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SUMMARY
The success of a content marketing strategy and the ability of a 
brand to use content to capture the attention of its customers 
and compel them to take action is dependant on a number of 
elements. Not simply a case of spraying customers with content 
in the hope that it piques their interest or distracts them from the 
smog of blogs already out there in the digital stratosphere, content 
marketing requires a calculated and strategic approach. 

The content programs of the global wealth managers in this 
report show promise, but they certainly have room to grow. Across 
the board the wealth managers have committed to producing 
varied and regular content that goes beyond obvious wealth 
management topics. We’ve observed a level of maturity in the 
use of content pillars and content series, indicating a calculated 
approach to content delivery. Where many of the wealth managers 
let themselves down is the lack of explanation of the relevance 
of insights to the end audience. Content should be editorially-led 

and speak to the needs of the audience, not the brand. And with 
$30 trillion expected to pass between generations by 2020, global 
wealth managers need to personalise their message so it appeals to 
audiences in multiple age brackets. 

Compared with other financial industries, the global wealth 
managers show above average levels of engagement. UBS is a clear 
frontrunner with 2.5 times more monthly visits than the nearest 
competitor, while Citi and U.S Trust lag behind. To build on these 
existing levels of engagement all the wealth managers should better 
utilise social, email, organic, referral and paid channels. In the same 
way content creation demands a calculated strategy, so too does 
distribution. 

Read on to find out which of the global wealth managers have a 
mature and targeted approach to content and which are still in  
their infancy. 

http://www.thedubs.com
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HOW WE RATE  
CONTENT MATURITY
Here at The Dubs, we’re obsessed with dissecting the content and 
distribution strategies of finance brands, using these learnings to 
inform the strategies we recommend for our own financial services 
clients. It is this obsession with content strategies, and the analytics 
proving their effectiveness, that has led to our content maturity 
research reports. 

In this report we assess the content maturity of the top 5 global 
wealth managers.

Focusing on a specific sector in the financial services industry, these 
research reports assess the key elements of a mature and effective 
content strategy. 

Whether the content satisfies audience needs not business 
objectives

The frequency, variety and relevance of content

Sophistication of organic and paid social distribution

Visual design and overall user experience

1

2

3

4
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THE NEEDS OF THE 
AUDIENCE
Given the high-net-worth of the wealth managers target audience, 
to capture and hold their attention, the content produced by these 
brands needs to have a level of depth and sophistication. Highly 
engaged with market fluctuations and the events impacting this 
performance, this audience requires commentary beyond the 
top-level market observations offered by the many other media 
sources they ingest. This audience is looking for active and engaging 
commentary and thought leadership, not passive reporting and 
presentation of facts. 

To make sense of world events and their impact on the 
investment landscape

To contextualise and bring investments and asset classes to 
life in a way that’s interesting and engaging

For insights on market performance and explanation of what 
this means for investors

For education and guidance on how to grow investments and 
wealth in line with life ambitions and goals

Thought leadership that extends beyond investment topics 
and recommendations

//

//

//

//

//

Whether existing customers or not, this 
audience is looking to wealth managers: 

http://www.thedubs.com
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GENERATIONAL 
TRANSFER OF FUNDS
Aside from U.S Trust's older audience of primarily 55-64 year olds,  
the wealth managers website traffic comes from a primarily male 
audience of 25-35 year olds. With the bulk of wealth transferring 
from boomers (born 1946-1964) to millenials (born 1981-1997), this 
indicates this age bracket has recently inherited and is now interested 
in what they can do with these new-found funds. This represents an 
opportunity for wealth managers to educate this group, capture their 
attention with content that speaks to their needs at this time of life, 
and transform them into long-term customers. 

3$ TRILLION
In Australia, estimates suggest more than

will pass between generations in 
next 10-20 years

* The Australian Financial Review
** Kings Court Trust

*

http://www.thedubs.com
https://www.afr.com/news/special-reports/portfolio-diversification/largest-intergenerational-wealth-transfer-to-come-20171205-gzz6cg
https://www.kctrust.co.uk/partner-blog/blog/2018/wealth-transfer-in-the-uk-research-highlights
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HNW AUDIENCES -  
LINKEDIN INSIGHTS
As LinkedIn’s Finance Content Partner, The Dubs has access to 
unique LinkedIn user insights and data. 

