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Journalism and Mass Communication

What is Journalism?
Journalism, particularly in the context of news writing, involves crafting clear and accurate stories. At its core, it requires
news judgment, which is the process of determining which stories are most important, interesting, or relevant to a
particular audience, and deciding the best way to present and prioritize those stories.
Key elements of effective news judgment include:
e Understanding the audience by knowing their needs, interests, and preferences, and tailoring content
accordingly.
o Timeliness, prioritizing stories that are new, developing, or time-sensitive.
¢ Relevance, focusing on stories that impact a large number of people locally, nationally, or globally.
e Impact, reporting on stories that have significant positive or negative effects on individuals, communities, or
society.
o Uniqueness, covering stories that are distinctive or offer a unique angle.
e Proximity, reporting on events happening close to home, as they tend to have a greater impact on the local
community.
e Prominence, recognizing that even ordinary events can carry high news value if associated with a prominent
public figure.
e Novelty, as unusual events are often newsworthy and create wonder in readers.
¢ Human Interest, covering incidents like crime or scandals that evoke perennial human interest.
e Tragedies/Calamities, which remain newsworthy for days due to their impact.
e Predictability, as results of elections, international matches, or intelligence warnings can evoke anxiety and
curiosity, keeping their news value high.
Journalists are expected to write in a clear, direct style, providing information efficiently and accessibly. This often
means using short sentences, avoiding complicated words or jargon, and focusing on powerful nouns and verbs. It's
crucial for journalists to maintain objectivity and credibility, avoiding personal opinions in hard news stories. When
referring to individuals, the full name and job title should be used upon first mention, with only the last name used
subsequently, unless there are multiple individuals with the same last name.

What is Mass Communication?

Mass communication is the process of sending messages to a large, diverse audience. It is characterized by its wide
reach, cutting across religious, social, and political boundaries. In mass communication, the source cannot precisely
predict who the receivers will be or how they will interpret the message.

Mass communication plays a vital role in a democratic society, shaping public opinion and being influenced by readers'
perspectives. It is widely used for propaganda during conflicts, wars, or to spread particular ideologies. Multinational
companies also leverage mass communication for marketing and advertising their brands.

Features and Other Issues of Mass Communication:

Salient Features of Mass Communication:

¢ Involvement of Mass Media: Unlike interpersonal communication, mass communication relies on mass media
channels such as newspapers, radio, TV, and the internet.

e Instantaneous Dissemination: A single message can be disseminated to a diverse audience immediately,
covering vast areas in a short time, leading to far-reaching effects, both positive and negative.

¢ Slow Feedback: Due to the enormous number of receivers, obtaining immediate feedback from each is
practically impossible, delaying the sender's ability to reassess the communication. However, when feedback
does come, its gravity can be tremendous.

o Filtering Process: News often undergoes multiple layers of filtering, addition, and deletion through editing.
Reporters' stories are scrutinized and sometimes modified to align with the newspaper or television channel's
policy, potentially distorting facts despite claims of objectivity.

e Open Access: The sender cannot restrict the reach of mass communication; it is experienced by the public
regardless of their affiliations. This open accessibility can boost the sender's popularity but also carries risks if
factual accounts are not presented objectively.

e Transience and Permanence: Audio-visual messages in mass media are often recorded and can be retrieved,
leading to a sense of permanence that makes communicators more cautious. However, for the audience, news
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can be transient, requiring good listening skills to comprehend information quickly, unlike print media where
one can re-read. Print media, like newspapers, also offer permanence as copies are available for future reference.
Differences Across Media Platforms:
e Print Media:

o

O O O O

Allows for detailed stories and supplements.

Can offer various local editions catering to specific community interests.

Readers have the freedom to skip uninteresting news or set their own reading pace and schedule.

Does not require constant technical support after distribution.

Drawbacks: Cannot update news instantaneously; difficult to number subscribers accurately, leading
to waste; lacks musical and visual impact; inaccessible to illiterate individuals; requires active readers,
which is declining; credibility and objectivity can be compromised by political or religious affiliations.
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e Electronic Media (Radio & TV):

o

Radio: Portable and handy, can be enjoyed while multi-tasking (e.g., eating, driving); offers diverse
content like news, advertisements, drama, and music; operates on batteries, less affected by power
outages; cheaper than TV/computers, making it accessible to common masses; provides updated news
faster than newspapers; useful for visually challenged individuals.

TV: Offers strong visual impact, allowing viewers to experience events live; can display multiple flash
news items simultaneously; provides entertainment through features and reality shows; allows for studio
and field interviews; aids in visualizing imaginary concepts (e.g., films).

Drawbacks (Radio): Lacks visual appeal; signals can be weak in bad weather or certain terrains;
requires significant electric power for transmission; can cause distraction, especially while driving;
news is time-constrained and cannot be easily retrieved for clarification.

Drawbacks (TV): Can lead to youth addiction and lethargy; some shows may contain morally
objectionable content; can misguide perceptions from traditional culture and lead to cultural
colonization; promotes social isolation; continuous close eye contact can harm eyes; not portable;
broadcasting affected by tough weather.

¢ Digital Media (Internet, Web):

@)

O O O O O O

o

Rapidly updates information second by second.

Enables global communication regardless of barriers.

Flexible for copying, storing, and modifying data without degradation.

Facilitates online classes, examinations, and access to digital libraries and e-books.

Allows for e-copies of newspapers, accessible worldwide.

Supports high-quality digital formats for sound, text, and video.

Enables mutual interaction and personalized communication, allowing companies to get feedback from
clients.

Features non-linearity with hypertexts, allowing readers to navigate links for more descriptive and
analytical information.

Offers high portability with smartphones and other gadgets.

Drawbacks: Vulnerable to hacking of secrets and information; susceptible to virus attacks that can
destroy stored data; can lead to loss of traditional kinship bonds and social isolation despite online
connections; risk of mobile and internet addiction.

Writing for Web: Requires catchy and short headlines, simple and clear language, avoidance of jargon,
short paragraphs, and inclusion of pictures and links for related information due to readers' time
constraints and tendency to jump between links.

Ethical and Legal Considerations for Media Writers: Media writing is governed by laws, ethics, and responsibilities
to ensure trustworthiness, balance, and public interest.

e Laws:
O

e Ethics:
(e}
(e}
O

Defamation: Avoiding false or damaging statements about individuals or organizations to prevent
lawsuits.

Copyright: Respecting others' copyrights by obtaining permission or ensuring fair use.

Privacy: Respecting individuals' privacy rights, publishing only information of public interest or that
has been voluntarily made public.

Accuracy: Reporting accurate and truthful information, verifying facts before publication.
Fairness: Representing diverse perspectives and avoiding bias.
Independence: Maintaining editorial independence and avoiding conflicts of interest.

¢ Responsibilities:

o

)
@)
@)

Balancing the public's right to know with the rights of individuals.
Providing context and perspective in reporting.

Seeking out and reporting on underrepresented perspectives and voices.
Correcting errors promptly and prominently.

Information Gathering and Editing: Effective information gathering involves identifying sources, asking questions,
networking with experts, observing events, reading widely, evaluating sources for credibility and bias, organizing
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information, verifying facts with multiple sources, and staying up-to-date. Editing skills are crucial, including checking
for spelling and grammar errors, eliminating redundancy, ensuring consistency, confirming accuracy, and improving
readability. The editorial wing of a newspaper is responsible for collecting, scrutinizing, and refining news stories to
ensure accuracy and adherence to the paper's style, with the editor bearing legal responsibility for published content.
Role of Media Writing in Public Relations (PR): Media writing is a crucial aspect of public relations, serving several
purposes:

Communicating with stakeholders: Effectively reaching journalists, customers, employees, and the public.
Building reputation: Establishing and maintaining a positive company image through well-written releases.
Reaching target audiences: Disseminating messages through various channels, including traditional and social
media.

Managing crisis situations: Crucial for controlling information flow and mitigating negative impact during
crises.

Increasing visibility: Attracting new customers and investors.

Building relationships: Helping PR professionals build connections with journalists and media outlets.
Measuring success: Used to evaluate PR campaigns and strategies for data-driven decisions.

Methods used in media writing for PR include press releases, newsletters, media alerts, pitch letters, op-eds, blogs, social
media, fact sheets, case studies, and video content. Challenges in PR media writing include maintaining objectivity,
creating compelling content, timing releases, anticipating negative reactions, balancing company and media interests,
staying updated with trends, measuring impact, managing sensitive topics, adapting to different media styles, and
building journalist relationships.
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Writing for Media

What is Media Writing? Media writing refers to the process of creating written content for various forms of media,
such as television, radio, newspapers, magazines, websites, and social media. It encompasses a variety of styles and
formats, including news writing, feature writing, script writing, and copywriting. The goal of media writing is to
communicate information effectively and engage the target audience. It is a crucial aspect of public relations, serving
purposes such as communicating with stakeholders, building reputation, reaching target audiences, managing crisis
situations, increasing visibility, building relationships, and measuring success of PR campaigns.

