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EXECUTIVE SUMMARY

What the room naid.

On the evening of April 26, 2026, at BhoomiVerse, Bengaluru, ninety-nine
people in a room finished an equation. Four practitioners, from Warner Bros
Discovery, DeHaat, BIAL and BhoomiVerse, debated what Content x Brand x
Community equals in 2026, one letter at a time. After each debate, the
audience picked one word. Three rounds, three winners. The equation that
came out is short, sharp and worth taking seriously:

“Content x Brand * Community = Stories x Thust x A netwonk.”

This report is what we believe the room was telling us. It is not a forecast. It is
not a manifesto. It is a thesis, assembled from how ninety-nine people, four
panelists and one moderator, voted and argued about three of the most
overused words in our industry. We've structured it as four short sections:
what each word means, what the three together imply, what gets harder, and
what we'd do next.
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How the equation got

finiohed.

The format was deliberately simple. Each letter of CBC was given
one round, six minutes long. Eight word options were available
per letter, short, plain-English, picked to feel honest about how
each term has shifted over the last decade. Each round, the four
panelists debated the letter's meaning out loud; while they spoke,
the audience voted on a QR-linked bubble vote that updated live
on the screen behind them. By the end of the round, the largest
bubble was the room's pick. By the end of the panel, the right side

of the equation was filled in.



The FuQ Rensufts

CONTENTS BRAND COMMUNITY
Stonrien Thust A netwonk
23 19 24
Convenonations A community A ncene
7 7 2
Memes A promise A rhythm
2 2 2
Wondas A vibe Fans
1 2 2
Inside jokesn Behavioun The distribution
1 1 2
Penfornmance Taote The brand
0] 1 0
TooQn A standand Friendo
0 1 0
Producto A receipt The product
0] 0 0

Two things stand out from the data alone, before we read meaning into the
words. First, the winners were decisive-

e Stories took 23 of 34 Content votes (68%),
e Trust took 19 of 33 Brand votes (58%),

e A network took 24 of 32 Community votes (75%).

Second, A network was the clearest mandate of the night. The room was

unambiguous about what Community has become.
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PART 2 - WHAT EACH WORD MEANS

Three winnehon, read
canrefufy.

Content = Stonies (23 voten)

The runner-up was “Conversations” at 7. “Memes” took 2. “Worlds,” “Inside jokes” each took 1.
“Products,” “Tools,” “Performance” took zero.

The room voted for the oldest word in the list. That itself is the finding. After a
decade of being told that content is now performance, content is now a product,
content is now a tool, the room, overwhelmingly, said: it's still stories. The form has
changed (reels, threads, podcasts, livestreams), but the unit hasn't. People watch,
read and listen because something is being told to them, not because something is
being shipped at them.

There is something quietly conservative, and we mean that as a compliment, about
this vote. “Memes" scored 2. “Inside jokes” scored 1. The audience in the room was,
demographically, exactly the cohort the discourse claims is meme-native and post-
narrative. They voted against that framing. What they were saying, we think, is that
memes and inside jokes are vehicles for stories, not replacements for them. The
story is still the load-bearing thing.

If you make content for India in 2026, this vote tells you to stop optimising for the
format and start working on the story. Cadence still matters. Native grammar still
matters. But the room was clear: the question is not “are you posting?” It's “are you
telling us anything?”

“Content is what people forward to one friend, not what platforms push
to a million strangers. That's a story by another name.”



Brand = Truast (19 voten)

Runner-up: “A community” at 7. Behind that, a long flat tail- “A promise,” “A vibe,” “Taste,” “A
standard” each took 1-2 votes. “A receipt” took zero.

Of the three winning words, this is the most obvious - and also the most
consequential, because of what it pushed past. The original eight options included
some sharper, newer framings: “A receipt” (proof you're real), “Behaviour” (what you
do, not what you say), “A standard” (what you hold yourself to). All of them lost. The
room went with the boring answer.

We read this as exhaustion, not nostalgia. Indian Gen Z has been marketed at by
D2C brands, founder-led brands, story-led brands, vibe-led brands, community-led
brands. The vote for Trust over A vibe and over A receipt is the room saying: we don't
actually believe most of the things we're told any more, so we'll go back to the most
basic question- does this brand keep its word? A vibe is undefendable. A receipt is
forgeable. Trust is earned over years, by behaviour, in public.

There's a related read worth flagging: “A community” took 7 votes for Brand. That's
the second-highest in the column, and it bleeds directly into the Community
column's vote. The room is not separating Brand and Community as cleanly as the
discourse does. For the next-decade brand, those two columns are blurring into a
single thing, and Trust is the bridge between them.

“A brand is what's left when you stop spending. The vote for Trust is the

room saying: we know which brands have run out of money this quarter,
and we know which ones haven't moved an inch.”




Community = A netwonk (24 voten)

This was the strongest mandate of the night. “A network” took 24 of 32 votes — 75%. “A scene,” “A
rhythm,” “Fans,” “The distribution” each took 2. “Friends,” “The brand,” “The product” took zero.

This is the most interesting result of the night, and also the most useful. “Fans”, the
most traditional definition of community, got zero votes. “Friends,” the most
intimate framing, also got zero. “The distribution,” probably the most cynical-true
framing of all (community as the new media buy), got 2. The room consciously
chose something in the middle: A network.

A network is not a fanbase. A fanbase orbits a creator or a brand. A network has its
own weather. People in a network connect with each other without you in the room,
they make work together, hire each other, vouch for each other, build small
economies inside the larger one. You can host a network. You cannot own one.