LinkedIn shows two-thirds of high-net-worth individuals visit 
LinkedIn monthly as a resource for investment research. Wealth 
managers should use LinkedIn to provide answers to this audience’s 
questions, offer commentary on investment strategies and position 
themselves as thought leaders in the industry. 

2X

Millenials utilise content on wealth 
managers’ websites to research 
investment options twice as often as 
other age groups. 

66%

of Generation X found social media 
profiles of their wealth managers 
to be extremely influential.

TECH
Communication technology during 
the informative early stage is more 
important to the wealthiest HNWIs than 
access to automated investing tools.

http://www.thedubs.com
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ARE WEALTH MANAGERS 
MEETING THESE NEEDS?
Where finance brands often go wrong with their content programs is 
to focus on the merits of the brand instead of the needs and interests 
of the audience. Wealth managers need to approach content creation 
like a media outlet, knowing their contract is with their audience, 
and their responsibility lies in telling stories that matter to them. We 
looked at the content offerings of the top global wealth managers 
and the supporting analytics to identify the brands getting it right. 

Read more

Audience Needs: The Starting Point for Financial Content

http://www.thedubs.com
https://www.thedubs.com/audience-needs-starting-point-financial-content/
https://www.thedubs.com/audience-needs-starting-point-financial-content/
https://www.thedubs.com/audience-needs-starting-point-financial-content/
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UBS
Audience: Wealthy famillies, entrepreneurs, HNWI and financial 
intermediaries

UBS content program has multiple touch points including podcasts, 
video roundtables, daily audio economic updates and a rich blog 
showcasing the opinions and expertise of UBS investment experts. 
The content is characterised by editorially-led headlines and a 
conversational tone to personalise the brand. Content is segmented 
into key pillars - such as sustainable investing, long-term 
investment themes and focus on women - demonstrating a strategic 
and calculated approach to content creation. This approach to pillar 
content would be more effective if the language mirrored the search 
terms its target audience is using. UBS does a good job of:

Helping investors understand timely market changes, their 
relevance and impact

Offering context and explanation around key investment 
themes with a clear future focus

Demonstrating thought leadership from within

//

//

//

UBS - Our Research

http://www.thedubs.com
https://www.ubs.com/global/en/wealth-management/chief-investment-office/our-research.html
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BANK OF AMERICA MERILL 
LYNCH - U.S TRUST
Audience: HNW and ultra high-net-worth individuals and families

Segmented based on content themes, world research areas and 
audience type, U.S Trust gives website visitors control and a clear path 
to the content most relevant to them. Covering investment management 
as well as philanthropy and art, the topics covered clearly align with 
U.S Trust’s capabilities. By repackaging research as blog articles and 
repurposing content from the digital publication Capital Acumen, U.S 
Trust makes its content work hard for the brand. Reporting on the 
economy and market changes, as well as offering insights and opinions 
on investment topics and beyond, U.S Trust knows the mixed needs 
and interests of its audience group. Where the brand lets itself and its 
audience down is its headline copy falls flat and fails to give a true idea 
of what the audience will get out of each piece of content. U.S Trust does 
a good job of:

Repurposing research content into easily digestible blog copy

Clearly segmenting content based on topic and audience

//

//

U.S. Trust - Insights

http://www.thedubs.com
https://www.ustrust.com/insights.html
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MORGAN STANLEY
Audience: HNWI and institutions

Morgan Stanley offers variety in the content it creates, delivering Ideas via 
blogs, research papers and podcasts. The wealth manager steers clear of 
stock imagery and has embraced animation to make its content stand out 
in the sea of investment content. Morgan Stanley's wealth management 
content is opinion-led, offers clear guidance to investors and a bottom line 
summary that explains the relevance and impact to its audience. Offering 
segmented content across a broad range of topic areas from equities 
through to the environment, Morgan Stanley’s content delivers thought 
leadership on markets, economics, global trends and more. Subscribers 
to the Ideas newsletter benefit from personalised communications they 
receive from Morgan Stanley by selecting the topics of most interest. 
Morgan Stanley does a good job of:

Contextualising current events and explaining their impact on investors

Creating content that stands out from competitors

Covering a broad spread of topics that go beyond investment commentary

Tailoring content to individuals

//

//

//

//

Morgan Stanley - Ideas

http://www.thedubs.com
https://www.morganstanley.com./ideas
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CITI PRIVATE BANK
Audience: Ultra high-net-worth individuals and families

