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ABOUT THE REPORT
“Execution is eating strategy for breakfast,” said the chairman of
one of the world’s most innovative media groups at a recent Investors Day. Clearly, he was paraphrasing, “Culture eats strategy
for breakfast,” the oft-cited quote attributed to the late business

DEAN ROPER
Director of Insights
WAN-IFRA

management guru Peter Drucker.
That new twist on an old idea is gaining momentum at those media companies
that always seem to be one step ahead of the innovation culture curve. This report highlights some of those companies, based on five different continents.
With plenty of regional market differences and having participated in a competition featuring 10 categories across the digital spectrum of publishing, what do
they have in common?
•

In one way or another, many of these projects, whether new or developments
of existing ones, seem to start with a blank canvas: “Why do what we did the
last time or last year?”

•

They also show publishers’ increasing willingness to embrace collaboration
across departments such as editorial, commercial, tech, and marketing.

•

Development is increasingly taking place in-house, while at the same time
embracing new tools and external partners for assistance.

•

And while planning is indeed a major part of their success, testing, testing,
iterating – or “We are making this up as we go along” – is a mantra.

We, in our industry, can easily fall into the trap of becoming negative about everything that may be going wrong with our business. I have been studying a lot
about innovation culture lately. And it might sound banal, but it’s prevalent in
those companies that succeed: celebrate your successes, both large and small.
These best-practice cases, and many others, deserve to be celebrated. Cheers!

WAN-IFRA REPORT
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Executive Summary
This year’s winning projects and brands prove that both long-term planning and a
short-term, “what the hell, let’s do this” approach can be recipes for success. Then
again, it all comes down to execution. These projects nailed it.

Best News Website

Best in Lifestyle,
Sports or Entertainment
Website

Guardian News & Media, UK
Project: theguardian.com

The New York Times, USA
Project: Rio Olympics website

Constant innovation, investment
of resources and imagination have
paid off once again for Guardian
News & Media and its flagship site.

The Times’ breadth, depth, variety
and quality of their coverage of Rio
is just what we have come to expect
from this pacesetter. A microsite
brimming with videos, video docs,
graphics, statistics, news and moving
stories – all hallmarks of the NYT.

Best Use of Online Video
including Virtual Reality
Guardian News & Media, UK
Project: 6x9

Best Data Visualisation

A virtual experience of solitary
confinement. The Guardian’s
first virtual reality experience
put the viewer inside a US
solitary confinement prison cell
to illustrate the psychological
damage that can be caused when
a person spends an extended
amount of time in isolation.

WAN-IFRA REPORT

South China Morning Post,
Hong Kong
Project: Belt and Road Initiative
SCMP published its explanatory project
to coincide with Beijing’s Belt and Road
Forum, where 28 heads of state and
government heard Chinese President Xi
Jinping outline his ambitious plans for
the initiative, which involves some 65
countries in Asia, Europe, and Africa.
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Best News Mobile Service
(Tie) Media24 South Africa
Project: News24 Edge

+

The personalised news app from South
African online publication News 24 pulls
content from News24.com’s business,
leisure, and lifestyle brands, and allows
users to choose the areas that they’re
most interested in, while continuing
to deliver daily breaking news.

Best Lifestyle, Sports
or Entertainment
Mobile Services
WeMedia01 Ltd., Hong Kong
Project: 01 run together@
Standard Chartered
Hong Kong Marathon
To boost app traffic, HK01
photographed marathon
participants and made
the pictures available for
download, where runners
used their competition
number to access photos.

Best Digital Advertising
Campaign including
Branded Content
Aller Media AS, Norway
Project: KK.no
The oldest women’s title in Norway
proved it also has serious digital
chops with a visually compelling
full-screen approach.

WAN-IFRA REPORT

Best News Mobile Service
Arte Radio Televisivo Argentina SA
Project: TN Todo Noticias
Aiming to create a new and better mobile
experience for its viewers, Todo Noticias, one of
Argentina’s leading TV news channels, launched
a native mobile app focused on breaking news
and live video, deserving of a tie with Media24.

Best Innovation New Product and
Best in Social Media Engagement
Grupo América, Argentina
Project: UNO: Argentina’s
first native mobile media
UNO’s strategy for producing specific content
for each platform (Facebook, Instagram,
Snapchat, Medium, Twitter, Taringa!, etc),
focusing on short videos, animated GIFs,
illustrations and memes, as well as its original
daily video content proves the difference.

Best Innovation to Engage
Youth Audiences
Star Media Group Berhad, Malaysia
Project: R.AGE Documentaries
R.AGE, the youth section of The Star daily,
evolved from a print pullout to a series of indepth, investigative web documentaries. Each
of their documentaries has a call-to-action,
allowing the viewer to get involved in solving
the issue explored in the documentary.
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Best News Website
Guardian News & Media, UK

theguardian.com

The Guardian’s growing global presence and prestige
are evident with its tailored content for each of its four
editions: international, US, UK or Australia.

WAN-IFRA REPORT
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Readers can become
Guardian supporters
for roughly 5 euros
per month.

The Guardian
continues to excel

Another pointed to a story about a hurricane that
blended text, video, embedded tweets, and liveblogging on a single page, referring to the Guardian as “the closest thing to a multimedia site yet.”

The Guardian has come a long way since its
founding as a metropolitan newspaper back in
1821. With newsrooms in the UK, the US, and
Australia, it now reaches around 150 million
unique browsers per month, has a solid track
record of breaking global scoops, and is pushing
boundaries with its VR journalism.

In general, the judges only had praise for the
Guardian’s storytelling skills and diverse mix of
content: from investigative reports, like the deepdive into Facebook’s leaked guidelines on content
moderation earlier this year, to its coverage of
underreported subjects, as demonstrated in the
Beyond the Blade series, which tells the story of
every person under 20 killed by a knife in the UK.

As such, it hardly comes as a surprise that the
Guardian has once again been awarded a World
Digital Media Award in the category Best News
Website. The outlet took home the same trophy in
2015 for its website redesign, which saw it move
to a more compact presentation of the news, and
seamlessly integrate visual elements within articles instead of housing them on separate pages.

The Guardian has also been experimenting with
virtual reality. In October 2016, it created an
in-house virtual reality team, building on the
success of its first VR story “6x9,” which allowed
viewers to experience life in solitary confinement (see page 16). Since then, a number of other
immersive projects have been released, such as
“Limbo,” which places users in the shoes of an
asylum seeker in the UK, or “The Party,” which
aims to show them what it is like to have autism.

‘Best in class’
And the Guardian continues to play an influential
role in the design and publishing arena. As one
judge put it: “Everything the Guardian does is
best in class. They set the bar high for the entire
industry.”

WAN-IFRA REPORT

On the technical side, the website contains personalised elements, enabling readers to deactivate content sections, such as “Headlines,” “Spotlight,” or “Life,” that they’re not interested in; a
feature that was implemented when the Guardian
rebuilt its site from the ground up in 2015.
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Users can browse numerous photo
galleries on the Guardian’s website,
including highlights of the day
and thematic photo essays.

More recent changes include a new label for opinion pieces to make it clear the views expressed
in these articles don’t necessarily reflect those
of the Guardian, as well as the introduction of a
Guardian logo that appears on every story posted
on Facebook.

Out of the 500,000 regular paying supporters
that hail from more than 100 countries, 80
percent have opted for a digital subscription or
membership, while the remaining 20 percent
have subscribed to print publications.
“About two years ago, the Guardian’s business
model was in reasonable shape,” said Digital Platforms Editor Caspar Llewellyn Smith during the
World Digital Media Awards ceremony.

Doubling down
on reader revenue
One big milestone was achieved in October when
the Guardian announced it had more than doubled its regular paying supporter base over the
past 12 months. In total, around 800,000 readers
have been in some kind of paying relationship
with the Guardian. Around 500,000 are either
members or print/digital subscribers, while
300,000 have made one-off donations to the
outlet, a form of contribution that was introduced
in mid-2016.

WAN-IFRA REPORT

“But when it started to look like digital ad spending was going to flatline or perhaps decline we
decided to put the focus on membership of the
Guardian.”
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BEST NEWS WEBSITE

Keeping the powerful honest

Doubling down on reader revenue is part of a
three-year strategy launched in 2016 to safeguard
the Guardian’s future, with the goal of breaking
even at operating level by 2018-19.

To draw in supporters, the Guardian started
appealing to readers on a more emotional level,
highlighting the need for independent journalism, rather than advertising the additional perks
that come with being a member.

In line with that, Guardian Editor-in-Chief Katharine Viner recently told the BBC Media Show
that the Guardian, which had an operating loss of
£62.5m last year, was on track to lose £25m this
year and break even the following year, which
would be “a big achievement.”

On the site dedicated to the membership programme it says: “We want to make the world a
better, fairer place. We want to keep the powerful honest. And we believe that doing so means
keeping society informed by producing quality,
independent journalism, which discovers and
tells readers the truth [...].
“[...] So if you read us, if you like us, if you value
our perspective – then become a Supporter and
help make our future more secure.”
It also started placing a plea at the bottom of
articles, urging readers to support the Guardian.
The simple message, which stresses the need for
financial support due to falling ad revenues, has
reaped big rewards, Llewellyn Smith said.
Readers can become Guardian “supporters” for
£5 per month, “partners” for £15 or “patrons” for
£60. Each comes with different benefits, such
as a welcome gift for supporters, free tickets to
Guardian Live events for partners or access to
exclusive, behind-the-scenes events for patrons.