We think this vote tells us something specific about Bengaluru in 2026, and possibly
about Indian creative cities generally. The audience in that room is, empirically,
wired into a network. Many of them know each other. They have shared rituals,
shared shorthand, shared events, shared collaborators. When asked what
Community means, they didn't reach for the word that describes the relationship
between a creator and their audience. They reached for the word that describes the
relationship between themselves.

This has practical implications for anyone trying to build community as a strategic
asset. You're not building a fanbase. You're trying to seed conditions in which a
network forms, and once it does, your job is to host it without extracting from it. The
network's value to its members is the thing you protect. The moment members feel
the network is being mined, the network leaves.

EN

“The strongest mandate of the night was for the most demanding answer.

A network costs more to maintain than a fanbase. It pays back in ways a
fanbase can't.”




The equation, read
as one sentence.



The stony of the next decade.

If we take the equation at face value, the next decade in Indian creative work looks
roughly like this:
e Stories beat content. The brands and creators who win will be the ones who can
articulate what they're telling, not just what they're shipping. Posts-as-volume is a
dying strategy. Stories-with-spine is what travels.

e Trust beats brand. L.ogos, vibes, taste claims and brand worlds matter less than
they did. What you said you'd do, and whether you did it, matters more. The audit is
public, the audit is permanent, and the audit is now the brand

e Networks beat audiences. The fan economy is plateauing; the network economy
is taking off. Builders who plant themselves inside networks and contribute, rather
than extract- will see their work move further than builders chasing audience size.

“The shift the equation describes is from a one-way street to a three-way
one. You used to send content out, hope a brand registered, and watch
communities form downstream. Now communities decide first, brands
earn their seat, and content moves through the network, or it doesn't
move at all.”



Worlds

Stories




Trust can't be penformed.

This is the cruelest one. Trust is a lagging indicator. By the time you can
measure it, you've either earned it for years or destroyed it in months. The
brands that win on this axis aren't the ones who started building trust last
quarter; they're the ones who never compromised it in the first place. For the
rest, the only path is a slow, public, behaviour-led recovery, and there is no
shortcut, no campaign, no creator partnership that gets you there faster.

Netwonks resent being mined.

This is the deepest implication of the Community vote, and the one most
likely to be ignored. A network is generous with its energy until the moment
it suspects extraction; then it withdraws all at once. The brands and
platforms that have understood this, and there are not many, treat their
proximity to networks as a privilege that requires constant earning. The ones
who haven't learned this lesson yet will, painfully, in the next 24 months.

“The equation rewards patience and punishes shortcuts. That's not a
flaw in the equation. That's the equation.”



PART 5 - WHAT WE'D DO NEXT

Three commitments
from this room, to
this room.

This thesis is not just diagnostic. The equation belongs to the
room that voted on it, and a thesis without commitments is a
column. Below: three things we are committing to, as Blend and
as Tessarakt, to act on what the room said. We will hold ourselves
to these in public over the next twelve months.



01- We wiQ teQ pstoriens beforne we ship poasts.

We will resist the temptation to confuse cadence with quality. Every
Blend program, Cohort 02, the Creator Hub will start with a story brief,
not a content calendar. We will publish less, slower, longer. We expect
this to feel uncomfortable for a quarter and right within a year.

02 - We wiQ earn thust by being honest about what we
got wnong.

We will publish a post-mortem of Cohort 01, what worked, what we
mis-designed, what we owe the next cohort. Trust is built on the
public record of small admissions, not on the highlight reel. We wiill
stop performing certainty in places where we have doubt.

03 - We wiQ host the netwonk without extracting from it.

This is the hardest one to write and the most important to keep. We
will not monetise the Blend network in ways that take from its
members without giving back more. Where we run paid programs,
the value flow will be visible. Where we run free programs, we will
protect them from sponsors who want to mine the room. We will
make this commitment auditable and we will tell you if we slip.



From the four
panelists (and
our modenraton).

The opening question put to all four panelists was simple: what does
the CBC equation - Content x Brands x Community - mean to you and
your audience today, and which part of it are you working through to
reach the people you serve? Their answers, taken together, sketched
the equation as it actually behaves in the wild, less a stack and more a
loop, with each panelist sitting at a different point of the curve.

The CBC equation came out of the conversation looking less like a
marketing diagram and more like a posture. Koyel reads communities
to know which content to back. Adarsh builds infrastructure first and
lets brand follow trust. Ayesha programmes a city-scale platform so
that scale doesn't cost soul. Antra refuses the separation entirely. Rahil
believes community enables the network to scale across the equation.
Different positions on the same curve - and five practitioners working,
in their own way, on the same underlying question: what does it
actually take to build something that travels, lasts, and doesn't extract
from the people who make it travel?



The headQine,
nigned by the room.

In 2026,
Content x Brand x Community

Stonrien x Thust x A netwonk.
\ Y,

We don't post for posts' sake any more, we tell stories. We don't buy
logos any more, we extend trust. And we don't broadcast to audiences
any more, we move through networks of people who choose to carry us
forward.

- RAHIL - KOYEL - ADARSH - AYESHA . ANTRA and 99 others
who voted

This thesis report was assembled from the live results of the CBC
Equation fireside, held at The Blended Show on April 26, 2026, at Dhurti
BhoomiVerse, Bengaluru. The format, three rounds, eight options each,
audience vote per round, was designed by Tessarakt x Blend.
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