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UNIT- I 

INTRODUCTION TO PRINT MEDIA 

Print media is one of the oldest and basic forms of mass communication. It includes 

newspapers, weeklies, magazines, monthlies and other forms of printed journals. A basic 

understanding of the print media is essential in the study of mass communication. The 

contribution of print media in providing information and transfer of knowledge is remarkable. 

Even after the advent of electronic media, the print media has not lost its charm or relevance. 

Print media has the advantage of making a longer impact on the minds of the reader, with 

more in-depth reporting and analysis. 

OBJECTIVES 

After studying this lesson, you will be able to do the following : 

 Identify the different forms of print media; 

 Discuss the history of early printing; 

 Describe the evolution of newspapers in India; 

 Differentiate between print and electronic journalism. 

Writing for Print Media 

Role of Print Media in Development Communication 

The vital role of communication in the development process has long been 

recognised. Effective communication with various stakeholders within and outside an 

organization is a key factor for organizational success. It is a fact that specialized knowledge 

is not enough to guarantee success; communication skills are also vital. Research, spanning 

several decades, has consistently ranked communication skills as crucial for managers. 

Communication is an exchange of words and meanings, a two-way process of sending and 

receiving messages. It is the process by which two or more people exchange ideas, facts, 

feelings or impressions in a way that each gains a common understanding of the message. 

Communication is a two way process where the message sent by the sender should be 

interpreted in the same terms by the recipient. Effective communication is a part and parcel of 

any successful organization. A communication should be free from barriers so as to be 

effective. 

Effective communication. 

Effective communication occurs when there is shared meaning. The message that is 

sent is the same message that is received. There must be a mutual understanding between the 

sender and the receiver for the transmission of ideas or information to be successful. 



Effective communication may be defined as: 

 Using language that is appropriate to others' levels of understanding. 

 Making sure others receive the information or knowledge intended. 

 Developing relationships with others. 

 Talking with others in a way that facilitates openness, honesty and cooperation. 

 Providing feedback. 

Communication can be either Oral or Written. Oral communication can be formal or 

informal. Generally business communication is a formal means of communication, like: 

meetings, interviews, group discussion, speeches etc. An example of Informal business 

communication would be the Grapevine. Written Communication would include - agenda, 

reports, manuals etc. 

Basic Communication Skills 

From the sender's perspective, one needs to have the following essential skills: 

 Skills to compose the message 

 Skills to send the message 

From the receiver's perspective one needs to have the following essential skills: 

 The skill of receiving a message 

 Without assumptions 

 Placing biases aside 

 Actively listening 

Thus, the elements of effective communication are: Listening; Verbal skills; Nonverbal skills. 

The characteristics of effective communication are: 

1. Clarity of Purpose: The message to be delivered must be clear in the mind of 

sender. The person to whom it is targeted and the aim of the message should be clear. 

2. Completeness: The message delivered should not be incomplete. It should be 

supported by facts and observations. It should be well planned and organized. No 

assumptions should be made by the receiver. 

3. Conciseness: The message should be concise. It should not include any 

unnecessary details. It should be short and complete.  

4. Feedback: Whether the message sent by the sender is understood in same terms by 

the receiver or not can be judged by the feedback received. The feedback should be timely 

and in personal. It should be specific rather than general. 

5. Empathy: Empathy with the listeners is essential for effective verbal 

communication. The speaker should step into the shoes of the listener and be sensitive to their 



needs and emotions. This way, the speaker can understand things from their perspective and 

make communication more effective. 

6. Message to be modified according to the audience: The information requirement 

by different people in the organization differs according to their needs. What is relevant to 

middle level management might not be relevant to the top level of management. Use of 

jargons should be minimized because it might lead to misunderstanding and 

misinterpretations. The message should be modified according to the needs and requirements 

of the targeted audience. 

7. Multiple Channels of communication: For effective communication, multiple 

channels should be used as it increases the chances of clarity of message. The message is 

reinforced by using different channels and there are less chances of deformation of message. 

8. Make effective use of Grapevine (informal channel of communication): The 

employees and managers should not always discourage grapevine. They should make 

effective use of grapevine. The managers can use grapevine to deliver formal messages and 

for identification of issues which are significant for the employees. The managers can get to 

know the problems faced by the employees and can work upon it. 

Communication is used as a tool to facilitate the participation of people in 

development activities. Knowledge and information are essential for people to respond to 

opportunities and challenges of social, economic and technological changes. However, in 

order to be useful, knowledge and information must be effectively communicated to people. 

7 Cs and 4 Ss of Communication 

In any business environment, adherence to the 7 Cs and the 4 Ss of Communication 

helps the sender in transmitting his message with ease andaccuracy. The 7 Cs are as follows: 

Credibility: If the sender can establish his/her credibility, the receiver has no problems in 

accepting his/her statement. Establishing credibility is a long-drawn out process in which the 

receiver, through constant interaction with the sender, understands his/her credible nature and 

is willing to accept his/her statements as being truthful and honest. Once the credibility of the 

sender has been established, attempts should be made at being courteous in expression. Much 

can be accomplished if tact, diplomacy and appreciation of people are woven in the message. 

Courtesy implies taking into consideration both viewpoints as well as feelings of the receiver 

of the message. A courteous message is positive and focused at the audience. It makes use of 

terms showing respect for the receiver of message and it is not biased. 

Completeness: The communication must be complete. It should convey all facts 

required by the audience. It is cost saving as no crucial information is missing and no 



additional cost is incurred in conveying extra message if the communication is complete. A 

complete communication always gives additional information wherever required. It leaves no 

questions in the mind of the receiver. There should be enough information to be useful to 

enable the reader use the technology or practice successfully after following the instructions. 

Important items should be included and all the steps in a process covered in enough detail. 

Complete communication helps in better decision-making by the audience/ readers/ receivers 

of message as they get all desired and crucial information. It persuades the audience. 

Clarity: Clarity of ideas adds much to the meaning of the message. The first stage is 

clarity in the mind of the sender. The next stage is the transmission of the message in a 

manner which makes it simple for the receiver to comprehend. As far as possible, simple 

language and easy sentence constructions, which are not difficult for the receiver to grasp, 

should be used. Scientific terms can be made simpler and jargon should be avoided. Clarity in 

communication enhances the meaning of message. A clear message makes use of exact, 

appropriate and concrete words. 

