
Impact Through Informa�on Influence



Origin of the Data

Research Consolida�on
Synthesized the New Media findings with

research reports to establish a
comprehensive perspec�ve on the impact

of new media on key stakeholders.

Frameworks
Generated testable frameworks to provide

strategic direc�on for the funding and
evalua�on of new media opportuni�es.

New Media Research
In partnership with Impact Architects,

conducted in-depth research and a
literature review focused on agenda se�ng
dynamics of New Media from 2019-2024.

Specifically explored the influence of social
media pla�orms, influencers and digital
content in shaping public discourse and

behavior.
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New Media Insights

Hybrid Approach is the Most Reliable
Implemen�ng a blended experience strategy
(tradi�onal in-person and digital) strengthens
connec�ons and engagement, especially in religious
and health contexts.

Nano and Micro-Influencers Drive
Impact
Nano- and micro-influencers (those with fewer than
75K followers) tend to see higher engagement rates
due to being perceived as more authen�c, accessible
and responsive, making pla�orms like TikTok and
Instagram key for brands seeking effec�ve influencer
partnerships.

Declining Organic Reach
Algorithms limit organic exposure from weak �es as
the evolving nature of pla�orm algorithms priori�ze
high engagement and emo�onally charged content,
perpetua�ng algorithmic bias and echo chambers.

Genera�onal Differences in
Expecta�ons
With entertainment and capitalism being central
across the digital a�en�on era, younger audiences
expect responsive, real and truthful brand
engagement. Gen Z's curiosity stems from the
ques�on, 'will this informa�on get me what I want?',
while Millennials and Gen X seek authen�city.

Rise of the Expected Transac�on
In the digital world, Gen Z expects to be sold to and
relate the digital landscape to concepts like
commerce, consumerism and consump�on.
Influencer marke�ng has shown to reshape consumer
behavior via social media, podcasts, newsle�ers and
direct to consumer channels like Twitch and YouTube.

Ins�tu�ons Face Assumed Agendas
Partnering and arming influencers with tailored
messages and targeted content can increase your
chances of reaching your specific demographic. Today,
both corpora�ons and the court of public opinion are
shaping policy decisions and consumer behavior.
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Audience as Both Creator and Consumer
Today’s new media environment allows audiences to act as both creators
and consumers, amplifying their influence on behavior, messaging, and
change. Research on social media’s impact has primarily focused on
consumer marke�ng, though recent studies explore how pla�orms shape
cultural, social, and poli�cal landscapes. Social media challenges the
agenda-se�ng dominance of tradi�onal gatekeepers, such as elite
publica�ons and ins�tu�ons, by providing younger audiences with new
avenues for conversa�on, debate, and ac�on.

The rise of direct-to-consumer channels has lowered barriers for young,
non-expert users to become “new drivers of discourse,” o�en through
viral trends, memes, and music. With social media usage increasing
across all age groups, these pla�orms have become essen�al tools for
marketers.

In fact, 79% of brand strategists track engagement metrics, including likes,
shares, downloads, user ra�ngs, exposure frequency, minutes spent on
pla�orms, adop�on rates, audience growth, and customer sa�sfac�on.   
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The Blurring Lines Between
Branding, Poli�cs, and Emo�on

As branding, poli�cs, and emo�ons become increasingly
intertwined, ins�tu�onal brands are diversifying their media
strategies. Many now invest in podcasts, newsle�ers, direct-
to-consumer channels, and influencer marke�ng to build
emo�onal connec�ons with their audiences.

Influencer-driven marke�ng is par�cularly reshaping
consumer behavior among younger genera�ons, with 37% of
adults under 30 regularly consuming news from influencers.
The pla�orms most commonly used include X (85% of
influencers present), Instagram (50%), and YouTube (44%)
(Pew Research Center, 2024).   

©2025 Proprietary and Confiden�al. Subculture Systems, LLC.All Rights Reserved. 5



New Media & Nonprofits

Social media has changed how frequently and easily audiences
encounter issue-based messaging, though commercial interests o�en
remain central—whether selling a lifestyle, behavior, or brand.

