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W H O  T H E  F * * *  A R E  W E ?

SUMMER TRESEDER
Strategy Manager

NGEN, 30U30, Young Lions & 
Young Spikes Gold.

Spends most weekends camping, 
fishing and most recently renovating.

Taylor Swift & Ed Sheeran Fan.

KATRINA BLANTHORNE
Associate Strategy Director
Cannes Young Lions UK 

winner & global shortlister.
Recently moved to Sydney in 

pursuit of sun, sea and strategy. 
Believer in the rule of 3s.



The Road to Today

07/04/95 2013-20172008 2008-2013 2017-2019 2020 - 2024

Attended St AndrewsBecame the older and wiser twin

Purchased Coconut
Went to CSU and studied a Bachelor of 

PR, Advertising & Business Travelled Europe 

Moved to the United Kingdom

Returned to AUS and got a 
job at Initiative 

Met my partner

S U M M E R  T R E S E D E R

TODAY



The Road to Today

1993-2007 2017-20182007-2012 2012-2016 2018-2021 2021 - 2023 

Studied English Lit & French at 
the Uni of Edinburgh

Grew up in Saudi Arabia, NZ, 
South Korea, Dubai & Jersey

Went to the oldest school in 
the world, King’s Canterbury

Started in media at Starcom 
on the Heineken portfolio

Worked at OMD on the 
Apple account

Moved to Sydney Oct 
‘23

Interned at a creative 
agency in Paris

Moved into Strategy at Initiative 
London leading the Carlsberg portfolio

Cannes Young Lions UK 
Gold & Global shortlist

2023 - TODAY

K A T R I N A  B L A N T H O R N E

Started at Initiative Sydney on 
Afterpay & Pernod Ricard

& The Financial Times

Pitch team for the 
Nike EMEA win



WHEN WAS THE LAST TIME YOU DIDN’T  SKIP AN AD?



C O N S U M P T I V E  B E H AV I O U R  H A S  L E D  T O  A  T I D A L  W AV E  O F  C O N T E N T

5 0 0
H O U R S

E V E R Y  M I N U T E

Of video is uploaded 
to YouTube

T H O U S A N D
9 8 1
E V E R Y  H O U R

Videos are posted 
to TikTok

5 0 0
M I L L I O N

E V E R Y  D A Y

Tweets are sent 
on X

Source: Dexerto, 2023 



AUTOMATION IS  
CAUSING EVEN MORE 
CONTENT POLLUTION

7 9 %
of Aussies think there are 

too many ads & that 
most are forgettable

Source: B&T



ADS NO LONGER EVEN HAVE TO BE ‘REAL’  
TO ADD TO THE NOISE



8  S E C

AT T E N T I O N  I S  H A R D E R  T O  C O M M A N D  T H A N  E V E R  B E F O R E
 



WE NEED TO LOOK OUTSIDE OF TRADITIONAL 
MEDIA CHANNELS TO TRULY STAND OUT… 





“ELEMENTS THAT TRIGGER THE MEMORY OF A BRAND 
AND ALL ITS ATTRIBUTES AND ASSOCIATIONS.”
Slogans, logos, fonts, packaging, sounds, music, and other 
elements directly associated with a brand, even when there is no 
mention of its name.

WTF ARE DBAs?

Source: Jenni Romaniuk x Ehrenberg Bass, Building Distinctive Assets, 2018





BEHAVIOUR

Source: Byron Sharp x Jenni Romaniuk x Ehrenberg Bass, How Brands Grow Part 2, 2016











Can Be As 
Distinctive

AS THE CREATIVE 
IT  DISTRIBUTES.  



DISTINCTIVE                DEVICES



M O R E  A T T E N T I O N M O R E  R E V E N U EM O R E  S A L I E N C E

Source: IPSOS, Be Distinctive Everywhere, 2023 | YouGov, Focus on Measuring Brand Salience, July 7 2021.

DISTINCTIVENESS MATTERS



Sources: IPSOS, Be Distinctive Everywhere, 2023 | IPA, The Crisis in Creative Effectiveness, 2019. 

