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We watch the online strategies of the news media especially closely at iCrossing, for a number of reasons:

They are in the front line when it comes to dealing with reality of moving from channel to 
network media models (it?s do or die time for newspaper brands)

The best operators in this area (like Guardian, Telegraph, CNN and the BBC) are innovating 
with social media formats

Our approach to creative / content is in a large part editorially-influenced, as we have a number 
of professional journalists at the heart of our content & social media team

So when we see the Telegraph?s online success story (it currently leads the UK pack for traffic) being 
discussed in the context of its search and social-influenced strategy of good curation it?s exciting.  
Curation?s a highly useful concept and one we?ve been thinking about for a while.

Telegraph.co.uk digital editor Edward Roussel, speaking to the Guardian?s PDA Blog earlier this year 
said:

The mistake we all made early on was thinking it was all about speed and volume, and 
really that?s wrong. Speed does matter, but as good as that is it?s the quality of your 
curation of content that makes you a good news organisation.

?Twelve or 18 months ago it was all about getting stories out but now it?s about how we 
tag, organise and curate those stories, how you combine them with info-graphics or SEO. 
That?s the key to the future of news on the web, and how you build the long tail.?
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