Correctness: If the sender decides to back up his communication with facts and 

figures, there should be accuracy in stating the same. The information must be truthful and 

accurate and the statements should be scientifically justifiable. A situation in which the 

listener is forced to check the presented facts and figures should not arise. Finally, the usage 

of terms should be non-discriminatory. In correct communication, the message is exact, 

correct and well-timed; a correct message has greater impact on the audience/readers; it 

checks for precision and accuracy of facts and figures used in the message and makes use of 

appropriate and correct language in the message. 

Consistency: The approach to communication should, as far as possible, be 

consistent. There should not be too many ups and downs that might lead to confusion in the 

mind of the receiver. The level of the language should be the same throughout. If a certain 

stand has been taken, it should be observed without there being situations in which the sender 

desires to bring about a change in his understanding of the situation. He should ensure that 

the shift is gradual and not hard for the receiver to comprehend. 

Concreteness: Concrete and specific expressions are to be preferred in favour of 

vague and abstract expressions. It should say when a particular technology or policy is 

appropriate? When it should not be used (eg: on which soils, at what altitude), and give an 

indication of costs and benefits. Abstractions or vague statements can cloud the mind of the 

sender. Instead of stating ―There has been a tremendous escalation in the sales‖, if the sender 

made the following statement: ―There has been an escalation in the sales by almost 50% as 



compared to last year‖, the receiver is more apt to listen and comprehend the details. 

Concrete message is supported with specific facts and figures; it makes use of words that are 

clear and build the reputation and concrete messages are not misinterpreted. 

Conciseness: The message to be communicated should be as brief and concise as 

possible. As far as possible, only simple and brief statements should be made. Excessive 

information can also sway the receiver into either a wrong direction or into inaction. 

Quantum of information should be just right, neither too much nor too little. Concise 

communication is both time-saving as well as cost-saving. It underlines and highlights the 

main message as it avoids using excessive and needless words. Concise communication 

provides short and essential message in limited words to the audience. A concise message is 

more appealing and comprehensible to the audience and is non-repetitive in nature. 

4 Ss : An understanding of the 4 Ss is equally important. 

Shortness: It is often said ―Brevity is the soul of wit.‖. If the message can be made 

brief, then transmission and comprehension of messages is going to be faster and more 

effective. Flooding messages with high sounding words does not create an impact. Often, the 

receiver has to spend his time trying to decipher the actual meaning of the message. 

Simplicity: Simplicity, both in the usage of words and ideas, reveals clarity in the thinking 

process. Using simple terminology and equally simple concepts would help. 

Strength: The strength of a message emanates from the credibility of the sender. If 

the sender himself believes in a message that he/she is about to transmit, there is bound to be 

strength and conviction in whatever he/she tries to state. 

Sincerity: A sincere approach to an issue is clearly evident to the receiver. If the 

sender is genuine, it will be reflected in the manner in which he communicates. 

Development Communication 

Development is about change. It could be about social or economic change for 

improvement or progress. It is about using communication to change or improve something. 

Different types of messages are used to change the socio-economic condition of people and 

are designed to transform the behaviour of people or for improving their quality of life. 

Development communication can be defined as the use of communication to promote 

development. 

Development Communication using Print media 

Media plays an important role in development communication through circulation of 

knowledge, providing forum for discussion of issues, teach ideas and skills for a better life. 

The history of development communication in India can be traced to 1940s when radio 



broadcast was done in different languages to promote development communication through 

various programmes like—Programs for Rural Audience, Educational Programs and Family 

Welfare Programs. As far as the print media is concerned, after Independence, when the Five-

Year Plans were initiated by the government for planned development, it was newspapers 

which focused on development themes. They wrote on various government development 

programmes and how the people could benefit from them. 

Print media and electronic media play a significant role in development 

communication of the country. Even after the advent of electronic media like radio and 

television, print media has not lost its charm or relevance. Print media has the advantage of 

making a longer impact on the minds of the reader with more in-depth reporting and analysis. 

The contribution of print media in providing information and transfer of knowledge is 

remarkable. Technological advances have made print media faster than before. 

General principles 

A. Know your purpose 

Why are you preparing this communication? What is your purpose – are you analyzing? 

evaluating? assessing feasibility? describing? advocating? What outcome are you looking for 

– to create awareness? to increase the level of information and knowledge? to change 

attitudes? to stimulate action? The first two are general educational purposes. The next two, 

however, go beyond education to include communication for influencing. What message do 

you want your audience to take away? 

B. Know your audience 

Identify who you are trying to reach with your message – your professors? Your peers? your 

employers? a diverse group with differing knowledge, perspectives and interests? the general 

public? concerned citizens? What is their background? Will they understand technical 

material or professional jargon? What is their point of view? How large is your audience? 

What do they expect from you? What are their information needs? What do they already 

know? What do they want to get out of it? Their purpose may be quite different from yours. 

Understanding their collective and individual needs and backgrounds – and adapting your 

content and approach accordingly – will help you ensure that your intended message is 

received. Put yourself in your audience‘s shoes. 

C. Be clear and concise 

You need a clear, concise and easy to understand message. Keep It Simple and 

Straightforward! Keeping it simple doesn‘t mean that it is elementary or trivialized. It means 



that you use plain language or explicit images effectively to convey your message. You 

should be able to summarize your main point or message in two or three concise sentences. 

Principles of Media 

 Share Valuable Content 

 Don‘t Just Promote 

 Post what you want to read 

 Create titles that Grab Attention 

 Understand the value Proposition 

 Always deliver on your promise 

 Make followers feel important 

 Give back to the community 

 Be personal where appropriate 

 Promote your social media 

 Sell the lifestyle 

 Respond and Engage 

 Maintain a consistent presence 

 Experiment with content 

 Choose your channels 

 Try new technologies 

 Create a professional brand 

 Go cross – niche 

 Don‘t try to cater to everyone 

 Use advertising 

 Work with partners / influencers 

 Use contests and other events 

 Offer discounts 

 Understand why people share 

 Write quality posts 

 Taking amazing photos 

 Automate what you can 

Style Sheet 

There is much more to writing a good essay than presentation. Good organization, a 

clear plan, attention to paragraphs and clear expression are all of paramount importance. 



However, poor or inconsistent presentation is a distraction to whoever is marking your essay, 

and can result in a lack of clarity, confusion, and loss of marks. Moreover, it is particularly 

important that you should provide clear and accurate references to the secondary and primary 

sources you use. This is not only to avoid the charge of plagiarism: all scholarly books and 

essays take part in a wider conversation, and you should enable your reader to follow up the 

ideas you mention. By giving references you are also showing that your argument rests on 

sound evidence. 

