
The next
generation of
sports journalists
+ sporting
partnerships



TDA empowers young
people to engage with
the world around them

1.4 million
Australians
per month

The primary source of news
for 70% of our audience

75% of our audience is
women
78% of our audience is
under 35



PURPOSE
Young people look to brands

that lead by example 

Brand
engagement
is sky-high

If they don't
like the
brand, they
don't like TDA



NIKE x TDA - THE TRAINING SQUAD

The problem: Men write 87% of sports stories in Australia. Even though
56% of all journalists in the country are female, only 10% of sports
journalists are female. 

The question: How do we get more female sports reporters into the
Australian media landscape?

The solution (...well, one of the solutions): Ensure that rising stars have
the tools they need to excel in sports journalism. The best Australian
female and gender diverse journalists at a Global Sporting Moment in
Brisbane in 2032 got their big break because of the Nike x TDA ‘Training
Squad’ Program.



NIKE x TDA - THE TRAINING SQUAD

Via TDA's experts on digital media and journalism and knowledge of
best practices, and Nike’s resources and access to sports stars, five
young female and gender-diverse sports journalists across Australia
will be equipped with the skills and support to create engaging content
related to women’s sports, using the 2023 FIFA Women's World Cup as
the first (not only) moment to grow both their platforms and reputations
in Australian media.
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SPORT PARTNERSHIPS AND THE NEXT
GENERATION OF NEWS CONSUMER

2000 2010 2023

DOMINANT REVENUE
DRIVER: PRINT ADS,
CLASSIFIEDS

DOMINANT REVENUE
DRIVER: NATIVE
CONTENT

DOMINANT REVENUE
DRIVER: RADICALLY
TRANSPARENT 

Key challenge: how
does traditional

publishing work with
online content? How
do we stay relevant?

Key challenge: how
do we know what's
real and what's not
online? How do we
know what to trust?

The TDA reader: 2 years old The TDA reader: 12 years old The TDA reader: 24 years old

"I don't mind seeing an ad as
long as it doesn't get in the way
of the content"

"I don't mind if a story is a partner
story, as long as it is a good
story."

"I've grown in an era of influencers,
Trump and decentralised news.
How do we know what to trust?
What are the values of this
partnership?"



THE TOP WAYS TO CONNECT TO US

Stand for
something, be
consistent, own up
when you make
mistakes, and take
fans along the
decision-making
journey. Brands,
talent and
rightsholders are all
expected to have a
view on political
issues. Get ahead
of it.

Understand where
you're finding your
relevance, and
double-down on
those spaces. Think
of yourself not as a
trend-setter, but a
trend-enhancer. 

One interesting
trend: athletes are
more interesting
than the game they
play. 

46% of Gen Zs use
social media
platforms or other
apps whilst
watching sport
(compared to 30%
of the general
population). This
presents a massive
opportunity to
brands, talent and
rightsholders. 

For example, how
are you working
with dating apps?
Are you satisfied
with the ways you
incorporate music
and fashion in your
gameplan? 

These areas are not
'distractions' - sport
is now holistic. 

Display your social
values

Follow fan
behaviour - closely. 

Understand that we
are on more than
one device while
watching sport. 

Think about the
spaces where

young people move
in, but you're not. 



The hard sell: 

TDA is looking for partnerships with
brands, agencies, broadcasters,

sports and talent. 
 

Partnerships executed by Gen Z, for
Gen Z. Big-scale, purpose-driven,

well-executed. Let's chat.