Caspar Llewellyn Smith (right),
the Guardian’s Digital Platforms
Editor, receives the award for Best
News Website from Dean Roper,
WAN-IFRA’s Director of Insights.

According to a Nieman Lab article, membership
figures spiked following the Guardian’s investigations into the Panama and Paradise papers, as
well as its coverage of the environment, Brexit, or
the UK election.

WAN-IFRA REPORT
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Best in Lifestyle, Sports or
Entertainment Website
The New York Times, USA

Rio Olympics website

The New
York Times'
editorial
headquarters
at the 2016
summer
Olympics
in Rio de
Janeiro.
Photo:
James Hill

Seven composite photo series depicting various sports helped
readers better understand athletes’ techniques.
nytimes.com/news-event/rio-olympics-2016

WAN-IFRA REPORT
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Sam Manchester,
Deputy Sports
Editor/Digital at
The New York
Times, coordinated
and edited live
coverage of the 2016
summer Olympics
in Rio de Janeiro.

An Olympic effort pays off
for The New York Times
The New York Times engaged its Olympics
audience in a variety of innovative ways, placing
special emphasis on its viewers’ mobile viewing
habits. But the small-screen approach did not
mean small ambitions – far from it.
One indication of that is the number of people
involved in the project. Some 35 Times staffers
made the trek to Rio de Janeiro for the games,
said Sam Manchester, Deputy Sports Editor/Digital, who coordinated and edited all live coverage.

don’t really focus on that. But when the Olympics are around, we throw everybody at it.… The
Times really invests in the Olympics.”

In a telephone interview in late 2017, Manchester
looked back at the event and gave the following
approximate breakdown:
W
W
W
W

W
W
W
W

Obviously, though, a massive investment of
personnel is far from enough to win a toughly
fought category in the awards. A spirit of innovation informed the effort from the beginning, said
Manchester.

Five text editors
Two photo editors
Two videographers
Five graphics editors in Rio
(and three or four in New York)
Five photographers
Two software developers
A technical support person
And of course numerous
reporters/writers and columnists

“If we thought we did really well last time around,
we’re not just going to duplicate it. It seems like
every time we go to the Olympics, we re-invent
the wheel a little bit… We try not to do the same
things that we did last time. So we spent a year
or year and a half before the Olympics redefining
what we wanted to do and drawing up new ideas,
and looking at the technology we now had and
how we could use that technology to make our
Olympics report better,” he said.

“A lot of people do different things, too,” said
Manchester. “Some of the editors write, and some
of the graphics people do video. So it’s a big team
effort when we’re there,” at an event such as the
Olympics, he said.

Exhaustive coverage – publishing a story about
absolutely every competition – was not part of
the plan, Manchester said, because Olympics reports and results are available from many sources on the internet. The aim was rather to “try to
give you…the stuff that’s much harder to find, the
really-behind-the-scenes, interactive version” of
the games, he said.

In New York, “Everyone in the sports department was jumping in,” he said. Plenty of staffers
were available, partly because August, when the
Games took place, is a slow time for other sports,
he said. It also helped that the paper’s coverage
of popular sports such as baseball does not take a
game-by-game approach. “We cover those but we
don’t really… cover every team, every game. We

WAN-IFRA REPORT

Suffice it to say they suceeded.
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The SMS
message
service had
as many
as 25,000
subscribers,
who received
updates three
to four times
per day.

Some of the standout features:
W

W

W

W

Published in advance, the Fine Line series
heralded the dominance of four athletes who
were deemed soon-to-be gold medalists.
These previews wove together slow-motion
video, motion-capture technology and personal interviews to create compelling narratives
that explained why, for instance, Simone Biles
was the best gymnast in a generation. The
Simone Biles package saw a million interactions on social media, said Jordan Cohen,
Director, Communications at the Times.

W

W

During the games themselves, the Times recreated track and swimming races with small
animations on Twitter. (The organisers had
banned all news organisations except the official rights holder from publishing conventional “repeating mini-video” GIFs. That spurred
Manchester and his team to create animations
and “mini-slide-shows” from still photos.)
When larger stories were unfolding, such as
Katie Ledecky’s swimming victory, the Times
expanded the scope of those animations and
married them with other elements to tell a visual story. It often employed composite photos
that appeared to be multiple exposures as the
basis for analysis of different sports.
A daily briefing with short items about major
events and brief previews of important competitions was one of Manchester’s areas of

WAN-IFRA REPORT

direct responsibility. He said the aim was to
tell readers, “ ‘Here are the things you should
watch today.’… For people who don’t necessarily want to read the whole article, here are
two sentences on what Michael Phelps did,
here’s what is going to happen tonight when
Usain Bolt races in the 100 meters, that kind
of thing.”
A daily e-mail newsletter attracted about
100,000 subscribers.
Regular SMS updates were sent to subscribers
throughout the games (see detailed description below).

SMS service spawns thousands
of dialogues with readers
Manchester composed and sent three to four SMS
messages per day, starting about two days before
the opening ceremony and ending when the
games ended. He concentrated on behind-thescenes coverage and unexpected story angles.
Improvisation played an important role, he said.
“We had never done this before, so we were kind
of making it up as we went along. We got a bunch
of people to sign up,” in the month or so before
the Olympics, “and then we tried to figure out a
way” to serve them. A software engineer built a
platform for sending messages to thousands of
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BEST IN LIFESTYLE, SPORTS OR ENTERTAINMENT WEBSITE

subscribers at once from Manchester’s laptop.

plan for a year, year and a half before the games,
but something’s always going to come up that you
didn’t plan for. So then, how flexible are you and
how can you then pivot from what you’re doing
to cover that? A good example would be, halfway
through these games …the situation where the
American swimmers got into some trouble.”

Nonetheless, he composed the first draft of his
messages on his phone and sent trials to colleagues, to make sure they would appear “native”
to subscribers. “Once I had a text that I liked… I
could add photos, I could add GIFs, videos, that
sort of thing. And then send it off to the world
through this program.” He said the number of
subscribers fluctuated throughout the publishing
period but at one point reached 25,000.

[Editor’s note: Ryan Lochte and other members
of the US swim team became involved in a scandal stemming from an incident at a gas station in
the middle of the night.]

“The response was very positive,” said Manchester. “Any time I sent a text out, I would get
thousands of replies from readers. And we very
quickly realised, ‘Oh wow, people want to go back
and forth on this. It’s a text, right? Friends are
going to text you back.’

“All of a sudden, we were put in a position where,
‘Oh, this is more of a major news event that we
have to really focus on and send reporters to, and
change our report,’ because all of a sudden, that
became the big story of the games,” Manchester
said. “There’s probably something like that at
every Olympics,” he added.

“I underestimated how many of those we would
get.… My full-time job became this back-andforth with readers, which was great. They loved
it. It was fun for me; there were very informed
questions and responses that I would get from
readers. And the system we built was set up to
do that. But responding to thousands of people
obviously takes time and energy.”

Tech support was crucial
On the technical front, the number of surprises
was minimal, said Manchester, thanks to good
preparation and the presence of technical support. There were two main technical challenges:
the amount and variety of equipment to be maintained, and reliable broadband connections for
sending large files.

He said, “The most common response I got from
people was to the effect of, ‘This is great – I have
my own personal New York Times reporter in Rio
that I can text back and forth with’.”

As mentioned at the beginning of this story, the
Times’ Rio coverage was designed to be read/
viewed on mobile first and foremost. Manchester
said, “One of our goals right away was to make
this a mobile experience for all our readers.”

Other unexpected
developments
One of the attractions – and challenges – of
journalism arises from the unpredictability of
events, and covering the Rio Olympics proved
to be no exception. Said Manchester, “There’s a
lot going on at a summer Olympics. And you can

WAN-IFRA REPORT

Infiniti and Omega sponsored the Rio 2016
coverage. “It was a particularly nice alignment for
Omega, which was also a sponsor of the Olympics
Games,” said Cohen.
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Best Use of Online Video
including Virtual Reality

Guardian News & Media, UK

6x9

6x9 puts the viewer inside a typical solitary-confinement cell, a place where
some people spend years or even decades with almost no human contact.
https://tinyurl.com/guardian-6by9

WAN-IFRA REPORT

16

BEST PRACTICE IN DIGITAL MEDIA

Virtually alone:
the experience of
solitary confinement
brought to life
It is not something most people think about often, but it is a fact of life: In the USA alone, more
than 80,000 people are held in solitary confinement. What does it mean to be imprisoned in a
tiny, bare prison cell 22 to 24 hours a day, with
almost no human contact, for weeks, months, or
even decades?

Inside, as you turn your head, are the contents of
a typical cell: the poured concrete bed you are sitting on, a poured concrete desk, and a combination sink/toilet. Five books are on the desk, and a
letter and a roll of toilet paper can be seen.
Throughout 6x9 the viewer hears audio from
interviews with seven former inmates who were
in solitary confinement for between one and eight
years in California and New York.

Obviously, words can do little justice to such an
extreme experience, and still photos and conventional video also are limited in what they can
convey. Thus the Guardian turned to the latest
technological development in media: virtual
reality.

