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Introduction 30 Years of Pokémon


Samuli Laato, Elina Koskinen,and Piotr Siuda



The Global Prevalence of Pokémon

Today, whether in Chile, Finland, Japan, or the United States, Pokémon products are regular sightings at toy aisles and magazine stands. People may run into Pokémon-branded backpacks, handkerchiefs, shirts, hoodies, shoes, cups, pencils, and various other products as they go about their days. Pokémon GO (Niantic 2016) players can be regularly spotted gathering around statues and cultural landmarks at certain times guided by the game. There are specialized brick-and-mortar stores selling Pokémon Trading Cards and hosting Pokémon tournaments. Mobile marketplaces frequently show Pokémon apps to consumers, from Magikarp Jump (Select Button 2017) to Pokémon Sleep (Select Button 2023). Video streaming services have a wide selection of Pokémon shows, and popular Pokémon game songs have accrued tens of millions of listens on music streaming platforms. Pokémon fan websites also have monthly visitors in the millions, and fan communities have produced fan fiction stories and created their own unofficial games. News media have also kept their eye on the brand over the years, reporting on cultural milestones from the launch of the Pokémon franchise to the arrival of Pokémon GO all the way to fans wanting to get their hands on the exclusive Van Gogh Pikachu promotional collectible card (BBC News 2023). The children, who started their fandom journeys in the 1990s, are now adults, who have potentially had Pokémon affecting their lives for three decades, and some of them have become parents to the next generation of Pokémon fans.


This cultural prevalence of Pokémon operates in a cycle where the popularity of the franchise attracts collaborators from various industries, and the ubiquitous visibility of Pokémon in our cultural landscape serves to reinforce the brand. Throughout the years Pokémon has collaborated with, for example, airlines (Koski 2023), fast-food chains (The Pokémon Company International 2025), toy companies (LEGO® 2026), and premium tableware designers (Iittala 2026). For consumers, Pokémon appears as a media mix brand where introduction to the franchise may happen through various channels from games and movies to toys and merchandise. People can choose their favorite Pokémon creatures, what roles they affiliate with in the Pokémon story, and which products they consume and enjoy (Koski 2023). The multifaceted transmedia nature of Pokémon makes it a versatile franchise, able to cater to various personalities and consumers of all ages. But how did Pokémon become the global franchise juggernaut we see today and what makes it stand out among numerous competing franchises? Let’s examine its history.


Popularity and Sales of Pokémon Games and Products Throughout the Years

The Pokémon franchise was launched in February 1996 in Japan with the release of Pokémon Red and Green (Game Freak 1996) for the Game Boy console. Coupled with a good initial reception, the launch was followed up by an animated TV series, movies, Pokémon Trading Card Game (TCG) (Creatures Inc. 1996), various merchandise, and new games in the series. Pokémon was introduced to Western markets in the late 1990s with the simultaneous release of the main series video games (now branded as Pokémon Red and Blue [Game Freak 1999a]), multiple other products such as those mentioned above, and a strong marketing budget (Koski 2023; The Editors of TIME 2024). This multi-channel broadcast of Pokémon content to the international audience kickstarted a period dubbed as the “Pokémon craze,” or “Pokémania,” that persisted for two to four years from the late 1990s until the early 2000s globally (Elza 2008; Tobin 2004; West 2008). During this time, Pokémon was expanded with the second generation of games (Silver and Gold 
[Game Freak 1999b]), a connected anime series, another full-length feature film, new TCG packs, and new merchandise. The release cycles of new Pokémon generations would start to fall into a pattern, whereby every three to four years a new main series video game would be released together with a new animated show season and TCG sets. Merchandise, spin-off games, and other franchise products would roughly follow these patterns. At the point of writing this Introduction, altogether nine generations of Pokémon products have been released. The tenth-generation main series games, Pokémon Winds and Waves 
(to be published), were announced on the thirty-year anniversary of the franchise on February 27, 2026.

