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Overview 

 
Product Mission: 
Fully-Connected.com 
Connecting dots; connecting people 
 
Fully-connected.com, combines journalism and social networking to develop local 
reporters among African-Americans of different cultural backgrounds. This 
includes a foreign-born black population, which has tripled over the past 25 years. 
We give them tools to connect around common interests. In addition to news and 
information, our site will offer mobile banking so users can send money to family 
and friends. Allow me to help you get fully connected. 
 
Fully-connected would focus on under-served communities such as peoples from the 
Caribbean and African countries. It would develop apps to make the best use of 
the latest multimedia technology to connect people on Facebook, Twitter, 
Foursquare, etc.  
 
Social service organizations: Get access to places to promote their services 
National Newspaper Publishers Association (NNPA) syndication: Publishers of Black 
news sites get access to advertising networks and content  
The time is now. While more people may identify as African-Americans, many have 
assimilated and still want to maintain a connection to their cultural heritage, be it 
Nigerian, Jamaican or Ethiopian or others. In cities like Washington, DC, and New 
York and Oakland, these communities are interacting and cross pollinating with new 
ideas.  
 
Content 
A highly interactive, cutting-edge, must-read, magazine-like site with substance 
and style that’s ahead or on top of what people are thinking, feeling, experiencing, 
and need or want to know. A well-packaged site that knows when to be serious, how 
to have fun and what it takes to hold the attention of the busy and distracted. Be 
willing to partner with organizations, businesses, groups with compatible business 
models. 
 

§ Interactive narrative journalism 
o Special reports & investigative pieces that really get into the 

trenches 



4 

o Engaging profiles and features 
o Pieces that really capture what’s going on with everyday people and 

that articulate the unspoken and/or uncovered 
§ Insightful original commentary 

o Supplemented with a blog roll that links to blogs we like 
§ Visually arresting design, images, videos, slide shows and photo galleries 

o Strong videos, mini docs and popular On Being-like profiles 
(http://specials.washingtonpost.com/video/onbeing/  

§ Roundups on news and feature topics contributed by regional and 
international correspondents 

§ Humor and pieces that tap into our culture 
§ Quick hits 
§ Effective and engaging reader-generated content (citizen journalism) that’s 

clearly labeled 
§ Hot topics: Topical without trying to be all things to all people or being 

beholden to the daily news grind – unless we want or need to on occasion 
(something like “Cheat Sheet: Must Reads From All Over,” the middle column 
in red on the home page at http://www.thedailybeast.com/; each of the 10-
12 items has a short blurb and tags across the bottom 
http://www.thedailybeast.com/cheat-sheet/) 

o Also do breaking news alerts as needed 
§ Various sections: politics, business, A&E, etc. 
§ Strong community/social networks 
§ Highly interactive with lots of links, sidebars, added features, e-newsletter, 

e-blasts, Twitter and use of other tech tools for computers and mobile 
devices 

§ Interactive calendar that features user feedback, photos and video from 
events; affordable ads; percentage of ticket sales (if possible) 

§ Innovation Team to keep up with technology and create new ways of 
connecting people with content and each other 

o WashingtonPost.com’s Innovation Team created apps that bring in lots 
of sponsorship money, i.e. Sprint dollars for the “Time Space” 
interactive feature used during the campaign and inauguration, 
http://specials.washingtonpost.com/timespace/entertainment/ 

 
 
Product Objectives 
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Objectives 
We would train community journalists to use the power of crowd-sourcing to break 
down the silos across cultures and take advantage of social media tools to write 
stories that engage, entertain and inform. It’s important because this group is 
underserved by many of the sites available, which use a top-down, less interactive 
news model.  
 
We would also partner with technologists to develop apps and innovative features 
and tools to facilitate audience engagement and social networking. ( Examples: 
Facebook connect, foursquare, myspace, twitter, hootsuite, Feedly) 
 
In addition to news and information, we’d offer Mobile Banking powered by a 
company like Paypal that allows people to use cell phones to pay bills and securely 
transfer funds to friends and family members internationally.  
 
Fully-connected.com will be hosted by Bluehost, using WordPress 3.0, which allows 
multiple blogs/sites to capitalize on its Web 2.0 properties of building community 
(and traffic) through continuous, interactive user experiences such as social 
networking; content syndication technology via RSS feeds, tagging, ranking, rating, 
and comments; and the ability to update the site with new technology through 
widgets and other modular devices.  
 
Business Rationale 
Needs: Not enough sites address the needs of assimilated immigrant populations 
Lack of trust of news sources, lack of information to help community 
Community doesn’t use banks 
Lack of financial knowledge, information 
Limited financial resources 
*Provide opportunity for community to set the agenda. 
Model a good example; people will follow.  
Publisher makes decision to choose what threads to highlight from forums. 
 