Focusing its efforts on blogs and videos, Citi Private Bank’s Perspectives 
content reports on timely events and the potential impact for investors. The 
content is regular and showcases the expertise and perspectives of internal 
experts. A far more formal approach, these Perspectives are designed to 
inform investors rather than offering advice. While valuable information, 
Citi misses a step in terms of connecting the dots between the information 
presented and its relevance to the target audience. This news-style approach 
means Citi is competing with countless other mainstream sources. Citi does 
a good job of:

Regular and timely content//

www.privatebank.citibank.com

http://www.thedubs.com
http://www.privatebank.citibank.com
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CREDIT SUISSE
Audience: HNWI and families

In addition to the Investment Outlook content hub, Credit Suisse produces 
a printed publication penned by journalists, and has a research institute or 
in-house think tank that feeds into content creation - essentially providing 
different mastheads for the brand. This segmentation of content has 
allowed Credit Suisse to produce rich content with differing identities 
around multiple themes. In particular, Credit Suisse has taken a stance on 
the next generation’s needs, ambitions and interests. Credit Suisse does a 
good job of:

In-depth coverage of themes beyond pure investment 

Mix of content formats

//

//

www.credit-suisse.com

http://www.thedubs.com
https://www.credit-suisse.com/ch/en.html
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DELVING INTO 
THE ANALYTICS

Content maturity

http://www.thedubs.com
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ENGAGEMENT
UBS MULTIPLE TOUCH POINTS AND EDITORIALLY-LED 
CONTENT EARNED THEM 2.5 TIMES MORE MONTHLY 
VISITS THAN THE NEAREST COMPETITOR. 

Boasting the longest average visit duration, number of pages per 
visit and lowest bounce rate, it’s clear UBS content is engaging its 
target audience. And while UBS may be the clear frontrunner, the 
wealth managers as a collective all have above the average visit 
duration of 2 mins 17 seconds (ranging from 2-5 mins) and pages 
per visit 2.94-8.55 pages per visit). 

Monthly Visits                Unique Visitors                Visits/Unique Visitors                Avg. Visits Duration                Pages/Visit                Bounce Rate

ustrust.com 65,210 30,647 2.13 00:02:24 3.20 46.26%

morganstanley.com 2.868M 1.110M 2.58 00:03:26 3.92 37.22%

ubs.com 8.532M 2.679M 3.18 00:05:42 8.60 33.62%

privatebank.citibank.com 73,547 27,053 2.72 00:02:59 5.37 44.90%

creditsuisse.com < 5,000 < 5,000 3.06 00:00:02 1.37 52.88%

Source: SimilarWeb

Falling well behind the competitors, Citi Private Bank and U.S 
Trust have considerable work to do to boost audience engagement. 
Both brands would benefit from addressing navigation to their site. 
Unless searching for Citi Private Bank directly, the clearest path to 
the site is through the footer of the Citi website, which is convoluted 
and unclear. Where U.S Trust comes unstuck is by competing 
with another subsidiary of Bank of America - Merill Lynch Private 
Banking Group - for the same customer set, which will dilute its 
traffic and contribute to the high bounce rate.

http://www.thedubs.com
https://www.brafton.com/blog/strategy/brafton-2017-content-marketing-benchmark-report/
https://www.similarweb.com/
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GEOGRAPHY
Despite being global competitors, the wealth managers have 
stamped out a position as clear market leaders in different regions. 
Understandably, UBS holds the share of traffic in Switzerland, while 
Swiss counterpart Credit Suisse is strongest in Hong Kong. In the US 

ustrust.com

morganstanley.com

ubs.com

privatebank.citibank.com

creditsuisse.com

Source: SimilarWeb

and UK Morgan Stanley and UBS have an equal footing, with Morgan 
Stanley owning the lion’s share of traffic from India. Interestingly, 
Morgan Stanley’s leading position across three regions hasn’t 
translated to their overall 3rd place traffic ranking. 

http://www.thedubs.com
https://www.similarweb.com/
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CHANNELS

Direct 
As recognisable global brands it’s unsurprising that 
direct traffic for each wealth manager is high and the 
leading source of traffic. 

Organic search
With only 20-30% of the wealth managers traffic 
coming from organic sources, there’s an opportunity 
for every brand to review and ramp up their content 
strategies. 