Hallucinations explained
The small Guardian project team also worked
closely with academic psychologists Dr. Terry
Kupers and Dr. Craig Haney, who have studied
the effects of solitary confinement for decades.
Interviewed for 6x9, they explain the physiological effects the viewer experiences – from figures
appearing in peripheral vision to the sensation of
floating.

6x9 (the name is the cell’s size in feet, about 1.8 by
2.7 meters) is an innovative 360 video experience
that places viewers in a virtual cell, telling a story
of the psychological damage extreme isolation
can cause. The film aims to highlight the psychological deterioration and sensory deprivation that
can result from long-term solitary confinement.

The sound design in the piece is from a Secure
Housing Unit (SHU) in the state of Maine. It
was recorded for a documentary called Solitary
Nation, part of the Frontline series of films on US
public television.

Created in collaboration with content creation
studio The Mill, 6x9 is a photo-realistic virtual
cell built in CGI (computer-generated imagery).
The cell is a composite and uses references from a
range of prisons throughout the USA.

6x9 was promoted on the Guardian’s website and
a VR version was featured on the Oculus Gear
VR store and other platforms. The 360-degree
video version created for YouTube has had nearly
500,000 views.

6x9 is one of the few VR documentaries that employs user interactivity; the user triggers stories
through the experience. When “inside” the cell,
the viewer can interact with objects, learning
what they can – and more importantly what they
can’t – do in solitary confinement.

WAN-IFRA REPORT
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A physical installation was built that toured film
festivals, including the prominent Tribeca festival
in New York City, where enthusiastic viewers
included Robert De Niro. Members of the White
House staff at the time contacted the creators to
discuss how 6x9 might help change state policy
and to invite the Guardian’s team to exhibit the
piece at their festival of ideas, South by South
Lawn. 6x9 has also been used by a mitigation
specialist in a death penalty case in the USA.
Further reporting on solitary confinement followed in the Guardian, and more than a million
people have watched the piece.
“We think it has pioneered a new genre of journalism, something more immersive and experiential, something that wouldn’t be possible in any
other form,” said Francesca Panetta, Executive
Editor VR at the Guardian.

The title 6x9 indicates the dimensions in
feet (about 1.8 by 2.7 meters) of a typical
solitary-confinement cell; it is barely
wider than an average person is tall.
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BEST USE OF ONLINE VIDEO INCLUDING VIRTUAL REALITY

Q&A: Executive Editor VR
Francesca Panetta
WAN-IFRA: Please briefly describe
the origins of the video.
Francesca Panetta: Virtual reality was
a form we had been thinking about
and wanted to experiment with, and
simultaneously, editorially at the Guardian we
had been talking about solitary confinement.
In 6x9 the two things came together.
Francesca Panetta, Executive
Editor VR at the Guardian,
headed the 6x9 project.

VR is a medium that is all about space, and
solitary confinement is too – albeit a small
and very undesirable space. It also is a piece
about psychology, the impact on the mind
when you are in isolation. We also wanted
to portray the possible effects of that,
such as blurred vision and audio and visual
hallucinations. With all that considered, it
felt obvious that 6x9 would be a good story
for the form. The piece took about nine
months to create, and we worked closely
with the interactive team from The Mill.

We’ve shown 6x9 at various exhibitions,
and many people have told us that it
demonstrates in nine minutes what they
can’t begin to express in words. Other
responses from people who have tried 6x9
are that they hadn’t thought the cell would
be so bad, or so small, or that they didn’t
realise that people were placed in solitary
confinement for non-violent crimes, or for
so long. The piece has won multiple awards,
including a British Journalism award.

What were the main goals behind the
project, and did it achieve them?
With 6x9 we wanted to demonstrate
the issues around solitary confinement,
and the piece has been successful in
demonstrating what solitary confinement
can be like to an audience who may not
have been engaged with the subject before.

What lessons did you learn from
the project, and how have you
implemented those lessons in
subsequent VR projects?

VR is an incredibly visceral and experiential
medium. If the story benefits from
having the viewer on location, it can
be powerful, giving viewers a chance
to see and experience things or have
points of view on subjects that they
might not ordinarily be able to.

WAN-IFRA REPORT

First and foremost, 6x9 is a piece of
Guardian journalism and needed to
have the journalistic integrity of any
of our output, even if it was made
in CGI and in a gaming engine.
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That was at the front of our mind
throughout the process of making the
piece. For instance, none of the voices
you hear within the piece is scripted –
they are all people who had experienced
solitary confinement who were
interviewed about their experiences.

Egg Pictures, Frontline and Solitary Watch.
Over the last year we have demonstrated
proof-of-concept and we now are able
to deliver a full immersive experience:
headset, mobile VR and 360 video. However,
compared to the USA, the scale in the UK
market for VR is still catching up. VR is still
a young technology but as it develops we
are confident the demand for VR will grow,
providing brands with the opportunity to
reach more people through the medium.

One of the biggest challenges in
creating the piece was the interactive
sections. One scene has “hot spots”
that you trigger by looking at them.
That sounds easy, but it wasn’t.

How do you anticipate that VR
projects such as 6x9 will contribute
to the survival of the Guardian as
a membership organisation?

Another huge challenge was time; 6x9 is
a piece about being in a space and having
very little to do, with minimal interaction
for days, months, years, even decades.
We needed to consider how we could
make a piece that wasn’t deadly boring,
so people wouldn’t take the headsets
off halfway through. As this was our
first piece, we learnt a huge amount and
have applied this to the other pieces
we have produced subsequently.

The Guardian is dedicated to digital
innovation, and we are using VR technology
to bring to life subjects that our readers
care about. Similarly to many media
organisations, we have been focusing on
diversifying our revenue streams away
from relying solely on more traditional
forms of income such as advertising.

What other VR projects does the
Guardian have in the works?

As part of this, financial contributions
from readers are an increasingly
important source of revenue to sustain
the quality, independent and innovative
journalism which our readers come to us
for. We now have more than 800,000
supporters, made up of members,
subscribers and contributors.

Since 6x9, we have produced eight
more pieces, and recently launched our
Cardboard app, making it easier for more
people to try VR for the first time. In 2018
we plan to reflect on learnings from the
pieces we have produced to date and distill
these to create a few flagship VR pieces.

[Editor’s note: Readers interested in VR
should be aware that WAN-IFRA has
published a report entitled “A different
perspective: ads in VR or 360.” See wan-ifra.
org/vr_ads_report for more information.]

Please comment on the level of investment
required for projects such as 6x9, and
actual/potential sources of funding.
6x9 had sponsors including Google News
Labs, Tribeca Film Institute, Chicken and

WAN-IFRA REPORT

20

BEST PRACTICE IN DIGITAL MEDIA

BEST USE OF ONLINE VIDEO INCLUDING VIRTUAL REALITY

Judges’ comments
and other voices

“Nothing may be as
scary and real as a new
application rolled out
this morning by the news
organisation Guardian.”
– IR.net

These were some of the
judges’ remarks about 6x9:

“Intense,
disturbing.”

“Even now, some time
after, I can still clearly
recall just how effectively
6×9 is able to recreate
the psychological
experiences described
by the prisoners, really
driving home what they
go through in a way their
words alone couldn’t.”

– Refinery 29

– Gadgette

– “A great innovative, immersive project.”
– “Best in class. No surprise coming
from the Guardian. Loved everything
about this compelling entry. Kudos
to the team that put this together.”
– “Great example of immersive
journalism in this case and an
innovative publisher all round.“
– “A memorable reportage.”
Commentators for print
publications and web sites also
were favorably impressed by
6x9. Here are a few samples:

“A startling and often
surreal experience.”
– Newsweek

“Panetta and Poulton
have managed to push
beyond statistics and
testimonials to produce
a powerful experience
that embraces what
might be the most
powerful political
tool in our arsenal:
our own empathy.”
– Mic.com

“One of our eight favourite
VR experiences from the
Tribeca Film Festival.”

“Conveys a real sense
of the dread, fear, and
isolation felt by the
80,000 people subjected
to solitary confinement in
the United States alone.”
– Nieman Lab

– Wired

WAN-IFRA REPORT
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Best Data Visualisation
South China Morning Post, Hong Kong

Belt and Road Initiative

The South China Morning Post created an extensive data visualisation package to
help its readers understand the vast Belt and Road Initiative.
multimedia.scmp.com/news/china/article/One-Belt-One-Road

WAN-IFRA REPORT
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“As our research developed and
we collected more data, we knew
we were sitting on a goldmine of
exciting information. We decided
to go for broke and burned the
midnight oil for the entire fortnight.”
Adolfo Arranz
SCMP’s Deputy Head of
Infographics and Illustration

Post pulls out all the stops
for Belt and Road Initiative

An example of the network is the Silk Road
Railway, which Wikipedia notes “goes through
China’s Xinjiang Autonomous Region, Kazakhstan, Russia, Belarus, Poland and Germany as a
land connection between Asia and Europe.”

A massive multinational infrastructure initiative
offered an opportunity for SCMP to shine, and
shine it did.

The Post, based in Hong Kong, saw a great visual
opportunity to provide its readers with context
and nuance to this multinational story.