DISTINCTIVENESS IS  DECLINING

I S  S P E N T  O N  A S S E T S  T H A T  
A R E N T  T R U L Y  D I S T I N C T I V E .
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SHORT-TERMISM LEADS TO IMBALANCE AND INEFFECTIVENESS
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WE’VE  BECOME SO  
OBSESSED WITH  BUYING 

ATTENTION,  WE’RE  
FORGETTING HOW TO



Source: Coca-Cola, 2023

YRS
(1974
)

#1 MOST VALUABLE OOH
2.4M WEEKLY OTS









YRS

+340,000 BUCKETHEADS
+$83M IN MEDIA EXPOSURE

Source: KFC, 2023



Source: IAG x House of Brands, 2023 | Adgile, NRMA Insurance Cricket Analysis, 2023

YR

#3 RECALLED SPONSOR
35MINS IN-PROGRAM





F L I G H T I N G B E H A V I O U R E N G A G E M E N T

Y E A R SY E A R S Y E A R S



F L I G H T I N G B E H A V I O U R E N G A G E M E N T

Y E A R SY E A R S Y E A R S

AVERAGE CAMPAIGN WAVE ANCHORED CAMPAIGN WAVE

Base Cultural
Understanding

Tease

Release

Release & Explain

CONSISTENCY UNLOCKS EFFICIENCY



So where do we 
begin?



WHAT WHERE

WITH WHEN

WI
TT

Y R
EM

IND
ERS (IN

HINDSIGHT) CLARITY OF VISION COUNTS

WHEN VISION BECOMES
BL

UR
RE

D

THOSE WHO USE THEIR EYES THE MOST

HOW

WHY
EVERYONE SHOULD 
SEE THE WORLD IN 

STYLE

A MOMENT OF DOUBLE TAKE

Source: Simon Sinek, Find Your Why, 2014 | Initiative, Cultural Persona Framework, 2022 

UNDERSTAND YOUR 
BRAND.  

WHAT WHERE

WITH WHEN

DO
ES

YO
UR BRAND DO? DOES YOUR BRAND APPEAR?

DOES YOUR BRAND TU
RN

UP
?

WHO DOES YOUR BRAND ASSOCIATE?

HOW

WHY
DOES YOUR 

BRAND EXIST?
DOES YOUR BRAND LIVE IN CULTURE?
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TAKE A LOOK IN YOUR OWN BACKYARD



PAID ADVERTISING ACCOUNTS FOR AS 
LITTLE AS 26% OF BRAND EXPERIENCES

WARC, Measure Share of Experience, MESH, 2016



O E S P :  T U R N I N G  D O R M A N T  P R O P E R T Y  I N T O  M E D I A

CATS IN BOXES





Source: Byron Sharp x Jenni Romaniuk x Ehrenberg Bass, How Brands Grow Part 2, 2016

KNOW WHERE YOU CAN WIN.  



REACH

SENTIMENT

RECALL

CONSIDERATION

RETENTION

SALES

BRAND EQUITY

MEDIA

BRAND

BUSINESS

MEDIA
OWNED | EARNED | SHARED | PAID | MADE

MEASURE
SALIENCE VS SALES | AFFINITY VS ACTION | EQUITY VS EFFICIENCY 

DON’T MEASURE YOURSELF SHORT.  



H A N D I N G  Y O U  
T H E  K E Y S



HOW TO GROW MEDIA CREATIVITY

FIRST, GET A LAY 
OF THE LAND. 
Look beyond the category/brand to 
see how market conditions can 
influence how we show up in 
media.

LOOK IN YOUR 
OWN BACKYARD. 
Identify potential idle brand 
assets that can be leveraged 
before turning to paid media.

START SEEDING 
DMDs INTO ADLAND. 
Having distinctive media devices as 
common language of marketing 
effectiveness, it makes it easier to 
sell.

Use the distinctive media devices 
flywheel to help students come 
up with their own brand DMDs.

Get students to conduct an OESP 
audit on a brand of their choice 
& ideate potential idle brand 
assets.

Start including distinctive media 
devices as standard vernacular in 
media curriculums.



Identifying existing brand partnerships through google search/desktop research. Could include sports 
partnerships and collaborations.

Reviewing presence on various social media sites (owned pages), as well as owned properties like websites 
and apps. 

Does the company have brand ambassadors? How do they use them? Are there other teams or advocates 
that exist for them?

Are there properties where the brand is represented that people could wear or use, and if so what’s the 
scale? How is the brand shown on those products, how many people might see the branding?



OESP (OWNED, EARNED, SHARED, PAID) AUDIT+

ASSET OESP SCALE ACTIVATION DETAILS LEAD TIME
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DISTINCTIVE MEDIA DEVICES FLYWHEEL

WHAT WHERE

WITH WHEN

DO
ES

YO
UR BRAND DO? DOES YOUR BRAND APPEAR?

DOES YOUR BRAND TU
RN

UP
?

WHO DOES YOUR BRAND ASSOCIATE?

HOW

WHY
DOES YOUR 

BRAND EXIST?

DOES YOUR BRAND LIVE IN CULTURE?



DISTINCTIVE ASSET PRIORITISATION MATRIX
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