Referrals 
Boosting referral traffic to the wealth managers is 
really a form of digital PR. Wealth managers should 
be reaching out to social influencers and co-creating 
content with partners to be distributed across 
channels other than their own.

Paid search 
It may only be small, but the 10% of traffic U.S Trust 
obtains from paid search is well above the other 
wealth managers. Given the brand’s low site visits, it 
could be worth U.S Trust investing more in paid spend 
than producing more content. 

Social + email 
The wealth managers are failing to utilise these vital 
channels to drive interest and potential customer traffic.

Display 
Minimal amount of display advertising across the 
board, though U.S Trust advertises more, with 6% of 
traffic achieved through display. Overall 16% of US 
Trust traffic is from paid promotion.

http://www.thedubs.com
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CHANNELS OVERVIEW
Jun 2018 - Aug 2018, Worldwide, Desktop Only

ustrust.com morganstanley.com ubs.com privatebank.citibank.com creditsuisse.com

Direct Email Referrals Social

Organic Search Paid Search Dispaly Ads Source: SimilarWeb

http://www.thedubs.com
https://www.similarweb.com/
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SOCIAL ACTIVITY  
AND REACH
A mature content strategy is supported by a considered social 
media and content amplification programme. It’s foolish for 
brands in any industry to expect their audience to stumble across 
their content. And it’s equally remiss to expect social efforts to 
achieve significant goals without putting budget behind a targeted 
campaign. Without a clear picture of your content ecosystem and 
the role each channel plays finance brands cannot expect to reap 
rewards from content. 

Looking at the social activity and reach of the global wealth 
managers, UBS, Morgan Stanley and Credit Suisse have significant 
reach on Facebook, Twitter and LinkedIn.  

Morgan Stanley is most active on all channels except YouTube, where 
Credit Suisse takes the lead. By contrast, U.S Trust has modest 
reach across all channels, except Facebook (65,000 Facebook 
followers). No Citi Private Bank social channels exist. If Citi intends 
to boost its engagement metrics and match its competitors, social 
channels and content specific to the Citi Private audience is needed. 

To get a sense of what’s working for these wealth managers, we 
delved further into the type of content favoured by Morgan Stanley, 
the most socially active wealth manager, and UBS, which has the 
greatest reach across all channels. 

http://www.thedubs.com
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MORGAN STANLEY

LinkedIn + Facebook 
Posting daily, Morgan Stanley uses LinkedIn to share both brand news and 
its Ideas blog content, making sure to call out contributing internal experts. 
Similar to the Ideas blog, Morgan Stanley is clear about the position it takes 
in the content and what it means for its audience. The same content is 
shared across both Facebook and LinkedIn. 

Twitter
While most Tweets match the content shared on Facebook and LinkedIn, 
Morgan Stanley Tweets additional brand news daily. 

YouTube 
Morgan Stanley utilises YouTube to promote it’s social initiatives and the 
softer side of the brand outside of investment expertise. Interviews with 
participants in the Multicultural Innovation lab -  a community of early 
stage technology and technology-enabled startups led by women and 
multicultural entrepreneurs - also feature regularly. 

Highest social activity

http://www.thedubs.com
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UBS

LinkedIn 
UBS does well to share a mix of content formats, heavily skewed to video, 
with most pieces of content posing a question to the audience to encourage 
engagement. The content is a mix of timely market commentary, deeper 
discussion of research-backed topics, broader societal issues and brand 
news. Internal experts are showcased in this content. 

Facebook 
UBS recognises the importance of tailoring your message to both your 
audience and channel. While similar content is posted to LinkedIn, the copy 
has been tailored to suit the Facebook channel. 

Twitter
In addition to the content shared on other channels, UBS uses Twitter to 
share what’s happening inside the business, including the learning activities 
employees are undertaking. Interactive quizzes are also a great way to boost 
engagement with the channel. 

YouTube 
UBS uses YouTube to portray the human side of the brand, social causes it 
supports and its social responsibility efforts. Various content series provide a 
theme and direction for UBS video content. 

Greatest reach

http://www.thedubs.com
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SEARCH ENGINE 
OPTIMISATION
It’s possible to win customers based on your search ranking alone. If 
you can beat your competitors to the punch, capture the attention of 
a potential customer in research phase and hold their attention, your 
SEO strategy can win you customers. 

