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IF THE
MEDIUM
IS THE
What do we make of today’s media landscape?
What platforms can we leverage to tell better stories online?
And what does the future of digital stories look like?
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arshall McLuhan — a native of St. Louis, home to L&T’s business intelligence
office and EQ, our publication covering innovation and entrepreneurship — coined the
phrase “The medium is the message.” This concept applies to many of the challenges
today’s digital industries and media outlets face, including but not limited to:
WHAT EXACTLY IS THE FUTURE OF STORYTELLING?

HOW CAN WE ENGAGE INTERNET USERS IN A MEANINGFUL WAY?

HOW DO WE FIX THE BROKEN FIRE HYDRANT OF MEANINGLESS,
VALUELESS CONTENT?
How we define a ‘digital story’ helps
answer some of these questions, and to
help write that definition, we turned to
our partner, Shorthand. They’ve built a
beautiful platform for online storytelling,
and its capabilities solve many of the
emerging issues with web journalism
and blogging.
L&T The Medium is the Message
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CHANGE OF SCALE,
PACE,

SHAPE, OR PATTERN
A

s Marshall McLuhan wrote way back in 1964, a medium causes “change of
scale or pace or shape or pattern into human association, affairs, and action.” In other
words, how you tell the story can say as much as the story you tell.
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Why is this still relevant in 2018?
When you create digital content, you’re
not creating it just for the people who
might read it. You’re creating it for the
800-pound algorithmic elephants in the
room: Facebook and Google.
Within the confines of an increasingly
social internet, content creators must
distinguish themselves on the medium
of the feed — the packaging Facebook,
Twitter, Instagram, and others provide
for our digital stories. And the intense
blending of sources inside the feed
creates fierce competition for the
attention of these platforms’ audiences.

And you have to succeed on both fronts
— short or long-term success on its
own won’t cut it. If you do, you can
establish a truly powerful brand, one
that captures mindshare by becoming
an attractive destination for original and
insightful information.

When you create digital
content, you're not
creating it just for the
people who might read it.

Longform online content faces two
enormous challenges in 2018:

[1.] IT MUST BE EYE-CATCHING ENOUGH TO STAND OUT AMIDST THE SEA
OF SOCIAL MEDIA CONTENT
[2.] IT MUST GAIN ENOUGH VISIBILITY ON GOOGLE TO ESTABLISH
LASTING VALUE.
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whatwe've
lost with the
print

D

espite online content’s obvious advantages as
a medium, it does still miss the inherent richness of
print. Magazines, newspapers, pamphlets, and
the like all did an excellent job when it came to:

PLACEMENT
JUXTAPOSITION
VISUAL NARRATIVE
Before online media, readers would devote their full
and undivided attention to these sources, which did
a great job of creating a natural hierarchy of
information. Stories that made the front page
were most likely the most important and worthy
of a casual reader’s attention.

By contrast, the social feed makes the online
experience unintentional and unconscious.
Users are disengaged and experiences are
shallow. Meanwhile, because a feed is
continuous and lacks narrative arc, the
catharsis of following that narrative from
start to finish is conspicuously lacking.

WE HAVE THE TECHNOLOGY
TO TELL BETTER STORIES
AT OUR FINGERTIPS. it.

It’s not all doom and gloom, however. We have
the technology to tell better stories at our
fingertips. Digital media offers the ability to
embed practically every other medium invented
by humankind (save for sky art and live
theatre), yet we’ve just just scratched the
surface when it comes to utilizing this
capability. Today’s leading publications seem to
have only just discovered how to embed one
of President Trump’s tweets.
That begs the question: Can digital media
reinvent itself to better capture mindshare in
the age of distraction?
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WHY THE INTERNET
NEEDS BETTER
STORIES AND HOW
CAN TELL THEM
oday, complexity and depth are what differentiate great content from the merely
good or the utterly meaningless.
B2B brands and mission-driven organizations succeed by embracing the complexity of
issues they face and solve for. To better communicate this complexity, they need to
create an online experience that feels like a destination and provides a breath of fresh
air outside the cluttered feed of Facebook and the infamous black box of Google.
The alternative — shallow, “popcorn” content — simply doesn’t generate results:
USER INTERACTIONS ARE BRIEF AND SHALLOW

CLICKBAIT TITLES INFLATE CONTENT’S ACTUAL APPEAL,
LEAVING THE READER DISAPPOINTED
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Conversely, longform stories, digital
storytelling, and video provide valuable
data because they create richer
experiences, which translates to longer,
more meaningful interactions.
In turn, those more meaningful
interactions translate to better user
data, which allows brands to offer more
tailored experiences. Taking that one
step further, because today’s medium is
the feed and the feed is built for mobile,
brands and organizations need to take
a mobile-first approach to destination
storytelling.

LONGFORM STORIES,
DIGITAL STORYTELLING,
AND VIDEO PROVIDE
VALUABLE DATA BECAUSE
THEY CREATE RICHER
EXPERIENCES.

When it comes to contributing their own
digital stories, brands have two clear
options:

[1.] CONTINUE PURSUING A “MINIMUM VIABLE” CONTENT
STRATEGY THAT SEEKS TO BOOST DIGITAL VANITY
METRICS BUT NOT REAL BUSINESS RESULTS.