The presence of Pokémon franchise products in various places, where consumers are continuously exposed to them in their daily lives, has arguably contributed to the economic and cultural prevalence and dominance of Pokémon (Koski 2023). When Pokémon was introduced to markets outside Japan, it had been developed into a true cross-media franchise that harnessed multiple channels to build a strong, engaging brand (Koski 2023). Steinberg (2017) uses the term “media mix” to refer to these kinds of franchises which contain multiple media products that feed into each other. Pokémon also utilizes transmedia storytelling: the process of building the same fictional universe through various media products. For instance, the motto “Gotta catch ’em all” can be applied in the context of TCG, prompting players to purchase booster packs, or to the context of Pokémon smartphone games, nudging players to make in-app purchases in pursuit of discovering more creatures faster. The Pokémon video games might boost players’ affection toward specific Pokémon creatures (Koski 2023), leading players to purchase plushies and other merchandise featuring these Pokémon. The Pokémon anime could help players visualize Pokémon in the real world, scaffolding their imagination and boosting their engagement and affection with the franchise (Laato et al. 2021). The fact that the official Pokémon YouTube channel has hundreds of free full Pokémon anime episodes, with localized audio to tens of languages, suggests that the anime specifically is treated as a key introduction route to the Pokémon media mix product family.

The sales of Pokémon main series video games have fluctuated over the years (see Figure 0.1). In addition to the sources provided in Figure 0.1, other sources such as Bulbapedia (2026) and Statista (2025a) offer similar figures. One reason why these numbers are important is that each new Pokémon generation has always been launched through, and spearheaded by, these games. Thus, they are prime products within the Pokémon franchise. As the third-generation Pokémon games, Ruby and Sapphire (Game Freak 2002), sold “only” slightly over sixteen million copies (while the first Generation sold thirty-one million copies), indicating an accelerating downward trend (Bulbapedia 2026), some scholars were convinced that the “craze” was over and Pokémon had faded to being just another franchise among others (Tobin 2004). However, the sales stabilized at this level for the next four generations (see Figure 0.1). The fourth-generation games Diamond and Pearl (Game Freak 2006) sold roughly the same as their predecessors, and the fifth- and sixth-generation games (made for the 3DS platform) reached similar sales with seventeen million copies sold (Bulbapedia 2026). In addition, multiple spin-off titles and remakes (such as Omega Ruby and Alpha Sapphire [Game Freak 2014]) also reached sales of around the fifteen million units’ mark (Bulbapedia 2026; Statista 2025a). While the economic success of Pokémon games specifically was solid during these years, a major resurgence of Pokémon was seen in 2016 when the location-based game Pokémon GO was launched (see, e.g., Alha et al. 2019; Koskinen 2025; 
Paavilainen et al. 2017). This gave a significant boost to the global visibility of the Pokémon brand which could also be seen in the form of a stark increase in scholarly attention toward the Pokémon franchise (Kordyaka et al. 2026; Liang et al. 2023). Prior to Generation 8, the Pokémon main series video games were exclusively shipped to the latest Nintendo handheld consoles, but from Generation 8 onward, the games have appeared on the popular Nintendo Switch console, which combined Nintendo’s TV console and handheld console lines. Indeed, in addition to the visibility brought by Pokémon GO, the hike in sales for Generation 8 and Generation 9 games might be partially explained by the popularity of Nintendo Switch.


[image: The image shows a bar graph that compares global sales figures for each main series Pokémon game generation from 1996 to 2022, highlighting fluctuations and recent increases. The highest-selling game is the 1996 Gen 1 Red/Blue, with over 30,000,000 games sold. ]



Figure 0.1
 Sales of Pokémon main series video games (excluding additional versions such as Yellow [Game Freak 1998], Crystal [Game Freak 2000], Emerald [Game Freak 2004], and remakes). Source: Figure by the authors, compiled from multiple sources: generations 7–9 based on Nintendo Co., Ltd. (2026); generations 1–6 based on VGChartz (2026) (estimates).