General Principles of Media Writing:

Purpose: The purpose of media writing includes communicating with stakeholders, building reputation,
reaching target audiences, managing crisis situations, increasing visibility, building relationships, and measuring
success.
Tone: The tone of media writing, particularly in public relations, needs to be clear and concise. The sources also
suggest writing in an active voice, avoiding excessive jargon, and using short paragraphs.
Best Practices: While the sources list "best practices" as a check-up question, they provide detailed advice
throughout on effective writing, such as using clear and concise language, writing in an active voice, avoiding
jargon, and using short paragraphs. Good writing connects to the reader, evokes emotion, tells a rich story, and
is simple, accessible, and punchy. It should be understandable to everyone. Effective writing ensures the reader
thoroughly understands the message, stating the goal clearly and focusing on relevant information.
Ethical Considerations and Responsibilities: Media writers must adhere to several ethical considerations and
responsibilities:
o Accuracy: Report accurate and truthful information, and verify facts before publication.
o Fairness: Represent diverse perspectives and avoid bias in reporting.
o Independence: Maintain editorial independence and avoid conflicts of interest.
o Responsibilities: Balance the public's right to know with the rights of individuals, provide context and
perspective, seek out underrepresented voices, and correct errors promptly.
o Laws: Avoid defamation (false or damaging statements), respect copyright by obtaining permission or
ensuring fair use, and respect privacy rights by only publishing information of public interest or that
has been voluntarily made public.

Information Gathering Skills and Techniques: Effective information gathering involves:

Identifying sources: Determine where relevant information can be found (books, articles, websites, databases,
interviews, surveys).

Asking questions: Create and refine a list of questions to guide research.

Networking: Connect with experts and individuals who can provide insight.

Observing: Watch and observe events, people, and activities related to the topic.

Reading: Read widely and critically, taking notes and highlighting key information.

Evaluating sources: Assess the credibility, relevance, and reliability, considering biases and perspectives.
Organizing information: Store and organize information logically (database, spreadsheet, outlining software).
Verifying information: Double-check facts and figures with multiple sources.

Keeping up-to-date: Regularly check for new information and developments.

Reflecting: Take time to reflect, identify knowledge gaps, and plan next research steps.

Storytelling Skills: Key tips for developing storytelling skills include:

Identifying a compelling story: Look for stories with human interest, emotional appeal, and a clear narrative.
Researching thoroughly: Gather broad information and perspectives for deep understanding.

Crafting a clear narrative: Organize information into a clear story with a beginning, middle, and end.

Using vivid descriptions: Employ descriptive language to bring the story to life.

Creating a strong lead: Start with a hook that captures attention.

Show, don't tell: Use anecdotes, quotes, and evidence to illustrate.

Including relevant details: Focus on important and relevant details to keep the story focused.

Emphasizing the impact: Highlight the story's impact and explain its significance.

Adding a visual component: Use multimedia like images and videos to enhance engagement.

Logically Organize a Story: Start with an introduction, develop chronologically or by cause-and-effect, use
transition sentences, keep focused, and conclude with a resolution or call to action.

Editing SKkills: Essential editing skills involve:
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Checking for spelling and grammar errors.

Eliminating redundant or irrelevant information.

Ensuring consistency in formatting and tone.

Confirming accuracy of facts and figures.

Improving readability with subheadings, bullet points, and simple sentences.

Proofreading is a vital skill for any copywriter, ensuring no errors or typos and enhancing reputation.

1. Print Media

Definition and History: Print media, in its present form, has a long history, traceable back to Roman
civilization's practice of recording events on rocks and animal skins. Wood block printing and movable types
originated in ancient China, with Bi Sheng inventing ceramic movable types around AD 1040. The invention
of mechanical movable types by Johannes Gutenberg in the 15th century revolutionized print media in
Europe, leading to an age of enlightenment. William Caxton popularized printing in England in the 15th century,
establishing the first printing press in Westminster and publishing the first English-language book printed in
England.

Scope and Examples: Print media is not limited to newspapers, but also includes magazines, journals, letters,
academic and religious textbooks, wire services, and company brochures. Newspapers are the most popular
type.

Advantages over TV/Radio:

o Can present stories in utmost detail and issue supplements, unlike TV/Radio which have time
constraints.

o Can afford various local editions focusing on local news, whereas radio and television address a larger
audience.

o Readers can skip news stories they are not interested in and control their reading speed and schedule,
unlike TV/Radio where viewers/listeners must keep pace.

o Once in hand, newspapers do not require technical support or uninterrupted power supply, unlike
TV/Radio.

Drawbacks:
o Newspapers cannot update news instantaneously; an event that occurred in the morning will only be
in the next day's paper, potentially losing news value.
Difficult to number subscribers, leading to many unused copies and financial loss.
No scope for musical and visual impact.
[lliterate people cannot read newspapers.
Requires active readers in an era where reading culture is declining.
Credibility and objectivity can be at stake as newspapers are often run by political parties or religious
organizations, potentially violating journalistic ethics.
Key Elements of Print Media Writing:

o News Stories: Updated, accurate, and unbiased information. News value is determined by factors like
outcome/impact, timeliness, proximity, prominence, novelty, human interest, and tragedies/calamities.

o Hard News vs. Soft News:

= Hard news depicts events specifically without much comments or analysis (e.g., floods,
accidents).

= Soft news includes interpretations, perspectives, and analytical explanations (e.g., features,
middles).

o Structure of a News Story (Inverted Pyramid Style): Major details are presented emphatically at the
beginning, followed by minor details of lesser importance. This helps readers quickly grasp the crux of
the story and allows editors to cut lower parts without losing significant information.

o Headline: Simple, direct, in simple present and active voice. Role is to convey the main message clearly
and concisely.

o Lead (Introduction): The first paragraph summarizing key information and answering the "who, what,
where, when, why, and how" (5 Ws and 1 H) questions. Leads can be summary, anecdotal, question,
teaser, or quotation leads. An effective lead should be a single sentence of 35-45 words summarizing
the main points.

o Main Body: Provides additional information and details.

o O O O O
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o Quotes: Include quotes from relevant sources (e.g., company executives, experts) for credibility and
additional perspectives.

Statistics and Data:

Anecdotes and Stories:

Boilerplate/About Us Information:

Call to Action:

Contact Information:

Dateline and By-line: Include place and date of incident, and reporter's name.

Features: Written with a particular intention, can be subjective, allow personal views, anecdotes, and
quotations. Not necessarily on current issues. Structure includes a catchy headline, persuasive
introduction, detailed body, and definite conclusion. Audience taste and writer's intention are crucial.

o Articles: Appear on the editorial page, seriously written with a scholarly approach after detailed study.
Aim to educate and inform, not entertain, and require credibility and accuracy after extensive research.
Structure includes headline, introduction (lead paragraph), body, and conclusion.

o Editorial Writing: Presents the newspaper's opinion on an issue, reflecting the editorial board's
majority vote. Aims to influence public opinion, promote critical thinking, and sometimes call to action.
Should be objective, unbiased, expert, and logical. Types include interpretative, action-oriented, critical,
and humorous. Structure includes headline, introduction, serious critical analysis in the body, and a
powerful conclusion.

o Middles: Positioned in the middle of an editorial page, often use a humorous and satirical tone to expose
hypocrisy or drawbacks, directing attention to serious issues through humor.

o Op-eds: "Opposite the editorial page," written by someone not part of the newspaper's editorial board,
and typically a lighter piece compared to editorials.

o Letters to the Editor: A platform for readers to express views and comments to a wider public. Should
be brief and to the point, including writer's name and address.

o Reviews (Book/Film): Analytical writing by experts. Book reviews analyze content, scope,
significance, impact, author, style, and approach. Film reviews objectively depict features without
prejudice, including film name, characters, setting, directors, genre, summarized story, and reviewer's
comments on relevance, technical quality, and societal relation.

o Interviews: Interviewer plans strategies, researches topic and interviewee, obtains consent for
venue/time, and prepares questions. Aims for an informal approach to get more informative content.
Recording is desirable with consent, and print versions should be sent to interviewees for clarification
before publication.

o Press Releases (News Releases): Written statements distributed to the media to announce news or
events related to a company or organization. Used to clarify issues to the public and explain future
actions. Key elements include headline, first paragraph summarizing key info, background, quotes,
multimedia elements, call-to-action, standard format, and proofreading.

o Press Conferences: Convened by individuals, organizations, or companies to interact directly with
press persons on an issue. Offers press persons a good source of information.

o Meet the Press: Initiated by press clubs/organizations, inviting distinguished individuals for
discussions.

o Freelancing: A self-employed journalist not formally affiliated with one institution, having freedom to
select and sell news to various outlets. Requires good skill and discretion to survive without
organizational support. Freelance writing can be creative or technical.

o Editing Process: Transforms raw reports into acceptable products. Editors ensure accuracy,
authenticity, eliminate unnecessary elements, restructure sentences, ensure consistency, assess
special/temporal aspects, assure objectivity/clarity, and rectify poor parts. Proofreading corrects
grammar, sentence structure, usage, punctuation, and spelling mistakes.

Caption Writing: A brief, precise, and attractive sentence providing insight into a photo or video.
Technical Writing: Specialized and specific information for internal institutional or business
communication, serving documentation purposes with a serious tone.

2. Broadcast Media (Electronic Media)

O 0O O 0O O O O



Prepared by Dr. Tanima Dutta 8

Definition and Features: The emergence of electronic media, starting with radio, revolutionized
communication. It is composed of audio and video recordings, video conferencing, slide presentations,
multimedia presentations, CD-ROMs, and DVDs. Gadgets include telephones, radio, TV, and computers.

o Offers wide range of job opportunities and dissolves national boundaries.

o Tremendous scope for advancement due to scientific and technological developments.

o Enables live telecasting and broadcasting of events like sports, elections, and war situations.

o Benefits visually challenged individuals with audio versions of news.

o Offers immense scope for entertainment (e.g., video games).

o History: Widely used for military communication during WWI and WWII. The period from 1920s to
1950s is considered the Golden Age of radio. In India, All India Radio (AIR) was founded in 1936,
with its first program broadcast in 1923.

o Advantages: Portable and handy, multiple uses (interviews, news, advertisements, drama, music),
works with durable batteries (less affected by power supply issues), cheaper than TV/computers
(accessible to common masses), allows illiterates to access news, provides updated news faster than
newspapers.

o Disadvantages: Cannot provide visual appeal (listeners create mental images from auditory codes),
signals rendered weak by weather or geographic obstacles, requires substantial electric power for
transmission/reception, can cause distraction (e.g., while driving), news is time-constrained and cannot
be easily retrieved for clarification like newspapers.

o Features for Radio Broadcasting: Not based on current news, but on general importance, presented
attractively with music and sound effects for dramatic effect. Types include Personality Features
(detailed research on high-profile figures), Geographical Features (focus on specific areas'
developments, culture, history), and Eventual Features (on high-relevance events like murders or wars).

o Radio Interviews: Often conducted on-the-spot to clarify news. Technical accuracy and clarity are
crucial. Can be short "spot interviews" during news reading or "field interviews" where a reporter
approaches the interviewee in the field.