The a�en�on economy and algorithmic priori�za�on can limit the
reach and impact of philanthropic messages. Despite this, influencer
philanthropy is on the rise, with 82% of nonprofits collabora�ng with
paid influencers to shape narra�ves, persuade audiences, and drive
cultural change (Johnson Center for Philanthropy, 2023). 

A 2024 survey by the Council on Founda�ons found that the public has
a superficial understanding of nonprofit work, with many unaware of
their daily interac�ons with nonprofit-supported services.

A 2022 global survey revealed that while 87% of nonprofits use social
media—primarily Facebook (97%) and Instagram (73%)—most lack
sophis�cated engagement strategies. For example, only 22% use UTM
codes to track website traffic from social media. build emo�onal
connec�ons with their audiences.
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Outrage & Algorithms

The structure of new media technologies and
algorithmic cura�on priori�zes emo�onally charged
content, limi�ng organic reach—especially from weak
�es. Influencer marke�ng is becoming a dominant
force, par�cularly among those under 30, through
pla�orms like social media, podcasts, and YouTube.

While this “networked atmosphere of concern” can
help bring a�en�on to cri�cal issues, it also
underscores the importance of a hybrid engagement
approach. Combining digital and in-person strategies,
as well as partnering with nano- and micro-
influencers, can lead to deeper, more authen�c
engagement (Evans et al., 2022).   
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Capturing A�en�on and Driving Impact

Master the Interest Graph

Analyze user-generated content to understand what
people care about and provide entertaining, useful
content that resonates with their interests.

Responsiveness is a Key Influencer Indicator

Look for individuals and brands who engage
consistently with their audience, as they are more
likely to be viable strategic partners.

Harness Algorithmic Bias

Leverage the power of emo�onally charged
networks by strategically engaging with trending
topics, content, and current events to increase
visibility and impact.

Strategic Partnerships

Collaborate with known sources and exis�ng
pla�orms to leverage their audience and amplify
your message.

©2025 Proprietary and Confiden�al. Subculture Systems, LLC.All Rights Reserved. 8



Early date suggests a large part Donald Trump's electoral victory in
2024 was driven by an engaged cloud of users with fewer followers.

These are known as micro (<100,000) or nano (<1,000) influencers.

Think Small Strategy: 



A lot of Tala Siff's will get you a much further than one Taylor Swi�.



Social/New Media Strategy Flow

Establish cultural
relevance by integra�ng
with mass media,
popular trends, and
major pla�orms.

At this stage, the
message is widely
recognized and adopted,
shaping public
percep�on and behavior

General

Start by targe�ng a
small, highly engaged
audience with a strong,
specific message.

These early adopters are
passionate and help
refine your content
through feedback and
organic sharing.

Niche

As engagement grows,
expand the message to
align with broader
values and trends,
crea�ng a sense of
belonging and purpose.

Use influencers,
community building,
and viral content to
drive momentum.

Movement 

Broaden the appeal by
making the message
accessible to a wider
audience.

Simplify language,
collaborate with
mainstream voices, and
leverage cross-pla�orm
visibility to maximize
reach.

Mainstream 
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This does not work in reverse!

You cannot start with a big message and hope for uptake. Big Media is rapidly diminishing.



 What was once a one-to-many
strategy has been overtaken by
the many-to-many approach.



Our Synthesis and Recommenda�ons



The Waterfall Strategy
The Dominant, Late 20th Century "Messaging" Strategy of Most Organiza�ons 

Source 
The origin of messaging, where key

messages are created and strategy is
defined by internal experts

Stream 
The structured and inten�onal distribu�on

of informa�on through the organiza�on,
affiliates and external partners. 

Cascade 
The step-by-step delivery of messages for

larger reach and consistent frequency
through paid or earned media. 
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The Rainfall Strategy
The Challenger Strategy Disrup�ng Society and Established Prac�ces

Amass
Build a broad, loosely connected network of

individuals who share a common interest
but may not interact frequently.