In addition to main series video games, multiple spin-off games and other Pokémon products have sold well and remain popular. One of the most famous success stories in the realm of spin-off games is the already mentioned Pokémon GO. Even though its player numbers had dropped by over 80 percent in the span of a few months since its launch (Sinha 2017), the game has remained prominent and profitable for more than ten years (Sensor Tower 2026). More recently, Pokémon TCG Pocket (Creatures Inc. and DeNA 2024) generated over US$1 billion in sales in a year (Statista 2025b), and Pokopia (Game Freak and Omega Force 2026) sold more than two million copies in a span of just four days (The Pokémon Company and Nintendo Co., Ltd. 2026). Beyond video games, a one-year longitudinal study on Pokémon TCG markets in Germany showed that while not all TCG sets perform equally well, most cards continue having an impressive re-sale value (Heck 2026). Merchandise sales have also remained strong throughout the years. According to Statista (2021), the lifetime revenue of Pokémon franchise products already in 2021 exceeded US$105 billion, ahead of other prominent popular franchises such as Star Wars, the Marvel Cinematic Universe, and The Wizarding World. Furthermore, the most valuable aspect of Pokémon by far in terms of revenue is actually the merchandise (Astle 2024). While overall the annual licensing revenue of The Pokémon Company International (TPCI) is behind companies such as The Walt Disney Company, this is due to The Walt Disney Company owning and managing multiple franchises, whereas TPCI primarily only focuses on Pokémon (License Global 2024). The editors of TIME magazine (2024) labeled Pokémon the world’s most valuable media franchise. The longevity and persistent global cultural and economic relevance makes the Pokémon franchise unique among pop-culture brands.



The Franchise Is Evolving! What Has Changed Throughout the Years?

During the first thirty years of Pokémon (1996–2026), the franchise experienced evolution in some respects while certain core features have been kept consistent. Every new generation of Pokémon has introduced a new set of Pokémon creatures to discover, with the current total having expanded from the original 151 (Generation 1) to 1,028 (Generation 9). In addition to new Pokémon creatures, there have been several product-specific changes. For example, new main series video games have included features such as updated graphics, new storylines, new characters, new gameplay mechanics, and new areas. However, core ideas such as choosing a starter Pokémon from among three options, exploring to find and catch new ones, becoming a more powerful trainer, and filling out the Pokédex have remained at the nexus of the main series video games through all nine generations (Laato and Rauti 2021). Although Pokémon quickly became a global franchise, with language localization into, for instance, English, Spanish, and German, it remains a product made in Japan. The series designer Satoshi Tajiri, along with key contributors Junichi Masuda, Atsuko Nishida, Ken Sugimori, and others, have cited inspiration from their childhood in Japan as key sources in the design and shaping of the Pokémon franchise (The Editors of TIME 2024). While the first four Pokémon generations were inspired by areas in Japan, and Japanese culture, from Generation 5 onward, the developer of Pokémon games, Game Freak, has looked to gather references from other cultures, and has specifically mentioned countries such as France or Spain, or regions such as Hawaiʻi, as inspiration for later-generation games.


The Pokémon product family has also become increasingly visible in events and brick-and-mortar stores. The first Pokémon-focused store, “Pokémon Center,” opened in Tokyo in 1998, and since then, multiple new locations have been opened (Sarkar 2014). We have seen various Pokémon-themed art and museum exhibitions globally, such as the traveling Pokémon Fossil Museum exhibition (Pokémon Fossil Museum 2026). Competitive gaming started in the first decade of the millennium with TCG World Championships, which have been held annually since 2004, and Video Game (VG) World Championships hosted since 2009 (except during the COVID-19 pandemic) (Burch and Lee 2024). In addition, some Pokémon spin-off games such as Pokémon Unite (TiMI Studio Group 2021) and Pokémon GO have held championship competitions, and on top of the official tournaments, fans have hosted countless smaller-scale local tournaments. During the past decade, Pokémon GO has facilitated large public gatherings such as GO Fest and Safari Zone events as well as local Community Days held globally on regular intervals. PokéPark Kanto, the first Pokémon theme park, opened in February 2026 in Tokyo (Regan 2026). With these events and spaces, Pokémon fans are brought physically together to experience something tangible, generating socially shared Pokémon experiences and relationships.