Television:

o Impact and History: Has a tremendous visual impact, allowing viewers to experience events live from
their living rooms. The term "television" means "to see far". John Logie Baird made the first
transatlantic television signal broadcast (London to New York) and first color
transmission/broadcast (1928, 1938). Popularized after WWII, with color TVs becoming common by
the 1960s. In India, popularity grew after the 1970s.

o Features: Allows multiple flash news items to be displayed simultaneously on screen. Requires more
technical staff and equipment than radio/newspapers. Offers features on various topics (medicine,
technology, film) and popular reality shows. Includes studio interviews (pre-planned, invitees) and field
interviews (reporter on-site). Live telecasting is a key advantage. Helps viewers visualize imaginary
concepts (e.g., films). Documentaries portray events factually without fictional elements.

o Disadvantages: Youths and children can become addicted, leading to laziness and academic issues.
Some shows contain morally questionable content (obscene, overt sexual content). Can misguide youth
from traditional culture and lead to cultural colonization. Obsession can lead to isolation and affect
social development. Continuous close eye contact can negatively affect eyes. Not portable, and tough
weather can affect broadcasting.

3. Sports Media

Definition and Relationship with Media: Sport media involves the intersection of sport and media, often
referred to as 'media sport'. The media has played a key role in sport's ascendancy as a social, cultural, and
economic institution. The relationship between sport and the media has become a defining commercial and
cultural connection for both industries. This relationship is central to the political and cultural economy of
sport. The value of sport to media companies has increased immensely due to massive audiences and advertising
revenues.

Significance/Ascendancy: Sport permeates media globally, with events like the FIFA World Cup and Olympics
drawing massive global audiences. The media has played a decisive role in transforming sport from an amateur
pursuit into a hyper-commercialized global industry, leading to a "sports media complex".
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e Criticisms of Sport Journalism: Sport journalism has been criticized for being the "toy department of the
news media" — dedicated to fun rather than serious media functions. Critics argue that sport journalists exist in
a "cosy world with limited horizons" and are unlikely to engage in "sustained, intensive critical inquiry" into
sport's relationship with broader society. This has led to a perceived trend of sport journalism moving closer to
entertainment and celebrity journalism, at the expense of critical or inquisitorial frameworks.

¢ Research and Studies: Academic interest in media's interaction with sport has grown dramatically. Studies
have examined the profile of Australian sports journalists, finding a "dependable constant" in average age and
male dominance, but also "important changes" in their views on news media functions. Research also explores
how sport journalists engage with critical frameworks, such as coverage of events like the Homeless World Cup
and Special Olympics, and how media perpetuates stereotypes about disability or deals with issues like
homophobia in soccer and crowd violence. There's also research into the ongoing issue of the lack of female
sports coverage on Australian television despite success.

¢ Journalism Ethics in Corporatized Sport: The contentious alignment between media and sport has raised
concerns about journalistic principles. An analysis of ESPN's stage-managed announcement of basketball star
LeBron James changing teams concluded that US sport journalism is "unable to police itself," highlighting how
journalistic principles can become "especially fragile in the arena of corporatised sport".

4. The New Media (Digital Media)
¢ Definition and Features: The "digital era" means people live more online than offline, with the internet rapidly
changing the concept of life and distribution of knowledge. Digital devices use digital signals.
Eliminates noise in signal transmission compared to analog systems.
Flexible for copying, storing, and modifying data.
High-quality digital effects for imagery and videos.
E-book availability provides access to millions of books globally.
Users contribute content, accessible to millions.
Components: Computer programs, digital audio, digital video, software, video games, digital imagery,
websites, web pages, and e-books.

o Global Interaction: Facilitates formation of online communities and groups, allowing immediate
expression and global sharing of views on social and political events. Online groups can be closed or
open and used for social causes.

o Social Media Impact: Internet as social media affects political decisions and has played a key role in
revolutionary movements (e.g., Jasmine Revolution).

o Portability: Accessed through mobile phones, laptops, and note pads, enabling access from almost
anywhere. Smartphones offer email, video calling, chatting, banking, online purchasing, job
applications, and large storage.

o Non-linearity: Unlike traditional media, digital media allows readers to navigate texts with links,
interrupting linear reading and leading to further clarifications or multiple web pages. This encourages
active participation and offers multiple perspectives.

e Proponents: The sources do not name specific "proponents" in terms of individuals or groups championing
digital media, but rather describe its widespread adoption and the technology itself as the driving force.
o Uses:

o Online classrooms: Teachers can conduct classes for students globally, saving time, energy, and money.

o Online examinations: Used by agencies for admissions and job appointments.

o Digital libraries: Students can check book availability and read e-books. Thousands of reviews,
journals (e.g., Jstore, Inflibnet), and e-magazines are available.

o E-copies of newspapers: Many newspapers offer e-copies online, allowing access without subscription
from anywhere in the world.

o High-quality digital formats: Sound, text, and video are available in digital format for high-quality
storage, transmission, and reception via channels like Bluetooth or software.

o Mutual interaction: Friends, customers, and clients can interact, maintaining rapport and allowing
companies to get feedback. Communication can be personalized.

e Disadvantages:

o Security risks: Secrets, especially military and intelligence, are vulnerable to hacking, disrupting trust

between nations.

O O 0O O O O
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Virus attacks: Malwares can affect vast storage systems, leading to loss of information.

Social isolation: Online interactions can diminish traditional kinship bonds, leading to isolation despite
having thousands of online friends.

Addiction: Mobile and internet addiction can lead to wasted time and neglect of other activities.

e  Writing for Web/Blogs:

@)
@)

O O O O O

Web readers have time constraints and tend to jump links, so headlines should be catchy and short.
Complicated sentences and jargon should be eliminated; language should be simple, accurate, clear, and
lucid.

Adding pictures can capture attention.

Include links for related information.

Use simple sentences in active voice.

Present information briefly, avoiding long paragraphs.

Blogs are web spaces for individuals or organizations to express views, creativity, debate institutional
affairs, and interact with followers.
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Journalistic Reporting

Journalistic Reporting
Journalism is the process of accumulating, creating, generating, and visually presenting information that directly and
indirectly impacts people, places, and situations. It is about providing essential information to keep citizens updated on
changing circumstances, situations, and characters. Its primary purpose is to engage the audience in the news. Journalists
research, refine, and represent information meticulously, as their work is often stored and becomes a record. The
information must be 100% valuable and true, as it acts as a basis for readers' decisions.
1. Journalistic Report Writing

e  Whatis News?

o

News is a report of a current event, an update about urgent and recent happenings. It is information that
was previously unknown and represents a development that occurred within the previous day, making
people aware and alert.
Commonly covered topics include war, government, politics, health, environment, economy, business,
fashion, and entertainment.
News Values (Elements or Determinants of News):
*» Timing: News must be current; old news loses value.
* Prominence: Well-known companies, famous personalities, or public figures attract more
coverage.
» Conflict and Controversy: People are interested in crises, arguments, or struggles related to
various topics like castes, businesses, wars, or human rights.
» Relevance: Information that helps people make good decisions or relates to their interests (e.g.,
recipes for a cook, business news for an unemployed person).
» Bizarreness: Something different, unseen, sensational, or odd (e.g., "man-bites-dog" is news,
"dog-bites-man" is not).
» Policy: The newspaper owner's policy influences which news categories appear.
= Suspense: Creates curiosity about outcomes, like conflicts between government and
opposition.
» Significance/Consequence: Events that affect a large number of people have high news value,
such as epidemics or disasters.
» Proximity: Local stories tend to be more interesting to people as they relate to what happens
close to home.

e Characteristics of Journalism and News Writing:

@)

O O O O

o

Journalistic writing strives for accuracy, clarity, precision, and efficiency.

It uses short words and sentences of 20 words or fewer.

It generally uses familiar language and requires revising content for clarity.

News reports are more factual than feature stories.

Credibility, objectivity, and a bias-free approach are paramount. Journalists must provide a 360-
degree view of situations for public discussion.

Journalistic language should be simple, brief, objective, factual, fair, and balanced. It aids in
comprehending how journalists construct stories and mold points of view.

Journalists must practice self-censorship in word choice to prevent threats.

e Structure of News Writing (Inverted Pyramid Style):

o The inverted pyramid is a story structure where the most crucial details (the conclusion) are delivered
first.

o It begins with the who, what, when, where, and why, then moves to supporting elements and
background information.

o Benefits: It supports readers who skim, allowing them to grasp the main idea even if they only read
the first few lines. It also simplifies editing, as stories can be cut from the bottom without losing vital
information.

o How to write in this style:

1. Identify key points: Determine the most important information for the audience.
2. Rank secondary information: Prioritize details from most to least interesting/relevant.

3. Anatomy of a News Report:
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» Headline: Catchy and informative.

» Lead Paragraph: Contains the most crucial information (the 5 Ws and H) as quickly
as possible.