The Bottom Line – How we make money 
Mobile Money 
The site would make money by offering mobile banking via cell phone for people 
with and without formal bank accounts. We also provide advertising and marketing 
expertise to help other black sites create features and products to develop social 
marketing and advertising campaigns. 
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The Customer: Advertisers get campaigns that make the most of social networking; 
advertisers get access to growing, youthful market 
Users/Reader get access to updated, useful, interactive information 
Users get access to money exchange network 
Franchisees get access to tested site to build their own fully connected local 
communities 
 

§ Digital sales team 
§ Strong PR and marketing arm that also integrates SEO, WOM, viral 

marketing, contests, etc. 
§ Start smart; keep overhead low 
§ Make it hot; keep it hot so that it’s a must read, must advertise, must 

sponsor 
§ Find investors 
§ Explore charging for content or for going deeper – past the home page into 

“members only” area (What comes with membership? Need incentives, 
special privileges, perks, referral benefits and T-shirts to turn them into 
walking billboards and ambassadors.) 

Ancillary products, events, services and spinoffs. Fully-connected.com will offer 
market facts, marketing opportunities and an online panel to service editors, 
advertisers, sponsors and other partners.  

• Develop Internet marketing summit for your community – sell them into 
marketing with you. Training and education are key for your salespeople and 
your customers. Be your customer’s marketing partner and consultant. Teach 
the value and effectiveness of advertising. Expect churn of customers and 
sales people. Customer and sales people are high maintenance. Events – user 
pay and sponsor pay. Builds your community 

§ E-commerce so that we can get a piece of what people might buy through our 
site (books, concert tickets, travel, webinars, etc.) 

§ Subsidiaries, some of which might be behind the scenes but contribute to 
the bottom line (i.e., idea for a real dating service, paid video streaming of 
family events) 

§ Jumping on opportunities as they present themselves (like Obama 
memorabilia), special issues and commemorative books; DVDs, etc. 

 
Ads Server 



7 

 
Incorporate application that allows F-C to upload, run, and manage classified ads 
online. Develop ad-serving solution to track the performance of online advertising 
and allow mix of multiple ad providers to serve ads from ad networks, direct 
advertisers and ad exchanges. Develop the ability to track and report on different 
campaigns.  
Advertising Sales are not just banner ads (goal of driving sales; some advertiser 
want to pay based on sales). Advertisers want sales leads. Include ad placements 
and non-standard placements, such as rich media opportunities, gallery interstitials 
and sponsorships. Include sponsorship of Web site sections, i.e., photo gallery, 
specific channels, quizzes, contests, polls, search results page, etc. Contextual ad 
placement at the end of articles or last page of photo gallery. Last slide in photo 
gallery 
 

• Develop demographic profile page for advertisers: See User Roles and User 
Scenarios 

• Develop reader panel for advertiser surveys 
• Create unique and highly targeted advertising opportunities for clients who 

see non-standard programs but have smaller marketing budgets.  
• Offer sponsored polls, photo galleries, quizzes, and newsletter sponsorship 

to create non-standard “looks like edit” integration that some advertisers 
are requesting.  

• Develop mobile technology to deliver content, messages and offer contests 
via cell phones.  

• Develop affiliate barter relationship with cultural institutions to provide a 
number of tickets for giveaways, discounts and contests  

• Leads 
• Webinars, virtual tradeshows 
• Directories 
• In-house or out house sales structure 
• Sales compensation (Commission-only doesn’t work). Heavily incent success 

Self-serv Options 
Marketing support and materials 

 
User pay:  

• Content must be unique  
• Must have financial value 
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• See the world of b2b niche (events, webinars, white papers). Use webinars 
as a way to develop leads, virtual trade shows, directories (advertisers pay 
extra for link, phone number for six months) 

• Online training – partner with advertiser 
 

Data, measurability, performance 
Ad networks (google adsense) 
Out-of-pocket cost is more important to most than cpm. Advertisers want 
you to do the work for them. Telephone sales can work effectively. Simple is 
best but complicated packages can deliver $$$. Attracting and retaining 
customers 

 
Tracking performance. Develop a performance dashboard. Key metric measure. 
Spot trends. Test hypotheses 

Link economy. Do what you do best and link to the rest 
Search engine optimization 
Search engine marketing 
Social media 
Word of mouth 
Email newsletter drives traffic 
Registration 
Measure, measure, measure	  
 