The following are some guidelines on presentation and referencing that we expect you 

to follow in your work for the School of English. Remember to leave ample margins for 

comments by the marker. Your essay should be typed not handwritten, and it should be 

double-spaced. 

General points 

i. Italicise book titles and the titles of plays and long (for example, epic) poems e.g. 

Middlemarch; Hamlet; Paradise Lost. 

ii. The titles of short poems, essays, articles and short stories should be given in 

inverted commas; e.g. ‗Among School Children‘; ‗Conflict in the Work of Emily Dickinson‘; 

‗The Secret Life of Walter Mitty‘. 

iii. Always use a reputable edition of the text, preferably the one mentioned on the 

module reading list or lecture handout. Editions on the internet are often inaccurate, may lack 

proper pagination, or may even be partly missing. There are some exceptions, but if in doubt 

consult your lecturer. 

iv. All spelling should be correct. There is no excuse for misspelling. 

v. Never confuse its and it’s. ‗It‘s‘ is a contraction of ‗it is‘. ‗Its‘ is the possessive of 

‗it‘ and, like similar possessives (‗yours‘, ‗theirs‘) it does not need an apostrophe. If you are 

in doubt about a sentence in which you have used ‗it‘s‘, try substituting ‗it is‘ and seeing 

whether the 

sentence makes sense. The whale was harpooned in it‘s side = the whale was harpooned in it 

is side. This is clearly wrong, so use ‗its‘. 

vi. Check all of your quotations for accuracy, and make sure that your sources are 

provided. 

vii. Be careful of your choice of words. Do not use a long or technical word that 

sounds impressive if you are not sure what it means. If in doubt, consult a reputable 

dictionary such as the OED. 



viii. Be careful of sentence structure. The following are not complete sentences and 

would not be acceptable in an essay: Although the poem is a strikingly original work. 

Considering Melville‘s style and his use of the first person singular. 

ix. Beware over-long sentences. If in doubt, read your sentence aloud to get a sense of 

its shape and break it into shorter sentences if it seems awkward. 

Quotations 

a. Prose 

If you are quoting a small amount, simply include this in the text with inverted commas 

around the quoted portion. 

Example: 

As Melville wrote, ‗Better sleep with a sober cannibal than a drunken Christian‘. For a longer 

quotation, indent the block of quoted text; do not centre it. When you indent, inverted 

commas are not necessary. 

Example: 

As Melville wrote: 

For all his tattooings he was on the whole a clean, comely looking cannibal. What‘s all this 

fuss I have been making about, thought I to myself – the man‘s a human being just as I am: 

he has just as much reason to fear me, as I have to be afraid of him. Better sleep with a sober 

cannibal than a drunken Christian. 

If you miss out some of the quotation, perhaps because it is less relevant to your argument, 

indicate this in the text using an ellipsis of three dots. 

Example: 

For all his tattooings he was on the whole a clean, comely looking cannibal. What‘s all this 

fuss I have been making about, thought I to myself – the man‘s a human being just as I am ... 

Better sleep with a sober cannibal than a drunken Christian. 

b. Poetry. 

When you quote more than two or three lines, indent the text block. Do not centre or italicise. 

Make sure that you quote accurately, paying special attention to the ends of lines. 

Example: 

As Yeats puts it: 

Poet and sculptor, do the work, 

Nor let the modish painter shirk 

What his great forefathers did, 



Bring the soul of man to God, 

Make him fill the cradles right. 

If you are quoting only a couple of lines, there is no need to indent; simply place the 

quotation in your text as with any other quotation. If there is a line break, signal this with a 

slash. 

Example: 

In ‗Under Ben Bulben‘ Yeats wrote that the ‗modish painter‘ should not ‗shirk/What his great 

forefathers did‘. If you find you are quoting a great deal from one text (for example if your 

essay is focussed on a specific novel), you can use an abbreviated form of the novel‘s 

title, or insert a page number in the text. This will reduce the number of notes and will help 

the essay to flow more easily. 

Style Sheet 

I. EDITORIAL POLICY 

History and Theory accepts no responsibility, and contributors themselves must bear 

full responsibility, for opinions expressed in contributions published in the journal. 

Nevertheless, because the journal publishes no letters to the editor, nor any other exchanges 

in which individuals may rebut comments about them, we have a responsibility not to publish 

injurious comments. We will not publish comments that are gratuitously offensive or 

damaging to individuals or groups, nor comments that deal with personal attitudes or politics 

(except where books under review have these as their subject matter). We have no word 

limits as such, but successful articles are generally in the 8,000- to 10,000-word range, 

including notes, 200- to 300-word abstract, and 6 to 8 keywords. We try to make decisions on 

submissions within six months of receipt, but sometimes it may take somewhat longer than 

this, particularly if we decide multiple readings are needed. 

II. PREPARATION OF COPY 

Please put your name, address, telephone, fax, email address, and number of words in 

the article, including notes, abstract, and keywords in the left-hand corner of the first page of 

the copy submitted. Retain an exact copy of your contribution. Please email your submission 

as an attachment to: historyandtheory@wesleyan.edu; please do not send a paper copy as 

well. 

Use double-spacing throughout, including notes. Number footnotes (not endnotes) 

consecutively throughout. Please include a 200- to 300-word abstract and six to eight 

keywords as part of your submission. 



Writing the Body  

Module Description:  

This module explores representations of the body through a focus on twentieth 

century African American literature and culture. The module introduces students to a variety 

of literary, historical and cultural contexts ranging from early slave narratives to the Harlem 

Renaissance, the civil rights movement and beyond. The module will also introduce various 

theories of the body which can be used in a wide range of contexts, including feminist writing 

on beauty, critical approaches to race, and theories of witnessing, pain, and visual culture. A 

key concern of this module is the intersection of literature with other art forms so we will 

consider literary writing by authors such as Toni Morrison, Langston Hughes, Zora Neale 

Hurston and Ralph Ellison alongside radio extracts by Alice Walker, photography by Carrie 

Mae Weems, and music by Louis Armstrong, Nina Simone and Billie Holiday. No prior 

knowledge of African American writing is required for this module.  

