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The ABC 
 
 
OneABC 
 



The ABC means a lot of different things 

to a lot of different people 
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80% Trust 

70% Reach 

84% Value 
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War on waste picture 
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“The source of Australian 

culture, conversations and 

stories”  
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This is the vast horizon of our vision, to share this land. We swear to reach every 

single Australian and give them a voice. Could you ask for a better gig? Who else has 

“contribute to the national identity” in their job description? Who else has a 

legislative obligation to dance and sing. Our ABC is the Corporation that broadcasts 

Australia. Its how we express ourselves to the world and to each other. It’s a big family 

portrait. Its our sense of self respect. Our national language. Our ABC is fearlessness. Its 

the grit to confront, to take a risk, because there's no other way to be thought-provoking. It’s a 

challenge thrown right onto the kitchen table. It’s the promise to tell a good story. To make 

us laugh, to make us think. Our ABC is guaranteed to make everyone of us richer. Its nourishment 

for a lifetime. It’s a pledge to everyone who calls themselves Australian, to be independent, 

brave and tireless. It’s a think-tank twenty four million people strong. The real national 

intelligence agency. This is the safe pair of hands. This is where we turn in a crisis. Our ABC 

will always be there. To make our country better. It’s a journey that’s never meant to  end 

but with each step we earn the trust placed in us. Above all else, Our ABC is what four in five 

Aussies believe we are. Good for Australia.  

ABC Manifesto  
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“How do we reach and engage 

with every Australian?” 



ABC is on a digital journey 

VISION 

 

 

future relevance in the 

heart and minds of 

Australian generations 

to come  

EXPERIENCE  

STRATEGY 

 

Product & Content Strategy 

to come together with new 

Enterprise Capabilities 

(Profiles/ 

Recommendations/ 

Communities) to create an 

eco system experience 

PRODUCT &  

SERVICE DESIGN 

 

Creating value by developing 

new services that connect 

with people to address 

tangible needs 

ROADMAP 

DELIVERY 

 

Improving performance 

and time to market 

through agility, iteration, 

continuous delivery and 

integration 



Analysis becomes Insights 

Design and ethnographic research 

Market, business and trend research 

Technology assessment and stack 

Opportunity validation and evaluation 

Proposed product roadmap and MVP 

Insights become Ideas 

Sketching/modelling/ Visual design 

exploration 

Ecosystem mapping and integration 

Prototyping, Usability testing 

Ideas become Products 

UX architecture and interaction 

Detailed UX design 

Software architecture 

Documentation & Engineering 

Testing, QA and accessibility 

Discovery Foundational Design Detailed Design Deliver 

Products become Reality 

Certification and compliance 

Systems integration 

Packaging and marketing support 

Post launch revision 

Enhancement plan and revisions 

Experience Design Approach 



ABC–PEOPLE JOURNEY 

Start with the vision 

1
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ABC Digital Network OneABC – Discovery & Foundational Design 



ABC App/ ABC Ecosystem 
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How does this work for a  

project? 

  

 

 

 



ABC–PEOPLE JOURNEY 

Start with the vision 
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ABC Digital Network OneABC – Discovery & Foundational Design 

For most people digital is 
almost always equivalent to 
mobile, and commuting is about 
killing time and catching up 

People use their commute to flick between a number of 

different products and services to kill time, catch up on 

what's important to them and get things done. 

They are happy to have light and heavy content mixed 

together, so they can utilise the time effectively. 

They use a mix of what they need to know (latest news 

headlines) and what they want to know (content on their 

personal and professional interests), as well as social media, 

utilities (like banking) and games. 

Key Findings  

 



ABC Digital Network OneABC – Discovery & Foundational Design 

Deep information and context on 
topics and issues is important 

Many people Google for more information while they are 

watching TV, listening to audio, or they open new tabs and 

search when they are reading articles. 

People want to be able to deepen their understanding of topics 

and issues by reading, watching or listening to supporting 

material.  

Simple explainers, timelines, history, summaries, key points, 

maps and statistics play a very important role in bringing 

people up to speed with what they need to know in order to 

make meaning out of information. 

Key Findings  

 



ABC Digital Network OneABC – Discovery & Foundational Design 

Customisation, personalised 
content mix and social 
interactivity are crucial 
qualities of sustainable 
engagement 

People we spoke to had a set routine in which they 

scanned their world and social media on their phones or 

were updated with morning TV while they were getting 

ready. 

Some had specialised apps for traffic and weather and 

did not see the ABC as central to providing this 

information, however there was interest in getting a 

summarised ABC service and being able to select and 

customise stories and topics. 

Key Findings  

 



ABC Digital Network 

Content discovery happens at 
different times for different 
reasons, and cannot always be 
predicted or controlled  

Unless people have a clear idea of what they want to 

consume, most discovery moments are serendipitous or 

supported by word of mouth. 

Having search and the right recommendation systems in 

place is a must, but it is also a must having good 

marketing campaigns, high quality productions, and a 

technical solution with metadata that ties it all together. 

Key Findings  

 



ABC Digital Network OneABC – Discovery & Foundational Design 

Social 
macro context 

Emotional 
ABC’s unique innovation areas 

core capabilities 

Functional 

abstract & aspirational 

defined & strategic 

tangible & basic 

Lets start by nailing the fundamentals 

ANTICIPATE AND MEET NEEDS 

OFFER A UNIFIED EXPERIENCE 

SIMPLIFY AND SUPPORT DISCOVERY 

MAKE INFORMATION 
MEANINGFUL 

PROVIDE EASY 
ENTERTAINMENT CHOICES 

PLAN FOR 
EXPERIENCES 
TO BE SHARED 

MAKE EVERYONE’S 
VOICE COUNT       

STRIVE TO REFLECT OUR CULTURE 
AND IDENTITY 

CONTRIBUTE TO 
BUILD HISTORY 

Opportunity Framework 

 



Where we are… 



ABC Flagship App 



Where we are 

heading…. 



ABC Digital Network OneABC – Discovery & Foundational Design 

ABC knows our users and what they need and want to know each day…. 

When Tom wakes up he gets a 10 minute overview of what he needs to know for the day. This includes 

breaking news, international, national and local news and weather. He gets stories about surfing and the stock 

market as well as a playlist of songs he might like. 

Stories for Everyone 

 



Deep dive into topics to make meaning  

of information  

45 minutes later on his commute, Tom reads 

a story about his local election, he digs into 

the backstory and explainer for some more 

detail. 

 

 

Stories for Everyone 

 



Every ABC story is published in multiple formats 

for changing contexts  

When the train arrives at his stop, Tom 

switches the story to audio mode for his walk 

to work. 

 

Stories for Everyone 

 