In the autumn of 2013, the president of China, Xi
Jinping, announced proposals for a large-scale,
multinational development strategy to recreate
the ancient Silk Road network of land and sea
trade routes from his country’s golden age in line
with the 21st Century.

The SCMP data visualisation was published to
coincide with Beijing’s 15 May Belt and Road
Forum where President Xi Jinping outlined his
plans and targets and which was attended by 28
heads of state and government. “The challenge
was to provide context to maps and financial figures which could explain, without bias, the scale
of ambition for the projects currently underway,”
SCMP wrote in their awards application.

Actually, calling the proposals “large-scale” is
to border on understatement. The scope of this
initiative is staggeringly massive and includes
an extensive range of infrastructure projects for
ports, railroads and roadways that are aimed
at ultimately promoting and easing trade that
involves some 65 countries, mainly throughout
the Eurasian region, but also including Oceania
and East Africa.

Owning the conversation
“The SCMP wanted to own the conversation surrounding the summit organised by Xi Jinping to
outline his ambitious plans for the Belt and Road
project,” Adolfo Arranz, SCMP’s Deputy Head of
Infographics and Illustration, told us.

In all, these initiatives will affect the lives of more
than half the people on earth (some 4.4 billion)
and a 30 percent share of the global economy,
according to the South China Morning Post
(SCMP).

WAN-IFRA REPORT
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Each of the five
chapters of SCMP’s
guided tour starts with
an illustration that
captures the essence of
the section, such as the
white cliffs of Dover.

“The graphics department jumped at this opportunity to tell the story visually,” he said. “We
had a deadline of two weeks so we started with a
modest plan. But, as our research developed and
we collected more data, we knew we were sitting
on a goldmine of exciting information. We decided to go for broke and burnt the midnight oil for
the entire fortnight.”

In the first three years, the focus of the Belt and
Road Initiative has mainly been on infrastructure
investment, construction materials, railway and
highway, automobile, real estate, power grid, and
iron and steel. The anticipated total investment
over an indefinite timescale is variously put at
US$ 4 trillion or $ 8 trillion, according to Wikipedia. SCMP says that $ 1.3 trillion worth of projects has already been initiated, and that the scale
of the full project is “more than seven times the
size of America’s Marshall Plan to rebuild Europe
after World War II.”

The graphics team provided SCMP readers with
a guided tour of five of the main initiatives by
dividing the overall story into chapters. Each of
these chapters starts with an illustration that
captures the essence of the section, from the
white cliffs of Dover, to the pipeline that stretches
through Central Asia.

Arranz said that he and two others, Marcelo Duhalde and Marco Hernandez, created and drove
SCMP’s project using Adobe Illustrator, Adobe
Photohoshop and HTML5, plus Google Drive to
share collaborative data.

Scroll-through narrative

“As we progressed,” he added, “we needed to
coordinate with other desks for additional input
and fact checking, so up to about seven people in
total helped out, to lesser or greater extents.”

As readers scroll down through the desktop
version, the screen quickly splits in two, with
the map on the right side of the user’s screen
going along the route matching the story on the
left. The narrative is further complemented with
graphs, diagrams of land elevations, infrastructure and risk-measurement charts. Combined
with the graphics and photography, it helps create
a full picture of the scope of the projects.

WAN-IFRA REPORT

While Arranz said there weren’t any data scientists on their team, he noted that “as infographic
designers with many years of experience we have
a solid background on data information.”
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“The publication was featured on the scmp.comhomepage and had plenty of play on social media.
We embedded a launcher in other articles to
drive additional traffic to our page,” Arranz said.
“Although we had a tight deadline, the story itself
is evergreen and the reader numbers grew as
momentum took hold. The feedback from readers
has been far-reaching and extremely positive –
Citibank, for instance, requested permission to
use our project as an example of a bank-neutral
guide to investing in the Belt and Road Initiative.”

“Yes, in fact, we wanted to test the waters for this
form of digital storytelling to see if it would be
as popular as we hoped,” Arranz said. “Now, we
are preparing more stories in a similar format,
especially now we can measure our success in
terms of reader numbers on the web. A good
example of more long tail content using a similar
structure is our recent graphic about the missile
crisis in North Korea, which has been reproduced
by French and German newspapers.”
[http://tinyurl.com/scmp-n-korea]

With such positive results and a clearly talented
team onboard, we asked Arranz if the South China Morning Post has any plans to create similar
projects anytime soon.

As readers scroll through
the desktop version of the
chapters, the screen splits
into two, with the map on the
right side matching up with
the narrative on the left.

WAN-IFRA REPORT
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Best News Mobile Service (Tie)
Media24, South Africa

News24 Edge

On the app’s homepage, machine
learning and artificial intelligence
(AI) help determine which stories are
displayed to an individual user.

WAN-IFRA REPORT

On the Breaking News page, all users
see pretty much the same stories. The
hybrid Home/Breaking News approach
helps avoid “echo chamber” effect.
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Machine learning, AI give
Media24’s app the ‘Edge’
News24 Edge’s carefully-honed structure, clear
navigation, top-notch content, and aesthetically
pleasing presentation would be enough to win
virtually any award, but the factor that makes the
news app really stand out is personalisation.

The non-personalised
News24 app is still
available but will most
likely be phased out
around the end of 2017.

The app, which provides users with a broad range
of breaking news and features, including videos,
delivers a personalised experience to each reader
by allowing them to select interests. Via artificial
intelligence and machine learning, the app serves
stories the reader enjoys reading most. The
more a user consumes, the better News24 Edge
becomes at providing the most relevant stories
to them. Users can “like” or “dislike” content
through the interface, further enabling the app
to fine-tune their profile. Each of the artificial
intelligence and machine-learning attributes
accumulate to a score that is used to rank articles
in the user’s home stream.

“I wanted to market personalisation as a value
proposition to see its attractiveness, and not
mask it with a forced migration… I think within
the next month or two, around the end of the
year, we will [wind down] new downloads of the
standard app and make News24 Edge the default,” he said.

The app’s publisher, Media24, is part of the
multinational Naspers group. Andreij Horn, head
of 24.com, Media24’s network of web sites and
apps, shared the story behind the app in a recent
telephone interview.

Technology finally made
concept feasible

News24 Edge was launched in late 2017. For
the time being, both it and its predecessor, the
non-personalised News24 app, are available for
downloading from the App Store and Play Store.
Horn says he decided to launch News24 Edge
next to the standard app instead of replacing it
immediately because, “The standard app is a phenomenon in its own right. Its audience is larger
than the combined app audiences of all of our
publishing competitors put together. It is still doing very well, and there was no reason to disrupt
that audience.” (See statistics on p. 31.)
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Horn said the concept of a personalised news app
“literally started many years ago, as it would have
started for everybody who is in news, in the sense
that personalisation has always been something
that we knew we had to do – but it was something we could never make live up to its promise.
At best we ended up grouping [users] in smaller
buckets of shared interests, but the technology
simply wasn’t there to really do proper personalisation for each individual in a way that would be
meaningful.
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Andreij Horn is head of 24.com, the
division of Media24 that operates
News24 Edge and other apps.

Addressing the ‘echo

“With the emergence of machine learning (ML),
all of that became much more doable because
the overhead is now on your engineers and not
on your editorial people.… So basically it is the
emergence of machine learning that drove the
development of the app,” he said.

chamber’ concern
“From an editorial perspective it was really interesting, because when we embarked on this, it
was in that timeframe when Brexit happened and
when the American election happened, and one
thing that came from both those instances was
the fear of the ‘echo chamber’ that results from
machine-driven personalisation,” Horn said.
“The fear is that the machines react to your reading behavior, and give you more and more of the
things that you engage with and less and less of
the things that you don’t seem to find interesting.

All development work is done in-house. “Since
we were in the throes of doing experimentation
and designing the best app that is available at the
moment in South Africa,” said Horn, “we thought
we might as well apply the latest thinking to how
we designed the app itself.”
The React Native framework, a JavaScript-based
Facebook Open Source framework for building
native apps, was chosen because it allowed developers to create a single design for both iOS and
Android, reducing the amount of resources required. “That had its challenges, because it’s still
a relatively new framework, and it still presents
challenges when it comes to Android,” which, despite being on its face a single app environment,
encompasses numerous variations. “But the team
is getting better and better every month as they
release new updates on it,” said Horn.

“To address that fear, what we did in this app,
which is unique as far as ML-driven personalised
apps go, is, we don’t have a singular home screen.
We have the personalised home screen that is
unique for each individual, but then we still carry
a breaking news stream. That breaking news
stream sits to the left of the home screen, and
your app will open on your personalised home
screen, but you can swipe left to view the breaking news.”
Thus the user is assured that despite the highly
developed personalisation, they will not miss
breaking news stories. “We also hope that it will
feed into a serendipitous discovery of other topics
that you might not have known that you were
interested in. The machine learns also from your
behavior in the breaking news stream and, al-

Using a single framework, in fact, allows more
frequent updates. “We could get user feedback
and have a new version out that addressed new
requirements and enhancements much faster,
because you do it once and it works for all the
platforms,” said Horn.

WAN-IFRA REPORT
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though with lesser sensitivity, it will nevertheless
notice if you regularly start consuming news in a
category that you never selected, and start adding
that to your home screen,” Horn said.

