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What I’ll cover

• Telling our story – Straterra’s 

Mining means progress campaign

• Why we used artificial intelligence (AI)

• Talking outside the industry

• Social media – get on board

• Questions



Mining means progress

• Eight-week paid campaign

• Connected the ease of modern life with the 

necessity for mining 

• Aged 18+, concentration on Auckland 

• Delivered more than 6 million impressions on social 

media

• Reached more than 700,000 kiwis on Facebook and 

Instagram

• Nearly 500,000 complete video views on 

cornerstone content



Mining means progress

• Sponsored article in NZ Herald 

• Readers engaged with the article – 3 minutes and 19 
seconds vs. average time on sponsored content of 1 
minute and 7 seconds

• 6.2 million impressions; reach of over 1 million

• Two full-page ads, total accumulative readership of more 
than 1.1 million





Use of artificial intelligence

• Timelapse videos – tell a long story in a few 

seconds

• Cost

• New and different – if the content wasn’t of 

interest, the imagery might be

• More men watched AI generated women

• Some limitations because it is fairly new

• Creative tool, but still need people



“We can’t out-logic it, we can’t out-

calculate it, we can’t out algorithm it. 

The only thing we can do is be better 

humans.”

- Will.i.am, creative artist, 

founder/CEO of FYI AI



Campaign assets

• Progress stories – AI generated videos covering 

heating, travel, and communication

• Mineral stories – AI generated videos linking 

minerals to important everyday items

• Case studies – videos telling environmental stories 

of kiwi breeding at Stockton and little blue penguin 

management at Westland Mineral Sands

• Proof points – facts and quotes from trusted 

sources – using AI generated images













What we learned

• Results show the campaign was 

successful at reaching and 

engaging our target audience

• Qualitative response to the 

campaign has been impressively 

positive

• The campaign drove traffic to our 

website – one of the main goals



What we learned

• Video works and YouTube was the strongest 
channel for us

• We drove strong numbers in terms of 
impressions and video views

• There is still a place for print in a campaign, 
particularly as it can be print and digital

• The campaign established Straterra as a 
credible source of information

• Real people matter too – the case studies were 
popular



Why tell our story

• People are connecting the value of mining to 
their quality of life

• Social licence

• Engaging people – talking about the 
environment resonates

• Countering anti-mining rhetoric with facts 

• Being the voice of reason

• Next generation workforce



What next?

• Continue on our Meta platforms and 

YouTube

• More videos

• Connect to everyday New 

Zealanders

• Facts versus beliefs



Why you should be on 
social media

• Connect to your stakeholder

• Tell stories people are interested in

• Be authentic

• Share facts and science in a manageable 

way



“I’ll be honest I didn’t even know what 

LinkedIn was a year ago, but now 

being on the platform I realise this is 

the world’s greatest personal brand 

building machine.”

- Snoop Dogg, recording artist and 

CEO of Death Row records
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