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Secrets Of Digital 
Storytelling 



• Founded in 2007
• 3 writers working in the loading dock of The Gilt Group
• ~ 1,000 readers per day

• Now the No. 1 business site
• 330 staff (180 journalists)
• 3+ million readers per day, ~100mm per month
• Reaching the new generation of leaders
• 11+ international versions (and growing!) 

• We’re moving beyond business!
• INSIDER



We started with a simple theory…



New medium



New storytelling



This…



…is different from this 



So these…



…would be different from this 



We focused 100% on digital



We did not copy print or TV 



And?



…it worked!

37MM+
followers and fans4

#1
in reach against 
affluent Millennials 
& Gen X2

#1
in social actions among 
business competitors5

Sources: 1Google Analytics (February 2016); 2comScore, 3Facebook, YouTube, On-Site (Bi,  INSIDER); 4BI and I combined (Aggregate of all Facebook, Twitter, and LinkedIn social handles and pages); 5Crowdtangle (2015)

46MM
US uniques2

#1
Business news 
site in the US2

2.6B
monthly video views 
across platforms



More than 100 million monthly global uniques 



More than 2.3 billion monthly video views



Mobile is the majority of visits, up from 0 a few years ago



The key to our success?



Native digital 



We do not try to recreate print
or TV 



Digital is as different from print and TV 
as print and TV are from each other 



How?



Two key differences

• Storytelling

• Distribution



Digital is the richest and most powerful 
storytelling medium ever invented



We aren’t limited to TV, radio, and 
print formats 



We can tell each story in the best 
format for that story 



Formats and tactics depend on 
the type of story, and where 

people will read it.



For fast breaking news, inform 
quickly and accurately



Live Blogs…



News stubs and rolling coverage



Quick distribution via social and mobile



Tell people what they need to know, 
without making them work for it



Unbury the lede

Hiding in the16th paragraph of this 
3,100 word article...

...Was a big piece of news. Make it 
easy for busy readers to find.



Explainers



Smart opinion and analysis



Experiment, and give readers 
choices



Scroll through pictures…



Watch (without or without sound)…



1 story can actually be 12



Longreads still have a place



Interviews…



Investigations…



Profiles…

23,000 words 8,000 words



Headlines matter



Write a headline like a tweet: How would you tell a friend?



Have fun with it!



Find the one line or quote that pops



Find the human interest angle



On videos, you don’t have headlines, you have hook shots



Use tools to figure out what 
readers love



Technology and data are critical 



We depend heavily on our proprietary tech: “Viking”

Real-time publishing, analysis, and distribution system

Real-time data about:

• Stories 
• Authors
• Sections 
• Referral Sources
• Sharing 
• Platforms (including screen sizes)



Home page analytics

Real-time feedback on what interests readers



Story analytics



Site analytics 

By section, author and article, daily, weekly, monthly and real-time:



The day before Pokemon GO launched, when the game was beginning to trend on 
Google, we wrote 2 articles about it. Then…

● Launch Day: Wrote 13 articles about Pokemon GO
● Day 2: Wrote 11 articles about Pokemon GO
● Day 3: Wrote 20 articles about Pokemon GO

When you find a topic readers love, flood the zone



Great (digital) stories drive 
everything 



Readers share great stories with 
friends 



Search engines send readers to 
great stories 



Great stories bring people back 
for more great stories 



There are no shortcuts 



How do you perfect native digital 
storytelling? Experiment!



“I have not failed. I’ve just found 
10,000 ways that won’t work.”

-Thomas Edison



Digital distribution is also different



The Internet is the publication.



We need to serve many kinds of 
readers and viewers



We need to put our stories where 
people are when people want them



Digital distribution channels

• Home pages
• Referral links
• Search
• Social platforms
• Email 
• Apps



Each channel is different — and they’re all important

Different audience, different usage

• Direct home-page visitors (3x – 10x daily)
• Referral sites
• Twitter / LinkedIn / Facebook / Pinterest
• Search
• Email subscribers
• App users

Must develop each channel 



• Storytelling is critical 

• This is a visual medium 

• A conversational tone outperforms more formal “newspaper style” 
writing, especially in social 

• Content creation requires great storytelling and great packaging

•  Healthy tension between the specialists and the generalists

Key Takeaways



In summary…



This is a golden age for 
storytelling 



Digital is the most powerful storytelling 
and distribution medium ever invented 



Today’s digital media is still cable TV in the 1980s



Digital is getting better every day 