In every industry there are keywords/phrases where you want to 
secure the top ranking. We used Google keywords to identify the 
most valuable organic search terms for global wealth managers 
and were surprised these brands did not rank well for these terms. 
In fact, Charles Schwab - which has a smaller market share than 
these wealth managers - holds pole position for many of the 
important terms. 

Delving further into the analytics, a large amount of search traffic for 
each wealth manager comes from brand name-based keywords. 

IF ALL FIVE WEALTH MANAGERS WERE SMARTER 
WITH THEIR CONTENT, THEY COULD PERFORM A LOT 
BETTER IN SEARCH. 

Popular Keywords 

97Investing

68Financial advisor

37Fund management

12Wealth manager

43Asset management

29Private bank

7Private bank

Search engine 
results position

http://www.thedubs.com
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PAID ADVERTISING
While the wealth managers' SEO strategies need some work, each 
brand has a defined approach to Search Engine Marketing (SEM). 

Pushes to both product and 
article pages

Using high level search terms 
in ad titles and creating both 
product and article landing 
pages for search ads. 

U.S. Trust - Official Site | Investment Solutions

https://www.ustrust.com/solutions/individuals-families/investment-
management.html

Ad

U.S. Trust - Official Site | Investment Management

https://www.ustrust.com/solutions/individuals-families/investment-
management.html

Ad

U.S. Trust - Philanthropy | Philanthropic Giving

https://www.ustrust.com/articles/pursuing-your-philanthropic-vision.htmlAd

U.S. Trust - Official Site | Private Wealth Management

https://www.ustrust.com/solutions/individuals-families/wealth-planning.htmlAd

Corporate Finance Solutions | Capital Market & M&A Questions

https://www.credit-suisse.com/ch/en/unternehmen/unternehmen-
unternehmer/kmugrossunternehmen/finanzierung/corporate-finance/
midmarket-investmentbanking.html

Ad

Credit Suisse | A fianco degli investitori | credit-suisse.com

https://www.credit-suisse.com/it/it/private-banking.htmlAd

Credit Suisse 3. Säule | Die passende Vorsorgestrategie

https://www.credit-suisse.com/ch/de/privatkunden/vorsorge/saeule3.htmlAd

//

//

Multi-language

Multiple languages across 
search ads, geo-targeting 
specific regions. 

//

//

http://www.thedubs.com


Citi Private Bank HK | Socially Responsible Investing

https://www.privatebank.citibank.com/global-family-office/preparing-
tomorrows-family-leaders.html?ecid=PSGONNYIPAENA7

Ad

Citi Private Bank USA | Socially Responsible Investing

https://www.privatebank.citibank.com/global-family-office/preparing-
tomorrows-family-leaders.html?ecid=PSGONNYIPAENA7

Ad
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Official UBS Website | Your Goals - Our Solutions.

https://www.ubs.com/Ad

Official Website | Expertise That Matters | UBS.com

https://www.ubs.com/uk/en.htmlAd

Advice for Entrepreneurs | Together we can find an answer | UBS.com

https://www.ubs.com/microsites/together/en/lifes-questions/have-i-gone-
as-far-as-i-can.html

Ad

Morgan Stanley | Wealth Management

www.morganstanley.com/wealthAd

Morgan Stanley | Financial Advisors

www.morganstanley.com/wealthAd

We Are As Dedicated To Your Goals As You Are. Find A Financial Advisor. 
Wealth Management.

Morganstanley.com | Morgan Stanley | Capital Creates Change

www.morganstanley.com/Ad

We Turn Information Into Insight For Individuals And Companies Around The World. 
Global Financial Services.

Brand not content focused
 
Content not tied to paid search 
activity, focusing on brand 
messaging perhaps as part of 
an awareness campaign.

//

//

Uses expanded search text ads

Taking advantage of expanded 
text ads to help boost 
messages. 

//

//

Targets global locations in ads

Adding geographic keywords 
to ads attracting attention of 
specific region audiences.