Beyond in-person gatherings, as well as updates to game design and technology, each new Pokémon generation has introduced updated merchandise, such as plushies, school bags, t-shirts, and caps. Some of these have featured newly released Pokémon, although the first-generation Pokémon remain most prominent in advertising and merchandise. For example, a collaboration between the Pokémon Company and the premium tableware designer Iittala focused on the de facto Pokémon mascot from the first generation: Pikachu (Iittala 2026). Pikachu’s role as the face of the Pokémon brand has remained unchanged ever since the launch of the franchise. Allison (2003) argues that, by having a Pokémon creature as the mascot (as opposed to a human character) of the Pokémon franchise, the marketing shifts toward generating feelings of attachment instead of identification with the characters. Out of all available Pokémon, Pikachu was chosen for its cuteness, shape, and radiant yellow color, as well as fierce characteristics balancing the cuteness (Allison 2003). It has become a globally recognized character that ties the merchandise to the roots of the brand, creating continuity. Pikachu also exemplifies Pokémon characters as the players’ companions. While Pokémon characters are used for battling, the core tenet of Pokémon is that they are creatures to be nurtured and taken care of (even if the seemingly violent battles and storing Pokémon in Poké Balls create ethical tensions). The theme of the importance of loving and caring for Pokémon has been a core story narrative, for example, in Red and Blue and the first two Pokémon movies, Pokémon: The First Movie (Yuyama 1999) and Pokémon the Movie 2000 (Yuyama 2000), and it serves as a counterweight to the capturing and collecting mechanics that are also fundamental to Pokémon.

Later Pokémon generations starting from the games Sun and Moon (Game Freak 2016) have introduced new forms to older Pokémon such as Alolan Vulpix and Alolan Raichu (Generation 7) and Hisuian Growlithe and Galarian Meowth (Generation 8), drawing bridges between the Generation 1 games and the later ones. Newer Pokémon generations feature Pokémon creatures that reference earlier ones, such as Mimikyu (Generation 8), which is a ghost-type Pokémon that wanted attention so badly that it dressed as the popular Pokémon Pikachu. Thus, as new cycles of Pokémon products are launched, the franchise keeps looping back to earlier generations through, for example, remakes of older games, relaunchings of older TCG packs, reintroducing Pokémon creatures from previous generations, and reimagining older-generation Pokémon with new regional forms. In addition to such callbacks, there are mechanisms for transferring Pokémon between games, through software such as Pokémon HOME (Nintendo 2020). All these developments serve to build bridges between future and past, old games and the new ones, serving something familiar to long-term fans as well as first-timers.

For the entirety of its thirty-year journey, Pokémon has remained a mobility-oriented franchise. Already the first-generation main series video games were launched for handheld consoles, allowing players to play the games while out and about (Koski 2023). Pervasive elements such as link cable trading (Generation 1 onward), mystery gifts (Generation 2), and the berry blending minigames (Generation 3) among others brought players physically together. The mobile nature of Pokémon games has also maintained a focus on real-world physical activity. The Pokéwalker (Game Freak 2010) pedometer, which lets players take their favorite creatures for walks in the real world in SoulSilver and HeartGold (Game Freak 2009), served as one precursor to the megahit Pokémon GO (2016) that made players walk more (Liang et al. 2023), explore familiar locations through the lens of the game (Koskinen 2025), as well as interact with friends and family (Koskinen and Meriläinen 2021; Vella et al. 2019) and strangers while playing (Koskinen 2025; 
Xu et al. 2023).


Pokémon Sleep (launched in July 2023) takes the pervasiveness of Pokémon games further. It can be viewed as a case of gamified sleep, where sleeping is adopted as a game mechanic. In a ninety-day study by Iwagami et al. (2025), Pokémon Sleep players slept on average 0.8 hours more, and the increased sleep was associated with a decreased body-mass index. Pokémon Sleep fits into the continuum of Pokémon games including elements that are beneficial for players. With the addition of harnessing sleep as a mechanic, the franchise now covers products that nudge toward exercise, social interaction, caring for the environment (Kordyaka et al. 2024), and healthy sleeping habits (Iwagami et al. 2025) among others.