* Body: Includes more information and specifics regarding the why and how.

» Tail/Kicker: Contains less significant information, often omitted by editors if space is
limited.

e Reporting Strategies:

o

Objective Reporting: Presents simple facts as they happened, with minimal editing and no personal
opinions. Requires extensive research to ensure both sides of a situation are equally presented.
Interpretative Reporting: Combines facts with understanding and interpretation. The reporter
analyzes information critically and presents it with proper reasoning, including background
information. A very slight wave of personal opinion might be permitted, but should not be directly
visible.
Investigative Reporting: A long-term, intensive research process to uncover the full truth, often relying
on secret information from detectives or informants. Prepared for major events like political scandals
or national crises. It aims to expose lies, scams, and bribery, and modern journalism leverages
technology for this purpose. Reporter safety is a key concern, and investigations are often done
anonymously.
Beat Reporting: A specialized form where a reporter focuses on a particular topic (e.g., crime, politics,
education, culture, food, science). This specialization ensures comprehensive coverage across various
interest areas within a newspaper. Reporters must constantly track developments and verify information
within their beat.
Covering Meetings, Speeches, and Press Conferences:
= Event Setting Phase: Involves recording conversations, estimating crowd size, observing
audience reactions, and noting important details. Reporters should arrive early to prepare
equipment.
* Speech Content Phase: Summarizing and verifying information from all sources to create a

well-framed and well-developed report.
Community Journalism: Focuses on passing day-to-day information to a large number of people
through mass media, covering local current affairs, global issues, sports, and entertainment. It aims to
inform citizens, facilitate knowledge exchange, and give a voice to the community.

e Information Gathering and Editing:

@)

o

Sources of Information:
* Primary Sources: First-hand resources obtained directly, such as interviews, questionnaires,
observations, original documents, and official reports. These are generally reliable and current.
» Secondary Sources: Second-hand resources like reference books, journals, research papers,
websites, and articles. Useful for expanding a search but not as foolproof for data collection.
= News Agencies & Media Houses: Organizations that collect and distribute information,
increasingly through digital platforms.
» Events: Workshops, web summits, trade fairs, and other gatherings can be sources of
information.
» Interviews: A primary method for gathering raw, current data by interacting with individuals
involved in a situation. Preparation is crucial for effective interviews.
» Social Media: An emerging and widely used source for latest news, trends, and real-time
information.
» Contacts: Individual networks, including freelance journalists and well-informed citizens, can
provide perspectives and ensure accuracy.
Evaluating and Verifying Information: It is mandatory to evaluate information to filter out old,
rumored, manipulated, or made-up content.
» Transparency: Journalists should be clear about their sources to the audience, building trust
and allowing readers to choose what to believe.
»  Humility: Journalists should maintain an open mind, avoid arrogance, and treat every
conversation as a learning experience to connect with the audience.
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» Originality: Lack of originality is a challenge; copied content often has errors and no evidence.
Being original fine-tunes journalistic skills.
The Internet as a Reporting Tool: Digitalization has made newsgathering and publishing faster and
more flexible. It is used for fact-checking, grammar, plagiarism detection, and distribution. However,
excessive reliance on the internet can lead to a decline in professionalism and quality.

Ethical and Legal Considerations for Media Writers:

o

o

Ethics: Principles of best practice to ensure trustworthiness and balance.

* Truth and Accuracy: Fundamental tenet; verify facts and disclose unverified information.

» Fairness and Impartiality: Represent diverse perspectives, avoid bias, and provide context.
Objectivity fosters trust, though it may be challenging in cases of brutality.

» Independence: Maintain editorial independence, disclose conflicts of interest, and resist
pressure from advertisers.

» Humanity: Act responsibly, consider the impact of words and images on people's lives, and
show compassion for those adversely affected by coverage. Special sensitivity is required when
dealing with children or those affected by tragedy.

*  Accountability: Admit and correct errors promptly and prominently. Corrections should be
clearly labeled and of comparable quality to original content.

*» Minimizing Harm: Avoiding misleading reenactments, staged events, and oversimplifying or
highlighting incidents out of context. Be cautious about identifying juvenile suspects or victims
of sex crimes.

Laws:

* Defamation (Libel): Avoiding false or damaging statements that can harm a person's
reputation. A photograph becomes defamatory if it portrays a person falsely, exposing them to
hatred, contempt, or ridicule.

»= Copyright: Respecting intellectual property by obtaining permission for use or ensuring fair
use. Picture ownership is a legal issue.

= Privacy: Respecting individuals' privacy rights, especially in private spaces, and avoiding
invasive images. Only information of public interest or voluntarily made public should be
published.

*= Police and the Press: Photojournalists have a mandate to inform the public about police
activities, but must also respect public order.

Journalistic Photography (Photojournalism)

Photojournalism is derived from "photo" (light) and "journalism" (reporting events and people); it means using photos
and pictures to report events or people. It serves to provide information, education, communication, and entertainment
through pictures. It is considered the "crowned head of vivid communication" in mass communication due to its ability
to convey messages directly and universally, even across language barriers.

Distinctive Qualities of Photojournalism:

1.
2.

Relevance: Images must have meaning consistent with the published record of events.

Objectivity: Images must be unbiased, accurate, and fair representations of the documented event. This
is a significant challenge with digital cameras and editing programs.

Narrative: The image combines with other news elements to offer greater insight to the viewer.
Photojournalism requires shooting only the facts, without alteration or embellishment. A
photojournalist captures emotions spontaneously and does not manipulate the scene or ask people to act
or pose.

Comparison with General Photography:

o

o

While both use a camera and similar mechanical/chemical processes, a photographer focuses on artistic
work and creativity for commercial appeal ("money-worthiness"), aiming for bold, colorful, well-
framed pictures.

A photojournalist prioritizes newsworthiness, aiming for publication by a newspaper editor to inform
the general public.

The focus in photojournalism is primarily on the news story, with images serving that story, unlike
other types of photography where the images themselves are the primary focus.

Skills Needed by a Photojournalist:
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People SKkills: The ability to quickly gain and maintain the trust of subjects.

Journalism SKkills: Understanding how to identify the most important aspects of a story and report them
effectively.

Technical Photography Skills: Expert knowledge of camera equipment (lenses, aperture, shutter
speed), composition (rule of thirds, leading lines), lighting, and the ability to work quickly under
pressure.

Technological Skills: Proficiency in digital toning, image transmission, online tools (blogging, social
media), and basic video editing.

Observation, Patience, and Perseverance: Essential for recognizing developing situations, capturing
the right moment, and working in challenging environments.

Resourcefulness: Creatively using available resources to overcome challenges.

Preparation: Always having the camera ready with a full memory card and battery.

Composition: Composing carefully to include only necessary subjects and avoid distractions.
Sensitivity: Especially when covering sad or disturbing events, to people and their families.

Context: Never manipulating pictures in a way that changes their context.

Caption Writing: The art of collecting accurate information (Who? What? When? Where?) for clear
and concise captions.

o Types of Shots:

@)
@)
@)

Long Shot (LS): Provides a wider view of the surrounding environment.

Medium Shot (MS): Introduces subjects more clearly than a long shot.

Close Shots: Project subjects more closely and boldly, including Close Up (CU), Big Close Up
(BCU/TCU), and Extreme Close Up (ECU).

« Digital Photography Aspects:

@)

@)
@)

Digital cameras offer features like face detection, motion detection, Bluetooth, and Wi-Fi, and the
capability to record video.

Editing photographs is made easier with software like Photoshop and Picasa.

Digital imaging is highly manipulative compared to film-based photography.

e Composition in Photography:

o

@)

It is the arrangement and relationship among picture components to frame and organize the
photograph to tell the news effectively.
Key Principles:
» Headroom: Space between the top of a subject's head and the frame's edge, crucial for picture
balance.
* Framing the Subject: Deciding how much of the scene to include and avoiding "amputation"
(cutting at natural body joints).
* Depth of Field (DoF): The range of sharpness within a scene, controlled by f-stop, camera-to-
subject distance, and focal length. Selective focus uses a shallow DoF to isolate the subject.
» Organization: Physical arrangement of subjects before shooting, considering color, height,
dressing code, prominence, and background.
» Exploration: Utilizing available light (natural or artificial) to enhance the photograph's beauty.
= Aware Photograph: A photograph taken when the subject is fully aware and posed.

e Picture Selection and Editing:

o

Picture Selection: Crucial for effective visual storytelling. Involves choosing compelling, relevant
images that capture key moments, convey emotions, and provide context to the narrative. Requires
adherence to ethical standards, ensuring images are truthful and not manipulated.

Captioning: Provides essential context and information, accurately describing the image, providing
relevant details, and adhering to journalistic standards (accuracy, fairness, impartiality).

Editing Pictures: A nuanced process of selecting, refining, and enhancing photographs. Aims for visual
storytelling, maintaining objectivity, and enhancing aesthetics. Ethical guidelines strictly limit
retouching; no elements should be digitally added or subtracted, and identities should not be obscured.
Contextual accuracy and objectivity are vital.

Editorial Process (for a concise group of images): Involves initial review, story identification, image
selection based on technical quality, emotional impact, storytelling, and ethical considerations. The final
edit ensures a coherent, visually appealing presentation.
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e Legal & Ethical Issues in Photojournalism:

o Privacy: Photojournalists must respect individuals' right to privacy, especially in private spaces, and
obtain consent. Sensitivity is crucial for vulnerable subjects, and publication of certain images may be
withheld to protect dignity.

o Accuracy: Images must accurately represent events; misleading photos distort truth. Objectivity is
essential, and digital alteration to create false narratives is unacceptable.

o Manipulation: While minor post-processing is acceptable, altering content or adding elements not
present at capture raises ethical concerns. Transparency regarding manipulation (e.g., labeling
montages) is required.

o Public Interest: Balancing the public's right to know with potential harm to individuals or groups.
Avoid sensationalizing suffering solely for viewership.

o Treatment of Subjects: Respect and open communication with subjects are paramount to ensure they
are not harmed or exploited. Adherence to professional ethical guidelines is vital.

