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Examples from other organizations

VillageReach offers educational but warm, human content that helps them increase donations
and raise awareness by making institutional donors feel committed, capable, and needed, and
convincing them to give annually and show public support.

The <Organization>’s social intranet will:

1. Collect and surface/curate critical, relevant editorial content created by
appropriate <organization> corporate departments, divisions and employees.

2. Enable and motivate employees to connect, interact and collaborate via social
features.

3. Foster a culture of innovation.

<org website> delivers relevant information about topics important to the site’s key
audiences and to the organization, presented in a way that transcends the organization’s
hierarchy and focuses on what we know about how users want to find, read, and use our
information.

Curate an entertaining online reference guide that helps stressed-out law students
become successful practicing attorneys.

The organization’s website will:

e serve as a central information source where members can learn about issues important to
their business and their livelihoods in the short and long term

e offer personalized access to relevant information

o follow consistent editorial standards and organize content in a way that makes it easy for
site visitors to find the information they seek

X.com will illustrate this service-oriented focus by providing content that adheres to these
guiding principles:

e Treats every site visitor as a guest

e Provides helpful product recommendations, but also highlights relevant options

e Focuses on the needs of our guests, not ourselves

e Gives the right information, at the right time, in the right manner

e Acts “in the know” and not a “know-it-all”



Words, pictures, video...
Which showcases the work of artists

in the best possible way. Inner beauty Emphasising the local.
as well as surface beauty. Unlocking the world
on your doorstep.
The place to come. In the widest sense.
We'll find and sort Artistic but also physical,
the best stuff. emotional, personal, mental.

Be the place for beautiful content about creative exploration in and around Hackney,

highlighting opportunities for people to try something new and connect with each other.
| | [ |

New experiences.
Art isn’t just life drawing.
You don’t have to be
Open to everyone. an expert or an artist. Building a community.
Accessible to curious people of New friends, new neighbours,
all abilities, shapes, colours, s -
new audiences;

ages and sizes. : :
ages and sizes. artists and non-artists.

Ease of use

Patient focussed
Focus on comfort and growth

Part of a greater whole

heir support system
nt will lead with patsent
oncerns and questions and not confusing

Midvalley Health's digital content builds confidence and eases anxiety with simplified access to patient and visitor

information that facilitates decision making, sets expectations, and demonstrates Midvalley's ability to help and heal.

Move audiences along

Orient audiences

It's imperative for content to inform

aligns with audiences’ goals and needs| tactical or research-based nee