“It was really important to me that we keep the
editorial team very close to this project and for
them to evolve their thinking around it. And for
them to engage with the engineering team and
ask the right questions for the engineers to solve,
rather than hang on to distribution as an editorial function. So the philosophy is that the focus of
the editorial team should be on covering the news
as fast as possible and making sure that the quality of news coverage is as high as possible, and
to worry less and less and less about distribution
and leave that for machines to do. So they are still
involved but in a QA [quality assurance] capacity,
and not in a direct project capacity.”

“From an ML point of view, I think we have made
it slightly more difficult by not doing everything
on premise. We opted to, from the beginning,
develop this in the cloud. We use the Google
Enterprise Cloud query environment, where
we ingest all news in real time, apply all of the
machine learning in that environment and feed
the app from the Enterprise Cloud environment.
That presented some challenges in the sense that
there is some inherent latency [delay] if you move
content on premise somewhere else and then
repopulate back,” he said.

On the technical side, the core ML/AI team
consists of seven specialists, including pure data
scientists, all of whom have advanced university
degrees (one, in fact, is an astrophysicist). It also
includes AI engineers who specialise in algorithms. Said Horn, “There is not just a singular
algorithm; there are a couple of algorithms at
play. There is a master algorithm that for each
user racks up the stories in a particular sequence,

The engineering team took a series of measures
to ensure users receive breaking news on the app
no later than they do from other platforms. “They
have actually done that very well, and there is no
noticeable latency between us rendering the news
in News24 Edge as compared to other News24
platforms,” he said.

Shifting the editorial role
away from distribution
Making sure editors were on board with the introduction of ML was important to Horn. “I think
most news organisations struggle with introducing machine learning into their environment
because it does speak to a chunk of work that was
normally viewed by the editorial teams as very
germane to their basic responsibilities. And there
are all sorts of worries around the impact of machine learning in terms of what the brand stands
for and how users will perceive it,” he said.

WAN-IFRA REPORT

Engineers on the News24 Edge
ML/AI team include, from left,
Ewald Zietsman, Shaun van den
Berg, and Mohammed Fakir.
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The current staffing ratio at
24.com, which operates web
sites and apps including News24
Edge, is one engineer for
every 2.7 editorial staffers.

but there are different algorithms at play in
breaking news and political news than you would
find for sports news or more in-depth analyses.

All told, said Horn, “It’s a team of probably
around 12 people, encompassing everything from
data science to app design and platform development.”

“To take a simple example, there are different
‘decay times’. So a breaking news report about a
road accident will decay much more quickly and
disappear from home screens faster than a political analysis, which will ‘live’ longer and wait for a
user to get to it in his home screen,” he explained.

Like some other publishing houses, notably The
Washington Post, Media24 is growing the technological side of its operations. Said Horn, “We
are investing heavily in our engineering capacity.
We have grown our engineering team year-onyear by 87 per cent. We’re working towards a
ratio where we will have one engineer for every
five editorial people. Currently it’s one to eight
and we want to get to one to five – not by [cutting
editorial staffing] but by increasing engineering
heads.”

The technical team also includes people whose
sole task is to monitor and analyse user-interaction data. Factors measured include scroll depth
per article viewed and taps on the home screen,
to name just a few. And “what they didn’t react
with, for instance, is a signal that gets analysed a
lot,” said Horn.

At 24.com, which operates Media24’s web sites
and apps, the ratio of engineers to editorial staffers is considerably higher at 1 to 2.7.

Other engineers maintain a liaison between the
app designers and the ML team. “These areas
are not independent of each other. A change in
UX [user experience], in app design, could, for
instance, impact the feedback group in terms of
gathering signals from users. So you need people
who understand what is happening on the ML
side as well as what’s happening in the evolution
of the app design. That can make sure that we
constantly react to what we are picking up,” he
said.
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Applying machine learning
to commercial content
News24 Edge and all contents are available free
of charge, which “means that we are basically left
with advertising as the income stream,” Horn
said. Thus a great deal of effort goes into selling
advertising. “Like all other news organisations
we compete with Google and Facebook, really,
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not with other publishers, and that means that
we have to carry a high density of advertising
to be able to monetise properly. Our advertising
income stream is display advertising, as per normal, but growing in terms of importance is native
advertising.”

App installed more
than 60,000 times

He continued, “Machine learning… currently is
focused on personalisation and therefore content
consumption, but the focus for the year ahead is
to bring it to bear on the commercial side of the
business a lot more. Currently we use all the machine learning and AI capacity we have to profile
our readers according to their content consumption behaviour. So we know that they are interested in running, or in new car models, for instance,
because they read articles about that. In the year
ahead our focus is to understand and profile them
in terms of propensity to buy, signals of interest
in terms of commercial behaviour.”

From its inception at the end of 2016,
the app has seen more than 60,000
installs across Android and iOS devices,
according to statistics supplied by
the app store platforms. Positive user
sentiment toward the app is evident in
the retention rate of 43 percent (source:
Cxense), which compares favorably to
the industry standard of 30 percent.
Testifying to the relevance of the content
served to each unique reader, readers
spent well over six minutes on each
app visit. News24 Edge has the highest
page duration among English-language
news apps measured by Effective
Measure, an audience measurement
company in the Middle East and South
Africa. At 102 seconds, it is clear that
users are spending their time in-article
reading what they love most (source:
Effective Measure June 2017).

Horn said, “All of that is to achieve two aims. The
one is to be able to serve our advertisers better
in terms of targeting. Secondly, also to be able
to develop more interesting partnerships with
online trading ventures that could benefit from
exposing their travel site, or their retail fashion
site, or whatever, to audiences on our site that are
in the market for whatever products that they are
selling.”
He said, “We’ve now set our goals to measure on
the metric of time spent per user per day in our
apps. So if we get this right, we should be giving
them more and more content that they are interested in, and they should be spending more and
more time with us, which also has a commercial
multiplier. Because the more pages they consume, the more ad inclusions are available, and
the better we should be able to monetise.”
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The standard app, the predecessor
to News24 Edge, has an audience
of 330,000 average daily unique
browsers (UBs) per month (an
industry-standard measurement).
On average, each of these daily
users visits the app 30.6 times in a
month, "a great indicator of habit,"
said Andreij Horn, head of 24.com.
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Best News Mobile Service (Tie)
Arte Radio Televisivo Argentina SA

TN Todo Noticias

Todo Noticias is continuously updating its news
app, taking user feedback into account.

WAN-IFRA REPORT
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Inviting loyal users
to join the app
“construction crew”

The team of iOS and Android developers, user
experience designers, testers and product
managers involved in the development of the
app analysed connection speeds and data
limits in Argentina, data on mobile phone
use, and design standards for mobile apps in
a bid to build a product that loads content as
quickly as possible anywhere in the country.

Todo Noticias’ “TN” app is a classic crash course
in app development: building an app is just the
beginning, iterating it is a whole different matter.
And when you allow your loyal users to join the
“construction crew,” good things usually happen.

The result, as judges put it, is a “great mobile
platform” with “clean, clear organisation and
presentation.”

Owned by Grupo Clarín and operated by its subsidiary Artear, Todo Noticias is one of Argentina’s
leading TV channels.

In Argentina, Android has a mobile market share
of nearly 90 percent, while iOS trails far behind
with roughly seven percent, according to data
from StatCounter.

As part of the channel’s strategy to expand in
digital media, Todo Noticias built a mobile app
focused on news and video with the goal of creating a new and better mobile experience for its
audience. Available on Android and iOS, the “TN”
app was first launched in November 2016, but the
developers soon realised it needed more work,
and redesigned it. The final version was uploaded
to stores in April of this year.
Todo Noticias had already launched an app in
2014, which even won a WAN-IFRA LATAM Digital Media Award in 2015, so what was the motive
behind building a new one?
“In addition to technological advances, the newsroom changed a lot of things in its workflow, so
we needed to upgrade the app,” product manager
Sebastián Espiño said.

Product Manager Sebastián Espiño (middle)
and Todo Noticias Editor-in-Chief Germán
Angeli receiving the award from WAN-IFRA
Director of Global Advisory Nick Tjaardstra.
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Telling users what
they need to know
For Todo Noticias’ Editor-in-Chief Germán Angeli it’s precisely this freedom and control over
curation and design of content that is of value to
the app’s user base.
The entry point to the
app is the Todo Noticias
feed, where users spend
most of their time.

“The most important aspect is probably the characterisation of information. The editorial order,
the length of the news and the different combination of the different articles in the app; being
able to offer users this package is very valuable,”
he said.
“It doesn’t work to use an algorithm to organise
this information. As a user, you probably always
need something that tells you what is important
today, and what you need to know.”
The app, which is monetised via traditional advertising, contains lots of visual elements, and is
easily navigable. Users spend most of their time
in Todo Noticias’ scrollable newsfeed, the entry
point to the app, according to Espiño. By swiping
left or right, users land on other content sections
laid out in the same way, such as tech, lifestyle, or
entertainment.

As such, the Android version of the free app has
been downloaded some 1.1 million times compared to roughly 90,000 iOS downloads. Active
users stand at around 300,000, according to
Espiño.
“We know that the app is not as massive as our
Facebook traffic, or the website traffic, but the
app is the only platform we can manage one hundred percent on our own,” he said.