Preparation for the Module:  

Primary texts: Please purchase or borrow a library copy of the primary texts listed below 

in advance of the module (these editions are preferred but not required). These texts are also a 

good place to start your preparatory reading for the module:  

 Harriet Jacobs. Incidents in the Life of a Slave Girl. London: Penguin, 2000.  

 Toni Morrison. Beloved. London: Vintage, 2005.  

 Zora Neale Hurston. Their Eyes Were Watching God. London: Virago, 2004.  

 Ralph Ellison. The Invisible Man. London: Penguin Classics, 2001.  

 Toni Morrison. Song of Solomon. London: Vintage, 1998.  

 Langston Hughes. Selected Poems. London: Serpent‘s Tale, 1999.  

Secondary reading: Scanned copies of secondary texts and further reading lists can be 

downloaded from the VLE. The ‗Eyes on the Prize‘ documentary (14 episodes) gives a very 

useful introduction to the African American civil rights movement. 

In scholarship, a secondary source is a document or recording that relates or discusses 

information originally presented elsewhere. Secondary sources involving generalization, 

analysis, interpretation, or evaluation of the original information. The most accurate 

classification for a 



Module Overview:  

For a full weekly reading list including secondary texts please email the module convenor.  

1. Why study the body? African American contexts and beyond  

Langston Hughes, Selected Poems. London: Serpent‘s Tale, 1999.  

Nina Simone. ―Ain‘t Got No / I Got Life.‖ 1968.  

Sojourner Truth. ―Ain‘t I a Woman.‖ 1851.  

2. Slave Narratives and the Body in Pain  

Harriet Jacobs. Incidents in the Life of a Slave Girl. London: Penguin, 2000.  

3. Flesh, Scars and the Body as a Site of Memory  

Toni Morrison. Beloved. London: Vintage, 2005.  

4. Scientific Racism and Visual Displays of the Body  

Middleton A. Harris, Morris Levitt, Roger Furman and Ernest Smith (ed). The Black Book. 

New York, Random House, 1974.  Carrie MaeWeems. From Here I Saw What Happened and 

I Cried. 1995-96. [Photographs online].  

5. Looking Closely: Their Eyes Were Watching God  

Zora Neale Hurston. Their Eyes Were Watching God. London: Virago, 2004.  

W.E.B. Du Bois. ―The Criteria of Negro Art.‖ The Crisis 32. 1926: 290-297.  

6. Violence and Witnessing: Literatures of Lynching  

Richard Wright. ―Between the World and Me.‖ Partisan Review. 1935.  

Ralph Ellison. ―A Party Down at the Square.‖ Flying Home and Other Stories. Ed. John F. 

Callahan. New York: Random House, 1996.  

Billie Holiday. ―Strange Fruit.‖ 1939.  

7. Masculinity and Invisibility  

Ralph Ellison. The Invisible Man. London: Penguin Classics, 2001.  

Louis Armstrong. ―(What did I do to be so) Black and Blue.‖ 1929.  

8. ‘Black is Beautiful’ and Beyond  

Toni Morrison. Song of Solomon. London: Vintage, 1998.  

Malcolm X. ―Hair.‖ The Autobiography of Malcolm X. London: Penguin, 1968. 

Methods of media 

Media theories provide the framework for approaching questions about media effects ranging 

from as simple as how 10 – year – old boys react to cereal advertisements to as broad as how 

internet use affects literacy. Once researchers visualize a project and determine a theoretical 

framework, they must choose actual research methods. Contemporary research methods are 



greatly varied and can range from analyzing old newspapers to performing controlled 

experiments. 

HEADLINE 

The press is one of the most important forms of expression available. In the last few 

years, emphasis has been put on the need to incorporate newspapers into education as an 

instrument for transmitting knowledge and as a means of establishing significant links 

between pupils and society. Ultimately, it is reasonable to maintain that one of the central 

aims of any educational system is to produce citizens capable of understanding aspects of the 

world around them. However, in spite of this laudable aim, hardly any fundamental links 

have been set up between the cognitive investigation of text comprehension and didactic 

experience with text books in schools. There has been only limited interest in an area that we 

consider to be essential: theway that readers understand and recall newspaper articles and 

how text variables influence readers‘ comprehension of the articles. 

HEADLINE FUNCTION 

Cognitive psychological research has provided an increasingly precise understanding 

of the factors that influence the comprehension of written material, such as its structure or the 

role played by summaries and titles. These aspects have been widely researched in academic 

and scientific texts. One of the areas of text comprehension investigation which has most 

interested psychologists and researchers concerns the processes that occur during the 

comprehension and summarising phases. A generally acknowledged tendency consists of 

habitually using the summary in order to emphasize and organize themost relevant contents 

of the text. Although the summaryconcept is imprecise, the summaries themselves hold a 

significant place in scientific texts while their effectiveness in improving comprehension and 

recall is generally recognised (Hartley & Trueman 1983). So, when we comprehend a 

passage, we tend to form a nucleus of information, a core concept which represents a general 

vision of the text. This core information forms the ‗macrostructure‘. Although there exist 

several theories concerning the interpretation of the effects associated with the improvement 

in comprehension and recall brought about by the initial summary, perhaps the 

macrostructural version put forward by Kinstch & van Dijk (1978; van Dijk & Kinstch 1983) 

is the most widely accepted. According to this theory, the initial summary assists the memory 

by operating like a ‗retrieval programme‘. In this way the summary helps to create a concise, 

organized mental representation of the text. 

This theory states that the correct processing of a summary has at least two positive 

effects on the memory. On the one hand, it tends to reduce the information storage of the text 



macropropositions expressed in the summary. On the other hand, the retrieval is made easier 

by the integrated structure of the macropropositions already stored. The storage and retrieval 

of the macropropositional contents will certainly be more enhanced than those of the 

micropropositional contents, the latter being identified with information relating to detail. 

Thesemacrostructuralmechanisms can also be applied to the study of titles.Asignificant 

number of theoretical and empiricalworks suggest that the introduction of well-written 

headlines or headings equally promotes both the comprehension and the correct processing of 

written information. 

TYPES OF HEADLINES 

1. The Direct Headlines 

This type of headline is direct, and goes straight to the heart of the matter, without any 

attempt at cleverness. 

2. The Indirect Headline 

This type of headline uses curiosity to raise a question in the reader‘s mind. The answer to 

such question is revealed in the body of the article. Often a double meaning is utilized, which 

is useful online. 

3. The News Headline 

This headline is pretty selfexplanatory, as long as the news itself is actually, well… news. A 

product announcement, an improved version, or even a content scoop can be the basis of a 

compelling news headline. 