//

//

http://www.thedubs.com
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DESIGN, IA, UX
Whose content is being delivered in 
the most attractive and effective way

http://www.thedubs.com


WWW.THEDUBS.COM26Content maturity: 
Global wealth managers 

UBS 

Familiar / average design and layout

Nice use of infographics - some interactive

Imagery is very stocky

//

//

//

http://www.thedubs.com
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U.S. TRUST

Infographics could be more engaging and eye-catching

Generic stock photography throughout

Use of stock video makes it look amateur and unengaging

//

//

//

http://www.thedubs.com
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Morgan Stanley

Difference in size and layout of content pods creates variety 
while retaining a modern and uniform look and feel

Subtle use of video on Insights hompage

Automatic load of next blog article helps to drive traffic 
through website

Nice use of pull quotes to break up page

//

//

//

//

http://www.thedubs.com
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Citi Private Bank

Designed for mobile and tablet first

Clear layout, although simple

Photography is very stocky

//

//

//

http://www.thedubs.com
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Credit Suisse

Modern look and feel

Natural imagery that stands out against common stock images

Nice carousel features on homepage

//

//

//

http://www.thedubs.com
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RECOMMENDATIONS

http://www.thedubs.com
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• Wealth managers should think like a media outlet and write to the 
needs of their audience.

• Editorially-led headlines, imagery and content angles will ensure 
content is engaging and stands out.

• Content shouldn’t simply present information but explain relevance 
and impact to individuals.

• Content should be personalised and segmented to appeal to different 
generations.

• Varied, regular and strategic content production should be maintained.
• Wealth managers should identify and own certain topics or pillars 

beyond market commentary and build content series around these.
• To boost search ranking content needs to incorporate the search 

terms and human language customers are using.
• A clear and documented strategy should be formulated for both 

content production and distribution.
• Wealth managers should consider how to repurpose and atomise 

content to extend its relevance and reach.
• The user journeys through the websites are quite long, averaging 

5.5 pages. The user experience of the website is an important 
consideration. Make sure call-to-actions and contact points are on all 
pages and clearly visible. 

CONTENT  
RECOMMENDATIONS

http://www.thedubs.com
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Social and distribution 
• Given two thirds of HNW investors visit LinkedIn monthly as a 

resource for investment research, wealth managers should 
better utilise this channel to capture their attention.

• As the channel with the greatest reach, Linkedin should be the 
main focus for paid content amplification, allowing the wealth 
managers to make the most of its sophisticated targeting 
abilities to generate awareness and leads.

• Social channels such as LinkedIn require a consistent always-on 
approach. A consistent always-on approach allows audiences to 
become familiar with the publishing schedule and make it part of 
their regular digital consumption.

• To boost referral traffic each brand should pursue external 
opportunities to publish thought leadership content and promote 
their internal expertise more broadly. 

Organic reach
Given the poor performance around important industry keywords/
phrases, an integrated approach to content and SEO is required, 
with research, planning and targeting used to inform content topics.  

Email
Email is a great supporting channel for content programs.  
Monthly newsletters to existing clients which can be segmented 
and personalised allow wealth managers to stay top of mind  
with audiences.

http://www.thedubs.com
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1. Use a modern grid layout
To achieve an organised and clean look and feel a good solution is 
to use narrow grids. These grids have been widely used throughout 
print media such as newspapers and magazines. This structure 
makes content legible and appear shorter to the reader.
Credit Suisse is a good example of this.

2. Consistent card design
We are familiar with this pod-based layout from a number of blogs 
and news sites. Pods appear on the homepage and give the user 
a brief glimpse of the article. Features to include in pods are topic 
tags, heading, introduction snippet, and author. A good idea is to 
have a read time as the call to action. As cards follow a uniform 
template, a varied pod design can be used to draw attention to a 
specific article. Morgan Stanley is a site that does this well.

3. User journey
We don't want users to simply read one article and leave the site. To 
get a user to stay on the site and ultimately get in touch, there are a 
few things you can do. Alongside all articles, there should be links to 
other relevant or popular pieces of content. There should also be a 
call to action to get in touch or subscribe to a newsletter.

4. Imagery
Imagery is an important aspect of a blog. It is the first thing that 
captures a readers eye. A consistent theme should be established 
for the site. Imagery can follow an editorial or lifestyle route, 
however, if using stock imagery it should appear natural and not 
'stocky'. Another suggestion is to use illustration, this can be 
achieved by editing or combining stock illustrations to match a 
uniform style. This can help to illustrate the article, but can take 
time to achieve. 

5. Mobile responsive
Design for mobile is essential. This means the design should scale 
down so it appears well on desktop, tablet and mobile. Images and 
typography should be legible on all devices.

6. Social
Suggestions to share articles should be prominent on all devices. 
Links to social networks should also be clearly laid out. 

DESIGN RECOMMENDATIONS
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