By clicking the “Videos” tab at the bottom of the
app, users are directed to audiovisual content
where they can choose between news videos and
a variety of pre-recorded Todo Noticias programmes, such as political debate programme “A
dos voces” (Two voices) or crime show “Cámara
del crimen” (Crime camera).

“We can decide the design, we can decide the
colours, we can decide where people comment,
we can decide how to build the article, and we
can decide how to order the content. That is very
valuable for us, because in Facebook we can’t do
it, in Twitter we can’t do it, in Google we can’t do
it.”
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According to Espiño, Todo Noticias is one of the
only news channels in Argentina that produces
360-degree video content, which can also be
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viewed within the app. Live video also plays a
major part in the app’s offer, as does Todo Noticias radio.

Todo Noticias’ social media accounts, such as
Facebook, Twitter, and Instagram can also be
accessed from within the app at the click of a button. Users are also given the option to comment
on articles inside the app.

Reviving the ‘radio star’ after
getting static from users

At Todo Noticias, broadcast and digital journalists work together in one big integrated newsroom, and digital content often feeds into TV
reporting and vice versa. For example, the comments that users leave within the app are often
curated and used in TV reports, where they are
displayed alongside a user’s name and photo.

When the first version of the app was launched
in November 2016, it didn’t include the option to
listen to the radio, a feature that was available in
older apps. This was quickly rectified after users
left a flurry of complaints in the respective app
stores.
The team continues to update and improve its
app based on user input, as well as the needs of
the newsroom, and the commercial side.
“We have a very good relationship with the users
in both [app] stores. It’s very easy to have an
evolution of the app if you read the opinions of
people. Because when we do that we know where
we have to add something, or delete something,
or optimise something. So we read a lot of the
feedback,” Espiño said.
“We have a one-week process. We start each
week on Monday with a planning session where
we meet with developers, and discuss with them
what the different entities are asking for. We
evaluate those features and they start working on
them until Friday. Then we make a review, meet
up again, look at the development of the week,
and then decide which features to integrate.”
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Todo Noticias says it is
one of the only news
channels in Argentina that
produces 360 video.
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Best Lifestyle, Sports or
Entertainment Mobile Services
WeMedia01 Ltd., Hong Kong

01 run together@Standard
Chartered Hong Kong Marathon

WeMedia01 in Hong Kong came up with an innovative way to
boost traffic to its app by photographing marathon runners.
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36

BEST PRACTICE IN DIGITAL MEDIA

Nearly 80 percent of our reader
traffic comes from social media and
Google. Our app has only 200,000
downloads – and that’s too few.
So we keep thinking about how to
increase the downloads of our app.”
Ernest Chi
Executive Editor-in-Chief
HK01

Urgently sought:
a kickstart for app
downloads

trying to channel its large audience, which Chi
said mainly comes to it through social media, to
its own platforms.
More specifically, he said HK01 gets about half
of its traffic through Facebook, which, he added,
is the preferred social network of most people in
Hong Kong. HK01’s Facebook page, which started
in December 2015, has about 428,000 followers
(as of 18 December 2017).

So why not get your app more “up and running”
by using a massive marathon to help boost your
exposure and downloads. That was the plan for
WeMedia01.
As a new player in Hong Kong’s media marketplace, WeMedia01 has grown both its audience
and its staff in a short time. Launched in January
2016, the online platform and related apps were
joined in March that year by a weekly print product that is published each Monday.

“Nearly 80 percent of our reader traffic comes
from social media and Google. Our app has only
200,000 downloads – and that’s too few,” Chi
said. “So we keep thinking about how to increase
the downloads of our app.”

“We have 600,000 to 800,000 unique visitors to
our website and apps per day,” Ernest Chi, Executive Editor-in-Chief of HK01, told us during an
interview at IFRA Expo in Berlin in October.

Cap(p)italising on the
HK running boom
In recent years, running has become increasingly
popular in Hong Kong, with more and more people participating in marathons and other running
competitions.

Today, with a staff of 600 (150 people in news,
and another 100 reporters for lifestyle and celebrity), one of the company’s biggest challenges is
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Running has become
increasingly popular in
Hong Kong, and HK01 plans
to repeat its marathon
campaign again in 2018.

“The Standard Chartered Marathon is a great
event in Hong Kong with usually 60,000 to
70,000 runners joining every February,” Chi said.

uploading the pictures to the system over about a
30-hour period, Chi said.
The publisher’s marketing team also promoted the campaign on social media to attract app
downloads and membership registration. The
service was offered for free to attract people to
become members through the mobile app.

The sports team at HK01 came up with an idea to
use the marathon to boost downloads. After contacting the organisers to get their permission for
their project, they hired approximately two dozen
freelance photographers to take pictures of as
many participants as possible at various checkpoints throughout the marathon, Chi said.

Their efforts were well rewarded. “In only one
week, we got nearly 41,000 downloads and
35,000 to 40,000 runners got the pictures,” Chi
said.

Two dozen photographers,
40,000 pictures

“The main expense was only around US$ 20,000
for the freelance photographers who were hired
for the day, so I think the campaign was quite
successful. Runners got the pictures they liked
and we could introduce our app to the community,” he added.

More than 40,000 photos were taken in all, and
HK01 built an OCR system to identify runners’
number codes from the pictures. HK01’s photo
editor and some 50 regular staff members in
various departments (mainly Sports, Photo, Archive and IT) were kept busy with the logistics of
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The eight-day campaign saw page views
total 870,000. HK01’s members grew
by nearly 6,900, and there were 30,000
downloads of the app. Crucially, Chi says
about 80 percent of those who downloaded pictures have kept the app on
their phones, with only about 20 percent
deleting it after seven days.

Repeat performance
planned for next year
Moreover, after the campaign ended,
some HK main event organisers approached HK01 about future cooperation.
Chi also told us they plan to repeat the
marathon campaign again next year,
and said his teams keep thinking about
other ways of driving traffic to their app.
For example, in October, he said HK01
hired a famous singer from Korea to
perform a concert and in order to buy a
ticket, people had to download the app
first, but it didn’t work so well. “If the
target group is too small, I don’t think it
works,” he added.
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Best Innovation New Product
Best in Social
Media Engagement
Grupo América, Argentina

UNO: Argentina’s first
native mobile media

With its spin-off
product UNO,
Grupo América
wants to reach
a millennial
audience.
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Reaching millennials
with serious journalism
in innovative formats
Like many legacy news brands, Argentina’s Grupo
América set out to identify new ways to capture a
younger audience. With its spin-off product UNO,
the group has given the 10-person team behind it
the opportunity to continuously experiment with
new formats and language to draw in millennials.

This is what the UNO
site looks like when
accessed via desktop.

“We found that it’s quite difficult to reach millennials with the traditional journalism we produce,”
said Alejandro Lladó, Grupo América’s digital
business manager.

The 10 staff members at UNO are all in their 20s
and 30s and were hired from outside the group.
They work in the newsroom alongside traditional
digital journalists from other channels and products that belong to Grupo América, such as A24
or Primicias YA.

“So there were two ways: either we transform certain parts of the traditional brand to better reach
millennials or we create an entirely new product
that has nothing to do with traditional media. So
we opted for the second route.”

Additionally, a roster of freelancers helps produce
content, leading to an output of about 50 to 60
pieces of content published per day across social
networks and the mobile platform. Most of that,
such as infographics, images or videos, are produced in-house, while freelancers are in charge of
creating the more text-heavy content.

Site display on desktop
mimics mobile environment
Primarily focused on audiovisual content, UNO,
which brands itself as “Argentina’s first native
mobile media”, publishes content on its mobile
site and on a variety of social media channels.
The desktop version of the site features a scrollable image of a mobile phone on a green background, replicating what the content looks like
when accessed via mobile.

But let’s backtrack to the origins of the product.
UNO launched a newsletter in March 2016 to
gauge how its millennial target audience would
respond.
“We strongly believe in the minimum viable
product, so we launched the newsletter as a first
product to do tests, and to understand whether
the language we were using and the formats we
created worked,” Lladó said.

UNO claims to attract around 500,000 monthly
users to its site. More than 90 percent of them
access the content via mobile, and upwards of 85
percent are between 18 and 34 years old.
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Content designed to suit
the tone of each network
With social media at the core of the medium’s
strategy, the UNO team attempts to produce content that aligns with the characteristics they’ve
identified for each platform.
“Our strategy and thinking is that each social
network has its own language and particular format, so we’re not using all of the content in each
social network. We produce content exclusively
for social networks, and users don’t need to come
to our site, they can consume content in social
networks,” Lladó said.

Grupo América’s Digital
Business Manager Alejandro
Lladó receiving the award from
WAN-IFRA Director of Global
Advisory Nick Tjaardstra.

Content is published on Facebook, Instagram,
Twitter, Youtube, Snapchat, and Latin American
social network Taringa!. UNO’s Facebook page
has more than 315,000 likes, its Instagram page
a little more than 10,000 followers, and Twitter
roughly 4,700. The YouTube channel has around
400 subscribers.

“We started out by curating stories from other
news organisations we thought were relevant to
young people. We then transformed them with
our own language and formats, and linked back
to the original source.”

As for the content strategy for each platform,
Lladó says Youtube is used for longer videos, Instagram mainly for images, minute-long videos,
and Instagram Stories. On Facebook, vertical
video works “very well,” while Twitter is less important in the overall strategy, and serves more
as an experimental space.