4. The How to Headline 

This type of headline is effective both online and offline. Bly says that ―Many advertising 

writers claim if you begin with the words how to, you can‘t write a bad headline.‖ 

5. The Question Headline 

It must do more than simply ask a question. According to Bly, it must be a question that the 

reader can empathize with, or would like to see answered. 

Whether the reader‘s answer to this headline is ―yes‖ or ―no,‖ he will be curious to find out 

what this behavior means, and will most probably keep reading. 

6. The Command Headline 

This headline boldly tells the prospect what the reader has to do. The first word should be a 

strong verb demanding action. This type of headline is best used when the information, 

product or service you are writing about eliminates the need for some equipment, a difficult 

task, or a big expense. 



7. The Reason Why Headline. 

This type of headline is useful when the body of the article consists of a numbered list of 

product features or tips, which you then incorporate into the headline. 

8. The Testimonial Headline 

This headline is effective because it presents outside proof that you offer great value. This 

involves taking what someone else has said about you, your website or service, and using 

their actual words in your headline. Using direct quotes lets the reader know that they are 

reading a testimonial. The body of the article should discuss further the testimonial quote. 

Typography 

Typography is a fundamental principle of good design. Whether you are designing for 

print or the web, good typography helps balance the visual structure of your design between 

the content and the visuals. Apply these eight elements of typography to make sure your 

viewer can navigate through your content the way you have intended. 

1.Color contrast 

Good color contrast may seem like an elementary concept, but there are some easily 

overlooked things to note when selecting colors for your typography and overall design. 

Contrast is not achieved simply by finding two very different colors. Just because two colors 

are different doesn‘t mean they will provide good contrast if their value is the same. 

2. Font Size 

Print design, 10 pt font for body copy is generally accepted, but on the web, we deal 

in pixels. The equivalent of 10pt is 13px and this is a good size to stick with for body copy on 

the web. Anything smaller than these sizes will be too small for the average viewer to read. 

Of  course, keep your audience in mind. If you are designing a website or brochure for a more 

mature audience, make your type bigger – your viewer will be happy you did. 

3. Leading 

Leading is the space between lines of text – what web designers refer to as line height. 

The world leading originated when type was set by hand in printing presses. Lead strips were 

put between lines of type to add space. Without space between lines of type, it becomes 

difficult for the viewer to read and follow from one line down to the next. Adding too much 

space makes large sections of text tedious to read. 

In print design, standard leading is 120% the point size of the front (10 point type / 12 point 

leading, 12 point type / 14.4 point leading). In web design, a good line height is also about 



120%. In both print and web design, this percentage can vary slightly based on the typeface 

used depending on the x- heights, ascenders and descenders of each letter from. 

4. Kerning 

Kerning is the process of adjusting the space between individual characters. The goal 

of kerning is to achieve more balanced type – equalizing the appearance of whitespace 

between characters. This is especially important in headers and large type. While not as 

important paragraphs of small type, kerning can be quite functional when you are attempting 

to avoid line breaks in your design. 

5. Hierarchy 

Web designers often establish typographic hierarchy by using the tags <h1>, <h2>, 

and so on. Hierarchy isn‘t size alone, but has more to do with the prominence of your 

typographic elements relative to each other. This could be achieved by using a different 

typeface, a contrasting color, white space or size. Achieving good hierarchy should generally 

start with a sketch where you layout what your most important visual element is down to your 

least important element. 

6. Whitespace 

White space, or negative space is the space between elements in a composition. If 

your typography and other design elements are dense and too close together, your content 

will become difficult to read. This is where whitespace comes in. I hear a lot of my clients 

telling me to fill in those empty spaces or to not waste the space, but white space is a very 

intentional component of good design. 

7. Serif vs. Sans Serif 

Print designers have always debated which font is earlier to read – serif or sans serif. 

The truth is, there is no evidence to support that earlier one is more legible than the other in 

print. Some say sans serif fonts should be reserved for titles and headers and serif fonts 

should be used for body copy, while just as many others say the exact opposite. 

8. Using Webfonts 

In the recent past, typography on the web was limited to web safe or system fonts. If 

you were to design a website using the typeface Akzidenz – Grotesk, hardly anyone would 

have in installed on their computer and as a result, your visitors would see your text in 

Helvetica or more likely, Arial – whichever typeface they had installed on their system. In a 

vain attempt to compensate for everyone on every system (even the Linux users) we would 

create fallback fonts on top of fallback fonts – a sort of Russian Roulette for typeface. 

The importance of Typography in Print media: 



The importance of Typography in print it is often overlooked. Typography is 

extremely important in printed marketing materials, whether a leaflet or a poster, your printed 

marketing materials have to be reader friendly. 

 Evoke feelings and emotions 

 Reduce eye fatigue 

 Communicate clear messages 

 Main types of font 

 Serif 

 Sans serif 

 Script 

 Hand Lettering 

METHODS OF PRINT MEDIA 

OBJECTIVES 

The main aim of this unit is to project the specific characteristics which accord 

credibility to print media among the readers in our country and at the same lime bestow upon 

them some social respdnsibility. After going through this unit you will be able to: 

 Describe the current status of the print media in India; 

 Identify the developments of commercialisation and new printing technologies after 

Independence;  

 Underline the role of small newspapers in enlightening readers on how to exercise 

their right to franchise;  

 Emphasise the need for maintaining professional and ethical discipline in media 

operations and note the role of the Press Council of India in this connection; and  

 Indicate the future prospects of the print media. 

PRINTED WORD IN INDIA 

The printed word, as a carrier of knowledge, information and news stories was in 

vogue in China, Korea, and Japan a thousand years ago. As a commercial and widespread 

technology, however, it found application in the 16th century in Europe when Johannes 

Gutenberg of Mainz (Germany) streamlined the process by using, 1) movable metallic types 

(upper and lower case), 2) screw' type of printing press, 3) ink drawn from paint, dye and 

other substances, and 4) the printing surface which was higher than the non-printing surface 

and the contact with the paper was direct; the technology was called relief printing. People, 

however, considered the identical reproduction of pages as a black magic. To remove the 



fear, the publishers concentrated in the beginning on the printing of Bible and other religious 

books.  