“You Teach Me and I Teach You”: Previous Research on Pokémon

During its three-decade existence, Pokémon has been studied from a wide variety of perspectives and disciplines. Milestone research includes the books Pikachu’s Global Adventure: The Rise and Fall of Pokémon, edited by Tobin (2004), and The Japanification of Children’s Popular Culture: From Godzilla to Miyazaki, edited by West (2008). Nature published a piece discussing how Pokémon has shaped scientific research in diverse fields during its thirty-year course, with findings that show, for instance, that Pokémon has influenced the naming of newly discovered real-world species (Naddaf 2026). According to Elsevier’s Scopus research database, there are currently roughly a thousand peer-reviewed studies on Pokémon, with a notable spike after the launch of Pokémon GO in 2016 and 2017. The scholarly interest toward Pokémon GO expanded the franchise-related research across disciplines, from game and media studies to fields such as arts, humanities, computer science, philosophy, and health sciences (see Lu et al. 2021). Going through all the peer-reviewed research on Pokémon is not possible within the scope of this work, and thus we briefly discuss selected studies that explore various interesting elements that Pokémon has prompted scholars to study over the years.

One of the first scholarly publications on Pokémon that attracted global attention was the work of Balmford et al. (2002) published in Science. They argued that the popularity of the Pokémon franchise uniquely reveals something about humanity in relation to nature and wildlife. Balmford et al. (2002) suggested that humans have an innate desire to spend time with other lifeforms, a hypothesis scholars call “biophilia,” and that this could partially explain the popularity of the Pokémon franchise. The connections between environmentalism and Pokémon have later been explored further by other scholars (e.g., Dorward et al. 2017; Kordyaka et al. 2024). For example, Kordyaka et al. (2024) discovered a positive relationship between playing Pokémon GO and being inspired by environmental issues. The idea that Pokémon’s popularity might be partially due to a desire such as biophilia remains an open question in research. An instinct that evolved over hundreds of thousands of years as hunter-gatherers may lie dormant as we live in predominantly urban environments but could be (re-)activated through a media mix franchise containing digital animal-like creatures.

Another interesting avenue of research in the context of Pokémon is nostalgia, which has attracted scholarly attention, particularly due to the intergenerational aspect of Pokémon fandom and the longevity of the franchise (Vella et al. 2019). In empirical research, nostalgia with Pokémon has been a significant predictor of engagement with Pokémon GO (Alha et al. 2019). According to Koskinen et al. (2019), players were excited to encounter familiar characters from their childhood and to fulfill their dreams of becoming a Pokémon trainer. Laato et al. (2021) showed that nostalgic feelings had a strong association with imagining Pokémon creatures in the real world while playing Pokémon GO, which consequently was associated with playing intensity. Interestingly, spending time with Pokémon in childhood can even be seen in magnetic resonance imaging (Gomez et al. 2019; Reyes 2025).

The launch of Pokémon GO can be viewed as a major cultural milestone, not only within the context of the Pokémon franchise but also in the broader context of location-based gaming and urban behavior: millions of people worldwide, all trying to catch virtual creatures on the streets and sometimes causing stampedes when a rare Pokémon appeared nearby (Koskinen 2025). Other major cultural milestones, such as Twitch Plays Pokémon (Saucerman and Ramirez 2016) and the early craze of Pokémania surrounding the launch of the Pokémon franchise (Elza 2008; Tobin 2004) have attracted scholarly attention in attempts to understand how these phenomena were born. Twitch Plays Pokémon, as the name implies, refers to a massive social online event which occurred primarily on the Twitch streaming platform in 2014. An anonymous programmer created an input system wrapper to Pokémon Red, where Twitch participants could vote for the next action to take place (such as move to four directions or press buttons) in a game instance of Red continuously running on stream. As this stream gained more and more followers (a peak participation of over 100,000 simultaneous viewers), the event turned chaotic and various peculiar social phenomena began to surface (Saucerman and Ramirez 2016). However, not all cultural milestones in the realm of Pokémon have been studied in academia. In 2023, when a Dutch Van Gogh museum collaborated with TPCI to launch an exclusive “Van Gogh Pikachu” promotional trading card, the card was sold out from the museum’s gift shop during the same day it was launched, and the overwhelming popularity of this opportunity created excessive, even dangerous traffic to the museum, prompting the museum to pull the card out from their inventory indefinitely (BBC News 2023).