Media for Children

Definition: Media for children refers to the various forms of communication, including television, radio, music,
computers, films, videos, and the internet, that are consumed by young audiences. It shapes how children grow up
today, learning the language of consumer media culture through a constant diet of screen images, audio, and print
messages. The term "child" is consistently defined as any person below 18 years of age.
Features / How to Write, Proponents, History, Examples, and Relevant Issues:

e Proponents & History:

o

Concerns about young people's relationships with mass media have existed for over a century, originally
focusing on "penny entertainments" and dime store stories, then evolving to Hollywood films,
television, video games, and the internet. These concerns often revolve around violent, hypersexualized,
or overly commercialized content.

The digital age has ushered in a new era where digital mediation is central to childhood, making it
almost impossible for children to imagine life without the internet, TV, video games, and pop music.
Children's "immersive media life" is shaped by these technologies.

Young people's spending power has dramatically increased since the late 1980s, making them a
highly studied demographic in marketing.

Youth use media (e.g., Facebook, instant messaging) as "spaces of freedom and exploration" as
traditional public spaces become more surveilled.

There has been a shift to a "screen rich 'bedroom culture," with mobile phones becoming content
delivery platforms. Young people are adept at media multitasking, packing many hours of media into
a given day.

The "participation paradox" highlights that while digital environments offer new opportunities for
young people to be actively involved in media, transnational media corporations often leverage this
participation for profitable ends, encouraging individualized consumer behavior over collective civic
engagement.

Four major transnational media companies (Disney, Viacom, News Corp, and Time Warner)
dominate children's media globally, using new branding and marketing strategies like immersive
advertising and viral marketing to generate consumer loyalty.

The rise of "citizen photojournalism" in the digital era means ordinary citizens play a greater role in
news-making.

¢ Relevant Issues and Impact:

o

Positive Impacts:

» Educational benefits from well-designed content, fostering cognitive growth, language skills,
and critical thinking.

» Providing access to information and promoting cultural understanding.

= Offering spaces for self-expression and identity exploration.

= Enabling valuable social support networks for teens, especially those facing exclusion or
illness.

» Exposing youth to current events and diverse subjects, including healthy behaviors.

» Enhancing curiosity and communication skills.
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Providing positive role models and promoting diversity.

Negative Impacts:

Exposure to inappropriate, violent, or overly sexualized content can desensitize children,
leading to aggressive behavior, fear, and anxiety.

Risk of cyberbullying and online predators.

Skewed perceptions of body image and low self-esteem due to unrealistic media portrayals.
Fostering materialistic attitudes and consumerism due to constant advertising.

Sleep disruption from excessive screen time.

Reduced academic performance due to distraction from homework and educational activities.
Hindering development of face-to-face communication and empathy skills due to over-
reliance on digital interactions.

Leading to feelings of loneliness or isolation, and limiting quality family time.

Risk of mobile and internet addiction.

Digital Divide: Uneven access to new media technologies, perpetuating social inequities.
Schools may inadvertently exacerbate this by discouraging playful engagement with
commercial online resources where digital literacy is often developed.

e Guidelines and Responsibilities (How to Write/Handle Media for Children):

Parental Involvement: Crucial for guiding media usage, promoting media literacy, teaching smart
media use, and setting boundaries.

Media Literacy: Essential for children to understand and critically evaluate media messages, including
persuasive techniques in advertisements. Media professionals can contribute to this by explaining how
mass media operates.

Ethical Reporting on Children:

@)

Respect dignity and rights of every child.

Prioritize the best interests of the child over other considerations.

Privacy and Confidentiality: Pay special attention to a child's right to privacy and
confidentiality. Avoid publishing images or information that might put the child or their family
at risk, even if identities are changed or obscured.

Accuracy and Sensitivity: Strive for excellence in accuracy and sensitivity. Avoid stereotypes
and sensational presentations.

Minimizing Harm: Carefully consider the consequences of publication and minimize harm to
children. The "do no harm" principle is paramount, especially when reporting on violence or
abuse.

Consent: Obtain informed consent from children and their parents/guardians for
interviews, videotaping, and publication of images and names.

Interviewing Children: Ensure children are comfortable, not under duress, and understand the
purpose of the interview. Limit interviewers/photographers. If abuse is disclosed, immediately
refer to a social worker or professional; media professionals should not intervene on their own
unless directed. Do not ask children to tell a story or do something that isn't theirs.

Protection of Identity: Do not post pictures or methods that identify children unless it is
demonstrably in the public interest. Protect the identity of those who witnessed atrocities.
Child's Voice: Give children access to media to express their own opinions without
inducement. Avoid portraying children as ignorant or having adults speak for them when they
know about a subject.

Avoid Exploitation: Ensure projects are not exploiting children for commercial purposes.
Avoid sexualized images of children. Do not glamorize "sex tourism" or pornography.
Debunking Fake News: Verify information properly before debunking fake news, especially
if it violates child rights.

Media Roles for Children's Rights: Media professionals have a special role in disseminating
information on child rights and protection, encouraging governments to fulfill their obligations under
the UN Convention on the Rights of the Child (CRC). They should investigate violations of children's
rights (safety, privacy, education, health, exploitation).
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Advertisement and Propaganda

Introduction to Advertisement

Advertising is a crucial element of our social and economic systems, constantly evolving in its definition and practice.

It is a vital communication system for both consumers and businesses, enabling them to market products and services.
e Meaning and Definition:

@)
@)

The word "advertising" comes from the Latin word ‘advertere’, meaning ‘to turn the minds towards’.
It is generally defined as a structured and composed non-personal communication of information,
usually paid for, and typically persuasive in nature, about products (goods, services, and ideas) by
identified sponsors through various media.

Early definitions, like Albert Lasker's (regarded as the father of modern advertising), described it as
"salesmanship in print, driven by a reason why". Modern definitions acknowledge its broader scope
beyond print.

Global (International) Advertising specifically refers to advertising undertaken by multi-national
companies operating in more than one country. It involves disseminating a commercial message to
target audiences in multiple countries. Exporters, airlines like Air India, and multinational companies
such as Coca-Cola and Pepsi engage in global advertising.

o Features of Advertising:

o

@)
@)

Communication: Advertising is a structured form of applied communication, using both verbal and
nonverbal elements. It is a mass communication reaching many people.

Non-personal Communication: It is typically directed at groups of people rather than individuals
across international boundaries. Unlike personal selling, it lacks a direct, individual appeal.
Persuasive: Most advertising aims to persuade consumers to adopt a product, service, or idea. Some
ads might primarily inform, but still fall under advertising if they meet other criteria.

Identified Sponsor: The sponsor of an advertisement is clearly identified. This is a key difference from
many public relations activities like publicity, which are not openly sponsored.

Paid For: Advertising is a paid form of communication.

Through Mass Media: It reaches its target audience via international or foreign mass media, including
traditional (radio, TV, newspapers, magazines, billboards) and non-traditional (direct mail, internet,
kiosks, shopping carts, blimps, aero-advert) channels.

Profit Maximization: True advertising aims to maximize profits not by increasing costs, but by
promoting sales.

Consumer Choice: It facilitates consumer choice by providing information, allowing consumers to
make purchasing decisions based on their budget and preferences.

Art, Science, and Profession: Advertising is considered an art due to its creativity, a science because
it has organized knowledge, and a profession with its own bodies and codes of conduct.

Element of Marketing Mix: It is a crucial component of the promotional mix.

Element of Creativity: A good advertising campaign involves significant creativity and imagination.

e Objectives of Advertising:

O O O O O O

o

To introduce a new product by generating interest among potential customers.
To support personal selling programs.

To reach people inaccessible to salesmen.

To enter new markets or attract new customer groups.

To fight competition and increase sales.

To enhance the goodwill of the enterprise by promising better quality.

To improve dealer relations.

To warn the public against imitation of products.

e Importance of Advertising:

o

Promotion of Sales: It informs and persuades people to buy goods and services, helping to win new
customers in both national and international markets.

Introduction of New Products: It facilitates quick publicity for new products, enabling enterprises to
make an impact on prospective customers.

Creation of Good Public Image: It builds the advertiser's reputation and goodwill by communicating
achievements and satisfying customer needs, which is vital for competition.
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Mass Production: By encouraging large-scale sales, advertising facilitates mass production, which in
turn reduces per-unit production costs.

Stimulates Research: It makes marketing competitive, compelling firms to conduct research to
differentiate products and find new uses, essential for survival in the international market.

Education of People: Global advertising educates people about new products and their uses,
broadening knowledge and contributing to a better standard of living.

Support to Media: It provides significant revenue to publishers and media houses, enabling them to
offer content at lower rates or for free.

e Active Participants in Advertising:

o

Advertiser: Sellers, manufacturers, retailers, government, and social organizations who market
products/services.

Target Audience: Recipients of the advertising message, including existing consumers, competitors'
customers, and non-users, all of whom are targeted for sales promotion.

Advertising Agencies: Professional, specialized, independent teams that conceive, design, produce,
and place advertising messages for clients. They employ creative people like copywriters, artists, and
layout designers.

Advertising Production People (Artists): Creative individuals like copywriters, artists, photographers,
and editors who transform ideas into finished advertisements.