In India, printing came first to Goa in 1556 and then moving along the cuastal towns, 

it finally penetrated into Calcutta and inland provinces. The first English newspaper, James 

Angustus Hicky's Bengal Gazette was published in Calcutta in 1780. The first language book 

was the grammar of the Bengali language. Although the first Bengali language newspaper 

appeared in 1816 for a short while, the regular Indian-~owned language newspapers were 

started by Raja Ram Mohan Roy in 1822; he is rightly known as the father of Indian language 

journalism in India. 

CHARACTERISTICS OF PRINT MEDIA 

One of the chief characteristics of print media is that they offer extensive news 

coverage and in-depth treatment of themes. They provide a larger variety of coverage, 

through different kinds of writings, than any other media in India. There are plenty of 

backgrounders, field based interviews, spot inquiries and feedback interviews, and incisive 

comments. Besides special articles, syndicated reports, and features, there are special sections 

for sports and business. Then there are review columns for books, films, media, and art. For 

those seeking light reading material, Elementsin Mass Media there is a great variety of 

humour, fun, comics, and satire. Understandably good newspapers are described as Readers 

University.  

The main weakness of the print media is that they can be read only by the literates and 

their number is still small in our country. Secondly, 93 per cent of the newspapers are 

concentrated in urban areas. Thirdly, the increasing rise in the price of newspapers and 

magazines prevents a large number of our people purchasing them. Luckily, thanks to the 

practice of people sharing newspaper and magazine copies, the total number of readers far 

exceeds the number of copies sold. The electronic media, specially TV, are dominating in the 

United States and other Western countries by providing instantaneous news and 

entertainment; they are reported to be the main sources of news. In India, however, the print 

media still enjoy greater credibility and social respectability than other media. The reasons 

are obvious. Doordarshan and All India Radio are yet Government owned and controlled.  

The newspapers, on the other hand, are in private sector and enjoy comparatively 

greater freedom. That is why people place more reliability on the newspaper version. Even 

the government sources woo the journalists for wider coverage of their activities. The print 

media have an added advantage; ease and convenience in using them. People can read 

newspapers and magazines wherever and whenever it is convenient to them- at home, in 



transit, in office or back at home in the evening. That is not possible in case of the electronic 

media, for they are time scheduled. If one fails to see a programme on TV at a given time, 

one misses it forever unless the programme is recorded. The old issues of printed media can 

be easily preserved in the libraries.  

Current issues of prominent or well produced magazine are displayed even in the 

drawing rooms of the urban elites. The actual number of readers of the magazines and 

periodicals is more for they change hands at the magazine parlours as also among the 

subscribers. In our country, interestingly, even the old issues of newspapers and magazines 

are saleable at a discounted price. 

Commercialisation 

The national newspapers, during the British period, functioned primarily with a 

missionary zeal and acted as the voice of fighters and stimulated the movement through 

advocacy journalism. They underwent a significant change after Independence. Having 

successfully helped the nation to win freedom, the missionary zeal of the newspapers 

evaporated. Journalism in India, like elsewhere, had already become a publishing industry.  

The cost of production and distribution was increasing fast in India; so were wages of 

journalists and others engaged in newspaper production. The competition too was growing. 

Although the two Press Commissions stressed "public utility service" as the main attribute of 

a good press, they did not completely sidetrack the financial aspect because without financial 

viability the freedom is not possible. The theory of delinking of the press from business 

houses engaged in other industries was not accepted by the newspaper magnates. 

New Printing Technologies 

The induction of modern printing technologies has brought about a new climate of 

working in the print media organisations. If of coursevaries from unit to unit, depending upon 

the nature of technology employed. In big organisations, reporters now type their copy 

straight on the computer linked with video terminals (that is, the electronic type-setting 

machines) and not on the mechanical typewriters. The next stage is to prepare the layout, 

page by page, again by the video process. The final copies of pages are sent to the bigger 

computer which transmits them to the specially sensitive plates for printing. The desk is no 

more clustered with edited copies or proof read material. There is no noise of whirling 

machines or that of the deafening rotaries. No storage of galleys or stereo plates used in the 

former rotary printing. No spoiling of hands by the lead. The front portion of a newspaper or 

a printing press resembles the office of a bank or any other corporate office. The copies of 

newspapers, you read at home, are now elegantly printed, bearing creative typrographical a@ 



layout designs. ~n'facpt rinting today has became a graphic art. Whether you are browsing 

through The Times of India, Saptahik Hindustan, India Today, Swagat, Nai Duniya, Aaj or 

Tribune, it is a pleasing exercise in eye scanning. 

 

UNIT – II 

Writing for New Media 

Introduction to New Media  

New Media is a broad term in Media Studies that emerged in the later part of the 20th 

century to encompass the amalgamation of traditional media such as film, images, music, 

spoken and written word, with the interactive power of computer and communication 

technology, computer-enabled consumer devices and most importantly the Internet.  

There are many promises related to the term. For example, new media holds out a 

possibility of on-demand access to content anytime, anywhere, on any digital device, as well 

as interactive user feedback, creative participation and community formation around the 

media content. Another important promise of new media is the ―democratization‖ of the 

creation, publishing, distribution and consumption of media content. New media is 

distinguished from traditional media by the digitizing of content into bits. There is also a 

dynamic aspect of content production which can be done in real time.  

New Media has revolutionized the nature and pace of human interaction across the 

world, which is increasingly assuring the contours of a ―Global Village‖.  

The new media such as Internet, Computer, Cell Phones, Social networking, Skype, Blogs, 

and Video Conferencing are bringing noticeable changes in Indian Society.  

Definitions of New Media  

- the language of new media is based on 

the assumption that, in fact, all cultural objects that rely on digital representation and 

computer-based delivery, do share a number of common qualities. New media is reduced to 

digital data that can be manipulated by software as any other data. New media operations can 

create several version of the same object.  

-

―new media today can be understood as the mix between older cultural conventions for data 

representation, access, and manipulation and newer conventions of data representation, 

access and manipulation‖. E.g. film software is used in some areas of production, while in 

others it is created using computer animation.  



sly executed manually or through 

other technologies‖ – computers are huge speed-up of what were previously manual 

techniques .e.g. calculators. ―Dramatically speeding-up the execution makes possible 

previously non-existent representational technique.‖ This also makes possible of many new 

forms of media art such as interactive multimedia and computer games. ―on one level, a 

modern digital computer is just a faster calculator, one should not ignore it‟s other identity: 

that of a cybernetic control device.  