Technology: 
• Content-management system to allow easy creation of content features from 

articles to polls, quizzes, newsletter, etc.   
• Use poll and quiz tool to allow editors to create new polls easily 
• Build interface for mobile, audio and video features 
• Podcasting; use of RSS and MP3 technology 
• Use of mobile technology to engage users 
• Create tool to categorize and repurpose content  
• Use Google analytics to measure traffic 
• Fully-connected with make use of Topics Pages to keep content fresh and 

updated and strengthen traffic. 
• Offer multimedia experiences that inform, entertain and enrich.  
• Registration with e-commerce and e-Blasts  
• Photo gallery or slideshow 
• Add Facebook, Twitter and Foursquare integration 
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• Allow quick creations of photo galleries  
• Apps 

 
Digital Content  
Channels/Navigation: 
Spirituality 
Travel 
Home  
Food 
Connect 
Philanthropy (Help a sister/brother out) – personal needs, business needs, 
academic needs. (Shea butter sales, etc,) 
Culture 
Money 
 
Community 

• Regional blogs 
• Instant chats/IM 
• Teleseminars and regular seminars  
• User/Subscriber profiles 
• Comments at the end of each article  
• Forums  
• Media Club –books, CDs, DVDs, movies and shows 
• Live events, meetups, workshops, etc. 
• Spirituality features 

 
Community 

• Social networking area 
• E-newsletter, e-blasts, Facebook group, Twitter and use of other tech tools 

for computers and mobile devices 
• Chats 
• Teleseminars and regular seminars (free and paid) 
• Scribble boards (or rate and review) at the end of each article  
• Forums/circles/groups 

o Discussion board 
o Topical forums and interest/support groups  

§ Readers can start groups 
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• Media Club – picks, discussions and guest visits on books, CDs, DVDs, movies 
and shows  

• Live events 
• Question of the … 
• Polls 
• Quizzes 
• Reader advisory board sign-up 
• Surveys 

 
User Scenarios 
 
Audience:  
The Fully-connected user is 18-54, with a median household income of $50,000. His 
or her motivation to visit the site will be to connect with members of his or her 
community, family and friends. The person who uses the Web to search for 
information and answers to her everyday concerns from living well to parenting to 
personal finance and other areas. Her desire is to connect with likeminded women. 
 
User Scenario:  
Ghanaian-American journalist 
Makula is a 22-year-old journalist who just graduated from a prestigious HBCU 
(historically black college and university) in Washington, DC. She was born in the 
United States and her parents, originally from Ghana, live in Minneapolis. She likes 
reggae, hip-hop, and house music. She works for an online news site as a producer. 
This is her first time going to school with so many black students. She has not 
joined a sorority but remains close to her former roommate. Online, she looks at 
black gossip sites and uses Facebook to connect with friends and family. Her 
mother sends money home to her grandmother using Western Union. She uses her 
cell phone for everything – to make calls, check her email, write reminders to 
herself, send tweets and make Facebook updates. She purchases airline tickets 
online via computer. She likes British rapper Jay Sean. Makula happily stumbles 
upon Fully-connected while googling.  
 
Haitian audio technology student 
Marcel is a 22-year-old student who lives at home with his parents. He 
attends New York University. Of Haitian descent, Marcel lives in Brooklyn and his 
grand mother emigrated to the United States in the 1980s, fleeing the corrupt 
DuValier regime. His father is from the South. Marcel uses his cell phone to text 



11 

and used it to reach out to his cousins in Haiti after the earthquake. He also used 
it to donate money to Wyclef Jean’s charity to help people after the disaster. He 
found out about Fully-connected after he attended a meetup for people of Haitian 
descent who wanted to help the earthquake victims. Marcel is studying music and 
audio engineering.  
 
What he does  
Kehinde is a recent college graduate with a degree in graphic design. His 
Nigerian parents came to the United States to attend college. After Kehinde was 
born, they returned to live in Nigeria for a while and Kehinde returned to the 
United States for middle school through college. As a new graduate, Kehinde is 
working as a temp while still looking for a full-time job. He rents a room in a house 
with several roommates in Silver Spring. He is engaged to be married to an 
American young woman of Caribbean descent. Kehinde came to Fully-connected 
through word of mouth. A friend told him that the site had an easy way to send 
money home to his grandparents in Africa.  
 
Azinza is a young multimedia journalist working in Boston. Her parents are both 
college professors in Kansas, where she grew up. She attended a prestigious 
college on the East Coast, where she studied multimedia journalism. She has 
worked for a non-profit web site and now works for the website of a large Boston 
newspaper. She keeps in touch with her parents and younger brother through text 
messages and phone calls on her cell phone. She also sends them email messages on 
her laptop. She started her career working for a nonprofit in Washington, DC. And 
was recruited to the paper because of her solid multimedia skills. She is upbeat, 
positive and mature for her age. She found out about Fully-Connected at a meetup 
in Boston held by the website owners. 
 