Mass Media: Channels through which messages are communicated, including print (newspapers,
magazines), electronic (radio, TV, internet), outdoor (hoardings, billboards), and direct mail.
Government Authorities: Regulate the advertising business through laws and regulations. Examples
include ASCI (Advertising Standards Council of India) and ABC (Audit Bureau of Circulation).

¢ Role of Advertising in Marketing Mix: Advertising is an element of the ""Promotion" variable within the 4Ps
(Product, Price, Promotion, Place) and other variables like Packaging, Positioning, and Pace.

@)

o

Product: Informs and educates buyers about product aspects like quality, shape, size, color, and
handling.

Price: Convinces buyers about a brand's superiority and value for money, especially for high-priced
products, or stresses price advantage for low-priced items.

Place: Facilitates effective distribution and market expansion by informing consumers where goods are
available.

Promotion: Helps sellers face competition, develop brand image, and foster brand loyalty by putting
forward their claims and countering competitors'.

Pace: Plays a role in informing, educating, and persuading customers to buy new products or brand
variations launched at speed.

Packaging: Creatively designed packages carry advertising value, attract attention, and assure quality,
creating customer confidence.

Positioning: Conveys the brand's desired image to influence target audience buying decisions.

¢ Role of Advertising in Society:

o Encourages Purchasing: Influences people to buy goods and services, often by creating a feeling of
scarcity or lack.

o Reflects Cultural Trends: Bridges cultural gaps by communicating varied cultures through messages,
bringing variation to social life.

o Promotes Economic Growth: Increases demand and encourages economic activities, stimulating the
economy.

o Improves Standard of Living: Provides opportunities for people to improve income and consume
more, thus enhancing their standard of living.

o Provides Employment: Generates demand for goods and services, leading to increased production and
the creation of employment opportunities.

o Brand Building: Helps in creating and reinforcing a brand's personality, enhancing brand value and
equity, gaining market share, and commanding price premiums.

Writing Advertisement

Writing an advertisement involves several creative and strategic elements to effectively convey a message and persuade

an audience.
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Visualisation:

o

@)

Meaning: A mental process of "seeing in the mind’s eye the form of the idea as it would appear in the
advertisement". It involves creating ideas about the overall construction and content, including layout,
size of headlines, and colors, before the copy or illustrations are prepared. It transforms abstract ideas
into concrete forms.

Process: A team effort involving copywriters, artists, and producers. Steps include studying the
product/service and advertising objectives, collecting relevant information, conceptualizing ideas (e.g.,
brainstorming), analyzing ideas, and selecting the best versions.

Techniques: Identifying the problem, forming a pool of observations/facts, generating brain waves,
giving final shape through copy, artwork, and layout.

Meaning: The written matter in an advertisement, which can be a single word or many words, including
headlines, subheads, and captions. It supports illustrations and describes product merits, demerits, and
uses. The copy is considered the "heart of an advertisement".
Characteristics:
» Brevity: Should be concise, using simple language and short words.
»  Clarity: Must be self-explanatory and clear on first reading.
» Aptness: Targeted towards prospects, with an agreeable tone, leading attention to the product
and stimulating interest.
» Interesting: Provokes curiosity and makes readers want to engage further.
» Sincerity: Achieved by using facts and figures, avoiding vague generalizations or stray
opinions.

» Human Interest Copy: Appeals to emotions, focusing on happiness, fear, love, etc..

» Descriptive Copy: Non-technical, easily understandable, announcing new items.

» Narrative Copy: A fictitious story narrating product uses and advantages.

» Topical Copy: Connects the product to a current happening.

» Reason Why Copy: Explains product benefits and reasons for purchase.

» Testimonial Copy: Uses words from famous or authoritative people.

= Colloquial Copy: Uses informal or conversational language.

*  Questioning Copy: Asks questions to prompt audience response, not necessarily answers.

=  Prestige Copy: Emphasizes the customer's position and prestige, often used for luxury items.

Elements:

» Main Headline: The top line, usually bold and larger, designed to gain immediate attention and
summarize the ad's essence.

»  Sub-Headlines: Support or complete the meaning of the main headline; can precede (overlines)
or follow (underlines) the main headline.

* Body Copy: The main text of the advertising message, providing detailed information about
the product and its features.

= Captions: Small sentences appearing as if spoken by characters in the ad, common in comic
strip-style ads.

» Slogans: Short, catchy phrases used repeatedly to summarize the advertising message and
create a lasting impression.

» Logo: Special designs of the advertiser or products to facilitate identification.

Headline:

o

Meaning: A word or phrase printed in large letters above the advertising message, briefly conveying
the copy's contents.

Functions: Attracts attention, arouses interest, creates curiosity, makes illustrations and copy
meaningful, introduces unique selling propositions, and sorts useful ads.

Essentials: Must be original, concise (8-10 words, max two lines), specific (relevant to
copy/illustration), and provocative (induce readers to read further).

Classification: Benefit, News Style, Advice, Challenging Type, Selective, Situation, and Label
Headlines.

Illustration:
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Meaning: A picture, photograph, or drawing used to visually convey the ad's message.

Essentials: Must support the copy, have harmony in color, be simple, suggestive, create a lasting
impression, match the target consumer's lifestyle, match the headline, be original, and allow for multiple
illustrations with purpose.

o Functions: Gains attention, communicates difficult ideas, tells a story, creates atmosphere, symbolizes
quality, dramatizes the ad, provides technical details, makes a lasting impact, and helps overcome
illiteracy.

o Types: Product Alone, Product in Use or Action, Problem and Solution, Comparison, Fantasy, Lifestyle,
Mood/Image, Contrast, Magnifying Details, Symbolic Illustrations.

e Layout:

o Meaning: A sketched plan of a proposed advertisement, showing the size, positions, and color weight
values of elements. It helps visualize the final advertisement and guides the printer.

o Features:

» Balance: Proper distribution of weight through element arrangement (size, color, shape,
density).
= Movement: Directs the reader's eye through the ad.
* Proportion: Pleasing relationship between elements' sizes.
»  White Space: Unoccupied area, helps establish proportion, reduces clutter, and adds prestige.
»  Unity: Coherent appearance where elements function as a single unit.
»  Clarity: Arranges elements for clear understanding, avoiding complexity.
»  Simplicity: Avoids too many elements, ensuring a clear message.
= Emphasis: Important elements are highlighted, usually at or near the optical center.
o Types: Standard, Editorial, Poster, Cartoon, Comic-Strip, Picture Caption, and Vignette Layouts.
e Advertising Appeal:

o Meaning: A statement designed to motivate a person to act, often focusing on consumer buying
motives.

o Essentials: Must be communicative, have a good theme, be distinctive, interesting, believable, and
complete.

o Types: Emotional (comfort, family affection), Intellectual (rational thinking), Physical Sense (taste,
smell), Positive (happiness, peace of mind), and Negative (fear, pain, jealousy).

e Unique Selling Proposition (USP):

o An offer an advertiser makes that is unique compared to competitors and promises a distinctive benefit
or satisfaction.

o It must be strong enough to convince consumers of its value.

e AIDA Model: A functional formula by E.K. Strong, an acronym for Attention (A), Interest (I), Desire (D),

and Action (A).
o Attention: The ad must immediately capture the consumer's attention using visuals, headlines, and
layout.

Interest: The ad must create and maintain interest in the product or service.
Desire: It should arouse a desire in the prospect's mind to possess the product, often through proper
appeals and selling points.
o Action: The ad should prompt the prospect to take action, such as making a purchase, by providing
necessary information (e.g., where to buy).
Censorship
Censorship in advertising refers to regulations and controls that ensure advertisements are truthful, ethical, and socially
responsible.
e Regulatory Bodies and Standards:
o Legal Restrictions and Self-Regulation: Factors like legal restrictions and self-regulation pose
challenges to global advertising practices. Knowledge of advertising regulations is crucial.
o Domestic Advertising Authorities: Countries have bodies that set rules and regulations for advertising,
defining what can be advertised, where, when, and with what content.
»= United States: Regulates false advertising and health-related ads.
» Sweden and Norway: Prohibit domestic advertising targeting children.
»  United Kingdom (UK): Governed by the Advertising Standard Authority (ASA).
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* South Africa: ASA South Africa adopted an international code of advertising practice.

» New Zealand: Advertising Standards Authority of New Zealand is responsible for content and
practice.

» Nigeria: Advertising Practitioners Council of Nigeria (APCON) designs, installs, and
maintains advertising laws. State governments like Lagos, Ogun, Kwara, and Oyo also run
regulatory bodies (e.g., Lagos State Advertising Agency - LASSA).

Government Authorities: The business of advertising is regulated by government departments that
adopt laws and regulations impacting advertising.

Advertising Standards Council of India (ASCI): A self-regulation body that ensures truthfulness,
checks misleading information, controls offensive ads, promotes fair competition, and restricts ads of
hazardous products. It applies to all media and includes controls on ads meant for children.
Doordarshan Code (India): Advertising must conform to laws, morality, decency, and religious
sensibilities. Prohibits ads that:

» Deride race, caste, color, creed, or nationality.

» Are against the Indian constitution.

» Incite crime, promote disorder/violence, or glorify violence.

» Present criminality as desirable.

» Adversely affect friendly relations with foreign states.

» Exploit national emblems, constitution parts, or national leaders' personalities.

»  Are purely religious or political.

» Are for money lenders, certain chit funds, matrimonial agencies, unlicensed employment
services, fortune-tellers, or hypnotists.

= Relate to betting or games of chance.

» Make unsubstantiated claims of special properties (e.g., cure for baldness).

»  Misuse scientific/statistical excerpts or jargon to falsely claim scientific validity.

» Are not supported by verifiable evidence.