[2.] TAKE THE LEAP AND START CREATING CONTENT
THAT THEY WOULD HAPPILY READ THEMSELVES.
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WHAT IS A
STORY?
IT STARTS WITH SIGHT, SOUND, AND VOICE
A digital story is defined by the medium’s
ability to truly embody the message.
For example...
A STORY ON THE SUBJECT OF THE OCEANS TAKES THE
FORM OF A WORLD MAP
A STORY ON THE SUPERFICIALITY OF DATING APPS
UTILIZES THE TINDER SWIPE UX
A STORY ABOUT MILITARY VETERANS TAKES THE
FORM OF A MEDAL CABINET

The UI — the way in which the user engages
with the narrative — often defines that
user’s emotional response, the information
they glean, and whether they really buy into
the story you’re telling. To that end, effective
digital stories draw upon all media: video,
images, text, voice, sound, and custom UI.

UNDP ONE OCEAN
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As we just explained, digital stories allow
for deeper, more meaningful experiences,
as opposed to the typical, transitory
engagements with blogs and web pages.
This allows for:
CONTENT AS AN ART INSTALLATION
CONTENT AS PERMANENT EXHIBIT
CONTENT AS THEATRE
Alan Turing first built a computer to
produce sound in the 1940s. PCs capable
of showcasing multimedia content have
been around since the 1980s. In 2018,
most Americans own a mobile device with
a screen with a tactile interface and a
resolution so high that you can’t see the
pixels. So why does most content still
exist only as the written word?

INTERACTIVE MAP
UNDP ONE OCEAN

Digital stories leverage
the unique capabilities
of multimedia
technology to create
the best possible user
experience of your
narrative..

WHY
STORIES?
better stories
Digital stories solve the problem of the
feed by offering genuine narratives,
intentionality, and catharsis. They represent
an antidote to skimming or just reading
the headlines on Facebook.
The feed is a collage of inputs that feels
coherent, but is in fact algorithmically
generated and peppered with fake news —
and it leaves us feeling empty. Digital
stories tap into the fundamental human
desire for coherence and purpose.
Within a digital story, you can create
valuable micro-moments by drawing on
devices used in other media. The end result
is an array of pleasing vignettes,
montages, and smart juxtapositions.
With a blog post, your goal is to convey
multiple messages and/or ideas within a
single medium. Digital stories offer a
medium for every element of the story
14

better marketing
The elements of a great digital story are
easy to repurpose on social media and
drive engagement with the digital story
itself. Meanwhile, digital storytelling calls
on game design theory to motivate users
to get to the very end, to complete the
mission of following the entire narrative.
This gamification effectively solves the
common problems of skim reading and
high bounce rates.
Further to that point, digital stories provide
better digital metrics:

PAGEVIEWS PER USER

SCROLL DEPTH

digital stories solve
the problem of
offering genuine
narratives,
intentionality,
and catharis .

ENGAGEMENT WITH MEDIA COMPONENTS
(E.G. EMBEDDED VIDEO, UI ELEMENTS)

Destination content also offers better bang
for advertisers’ buck because they drive
higher and more meaningful engagement.
In other words, users are actually
concentrating on the story you’re telling.
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shorthand
What’s so special about Shorthand? We
can’t speak for anyone else, but we love
the platform because it allows you to
create rich, immersive digital
experiences even if you don’t have
experience in coding or UX/UI design.
Through a backend that’s arguably more
user-friendly than most CMSes,
storytellers can access and insert the
UI elements that make your words jump
off the page.

The mobile experience it provides is also
a major benefit. Scrolling through a
gallery of images intermixed with text
is more like playing a game, and the
platform surprises you with a UI that’s
both functional and charming at the
same time.
The best way to understand Shorthand’s
unique value proposition is to actually see
it in action, so check out the BBC’s story
on IS fighters.

the secret lives of younG is fighters
BBC X SHORTHAND

LINK: http://bit.ly/bbc-shorthand
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CUSTOM DIGITAL
Of course, not all organizations and brands
are the same. And certain technological
and business circumstances necessitate
an alternative method of creating a
digital story.
The United Nations Development Program
enlisted the help of L&T to create just
such a story in support of The Ocean
Conference. The end result was (if we
do say so ourselves) a captivating online
experience of our world’s most precious
resource.

TELL BETTER STORIES WITH L&T
AND SHORTHAND
If you’re interested in creating the types
of digital experiences and narratives we’ve
just talked about at length, get in touch to
learn how we can help.
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DIGITAL
STORIES
WITH L&T
We create custom digital experiences
and offer multimedia storytelling through
videos, infographics, custom animations,
and mobile-first formats. These
stories drive deeper engagement with
your content and create “viral moments”
for the brands that invest in them. Our
cutting-edge digital storytelling product
is a content cornerstone for brands that
drives value over the long-term.

CONTACT US
25 BROADWAY
NEW YORK, NY
911 WASHINGTON AVE
ST LOUIS, MO
OLIVER@LANDT.CO
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ABOUT L&T
We transform company blogs into
sophisticated trade publications that
attract interest from your target audience,
offer insights that establish your brand
as an influential and authoritative voice
in your space, and help cultivate deeper
digital relationships between your
company and influential partners,
clients, and prospects.
We apply the full breadth of knowledge
and editorial skill our team has to offer
to producing comprehensive pieces of
premium content, crafting white papers,
E-Books, and infographics that highlight
your brand’s unique expertise and drive
meaningful web conversions.

CONTACT US
25 BROADWAY
NEW YORK, NY
911 WASHINGTON AVE
ST LOUIS, MO
OLIVER@LANDT.CO
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