball machine dispensing tickets, merchandise and side-stage access made connectivity playful. Smart, 
distinctive and useful-though still more event-led than culture-shaping.

Read the OSCAR snapshot

N O .  5

Target 74
/100

CULTURALLY 
STRONG

Target earns its place by treating ESSENCE Festival as more than a branded backdrop. Styling, beauty 
expertise and its Founders Edit centred Black women while giving Black entrepreneurs access, visibility and 
community connection. It is inclusion with practical value; the sharper challenge is extending that support 
beyond the festival tent into sustained commercial opportunity.

Read the OSCAR snapshot

N O .  6

Depop 72
/100

CULTURALLY 
STRONG

Depop

At Governors Ball, Depop turned its resale ethos into a genuinely useful festival intervention: an AI-powered 
virtual try-on mirror, customisation, charging and giveaways. The mix made experimentation and individual 
style tangible rather than merely transactional. It shows why Depop has real youth-fashion traction, though 
lasting authority will require repeatable rituals beyond one well-judged drop-in.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/028db7b3-b3e7-40e3-bbc1-ba827caf3014
https://oscar.seven-communications.com/reports/ba4cd683-79ba-4a3b-b5cd-a5a8d9289b8f
https://oscar.seven-communications.com/reports/eeb09b51-cc2c-45ac-a572-74c744832e35


T H E  R A N K I N G 7-9 of 11

N O .  7

Desperados 70
/100

CULTURALLY 
STRONG

Desperados turns festival discomfort into cultural theatre with Paolina Russo's Freeze-Fit: a limited-edition 
jacket cooled by frozen beer. It is useful, stylish and gloriously improbable, translating the brand's hybrid 
spirit into tangible behaviour rather than logo-led sponsorship. The caveat is longevity: one memorable 
intervention is not yet an enduring cultural platform.

Read the OSCAR snapshot

N O .  8

Dunkin' 68
/100

CULTURALLY 
STRONG

Dunkin'

At Lollapalooza, Dunkin's Refresherland read the crowd rather than merely renting its attention. Cold drinks, 
sunscreen, deodorant and dry shampoo turned refreshment into a practical reset from heat, crowds and 
the general human soup. It was useful, generous festival behaviour; the challenge is making this instinct a 
recognisable ritual, not another one-off moment.

Read the OSCAR snapshot

N O .  9

Pinterest 68
/100

CULTURALLY 
STRONG

Pinterest earns its place by giving Coachella its first phone-free brand activation. Created with e.l.f. 
Cosmetics, the experience swapped compulsive posting for physical keepsakes, then mailed photographic 
memorabilia afterwards. It was a deft, product-relevant contradiction from a digital platform: turning private 
inspiration into real-world action, even if such cultural confidence remains too occasional.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/0c4ec7e9-db3b-48bb-a354-9a6325b693f1
https://oscar.seven-communications.com/reports/d6b05bf7-b326-476c-a5ef-11b0201076d8
https://oscar.seven-communications.com/reports/a653cab9-2449-4248-8786-4bf0b61b07ec


T H E  R A N K I N G 10-11 of 11

N O .  1 0

Gap 62
/100

CULTURALLY 
STRONG

Gap earns its place by making festival participation useful, participatory and unmistakably its own. At 
Coachella, the Hoodie House answered the post-sunset chill with limited-edition hoodies personalised 
through patches and charms, turning a familiar basic into a location-specific souvenir. Smart, culturally 
attuned behaviour-though Gap still needs such moments to build a consistent modern point of view.

Read the OSCAR snapshot

N O .  1 1

Listerine 62
/100

CULTURALLY 
STRONG

Listerine made an unlikely festival participant feel genuinely participatory at Lollapalooza, pairing graduated 
product trials with mint-blue face jewels and a silent disco built around individual music choices. The leap 
from bathroom cabinet to dancefloor was playful and coherent; however, it remains a bright cultural incursion 
rather than a sustained role. The burn still needs a bigger beat.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/de2549dd-6482-405c-9981-dbf79503503e
https://oscar.seven-communications.com/reports/0e9eabed-a1c9-4c92-b6b8-1d483ef5cda3


T H E  F I N A L  W O R D

The strongest brands treated festivals as lived environments, not media 
inventory: places of heat, exhaustion, self-expression, access and collective 
release. From wearable cooling to restorative spaces and personalised 
souvenirs, each added something tangible. The opportunity now is 
continuity-turning an excellent summer intervention into behaviour culture 
would genuinely miss when it disappears.

How OSCAR scores Cultural Intelligence
Each masterbrand is assessed across Brand Behaviour, Cultural Traction, Category Distinctiveness, Creative Bravery and 

Enduring Impact. Each dimension contributes up to 20 points to the overall score. The list theme determines which brands 

are considered and how the editorial story is framed; the ranking uses OSCAR's standard Cultural Intelligence score.

Turn your score into a plan with Seven Communications.
Start with the evidence, then decide what your brand should do next.

Talk to Seven Run an OSCAR analysis
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https://seven-communications.com/contact/
https://oscar.seven-communications.com

