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Animal Crossing: New Horizons

335M+ 
copies sold

18-35 y/o 
target audience

Digital
Escape

Real-Time 
Clock

Founded 
2001 

by Nintendo
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“Escape to your 
island getaway”
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The VillagersGame On Page 5
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Players crave 
realness! 
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WHO IS LIQUID DEATH?
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About Liquid Death

FOUNDED In

2019

18-34 Y/O
MALE Dominated
audience

CANS 
OVER 

PLASTIC

EDGY
MEME 

MARKETING

BOLD 
DESIGNS

&
COLLABS
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Liquid Death has mastered 
the “ Rebel”. But by being 
so hyper-masculine, 
they’ve hit a growth 
ceiling. 

They are missing a 
connection to the female 
and non-binary market 
who love their edge.
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AC 
Insight: 

TOGETHER:

LD 
INSIGHT: 

Players are digital creators 
seeking realness and 
representation that reflects 
their alternative identities.

Liquid Death is the rebel brand, 
that struggles to connect with 
female and non-binary 
audiences.

We are vandalizing Animal Crossing’s perfect brand. By 
introducing Liquid Death we are rebelling, and asking users 
to let their animal out!
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PERFECT MATCH 

Animal Crossing and Liquid Death are escapes 
for those who reject the ordinary, offering 
playful, rebellious spaces where creativity, 

humor, and self-expression run free. 
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Why now
THE CliMATE 
Fear of 'cancel culture' has turned mainstream brands very safe, with consumers 
stating that brands feel hollow. By trying to appeal to everyone, they lose connection to 
the subcultures that actually drive trends.

Shift
Creators are moving from Perfection to Chaos. They are rejecting the 'perfect' look in 
favor an energy that feels more human and authentic.

OPPORTUNITY
Liquid Death x Animal Crossing meets the audience in their 'safe space' fused together 
with the 'realness' they crave, creating a high-contrast experience that cuts through 
the noise of careful marketing.
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GET 

BY 

TO 

BECAUSE  

Animal Crossing Gen 
Z/Millennial women and 
non-binary creators, who love 
an "Alternative" aesthetic

Adopt Liquid Death as one of 
their go-to hydration brand or 
feel more seen by Animal 
Crossing,

Vandalizing Animal Crossing’s 
image with Liquid Death’s and 
showing immersive digital and 
IRL experiences

 The collab gives them rebel 
permission, and a way to fully 
express their identity.
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.

2

Social Ignition

3 4

Street Takeover

5

Alt community 
convergence 

In-Game Invasion vv

1

Introduce the Liquid 
Death x Animal 
Crossing 
limited-edition can 
in retail to drive 
awareness & spark 
collectible 
excitement.

Retail Disruption

ACTIVATIONS
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Retail Disruption









.

Social Ignition

3 4

Street Takeover

5

Alt community 
convergence 

v

1

Retail Disruption

2

In-Game Invasion

Bring back 
sassy, snarky, 
rebel, reactions 
for villagers. 
Activate punk 
reactions, + 
drink liquid 
death in game.
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In-GAME CHARACTER 
PERSONALITIES





.

4

Street Takeover

5

Alt community 
convergence 

v

1

Retail Disruption

2

In-Game Invasion Social Ignition

3

Instagram, X, and 
Twitch with creator 
streams, meme 
series, and 
community 
engagement to drive 
online buzz and 
product discovery.

ACTIVATIONSGame On Page 26











.

Social Ignition

3 5

Alt community 
convergence 

1

Retail Disruption

2

In-Game Invasion

4

Street Takeover

Murals, 3D 
billboards, and 
stickers in cultural 
hubs to extend 
visibility into the real 
world, encouraging 
fans to amplify the 
collaboration beyond 
digital channels.
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Social Ignition

3 4

Street Takeover

1

Retail Disruption

2

In-Game Invasion v

5

Alt community 
convergence 

Sponsor When We 
Were Young 
Festival to engage 
alt audiences 
through immersive 
experiences. 
Reflect in game.
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In-GAME FESTIVAL & 
MERCH





THANK YOU!
Let's discuss


