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We found a lot of 
our content wasn’t 
being consumed.



We set out our objectives. 
What’s digital content for?



We thought about 
who we were making 
content for.

We focused on the 
RA’s target audience 
segments.



We identified 
key needs of 
these target 
audiences to 
help us serve 
them better.



WeWe looked to journalismWe also borrowed (the good bits)
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User needsOrganisation

Your content 
in here!
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1. Everything is driven by 
our vision and values.

2. Decisions and design 
are user-centred.

3. Don’t market the brand. 
Be the brand.

4. Define objectives and 
success, and share it.

5. Look outwards.

5 principles for 
digital content





Views to editorial content ↑ 30%
Social media referrals to the RA website ↑77%
Social media following ↑ 38% 

2016-2018



#LifeDrawingLive



A life-drawing experience – that comes to you

● Designed for a digital 
audience: tuition to 
camera and social media 
sharing encouraged.



Results

40,000 
Total users who watched 
the class so far

drawings shared 
on social media

800+ 6￫92
Ages of the youngest 
and oldest participants

Participants from Nigeria, Mexico, 
Croatia, Australia, the US and more.

85,000 minutes watched across platforms

36,000 views 
to our website – 
18k new visitors





#LifeDrawingLive
✓ Driven by our vision and values

✓ Decisions and design are user-centred

✓ Don’t market the brand, be the brand

✓ Defined objectives and success

✓ Outward-looking



But...



Content 
strategy in 
real life...

Immediate commercial pressures 
often trump organisational values. 
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Content 
strategy in 
real life...

Immediate commercial pressures 
often trump organisational values. 

Showing you’re helping becomes 
more pressing than getting results. 

Some stakeholders shout louder 
than others...

“Oh, let’s just do it this once...”



Learnings 
and ideas for 
the journey...

1. Actually halt production and step back. Repeat.
What are you doing that has high or low impact? What’s eating 
your time? Stop and review this periodically.

2. Keep your audiences and objectives in the room. 
Print them out! Point at them! Don’t let them get away.

3. Bring data to your meetings.
It’s driving the decisions, so make it the bearer of news. 

4. People leave, people forget. Renew your buy-in.
Investing stakeholders, and your own team, in your strategy is 
critical – and it’s not a one-time thing.



Do it for the user! 
Stay close to the data.



Thank you! Questions?


