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• News Website

• Founded in 2005 (Arianna Huffington, Kenneth Lerer, Jonah Peretti)

• 2010 more traffic than NYT

• 2011 sold for 315.000.000$ to AOL

• 2012 Pulitzer Price

• 2013 HuffPost Germany
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• Pirate-Journalism

• Celebrity Bloggers

• New post every 56 seconds (1600/day)

• Active marketing in Social Media

• Software tracking success
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• Social Media

• Realtime Feedback

• Different Headlines

• Automated Adjustment

• Experimenting
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Stop focusing on content, 

start thinking about people.

Stop focusing on informing/teaching,

Start building relationships.
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What if we made a channel

with inspirational videos?
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If we all worked together,

we would not have to produce new content.

But by uniting our content, 

we could become visible for the rest of the world.
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