These diverse connec�ons help ideas gather
momentum, much like water vapor forming

clouds.

Infuse
Introduce compelling, thought-provoking
content into the community to encourage

discussion and engagement.

These "seeds" act as condensa�on nuclei,
triggering the forma�on of meaningful

conversa�ons and genera�ng poten�al idea
forma�on. 

Coalesce
Facilitate deeper engagement and

collabora�on by nurturing discussions,
providing resources, and guiding

interac�ons so ideas solidify into ac�onable
outcomes—just as raindrops grow before

they fall.
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Amass

Thought
Leader

Micro

Nano

Infuse

Major 

Coalesce 

Source  Source  

Source  

Stream

Stream Stream

Stream Stream

Cascade
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Organiza�ons born before social
media USE the Waterfall Strategy.



Post-social organiza�ons or movements
ARE the Rainfall Strategy. 



Amassing the cloud is more important
than managing the cascade.

This is the exact opposite of how most organiza�ons invest. 



The tradi�onal
Waterfall will

con�nue to lose
impact because the

research
demonstrates that

the decline of general
to general is

increasing dras�cally. 



How To's - BETA
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How To's - BETA
Available with Download 



strikethroughinnova�on.substack.com
Full Presenta�on under Frameworks 



















2. Virality Rate

Shares + Comments + Likes X
Impressions

100

Example: People had 30 responses to a piece of
content.
The content was displayed 1,000 �mes.
That is 3% Virality Rate.
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3. K-Factor
K = i × c

i = Average number of invites or shares each user
generates.

c = Conversion rate, or the percentage of invitees who
become new users or engage with your content.

Example: A user shares content with 10 friends and 20% the friends
engage with the content, then its 10 x .02, which gives a K-factor of 2. This
would be an outstanding outcome.

A K factor or 1 means strong to exponen�al growth. Less than 1 means it
did not resonate.
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If you are determining whether or not to give a grant for an asynchronous or virtual
ac�vity, you inquire about these measurements.
You can inquire about their history or back them into expecta�ons.
If the grantee is not familiar with them, you can choose to educate them or create
new condi�ons for the funding.
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The Interest Graph
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Individuals who are good at the Interest Graph:

Ability : originality and personality1

Agility : move quickly on emerging trends2

Acuity : skilled at digital content crea�on3

Acknowledge : interact with their followers4

Unashamed : keeping a�en�on is more important than
other considera�ons

5

This is the formula for becoming an Influencer.
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The s�cky part for ins�tu�ons:
Being “unashamed” is very difficult because they largely
operate in the mass media waterfall environment.
You must be niche or novel to stand out.
Also, your only as good as your last piece of content.
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Links to lit review outputs

The literature review document 

The full deck and the condensed version of top line findings

Project Insights

Case study: In 2022, the FDA published a playbook on how to prepare for, vet, and measure the effec�veness
of influencer campaigns for health- and behavior-related issues in the United States.

Annotated Bibliography with sources and top line findings
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https://docs.google.com/document/d/15oHwLdJdAPqOAP8LssS_SIDti0YMH4KVmCkqe3mt1PU/edit?usp=sharing
https://docs.google.com/presentation/d/1JuJ-vD2iJ2ESiFGKqUUVzhjsTXp5UjR3BtmJgNOVjso/edit?usp=sharing
https://docs.google.com/presentation/d/18VHODDwg1SIoDeeSd1RWlUKfV977pFfBvjYYJRS1azw/edit?usp=sharing
https://drive.google.com/file/d/122P0IMXR0fez6IIJV81wsGHldWFInJds/view?usp=share_link
https://www.fda.gov/media/165158/download
https://docs.google.com/spreadsheets/d/1tqpRPVOn4Blvs9RWSSesCjDK9ASfU9U5ZIOi8FceEbU/edit?usp=sharing