Origin and growth of New Media  

Since the days of the earliest known aboriginal petroglyphs in Australia around 

80,000 B.C and the cave paintings in Altamira, Spain 60,000 years later, people have used 

technology as a medium to communicate across space and time. In the modern world, some 

trace the origins of New Media Technology to the birth of the information society in 1956, 

when for the first time more than 50 % of the US workforce was employed in the service 

sector. The Burroughs Corporation manufactured the E101, the first desktop computer: In the 

four decades since then, the world‟s communication system had changed dramatically. ―By 

the end of the 1980s, ―globalization‖ had become the term for accelerating interdependence. 

(John Pavlik, 1995)  

Until the 1980‟s, media relied primarily upon print and art analog broadcast models, such as 

those of radio and television. The last 25 years have seen the rapid transformation into media 

which are predicated upon the use of digital computers, such as the Internet and computer 

games. The use of digital computers has transformed the remaining „old‟ media, as suggested 

by the advent of digital television and online publications.  

THE COMPUTER REVOLUTION:  

One of the technical foundations of the information society is the computer. By 

changing the way we live, work and play, the computer has irrevocably altered the fabric of 

the society. From the living room to the board room, computers have changed both how we 

spend our time and how we make our money. The computer has become both a metaphor and 

a direct representation of the automation of thinking and processing of the information.  

Although it is in many ways the ultimate symbol of the post modern information society of 

the 20th century, the computer has a history that stretches back to at least the early 1600s. 

German mathematician Wilhelm Schickard created in 1623, the original automatic computing 

device, the first mechanical calculator employing a set of metal wheels to tabulate numbers. 

Two centuries later, in 1823, English inventor Charles Babbage conceived a steam-powered 

digital machine, although the device was not built until 1880 by Herman Hollerith who 



named it the ―Electromechanical Tabulator‖. Also in 1880, Scottish physicist Lord Kelvin 

introduced the idea for an analog computer. (John Pavlik, 1995)  

THE INTERNET REVOLUTION:  

The most important impact of the computer on society has been generated by the 

Internet. The origin of the Internet is traced to the Cold War era. Because the US Pentagon 

feared a nuclear attack from the Soviet Union, computer scientists designed and implemented 

ARPANET, the predecessor of the Internet. (Arvind Singhal, 2001)  

CELL PHONE REVOLUTION:  

Personal Communication Networks and Services (PCNs):  

In 1993, the FCC (Federal Communication Commission) approved and allocated 120 

megahertz of spectrum for the creation of personal communications services. Pocket phones 

are among the first services to compete with phone companies for house-to-house wireless 

service, as well as cellular communications which have just 40 megahertz of spectrum. The 

Kiplinger Washington Letter had predicted that wireless office computer networks will be 

available within three to five years. Cellular communications is an over-the-air delivery 

medium currently used for telephone services, including voice, data transmission, and fax 

communications.  

SOCIAL MEDIA  

A social networking service is an online service, platform, or site that focuses on 

building friendly social networks or social relations among people. For example: sharing 

interests and activities. A social network service essentially consists of a representation of 

each user, his or her social links, and a variety of additional services.  

Social media dates back almost to 1969 with the role of CompuServe as the beginning. Its 

origin can be found in blogging, Google, AOL, ICQ, and World Wide Web.  

New Media social network services are web based and provide means for users to interact 

over the internet, such as e-mail, instant messaging and chatting. Online community services 

are sometimes considered as social network services, though in a broader sense, social 

network service usually means an individual-centered service whereas online community 

services are group-centered. Social networking sites allow users to share ideas, activities, 

events and interests within their individual networks.  

Types of New Media  



New media communication includes websites, chat room, bulletin board services 

(BBS) and e-mail list servers. Mobile phone technology has created the ability to send text 

messages via a short message service (SMS) or via a more sophisticated multimedia message 

service (MMS) where users can share pictures or video clips as easily as text. Wikipedia itself 

is one of the best examples of New Media. Other examples include Internet, Computer, 

multimedia, computer games, e-mail, Video conferencing, Blogs, Skype, Search engines, 

Social network sites( face book, twitter etc), Smart phone- iphones, ipod, You-tube, What‟s 

App, etc.  

The Internet  

The most important impact of the computer on society has been generated by the 

Internet. Many observers consider the Internet one of the great transformational technologies 

(ranking with the steam engine, railroads, electricity, etc) that at first challenged, and then 

fundamentally changed, the way that people learn, play, create, communicate and work. 

Internet is now reaching beyond the realm of computer needs and enthusiasts, scholars and 

researchers, to the ordinary consumer.  

Cell Phone  

Cellular communications is an over-the-air delivery medium currently used for 

telephone services, including voice, data transmission, and fax communications. Through 

convergence, cellular technologies are now built into portable computers, making nomadic 

computing, or mobile computer communications, a reality. Emergency communications to 

anyone, anywhere, anytime has been made possible by the mobile phones  

Skype  

Skype is a popular voice-over-IP (VoIP) application that offers free telephone calls 

between computers and inexpensive calls between computers and telephones along with other 

services. Skype allows one-on-one calling or video-chat or multi-party videoconferencing.  

Blogs  

Blog is a very popular online journal, short for Web log. Blogs are free-flowing 

journals, kind of ―literary self-expressions‖, in which bloggers spout their opinions, criticize 

and laud public policy, opine about what‟s happening in the online and non-online worlds, 

and connect visitors to essential readings. Anyone can write personal commentary on any 

subject on blogs. Some of the services are Word Press Blogger, Type pad, Live Journal and 

Square space. Most blogs allow readers to post their comments.  

 

 



Video Conferencing  

Video conferencing is interactive two-way visual and audio communication over a 

distance. It is often referred to as ―Video Conferencing‖ or ―Video Teleconferencing‖, both 

of which mean the same thing. It is one of many technologies with in the domain of ―Video 

Communications‖ including Broadcast television, Video streaming, Video Assessment and 

Video Collaboration.  

These technologies, once considered as distinctive components are converging today, 

so that the point at which one technology stops and the next begins is no longer clear.  

Google  

Google is the largest and most well known search engine on the Web. Google has 

various services like Google Search, Google News, Google Images, Google Tools, Google 

Apps, Google Earth, and Google Mail etc. Google handles hundreds of millions of queries 

everyday through its various services.  

