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FANDOM NOW

One of this summer’s biggest streaming hits is a show that ended its cable run four 
years ago. When Netflix added Suits to its streaming service in June, the series 
caught fire, appearing on the service’s Top Ten list for four consecutive weeks. During 
the month of July, Suits, which originally aired on USA Network from 2011 to 2019, 
was the only show not produced by Netflix to appear on that list. It’s common to see 
older IP expanded upon to simultaneously attract new fans and satisfy existing ones 
(à la the many recent Star Wars series or even Arrested Development or Gilmore 
Girls, which Netflix reprised with new episodes). But Suits is different; it grabbed the 
public’s attention on the merits of its existing content alone.  
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 Suits demonstrates 
the power older IP 
can wield when it 

blends a robust 
existing fanbase with 
untapped exposure. 

A lot of ink has been spilled trying to explain why Suits struck gold – 
again – with its audience. (Seriously. Google it.) But in this blog post, 
we’d like to explore what it suggests about fandom. In a world 
where networks and streaming platforms target new fans by 
seeking out exciting new IP, and reinvigorate existing IP with fresh 
new content, Suits demonstrates the power older IP can wield when 
it blends a robust existing fanbase with untapped exposure. 

It's easy to forget that Suits was popular when it originally aired. Its first two seasons averaged more 
than 3 million viewers per episode, and each of its first five seasons averaged more than 2 million 
viewers per episode (comparable to viewership for Mad Men during the same period). Yet the show 
flew completely under the radar of many of the viewers who watched it for the first time this summer. 

https://kresnickaresearch.com/


popular fanfiction site AO3 (Archive of Our Own), 
for example, indicate a steep rise in the number 
of new fanworks about the show since June, 
seemingly among fans who discovered the show 
for the first time this summer. And those new 
fans joined the more experienced members of 
the Suits fan community to revitalize dialogue 
about the show in a new era marked by major 
cultural shifts, including changes to Meghan 
Markle’s (one of the show’s leads) hold on the 
popular imagination. (Only six months prior, 
Netflix aired the controversial documentary 
Harry & Meghan, and the coronation of King 
Charles took place only a month prior to Suits’ 
arrival on Netflix.) Fans new and old could 
assess the show with fresh eyes, giving it new 
meaning and significance. 


So, what can 
Suits teach us 
about fandom? 
For starters, it 
shows us that 
new and shiny isn’t always necessary to get fans’ 
attention. Existing fans can and will show up 
when there are opportunities to revisit OOFs 
they know and love. Moreover, existing IP can 
attract a whole new cohort of fans – even 
without new content – when it hits the radar of 
those who missed its first hurrah. But Suits’ may 
have additional lessons yet to teach as we 
observe how two distinct fan cohorts, who 
interacted with the same IP for the first time in 
different ways and in different time periods, give 
rise to a community that is new and more 
complex, sharing some fan practices and 
attitudes, yet varying in potentially significant 
ways. Fodder for a blog post down the road…
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During its cable run, Suits didn’t glow with the 
halo of a premiere network brand like HBO or 
AMC, it received little love from critics or the 
awards circuit, and, unlike the most talked-about 
TV shows of the day, it wasn’t contemplative and 
narrative driven – something even the most 
devout of Suits fans would acknowledge isn’t the 
show’s bread and butter. So, when Suits landed 
on Netflix in June, it found a home among 
existing fans and huge numbers of viewers who 
had never paid attention to it before. 


The show’s existing fanbase reacted to its 
appearance on Netflix by doing what fans often 
do: they revisited their OOF (object of fandom). 
Netflix gave those fans the best chance yet to 
remember why they loved the show in the first 
place, allowing them to rewatch each episode 
awash with appreciation. Many also chose to 
engage with the show more deeply by joining 
online fan conversations and communities, such 
as those on Reddit, where the embers of 
lingering fandom were rekindled. New posts 
from old fans exclaimed how much they missed 
the show and how good it feels to watch it again. 
Some ‘efangelized’ their love for the show 
through a mix of playful jealousy (“What I would 
give to watch this show for the first time 
again…”) and mentorship (“Enjoy this, dude. Don't 
binge watch. Savor every episode, especially the 
earlier seasons”). And in spite of the advice to 
“savor every episode,” many existing fans clearly 
benefitted from the opportunity to binge watch, 
immersing themselves – more easily than ever 
before – in that beloved sharky law firm. 


The show’s new fans did what many new fans 
do: they dove in head-first. Metrics from the

new and shiny isn’t 
always necessary to 
get fans’ attention
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