We have now provided some examples of how the Pokémon franchise is represented in academic literature and what cultural milestones have occurred in relation to the franchise. Next, we turn our attention toward the contents of this book and its chapters.




Pokémon as a Cultural Juggernaut: Introduction to the Chapters of This Book

In early 2025, when anticipating the thirty-year anniversary of the Pokémon franchise, we, the editors, agreed that there was a need for a book that would explore the cultural prevalence of Pokémon globally from multiple perspectives. In May of 2025 we sent out a call for papers and received altogether thirty-nine abstracts from scholars around the world. Authors of selected high-quality abstracts were invited to submit full chapters, which were then reviewed and reworked until finally arriving at the fourteen original chapters that are included in this book. While together these chapters represent global perspectives on the Pokémon franchise from several continents, notably this book lacks chapters by scholars from Japan, the country from which the Pokémon franchise originates. As such, this book provides viewpoints that international Pokémon scholars have on a franchise that remains inherently Japanese and can be of interest to readers who wish to understand how Pokémon has been received in the global markets, and what impacts it has had throughout the years.

This book is structured into three thematic parts, each focused on a different aspect of the Pokémon phenomenon: the longevity of the Pokémon brand (Chapters 1–4), different elements of the Pokémon franchise (Chapters 5–9), and lastly Pokémon-related fandom and communities (Chapters 10–14). Within each part, the chapters each in their own way explain the popularity, longevity, and cultural impacts of the Pokémon franchise around the world.


Pokémon as a Lasting Phenomenon

Part I, “Pokémon as a Lasting Phenomenon,” focuses on what characteristics and dimensions in the franchise have contributed to its generational prevalence, concentrating, firstly, on Pokémon in news and media throughout the years and, secondly, on intergenerational experiences of Pokémon.

In Chapter 1, Stela Lechpammer examines how Pokémon has been framed in The Guardian (UK) and The New York Times (US) across two key periods: the Pokémon GO boom of 2016–17 and the franchise’s thirtieth-anniversary years of 2022–5. Drawing on framing theory and a mixed-methods content analysis of 100 articles, Lechpammer identifies three dominant frames through which the media has discussed Pokémon: as a social phenomenon, as entertainment, and as a commercial and technological success story, with the social frame consistently predominant across both outlets and periods.

In Chapter 2, Alexander Blanco Chang and Clara González-Tosat present a longitudinal quantitative study of how Pokémon has been represented in the Spanish mainstream press between 2011 and 2024, analyzing 197 articles from five major outlets using automated sentiment analysis and lexical frequency methods. Their findings show that coverage spiked dramatically in 2016 with the launch of Pokémon GO, before stabilizing at moderate levels, with neutral and positive sentiment consistently dominating. The chapter also reveals editorial differences between Spanish media outlets with regard to Pokémon, illustrating how the same global franchise is refracted through distinct journalistic cultures. This chapter provides a complementary view to Chapter 1, and together, they provide us with a robust overview of the cultural impact of Pokémon in the global media.

In Chapter 3, Christina Griselda Nickerson, Andrew David Sutherland, and Alexandra Elenitsa Fil examine how Pokémon fandom is transmitted across generations within families. Drawing on qualitative interviews with twelve American parents who identify as Pokémon fans, the authors explore why and how parents share the franchise with their children—through video games, trading cards, the anime, and merchandise. The chapter shows that Pokémon serves as a bonding medium and an educational tool, helping children develop values and literacy skills, and in some cases engage with complex social topics.