Sandra is an American-born woman in her 30s of Southern lineage. Her parents 
migrated to Brooklyn, then Queens in the Great Migration from the North Carolina. 
Her father was a professional man, and her mother was a homemaker. Sandra 
attended an Ivy League college and has worked for mostly large corporations. She 
is not married and travels abroad nearly every summer.  
 
User Roles: 
Visitors 
Neighbors 
Remote Users 
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Administrators 
 
 
 
Functional Features  
 
ID Fully-Connected.com Features  
1.  Ad server platform (Google?) 
4.  Blog platform – WordPress 3.0 
5.  Photogalleries/slideshow –  soundslides, flickr, picasa 
6.  Community   
7.  Polldaddy/Quiz Tool  
8.  E-commerce – (Communications store – mobile accessories) 
9.  Article page with email, print, and comments area, etc. 
10.  Search/archive page/search results page  
11. Newsletter/signup (database) 
12. http://googlenewsblog.blogspot.com/2010/04/bringing-

living-stories-to-wordpress.html 
13. Data Visualization 
14. Google Analytics 
15. Reader panel 
16. Recipe Database 
17. Google Adwords Certification 
18. Widgets 
19. Help a Brother/Sister Out Entrepreneur Microlending 
19. Mobile Money 
19. Translator  
 
Content Integration  
 
Site Organization:  
 
The site will have left and top navigation, content area in center, top placement for 
728x90 banner ads and right placement for 300x250 ads, footer as well as search, 
newsletter signup, privacy policy, disclaimer, contact us, sitemap, FAQs, monthly 
specials, print, send to a friend. 
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Home page will feature a selection of daily/weekly articles, news updates, polls, 
surveys, events calendar, reader profile, search and registration to signup for e-
newsletter or to access exclusive areas of the site (community).  Also on the 
homepage: 

• Customer Service  
• Events calendar (members can submit items to calendar to be reviewed) 
• Daily or weekly affirmation 
• Make this your homepage link 
• RSS feed link 
• In Footer: Sitemap, about us, FAQ (how to subscribe, newsletter, privacy 

policy, contact us, help), reciprocal links with partners 
• Community 
• Front page 
• Sports 
• Business 
• Your Money 
• Events  
• Entertainment 
• The Diaspora 
• Foursquare 
• Facebook 
• Twitter 
• Groupon 
• LivingSocial 
• Training 
• iPhone promotions 
• GPS  
• Article page – Variety of articles that could come from citizen journalists’ 

content or original content from freelance writers. 
• Channel page for each section 

 
Archives, Search and Browse:  
Would archive directories of doctors, holistic healers, as well as health and 
wellness stories. 
 
Rights and Legal:  
Issues include getting proper release for the use of images and user-generated 
content on site.  
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Other Features 

• Site map  
• Podcasts & V-casts 
• Today’s Takeaway with daily email for subscribers 
• Speaker’s bureau requests for “staff” and advisory board members 
• Mini-profiles of our editorial team 
• Breaking news on the home page 

Miscellaneous 
§ Mini-profiles of our team and speaker’s bureau requests 
§ FAQs 
§ Traffic reporting tool  
§ E-commerce function  
§ Enhanced search engine optimization 
§ Ability for readers to acquire widgets for their blogs/homepages 
§ Privacy policy 
§ Google search 

o Reader’s Choice: directory of reader favorites  
o Could sell ads and/or sponsorships 
o Could make it searchable by city 
o Also see Allure: 

http://www.allure.com/directory/washington_dc/alist/alist  
 
 

Resources to build audience 
Action team 
Students 
NNPA 
Mobile money business 
Out-of-work journalists 
interns 
 
How to connect resources with the community 
Meetups 
Offer columns 
Use coveritlive 
Use of youtube to cover stories 
Advertising,  
Pecha Chuka 
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Mobilizing to action: Getting community to notice what you are doing 
Building an email list 
Being consistent 
Sending a newsletter 
Facebook/Twitter/MySpace 
 
Implementing the action; Getting users to be participants in the solution 
Make it about them  
Offer a prize 
Appeal to their desire to be community leaders 
Appeal to their desire to be heard 
Encourage positive and constructive contributions 
Greater access to Foursquare  
 
How to evaluate your success or failure 
A/B Testing: Testing two ways of doing things. A/B testing of banner ads 
Google analytics 
Newsletter opening 
Traffic growth 
Comments on postings 
Newsletter signups/unsubscribes 
Survey readership (random survey) – survey design 
How much money coming in 
 
Competition:  
NewAmericanMedia, theroot.com, blackvoices, thegrio, BlackAmericaWeb.com, 
AllAfrica.com, Globalvoices.com 
Examples: Huffingtonpost.com, patch.com 
 


