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• Over 10 billion views

• Over 9.5 million page likes on Facebook

• Over 270,000 subscribers on YouTube

• Over 550,000 followers on Twitter

• 3 Webby Awards

• 2 Shorty Awards

• ONA Award for General Excellence in Online Journalism

Since Launch (September 2014)



Innovation

How did we grow so fast?

Audience first 
approach

Platform specific content



Innovation



What is the 
future of news?

Innovation





AJ+ Structure



Have to evolve as quickly as the 

platforms

Experiment with different formats and 

learn from successes and failures

Agility

Innovation

Creativity



Audience First



Who is the audience?

• Demographics, psychographics, lifestyle

• What are their interests?

• What platforms do they use?

• Where do they live?

• When are they online?

• NOT one size fits all

• Different stories have different audiences



We had an “audience” before we had an audience.

Personas



Engage your Community

• Establish credibility with great content

• Listen to your audience

• Produce with your audience, not for it

• Interact with your audience

Audience



• What is the shareable message of the video? Don’t start your video until you have a 
clear description/headline/title 

• Who will the video appeal to / Why will they share it?

• Identity / Emotional Appeal / Informative

• What is the intended tone of the video?

• Different videos have different audiences especially on Facebook 

Optimize for Shares



Platform Specific



Multi Platform Approach

• No website strategy

• Design content for the user 
behaviors/limitations of the platforms

• Optimize content for platforms

• Stories need to start platform specific

• Content should be tailored for the platform

• Find opportunities for content crossover 
when possible



Platform Specific

What content 
goes where?



WHERE ARE THEY 

VIEWING?

Who is our user? 



Facebook

• Mobile First Video Sound off

• Algorithm

• Feeds = Limited Attention Spans 
FOMO

• Lead with important information

• Concise and shareable

• Keep users on platform outside 
links bad



Facebook Video

• Optimized for the Facebook mobile 
experience

• Short format

• Highly legible use of type

• No audio needed

• Simple and shareable

• Short description



Facebook Video



Value addition through commenting  
Sets the tone and guides the conversation



YouTube

• Just video

• Average length:
4 min 20 sec

• Browsing/recommendation:  
Long sessions

• Titles and thumbnails are 
important 

• Lean back experience: 
Audio

• Second largest search engine



YouTube Gun Series



Newsbroke on YouTube



Twitter

• Breaking News and live events 
chronological feed

• Raw—doesn’t require as much 
production

• GIFs help convey an idea or 
emotion —enhance the copy of 
a tweet

• Visibility through retweets



Twitter





Instagram • Albums: Combine up to 
10 videos and images

• More context can be 
provided for those who 
care

• Tell the most complete 
story possible

• Adopt a strategy that 
plays to our strengths: 
video and context



Analytics in
Editorial



• DEFINE YOUR AUDIENCE’S BEHAVIOR

• UNDERSTAND PATTERNS OF YOUR CONTENT

• SEE WHAT IS WORKING 

• LEARN FROM SUCCESSES AND FAILURES

• FEEDBACK LOOP TO IMPROVE EDITORIAL

Why look at analytics?



Analytics in Editorial



Analytics in Editorial



Analytics in Editorial



Analytics in Editorial



Analytics in Editorial



Analytics in Editorial

SEARCHING 
FOR 
SOMETHING



Alan.Saura@aljazeera.net

@alantheninja

Any 
questions?