»  Are presented as news.

»  Promote products with defects as per the Consumer Protection Act, 1986.

» Use "Guarantee" unless terms are clear and available.

»  Suggest children must buy or encourage others to buy a product to fulfill duty or loyalty.

» Promote jewelry, precious stones, cigarettes, alcohol, tobacco, or other intoxicants.

» Provide inaccurate information on weight, quality, or price.

Ministry of Information and Broadcasting (India): Responsible for policies, rules, and regulations
concerning media. Has been criticized for actions perceived as censorship or restricting access to
information.

¢ Ethical Considerations:

o

Ethics Defined: Standards of conduct derived from moral values, distinguishing right from wrong
behavior, often going beyond legal requirements. Public perception often views advertising as lacking
ethics.

Ethical Advertising Standard (EAS):

= Basic Principles: All advertising should be legal, decent, honest, and truthful. It must be
prepared with a sense of social responsibility and conform to fair competition principles,
without impairing public confidence in advertising.

* Decency: Should not contain statements or visuals that offend prevailing decency standards.

= Honesty: Must not abuse consumer trust or exploit their inexperience/knowledge.

»= Social Responsibility: Should not condone discrimination (race, origin, religion, sex, age),
undermine human dignity, play on fear without justification, condone/incite violence,
encourage unlawful behavior, or play on superstition.

*  Truthful Presentation: Must not mislead consumers through implication, omission, ambiguity,
or exaggeration regarding product characteristics, value, price, delivery, guarantee terms,
copyrights, or official recognition. Should not misuse research results or statistics.

= Comparisons: Must not mislead and should be based on substantiated facts.

» Unassembled Merchandise: Must disclose if assembly is required.

» Testimonials: Must be genuine, verifiable, relevant, and based on personal experience.
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* Portrayal/Imitation of Personal Property: Requires prior permission to portray persons or
their property if it implies endorsement.

» Exploitation of Goodwill: Prohibits unjustifiable use of other firms' names, logos, or
trademarks, or taking undue advantage of their goodwill.

» Imitation: Should not imitate other advertisements' layout, text, slogans, or visuals in a
misleading way.

» Identification: Must be clearly distinguishable as advertising.

» Safety and Health: Should not disregard safety or health without justifiable educational or
social reasons.

* Children and Young People: Should not exploit their inexperience/credulity, understate
skill/age requirements, mislead on product value/size, imply immediate affordability, or harm
them mentally/morally/physically.

» Unsolicited Products: Should not support inertia selling.

* Claimed Results: Claims about performance, safety, efficacy, etc., must be substantiated.

» Environmental Behavior: Should not approve or encourage actions contravening
environmental laws or standards.

» Responsibility: Advertisers, agencies, and media owners share responsibility for observing the
code.

» Alarmist Marketing: Should not cause alarm or force action by overstating legal implications.

Advertisement and Propaganda:
While both advertising and propaganda aim to persuade, they have distinct origins, goals, and often, ethical implications.
Definition:

@)

Advertising: Primarily aims to sell a product, service, or idea. It is a communication intended to
persuade an audience to purchase products, ideas, or services.

Propaganda: Communication of a viewpoint with the goal of having the recipient voluntarily accept
the communicator’s position as if it were their own. It is a form of communication aimed at
influencing community attitude towards a cause or position by presenting only one side of an
argument. Historically, it has been defined as "the systematic dissemination of information,
especially in a biased or misleading way, in order to promote a political cause or point of view".
Distinction: Advertising aims to sell, while propaganda aims to convince or make one believe an idea
or a cause. Advertising has an identified sponsor whose primary objective is to sell, differing from
public relations which doesn't primarily aim to sell and often has an unidentified sponsor. Some scholars
refer to advertising as a form of propaganda.

Features/Characteristics:

o

o

Commonality (Persuasion): Both share the common goal of persuasion.
Propaganda Characteristics:
=  Messages are often partly false and partly true.
» Usually repeated and dispersed over a wide variety of media to create a desired audience
attitude.
= Often selectively presents facts (lying by omission) to encourage acceptance of a desired idea.
» Coined to produce emotional rather than rational response.
= Aims for a change of attitude towards a political, religious, cultural, or commercial agenda.
»  Works through manipulation, blurring the line between truth and falsehood.
»  Attacks the "group" through "individuality," making individuals feel personally addressed to
encourage voluntary participation.
»  Must be present in the audience's life constantly, allowing little time for rational thought.
= [ts principles include being knowledgeable about events/public opinion, planned and executed
by one authority, considering propaganda consequences in planning actions, negatively
affecting the enemy's policy, credible messages, enhanced by prestigious leaders, proper timing,
and repetitive use of distinctive phrases/slogans.

Examples/History:



o

e Other Issues:
O

@)

o

o
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Origin of Propaganda: The word "propaganda" dates back to 1621-1623 or 1622. Pope Gregory XV
established the Sacra Congregatio de propaganda fide (Congregation for Propagating the Faith) to
spread Catholic ideals, initially a neutral term for disseminating information.

Shift to Negative Connotations: Became more negative in Protestant countries. In the early 20th
century, particularly during WWI and under totalitarian regimes (e.g., Nazi Germany), it became
associated with political indoctrination, massive dissemination of biased ideas, and deception. Joseph
Goebbels, Hitler's propaganda minister, was influential in its modern application.

Modern Examples:

Greek military junta (1967-1974) used propaganda with new words and slogans.

Post-WWII, discussions about social engineering techniques in advertising increased with
television.

US government's "War on Drugs" and promotion of elections.

Nazi propaganda machine under Joseph Goebbels.

Adolf Hitler's view: "Through clever and constant application of propaganda, people can be
made to see paradise as hell, and also the other way round, to consider the most wretched sort
of life as paradise".

Post-9/11, American domestic propaganda (e.g., "War on Terror").

Donald Trump's use of "alternative facts".

Advertising Examples: Coca-Cola and Pepsi are advertised globally. Absolute vodka's campaign made
it synonymous with imported vodka. Gillette used "The best a man can get" for its global Sensor shaving
system launch.

"Coin of Two Faces': Propaganda "is not essentially mischievous communication". It can be used for
noble causes (e.g., better hygiene, paying taxes, election participation, censuses) or bad causes
depending on the user's sanity.
Positive Uses in Advertising:

Used for public health recommendations, encouraging census/election participation, or
reporting crimes.
Public service advertisements (PSAs) market social concepts like health, safety, and national
security (e.g., "Friends don't let friends drive drunk," "Loose lips sink ships").
Promotes free speech, especially where it's suppressed.
Can be used to improve human dignity.
Five propaganda techniques identified in advertising:
» Bandwagon: Persuading consumers by showing others doing the same thing (e.g.,
Indomie noodles ad with healthy children).
» Testimonial: Using words from famous people or authority figures (e.g., "Nine out of
ten dentists recommend this toothpaste").
* Transfer: Selling a product using the name or picture of a famous person/thing without
their words (e.g., political ads using the American flag).
= Repetition: Repeating the product's name or idea multiple times until the recipient
believes it's the "only real thing".
= Use of Emotive Words: Using words that evoke strong feelings (e.g., Ralph Lauren
perfume ad using "romance").

Criticism against Propaganda:

Can cause disaffection and economic waste if recipients don't accept the idea.

Often associated with mind-control, brainwashing, and hidden seduction, denying
individuals the right to independent thought.

Extensive use can lead to public cynicism.

In wartime, conflicting propaganda can confuse forces.

Its task often disregards truth and validity.

Political marketing and "alternative facts" are seen as modern forms of propaganda.

Propaganda in International Advertising and Diplomacy:

Advertising uses many propaganda techniques.
In diplomacy, countries use propaganda to convince citizens, win friends, and gain allies.
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Techniques include gaining trust, simplicity and repetition, using symbols, concealment and
lies, exaggeration, and name-calling (e.g., US claim of Iraq's WMDs).

It is crucial for success in international advertising and diplomacy due to complex economic,
political, and cultural dynamics.

o Ethical Considerations:

The use of propaganda, especially in politics, has led to calls for an "evolving code of ethics
and practice'.

Propaganda is seen as operating by "psychological appeals" that circumvent individual
reasoning and rational choice, preying on emotions like fear, anger, grief, guilt, and revenge.
It aims to mobilize individuals using any tools, ideological, economic, or political,
disregarding truth and validity.

It has been described as "the greatest concerted attempt at psychological manipulation in all of
human history".
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Introduction to Editorial Column and Writing Editorial

Introduction to Editorial Column
Both columns and editorials are forms of journalistic writing that express opinion, but they have distinct characteristics.
e Column Writing:

@)
@)

Column writing is considered the hardest type of writing because it requires good thinking.

Unlike editorials, a column has the writer's byline, meaning the individual writer's opinion, along with
supportive facts, constitutes the story.

Writing a good column demands more than just articulating an opinion; opinions must make sense,
provide insight, be convincing, and be entertaining.

A column requires the writer to be almost like a lawyer, shaping a powerful argument to convince
readers (the jury) that their viewpoint (the client) is right. This requires breadth and depth of
knowledge and the ability to critically analyze.

Columns can be about anything that would interest readers and can be written in any way the writer
chooses.

Common column types include political commentary, local/metro, business/finance/economics, sports,
lifestyle/culture, humor/satire, international affairs/politics, and personal or interpretive columns.

o [Editorial Writing:

@)

O O O O

An editorial is an article written to express a person's views on a specific topic with the aim of
influencing readers' opinions.

Editorials are traditionally written by the editor(s) of the newspaper or magazine, though some venues
accept guest submissions.

Editorials reflect the views of the owners, managers, or board of directors of media companies.
They typically focus on important social, political, economic, or legal issues of the day.