In Chapter 4, Alan Meades and Debra Pring offer two contrasting autoethnographic accounts of parental engagement with the Pokémon franchise, exploring what they term “cultural stewardship”—the active work parents do to navigate and facilitate their children’s encounters with the franchise. Pring traces her evolution from tournament chaperone to competitive player and doctoral researcher. Meades, by contrast, recounts a more transitory journey with his daughter, which ultimately gave way to the franchise being set aside in favor of other interests. Together, the two narratives argue that both sustained competitive engagement and selective aesthetic appreciation represent legitimate pathways through the Pokémon ecosystem, each shaped by parental cultural work. Together, Chapters 3 and 4 provide empirically grounded insights into intergenerational experiences with Pokémon and demonstrate various trajectories through which parents and children have been able to enjoy the same franchise.



Building Blocks of the Pokémon Franchise

Part II, “Building Blocks of the Pokémon Franchise,” focuses on central recurring elements in the Pokémon brand and how they shape and form franchise products.

In Chapter 5, Sampsa Rauti examines how utopian technologies in the Pokémon franchise, from healing machines to mind-control devices, construct a post-scarcity society while simultaneously concealing deeper ethical tensions around control and autonomy. Drawing on Haraway’s cyborg theory and Habermas’s bioethics, Rauti argues that the franchise’s enduring appeal lies in parts in this dualism between techno-optimistic utopia and unresolved moral dilemmas. Chapter 5 showcases that the prima facie overlooked aspects, utopian technology, and prevailing ethical tensions, are core elements of the world-building of the Pokémon franchise.


In Chapter 6, Gregory Blomquist traces Mewtwo’s consistent identity across the Pokémon franchise’s games, anime, and films, arguing that it functions as a true “transmedia character” rather than a mere franchise mascot. Through this transmedia lens and Derrida’s concept of the “animot,” Blomquist shows how Mewtwo uniquely voices the franchise’s unresolvable ethical tensions around capture, control, and consent, forcing players to confront what the author calls Pokémon’s “wicked problem” of nonhuman ethics. The complex themes explored through the character of Mewtwo sit at the very foundation of the Pokémon franchise. The narrative message treating Pokémon with love and care serves to overthrow the message derived from the game mechanics of capturing and imprisoning Pokémon.

In Chapter 7, David Matencio Durán introduces the “Cultural Influence Regional Dex” (CIRDex), an original analytical framework for studying how real-life cultures are represented in Pokémon game regions across seven dimensions: art and architecture, food, geography, human characters, language, music, and Pokémon creatures. Applying the model, the author investigates how Generation 9 of Pokémon and particularly the associated Paldean region draws richly on Spanish culture, while also noting the tendency to sanitize controversial cultural elements, such as bullfighting, in favor of accessible, globally palatable representations. This chapter provides new empirical evidence on how the Pokémon franchise has evolved to purposefully seek and apply inspiration from other cultures, assimilating elements from them into the fictional Pokémon world.

In Chapter 8, James Ellis offers a ludomusicological analysis of the Pokémon franchise’s music, introducing the original concept of the nostalgic continuum to explain how the franchise uses music to engage fans across generations. Through close analysis of the Pallet Town theme and victory fanfare music, Ellis shows how reorchestration and timbral reimagining of music in original games and their remakes serve simultaneously as nostalgic anchors for veteran players and a sonic gateway for newcomers. This chapter opens avenues for future research into how music can be leveraged in media mix franchises for generating feelings of familiarity and producing nostalgia.

In Chapter 9, Dale Leorke examines the remarkable commercial and cultural longevity of Pokémon GO a decade after its 2016 launch, arguing that its persistence is best understood through three interlocking concepts: persistent play, market endurance, and scalable place. Leorke shows how the game embeds itself into players’ everyday routines while sustaining revenue through an evolving free-to-play model and the extraction of valuable geospatial data. The chapter also critically interrogates the uneven geographies the game produces, revealing how its promise of universal playability is constrained by inequalities of infrastructure, mobility, and access. Chapter 9 helps us position Pokémon GO within the broader Pokémon franchise, and it demonstrates how unique and independent the lifecycle of the famous location-based game has been.



Pokémon Fandom and Communities

Part III, “Pokémon Fandom
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