While UNO has since expanded its offer, the
newsletter is still a fundamental feature, with
around 10,000 subscribers and open rates between 30 and 35 percent, according to Lladó.

About Grupo América

Sent out every day from Monday to Friday, each
edition features the five most important stories
of the day, described in short text snippets, and
illustrated with gifs, pictures, and emojis.
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Formerly known as Grupo UNOS Medios, Grupo
América is a multimedia company based in
Argentina. The group employs around 5,500
people and owns a portfolio of 40 TV and radio
channels, newspapers, and digital products.
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Producing serious journalism
with GIFs, videos, and emojis
Although UNO is continuously experimenting
with a variety of content formats and an approachable and more conversational tone, they
aim to adhere to the journalistic values held by
the group.

UNO also aims to cover
serious topics, and chose
to create this piece in
light of World AIDS Day.

“What we do at UNO is pure journalism. We cover stories that are relevant to millennials while
respecting journalistic rigour and traditional
journalistic values,” he said.
Naturally, entertainment is an important part
of the content offer, but UNO also aims to cover
more serious topics for its audience, including
gender equality, the legalisation of marijuana, or
the “Ni Una Menos” (Not one less) movement that
has spread across Latin America in its attempt to
halt violence against women.

Experimenting with
branded content

“We cover topics that are of interest to millenials,
and we also found that many of those are topics
traditional media companies aren’t so keen on,”
Lladó said.

Lladó characterises UNO as a “disruptive” medium, and stresses that the same strategy is applied
to monetisation.
“UNO doesn’t have an ad server, there are no
banners, pre-rolls, nothing that’s associated with
traditional advertising. We only focus on branded
content,” Lladó said.
UNO’s product and content teams work closely
with brands wanting to advertise with UNO, to
fully understand the message they want to convey, and transform it into appropriate content.
“It needs to be journalistic content that will
interest our users. It’s a challenge because it’s a
new experience and a learning curve for both our
commercial team and the brands,” Lladó said,
adding that UNO broke even a few months ago.
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Best Digital Advertising
Campaign including Branded Content
Aller Media AS, Norway

KK.no

The homepage of KK.no, the oldest title for women in Norway.
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Ingeborg Heldal, KK’s Editor-inChief, receives the award from
WAN-IFRA’s Director of Global
Advisory, Nick Tjaardstra.

Norway’s oldest title for
women goes all-out with
full-screen ad format

strategy – we don’t save any articles or pictures
for print. We put everything online and then we
run it in print. It’s actually worked quite well, and
we have a team of developers that work continuously on KK.”

In 2018, Norway’s pre-eminent magazine for
women, KK, will celebrate its 145th birthday.
While KK has plenty of history and tradition, its
progressive owner, editor and staff are proving
this title is anything but old media as usual.

The efforts from this development team is largely
due to the fact that KK is viewed as one of the
best developed brands within the portfolio of
Aller Media, its owner.

To begin with, its digital-first strategy and elegant
design, which uses a generous amount of white
space to great effect, have helped propel it into
the Top 10 of Norway’s most popular websites.

“It’s kind of a test case for different solutions,”
Heldal said. “That’s also how they came up with
the full-format advertising, which is intended
to give the readers the luxurious feeling of print
magazine advertising, but online.”

“We launched the first beta version of KK online 13-14 years ago, but print was still our main
source of income, and we had the most readers in print,” said Ingeborg Heldal, KK’s Editor-in-Chief.

KK was the first Norwegian brand to develop
a full-screen size for ads (like the one pictured
above), she said, but it was quickly copied by
many others, both in-house and competitors.
“It looks really beautiful, and it’s sold out all of
the time. It’s been quite successful actually, now
we just need to have even more views on our
website so that we can meet the demand from the
advertisers, but it’s been a really good journey,”
Heldal added.

“Four or five years ago, we started a whole new
digital process to make the website more modern,
more relevant and more digitalised because in
the beginning it was very static: we just needed
to put KK online so that we could be part of the
future,” Heldal said. “Now, we have a digital-first
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Staying ahead

In October, KK.no was awarded a World Digital
Media Award from WAN-IFRA for Best Digital
Advertising Campaign including Branded Content (it had also won a European Digital Media
Award in the same category earlier in the year).
And it’s something Heldal said that she and her
KK team are very proud of.

of the competition
The women’s magazine market in Norway is
extremely competitive. As recently as five years
ago, there were some 17 titles for women, and
even today there are still seven, an impressive
number for a country with a population of just
5.26 million.

“It’s a huge recognition that we are doing something right when it comes to being a frontrunner
for digital advertising,” she said. “I’m really, really
proud on behalf of KK for winning the award,
especially our team of developers who came up
with the really beautiful advertising format that
now many others copy and want to use. Being
recognised is always important. ... I think it gives
people a reason to straighten up and be proud of
their product when you get recognition like that.
So the award is standing in the middle of our
editorial area – very sparkly and nice – and we’re
all really proud of it.”
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“We are the frontrunner when it comes to the
digital business, definitely,” Heldal said. “That
is the main thing that separates us from all the
other magazines. We have far better solutions for
our readers and for our advertisers. We are lucky
enough to be part of a very visionary publishing
house that was interested in putting the digital-first strategy on the agenda. I think that is our
biggest advantage.”
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Print + digital =

“We don’t have our own sales staff,” Heldal said.
“We have a huge sales staff, but they work crossbrand. ... They go to a customer and lay out all the
different brands we have, and advertisers place
the campaigns in whichever brands are suitable
for what they want to sell.”

more legs to stand on
Heldal also noted that the printed magazine of
KK still does quite well providing a solid income,
which helps them to keep their position in the
market.

KK has also gone big into native advertising.
“It’s sold out constantly – we use it all the time,”
Heldal said. “We have a native department that
works only with native ads for the magazine
brands, and in addition to KK, we also have a
commercial native site called KK-shopping, which
is only filled with native ads, which works quite
well actually.”

“It’s also still very attractive among the advertisers,” she said. “In Norway, we say ‘it gives us more
legs to stand on.’ It’s a more stable business model
when you have both the print and the digital.”
KK has a full-time editorial staff of just 10 people
who work for both print and online, she said,
though like many publications, they also have a
network of freelancers who regularly contribute
content. Ad sales are handled by Aller’s united
sales force.
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“I think we’re going to do more and more native
ads because both the advertisers and us see that
it works very well, as long as we are doing the
proper marking (identifying) on the native ads,”
Heldal said. “We have to be transparent, and we
cannot have a hidden agenda for our readers, it
has to be very visible what is a native ad and what
is an article. But as long as we are very transparent and tell the readers what they are getting,
they are responding quite well to native ads, at
least in the KK universe.”

In the works for next year
Looking ahead to next year, she said there are
two main things that KK is going to work on.
“First, we’re going to keep being the frontrunner
when it comes to cool digital solutions because
huge amounts of work have been put into KK.no.
Now we have been able to see what is working,
what is not working, and we’re going to start
fine-tuning – taking away what isn’t working and
developing what is working.

All in all, things have been going very well for
KK, Heldal said. “2017 is going to be a good year
for us. We are selling better than budget on every
issue now,” she said. “It’s hard for me to say how
it’s going to be for the coming years, but for this
budget year, it’s going to be a really good year.”
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“We have to work very lean,” she added, “and if
you try something and it isn’t working, then you
take it out and try something else. KK has been
through a huge building phase, so now the whole
skeleton is there, now we can start being really
picky and developing the beautiful details.”
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Secondly in 2018, Heldal said KK is going to work
on its editorial profile. “Who is KK going to be for
and what are we going to write about? What is
going to be our tone of voice? Profile building is
something we are going to work very intensely on
over the next six to nine months, also on the print
side because print and digital always go hand in
hand,” she said. “Even if the readers in print are a
bit older, we have to maintain a profile that makes
the reader recognise our brand whether she picks
up the print or visits the website.”
Furthermore, KK will also be making a push
towards more video in 2018, Heldal said. “We
have a new video strategy that we are starting
up with a dedicated in-house video team of four
people who work across the brands and are going
to produce live content for the sites,” she said.
Until now, KK has not had a clear-cut strategy for
video yet, but Heldal said it’s something they are
going to work on over the next six to nine months.
“We have a new video studio up and we’re going
to try out different solutions and see what will
work best when it comes to live video.”
She foresees short videos from the sets of their
cover photo shoots as well as live pictures from
events or even something as simple as how to peel
a boiled egg.
“We have to try different things to see what works
best, but video is definitely a huge part of our
strategy in the next months,” Heldal said.
Ingeborg Heldal will be among the speakers at
WAN-IFRA’s Digital Media Europe 2018 conference, which is set for 10-11 April in Copenhagen.

WAN-IFRA REPORT

49

WORLD DIGITAL MEDIA AWARDS 2017

Best Innovation to
Engage Youth Audiences
Star Media Group Berhad, Malaysia

R.AGE Documentaries

Going undercover, R.AGE infiltrated a human trafficking ring that
uses private colleges in Malaysia to exploit young Bangladeshis. The
Daily Star in Dhaka, Bangladesh, cooperated in the project.
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Ian Yee, Editor and Executive
Producer of R.AGE accepts the
award for Best Innovation to
Engage Youth Audiences
from WAN-IFRA Director
of Insights Dean Roper.