Editorials are a form of persuasive writing and are usually found on the editorial page of newspapers.
Editorials often do not shy away from controversy, hoping to present issues, draw public response,
and attract new readership.

Editorials are different from letters to the editor because they have a more specific format and higher
professional expectations, including the necessity of a clear thesis statement.

e Distinction and Similarities:

o

o

While both are opinion pieces, a key difference is that a column carries the individual writer's byline
and opinion, whereas an editorial reflects the publication's stance and does not typically carry a
byline.

Both columns and editorials aim to persuade readers.

Both require facts and logic to support claims.

An editorial is similar to an essay in that it focuses on a specific issue, offers a thesis, and provides
evidence and arguments.

Writing Editorial: Definition
An editorial is an article written by or under the direction of the editor of a newspaper or magazine (or a statement
broadcast on radio/television) that expresses opinions on important contemporary issues. Its primary intention is to
persuade readers to agree with a particular point of view.
Writing Editorial: Features

e Thesis Statement: A good editorial always has a clear thesis statement that tells the reader exactly what the

editorial is about and the writer's stance on the issue. This can be one sentence or a whole paragraph.
e Argumentation:

o

Editorials must consider all sides of the topic. Focusing only on one side creates a lopsided, less
compelling approach. Addressing counterpoints allows the argument to explain why those counterpoints
are not persuasive.

Claims should be supported by facts and logic. Citing studies or historical references can strengthen
the argument.



o
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The editorial should offer benefits of agreeing with the proposed view, showing the reader how their
agreement is advantageous.

e Tone and Style:

o

The writer(s) should not be overly emotional. While personal feelings may motivate the piece,
arguments need more than just "it makes me happy" to support claims. For example, arguing for graffiti
as pleasant needs a case for it as art.

Editorials should be short, precise, and well-organized.

They are typically written in a direct approach, with the writer's opinion presented near the beginning,
followed by supporting evidence and reasoning.

The first-person plural voice ("we," "our") is most common and helps establish the writer's
credibility.

e Structure: An editorial generally follows an essay-like structure with:

o

@)
@)
@)

A title clearly identifying the topic.

An introductory statement capturing attention and stating the writer's view.

A body providing supporting evidence and examples.

A strong conclusion that recaps the argument, restates the thesis, reminds the reader why agreement is
beneficial, and provides a final appeal.

o Topics: Editorials can cover a range of topics, from political matters like military action or taxes, to societal
issues such as bullying, social media effects, or workplace changes.
Writing Editorial: Examples/History
e Historical Example of Argumentation: An example given for an editorial proposes a New Year's resolution
in December 1918 for the nation to pass the 19th Amendment, guaranteeing women the right to vote.

@)

It addresses the counterpoint that women lack the mental capacity to vote by referencing women's
contributions during the Great War, stating they demonstrated the same intellectual abilities and
productivity as men in munitions factories.

It argues for benefits, such as politicians being able to better represent the nation as a whole by granting
women the right to vote.

The conclusion would recap the argument, restate the thesis (women deserve the right to vote), and
reiterate how it benefits the nation.

e Historical Debates on Journalism's Role:

@)

@)

In the 1920s, Walter Lippmann and John Dewey debated the role of journalism in a democracy.
Lippmann saw journalists as mediators or translators between policy-making elites and the public,
filtering complex information for the masses who were too consumed by daily life to understand. He
believed the public would affect decisions through voting, with elites running the business of power.
Journalists would inform the public of elite actions and act as watchdogs, keeping the public at the
bottom of the power chain. Lippmann's view suggested a need for guidance from "patient and fearless
men of science" and denigrated the opinions of the majority and those in power.

Dewey, conversely, believed the public was capable of understanding issues and that decisions
should be made in a public forum after discussion and debate, where the best ideas would emerge. He
thought journalists should do more than just pass information; they should weigh the consequences of
policies. This idea evolved into "community journalism," where journalists engage citizens, experts,
and elites in content generation, assuming equality and valuing the shared knowledge of many. Dewey's
approach is often how many journalists perceive their role today, serving as watchdogs to enable
informed public decisions.

e Censorship and Press Freedom (India):

o

The Indian Constitution guarantees freedom of expression but with restrictions for communal and
religious harmony. The Information Technology Rules 2011 define objectionable content as anything
threatening national unity, integrity, defense, security, or relations with foreign states or public order.
In 1975, the Indira Gandhi government imposed press censorship during The Emergency, which was
removed in March 1977. A notable act of dissent was The Times of India's Bombay edition carrying an
obituary for "D.E.M O'Cracy" who "expired on 26 June" (the day the emergency was imposed).

A "defamation bill" introduced by Rajiv Gandhi in 1988 was withdrawn due to strong opposition.
Journalism's power can shape a nation, with people voting or making crucial ethical decisions based on
media reports. Journalists must wield this power with integrity, wisdom, and discretion, as it is a
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powerful force for change. The media's ideal role is to convey truth with integrity, passion, and
objectivity, respecting all opinions. Journalistic opinion pieces are a vital part of journalistic endeavour.
Writing Editorial: Guidelines
1. Planning the Editorial:

o Define the Issue: Clearly decide what issue you will write about and define it.

e Identify Audience: Consider who your intended audience will be (e.g., general readership or those holding a
particular view).

e Brainstorm Strategies: Think of ways to gain reader support, such as acknowledging current viewpoints,
listing benefits of your view, providing reliable evidence, and using sound reasoning.

e Develop Arguments: Create logical and ethical arguments, avoiding purely emotional rhetoric.

¢ Conduct Research: Gather information about your audience and collect evidence, examples, and support for
your viewpoint.

¢ Outline: Develop an outline before starting to write.

2. Writing the Editorial:

e Follow Pattern and Style: Adhere to the established pattern and style of editorial writing.

e Strong Introduction: Develop a strong introductory statement to capture attention and state your opinion.

¢ Logical Sequence: Use a logical sequence for presenting your arguments.

o Effective Conclusion: Write an effective conclusion to maximize the impact on the reader.

3. Editing the Editorial:

e Proofread: Look for spelling and grammatical errors.

e Critical Review: Read your editorial critically, identifying potential weaknesses, gaps in logic, or areas needing
more detail.

4. General Principles from Journalistic Ethics (Applicable to all Opinion Pieces):

e Seek Truth and Report It!

e Accuracy: Test information from all sources and avoid inadvertent error; deliberate distortion is never
permissible.

e Fairness: Diligently seek out subjects for their response to allegations.

e Source Reliability: Identify sources whenever feasible, and question motives before promising anonymity.

e Avoid Misrepresentation: Ensure headlines, photos, and quotes do not misrepresent, oversimplify, or highlight
incidents out of context. Avoid misleading reenactments unless necessary and labeled.

e No Plagiarism: Never plagiarize.

¢ Diversity and Inclusivity: Tell stories of human experience boldly, examine cultural values, avoid stereotyping,
and support open exchange of views. Give voice to the voiceless.

¢ Distinguish Content: Clearly distinguish between advocacy/commentary and news reporting, and between
news and advertising.

e Public Business: Recognize the obligation to ensure public business and government records are open to
inspection.

e Minimize Harm: Show compassion, use sensitivity with vulnerable sources, and recognize that news gathering
can cause discomfort. Respect private people's right to control information unless there's an overriding public
need.

¢ Independence: Be free of obligation to any interest other than the public's right to know. Avoid conflicts of
interest, refuse favors, and resist pressure from advertisers.

e Accountability: Be accountable to readers, listeners, and viewers. Invite dialogue, encourage grievances, admit
and correct mistakes promptly, and expose unethical practices of other journalists.

Other Issues

e Impact and Purpose: Good columns should attract many different readers and "speak" to them in an
appreciative way, often casually and conversationally. After reading a good column, the reader should know
something they didn't know before, and it should shed light on issues and provoke thought.

e Things to Remember for Columns:

o Conviction: Write with conviction, putting forward opinions as truly believed, arguing unequivocally,
and never sitting on the fence.
Focus: Maintain focus on one thing to make a strong impression.
Opposing Viewpoints: Understand and anticipate objections to your viewpoint, dealing with them
convincingly with sound reasoning.
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Facts and Analogies: Refer to facts from reputable sources without inundating readers. Use simple
analogies to illustrate complicated topics.

Criticality: Be critical of real people, not just concepts, which can create controversy but make the
column interesting (without libel or going overboard).

Reporting: The best columns typically involve some form of reporting to gain a better sense of what's
happening.

Localization/Personalization: Localize stories and tie them to personal experiences to make topics
more real, relevant, and memorable.

Passion: Be passionate, aggressive, even arrogant to an extent, to energize the reader.

Solutions: Don't just raise issues; suggest solutions. Columns that criticize without offering solutions
are considered useless, as readers seek insight and answers.

What NOT to do in a Column:

@)
@)
@)

Avoid big words and long sentences: Readers want easy understanding.
Avoid excessive length: Readers will stop reading if it goes on too long.
Avoid patronizing: Don't talk down to readers.

Writing Process for Columns:

@)

Perspective: Any perspective (first, second, or third person) is acceptable, but be consistent throughout
the column.

Capturing Attention: The first few words must grab the reader's attention, possibly using one or two
powerful words or an anecdote/story.

Middle: The middle contains supporting material (statistics, quotes, well-thought-out arguments) and
should cover all sides of the issue.

Ending: Conclude in a way that leaves the reader thinking, perhaps returning to an opening anecdote,
using a summarizing sentence, or making a strong point with a suggestion.

Criticism: Columnists, especially those taking a strong stance, must be ready for criticism and accept it, as
some readers may be offended and respond impolitely.



