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

Strategy Manager
Graduated in 2018 while starting in the 

industry full time.
Spends 22 hours on TikTok a day.

Taylor Swift stan.

Strategy Manager
Graduated 2017. Talks a lot about AI.
Two-time nominee for NGEN award

Still uses CPM calculator





Def: The speed at which a brand moves through culture to build relevance and 
drive incremental growth.





1. An @ to the status quo
“Serious mic drop that stop signs should be pink”

1. Emphasising a provocative statement
“We give way to the left – boom, mic drop”

W H A T  I S  A  M I C  D R O P ?

noun • INFORMAL•US



T H R E E  M E D I A  M I C  D R O P S  T H A T  I M PA C T  T O D AY





N I C H E  M A R K E T S ,  B I G  P R O F I T S

The internet means that appealing to 
niche markets (“the long tail”) can be 

just as profitable as going mass
(e.g. Netflix)



K I N G  B Y R O N



K I N G  B Y R O N

There has been an undeniable 
vibe shift in culture.



W E B  2 . 0  I S  D E F I N E D  B Y  M I C R O C O M M U N I T I E S

𝑥

Microboards, forums, often 
written but with some pictures.

BeautyVloggers, MommyVloggers, 
GamingVloggers… Video first, long form, ad led.

Hashtag sorted, algorithmically served, short 
form video content. 



T I K T O K  I S  T H E  L O N G  TA I L … S U P E R C H A R G E D

#OrganisingTok #FarrierTok #TuftTok #MiamiBoysChoirTok



T I K T O K  I S  T H E  L O N G  TA I L … S U P E R C H A R G E D

#OrganisingTok #FarrierTok #TuftTok #MiamiBoysChoirTok





We have an up-and-coming generation 
whose main form of media consumption is 

algorithmically designed for them.
The normalization of algorithms 

and sophistication of data 
collection allows us greater 

accuracy targeting niche 
audiences on mass.

T E C H N O L O G Y  I S  C A T C H I N G  U P  W I T H  C U LT U R E
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H I G H  VA L U E  T R A D I N G



L I V E  E X A M P L E  F R O M  N R M A



L I V E  E X A M P L E  F R O M  N R M A









H O W  Y O U R  S T U D E N T S  C A N  I D E N T I F Y  C O M M U N I T Y  O P P O R T U N I T I E S

Unofficial tool, but useful for seeing interconnection of topics on Reddit

Free to use tool that provides statistics and insights 
into how people are using TikTok to identify 

emerging subcultures

Click me I’m 
hyperlinked!

Free to use tool to identify emerging subcultures, 
shows most researched categories on Pinterest 

Click me I’m 
hyperlinked!

Free to use tool that measures growth and volume of 
topics in threads on Reddit. 

Click me I’m 
hyperlinked!

http://csslab.cs.toronto.edu/gs/#interactive
https://www.tiktok.com/business/en-AU/insights?tt4b_lang_redirect=1&utm_campaign=TT4B%20Newsletter&utm_medium=email&_hsmi=214800492&_hsenc=p2ANqtz-_WDfCFs946fmP3EMQ5FSjPsmfplTTT3dfF50Jg6JViVuq2spNnBcK2aFSEpXDEiyTQcA6rcmjjM0KzVUh-P3mggEP1OgdfFckkHcBW8uOSV_0-IQs&utm_content=214800492&utm_source=hs_email
https://trends.pinterest.com/?topTrends=1
https://subredditstats.com/
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A T T E N T I O N  C O M E S  W I T H  L I M I TA T I O N S
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T H E  S V O D  S O L U T I O N  D O E S N ’ T  Y E T  H A V E  S C A L E

Pic showing uptake of Netflix free service



T H E  S V O D  S O L U T I O N  D O E S N ’ T  Y E T  H A V E  S C A L E

Pic showing uptake of Netflix free service

in the month following launch

Source: Antenna









H O W  W E  D E M A N D  A T T E N T I O N



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





T R E N D J A C K I N G :  C R E A T I N G  N E W  C H A N N E L S  A N D  O P P O R T U N I T I E S



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





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?





Algorithms start 
targeting people 
using personal 

data

Internet becomes 
a destination for 
literally any and 

all kinds of 
content

Site list and 
keyword 

moderation

Data 
privacy 

laws

Social media 
platforms 

promoting news 
information

Misinformation 
policy and protocol





B R A N D S  H A V E  E V O LV E D  D U E  T O  C O N S U M E R  P R E S S U R E



W E  C O N T R O L  T H E  I N V E S T M E N T  O F  I N F L U E N C E





I N F R A S T R U C T U R E  I S  N E E D E D  T O  E N A C T  C H A N G E



S H I F T I N G  F R O M  M E D I A  S A F E T Y  T O  M E D I A  R E S P O N S I B I L I T Y

Initiative to engage media 
agencies to learn more about 

the role and value of first 
nations media.

Carbon calculator that 
determines the emissions 

associated with a media plan 
based on the mix.

An indexed overview of 
publisher adoption of 

responsible media & business 
practices. 

Live research conducted at industry 
event showcasing the lack of diversity 

and unconscious bias present within the 
industry itself.

https://ipamediaclimatecharter.co.uk/media-carbon-calculator/how-to-use-the-calculator/


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

Free to use tool that allows you to calculate the carbon 
impact of different media channels. Students can do 

this once media recommendations are finished to 
optimise the media mix to a lower net emission.

Summary of published findings will be shared once 
released, and while not the full report, it will provide 

statistical overview of how the industry and 
Australian media partners are trending.

https://ipamediaclimatecharter.co.uk/media-carbon-calculator/how-to-use-the-calculator/




N O W  T O  D R O P  Y O U R  O W N  M I C

Medium is no longer just the 
message…it’s the solution. 

Category buyers' matter… but they 
aren’t the priority.

Attention is earned, not bought. 

Push students to identify and 
target sub-culture communities to 

develop richer insights. 

Get students to consider the ways 
they can leverage subcultural 
insights to make something 

consumers want to see.

Ask students to be critical of how 
power is enacted through the media 

and get them to consider ways in 
which they can flip this narrative to 

drive positive change. 
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