R.AGE: Against ‘machines’
of abuse and exploitation

we started adopting a more digital approach. We
first started with a blog because blogging was
really, really popular in Asia for a while. Then we
moved on to a website and then into social media.
About two years ago, we made the jump into
video. I think that is when things really took off,”
he said.

From pullout print section to blog to website to
social media presence to hybrid video/text packages and soon to the cinema – it’s been a long and
award-winning road for R.AGE, the youth-targeted initiative from Star Media Group Berhad,
Malaysia.

Asked about the unusual and effective name
for the project, Yee said it originated from a
brainstorming session in 2005 as The Star was
trying to hash out a strategy for expanding its
college-age audience. A features editor suggested
“R.AGE,” which has stuck ever since.

Today, a team of 12 writers and videographers
produces in-depth, investigative web documentaries embedded in pages of hard-hitting text.
Each documentary has a call to action, allowing
the viewer/reader to get involved in solving the
issue explored in the documentary. In the past
year, they have averaged 550,000 views a month,
and have accumulated 100,000 followers on
Facebook. Next stop: cinemas in cities across
Malaysia.

The shift to video did not happen overnight. In
fact, said Yee, “I started pitching this idea of turning us into a video-based team in 2014, so it was
almost two years until we got it approved in late
2015.” The main hurdle was management backing
for the increased spending level he sought. “Video
is probably the most expensive form of storytelling out there. The amount of equipment that’s
needed, the amount of resources that’s needed,
from pre-production all the way to post-production, is really immense compared to print,” he
said. Yee said he also faced skepticism about “the
very idea of doing hardcore investigative journalism on the net,” he said.

But let’s backtrack to the roots of R.AGE for a
moment. We recently caught up with Editor and
Executive Producer Ian Yee, who described the
project’s road trip in a Skype audio call.
“We started in 2005 as a weekly youth pullout of
The Star daily… It was quite typical of a newspaper youth pullout, more colorful, the language
was slightly more liberal,” he said. “After a while,
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To be released in 2018 in cinemas, Eye
on the Ball is a full-length documentary about the
Malaysian national blind football team’s bid
to reach the 2018 World Cup.

In the end, the project was approved, and in
terms of impact on Malaysian society, the journalism has long since proved its value. “For example, our first major documentary after our transition was on the indigenous people in Malaysia.
There was a tribe whose ancestral land had been
taken over by a state park.… We heard stories of
an abnormally high mortality rate among children there. The indigenous people said it was due
to a disease. We went in and did a documentary
on it. It was quite successful. Immediately – the
next day – the government organised a mission to
go find out what was going on. That showed that
our work could do more than just exposing these
issues and creating an awareness,” said Yee.

The result was that the Malaysian Parliament
passed legislation, which was signed into law.

Ramping up revenue –
but remaining independent
Yee is taking a three-pronged approach to revenue: a subscription/membership plan that is
scheduled to be implemented around the end of
2017, commercial video production, and educational programs. He is keen to remain as independent as possible of advertising or other forms
of commercial subsidisation – not surprising for
a passionate investigative journalist.

Another example he cited was the Predator in
My Phone project, an undercover endeavor that
exposed sexual abuse and exploitation of children
and highlighted the fact that there were absolutely no laws in Malaysia prohibiting such abuse.
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The subscription plan will ask readers to pay
a small monthly fee, five ringgit (less than
US$1.50), for exclusive content, including access
to cinema screenings and the like. “We want to
make sure that our core content – the investiga-
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tions, the undercover work, the documentaries”
are self-supporting, Yee said. “The best way to do
it is… to run it as close as possible to a nonprofit
model, even though we aren’t a nonprofit. So we
want to appeal to people: if they support the causes we are championing through our content, then
they should become a member,” he said.

“The numbers for video consumption on social
media have skyrocketed. There are lots of clients out there who need video content.…This is
something we produce purely as a commercial
transaction. You are the client, I do the video, you
are happy with it, I pass it over to you, you use it
however you want,” he said. That avoids the likelihood of conflicts of interest, he said.

Commercial video production is another promising revenue source, he said. “One of the reasons
why we justified having our own production
team, rather than using the pool of videographers that The Star has, was that we wanted to
make sure that the quality was there so we can
explore the growing market for commercial video
production.” At the moment, said Yee, “We are
just trying to develop a reputation for ourselves
as specializing in documentary production. So if
people want us to do corporate documentaries on
their companies we could do that. We have done
everything from TV ads to radio recordings.

As for education, said Yee, “We realised that there
is a gap in education for journalists in universities and colleges in Malaysia. We are going to try
to do more programs to help media students who
want to get into journalism.”
One way he wants to do that is to expand on the
project’s series of BRATs workshop camps, held
three to four times per year. About 30 participants are accepted to each camp, where they
learn from R.AGE staff members “everything you

The R.AGE team poses with
some of the awards it has won
during the past several years.
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In the BRATs (Bright, Roving,
Annoying Teens) program,
aspiring young journalists
learn “on the job,” as well
as from R.AGE staffers

need to know to be a modern journalist – interviewing skills, video production, photography, social media, news value, etc.” Those who complete
the program join the pool of BRATs teen journalists and cover assignments on a voluntary basis
for publication. Since its launch in 1993, BRATs
“has been very, very successful. We average over
200 applicants a year,” Yee said.

“We figured we would only use print strategically. So, every time we have an explosive story
that would catch the eye in print, then we call on
our print colleagues and ask them to save some
space.”
The important platform, Yee said, is Facebook.
“Malaysia is massive; I think we are one of the
highest Facebooking nations in the world by ratio. So that is where we get a lot of our traffic.
I don’t have a breakdown, but it’s skewed toward
mobile,” as opposed to desktop, he said. Facebook’s importance, in fact, is such that R.AGE is
no longer pushing users to its website to find the
newest stories. The site “is more of a portfolio
page for us now,” he said.

To date, the program has been limited to youths
aged 16-19, but “we have a lot of college kids [typically 20 to 24 years old] who are asking if they
can take part,” said Yee. To date, they have been
turned down, because the age range is kept narrow to make sure the participants can cooperate
effectively. “Now we hope to be able to open it to a
wider demographic,” he said, by holding training
programs for college students.

Yee said, “We want to be native on each platform
we go onto, so we don’t have to keep pushing web
links. If you want to have content on Facebook,
you are going to be able to consume it on Facebook. It doesn’t have to bring you to another site.
Even on chat, that is something we are exploring
as well.

Print and other platforms
Despite the emphasis on digital platforms and
the “pivot to video,” to use a recent catchphrase,
a print aspect to R.AGE remains. Said Yee, “We
only stopped our weekly print section less than
a year ago. Until then we were still doing news
stories every week. We realized it wasn’t the most
effective use of our time, though, because print
is really time-consuming and we needed to focus
more on digital.
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“We haven’t actually launched it yet, but we are
exploring using WhatsApp, because WhatsApp is
pretty popular in Malaysia, so we are setting that
up. We are testing it in a small group. We have a
pilot program with about 50 users and hopefully
it works out and we will be able to expand it,” he
said.
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A proprietary R.AGE app also is in the works.
“We have a collaboration with a local university,
who have agreed to get their students to do a few
hackathons and create a new platform for us. One
thing they said they could do for us was a mobile
app. So we have been developing something with
them,” Yee said.

An early example is a multi-part project about
human trafficking, done in cooperation with
The Daily Star in Dhaka, Bangladesh, that was
published in November. “We hope to do more of
that, and make this model more sustainable for
freelance journalists and freelance filmmakers
in the region,” Yee said. “A lot of it hinges on the
subscription program. If we can get enough [revenue] there, we can start funding projects across
the region, with quality control and direction in
our hands.”

Breaking into the cinema
and out of Malaysia
To an outsider, broadcast television might seem
to be a logical outlet for R.AGE’s videos, but in
Malaysia terrestrial TV channels are generally
watched by rural audiences rather than young
urban dwellers, and are seen as lacking prestige
and glamour.
By contrast, cinemas are concentrated in cities,
and their prestigious image “is something we
actually need,” Yee said. That’s why the team is
“trying to make the jump instead into cinema. We
have a feature-length documentary coming up
that we are going to try to push in cinemas,” Yee
said.

The parent company
R.AGE is an initiative of
Star Media Group Berhad,
publisher of The Star.
According to the company web
site, The Star is Malaysia’s leading
English-language daily, with an
audited circulation of 272,507.

The film, called Eye on the Ball, is “a documentary project by R.AGE to improve disability rights
in Malaysia by telling the remarkable story of the
national blind football team’s bid to reach the
2018 World Cup,” according to its Facebook page.
The film is scheduled for release in 2018.

The group also owns an educational
magazine for children; portals for
news, jobs, lifestyle, real estate,
automobiles, and restaurants;
two radio stations; seven events
companies; a training company; and
an out-of-home advertising agency.

In addition to publishing on additional platforms,
Yee has ambitions to expand R.AGE’s reach to
Asia as a whole. “We have ambitions on going
regional, soon,” he said. “Hopefully within the
next year and a half we can do more region-wide
projects.”

WAN-IFRA REPORT

55

WORLD DIGITAL MEDIA AWARDS 2017