Advantages of new media  

The New Media facilitates several advantages to the user such as, it is easy to make 

contacts all over the world, it offers fast access to communication and information, helps to 

learn new things i.e. new culture and new languages, it allows any individual to become a 

member, it enables chatting and transmission of messages. The New Media is highly 

economical and it also creates awareness on developmental factors. Finally it builds 

confidence and social interaction among people.  

Recent trends in New Media  

From virtual reality to the information highway, the New Media technology landscape 

is as diverse as it is fast changing. These New Media are radically transforming almost every 

aspect of how and with whom we communicate. Each year the pace of technological change 

seems to accelerate, as bold new technological advances are announced nearly every day.  

Online services  

Online services initially were business experiments designed to streamline operations 

such as hotel reservations. Thus computerized information transmitted by telephone lines for 

display on a remote terminal was born. However, online services now proliferate and their 

purpose and quality vary greatly. Online services are the area of greatest growth. Most of the 

growth is web-based, and services may be provided free or for a fee. The services vary from 

specialized financial services to web-based banking, from entertainment to shopping online 

from news to parodies to news. Audio and video images can be downloaded, and sites can be 

individually created.  



COPY READING SYMBOLS 

Although a significant amount of editing and proofreading is now done using tools 

such as Microsoft‘s track changes feature and Adobe‘s commenting tool, you may find 

yourself faced with traditional proofreading marks and symbols on a printed document 

someday. 

The following list shows some of the most common proofreading marks and symbols 

used by proofreaders and editors and explains their meaning (note that some proofreaders 

will use different symbols than those shown here; if you see a symbol on a document and you 

are not sure what it means, ask your proofreader). 

Insert something; the text to be inserted will likely be provided in the margin 

 Delete 

 Close up space 

 Delete and Close up 

 Add space 

 Transpose 

 Spell out 

 Make uppercase 

 Let stand 

 Make equal space 

 Insert a comma 

 Insert semicolon 

 Insert colon 

 Insert hyphen 

 Insert en dash  

 Insert em dash 

 Insert apostrophe 

 Insert question mark 

 Insert exclamation mark 

 Insert parentheses 

 Insert brackets 

 Insert quotation marks 

 Set as bold 

 Set as italics 

 Wrong font 



 Move left 

 Move right 

 Move up 

 Move down 

 Center 

 Begin paragraph 

CONTENT CREATION 

Content creation is the single most time – consuming responsibility for today‘s 

content marketers. When you break down our day – to –day workflow, creating great content 

is our chief responsibility, and the best way for us to engage with our audience and influence 

revenue. Not to mention that‘s how we earn our keep. 

What is content creation? 

Content creation is the process of identifying a new topic you want to write about, 

deciding which form you want the content to take, formalizing your strategy (keyword or 

otherwise), and then actually producing it. 

How to Generate Content Ideas 

 Find opportunities through keyword research. 

 Solicit customer feedback. 

 Put yourself in your audience‘s shoes. 

 Brainstorm with larger groups in your org. 

 Investigate what your competition is writing about. 

Here are a few other questions we recommend asking yourself during the planning 

stage: 

What persona am I targeting with this piece of content? 

What stage of the buyer‘s journey will this piece of content speak to? 

How much time and money can I invest into creating this piece of content? 

TECHNICAL WRITING 

Objective 

 Share principles & experience accumulated as ... 

 Researcher 

 Editor-in chief of high-quality journals 

 Conference program chair 

 Program committee member 



 ―Teacher‖ of tech writing course reduce beginner‘s frustration (rejected papers) stop 

repeating individual advice 

Principles of Technical Writing 

Outline 

 General principles (Publish or perish...) 

 Improving paper structure 

 Improving paper clarity 

 Improving style 

 The beginner‘s 7 sins 

 General principles: 

 variations on ―Publish or Perish‖... 

 Publish… why? 

 Publish… where? 

 Publish… who? for whom? 

 Publish… how? - the paper lifecycle 

 Publish… what? 

 Publish… when? 

 Publish… why? 

 To communicate new findings, new knowledge – publication = ultimate result of 

scientific research work is never finished until it is published 

 To let the community know about your work 

 Recognition 

 Contacts, fruitful collaborations 

 To get useful feedback from peers 

 External, independent, frank (anonymous) 

 To embellish your CV (+ CV of colleagues) 

Overall paper structure 

 Title, authors 

 Abstract (critical!) 

 Keywords & phrases 

 Introduction (critical!) 

 (Background section) 

 Paper body 

 (Related Work section) 



 Conclusion (critical!) 

 Acknowledgement 

 References 

 (Appendices) 

The paper Abstract  

Tips 

 Phone booth analogy ... expensive long-distance call with change for 3 min only 

 Provide substance, no noise 

 No sale speech 

 Avoid non-standard abbreviations 

 Avoid references to literature 

 

UNIT – III 

Writing for Radio - The Basics 

Good writing is good writing. Whether you‘re writing for radio, print, TV or the 

internet, a lot of the same basics apply. Clarity, good organization of your thoughts and 

themes, and a vocabulary that your listeners/readers/viewers will understand are all 

important. But there are a few things which are specific to the medium of radio because of its 

unique nature: 

• Unlike print, radio listeners can‘t go back to the part they‘ve missed. It has to be clear the 

first time, because there is no second chance. 

• Unlike TV, there are no pictures to reinforce your words. That means your script has to do 

all the describing. It also has to grab the listener‘s attention. You can‘t back into the main 

point - you have to get to it quickly without a long preamble. 

• Unlike Internet, it‘s not available for weeks at a time. You have one, and only one, 

opportunity to make an impact. 

• Radio is conversational. Think of the most boring lecture you have ever attended. For 

starters, the presenter probably read it. And it probably sounded like a term paper, full of 

jargon and longwinded sentences. Does anybody really talk like that? 

• Radio is personal - you‘re talking to one person at a time. That‘s why your writing has to 

sound like it is ―talked‖, not read. Lectures don‘t work on radio. Your script can‘t be just 

―read‖. It has to be performed. 

Radio writing has to be tight and clear, and above all, interesting. Over-the-air radio has been 

called the theater of the mind, because good writers can conjure up images for listeners. But 



most radio news is heavily formatted into tiny story slots, so you need to be as clear, 

descriptive, and direct. 

1. You must be descriptive. Obviously, the visuals aren‘t there, so you have to add words that 

speak of sights, sounds, aromas, and whatever else contributes to setting the scene. Ambient 

sound is often a big help to accomplishing word pictures. 

2. You must write tightly. Scripts are short. Commercial radio network newscasts are brutal, 

with stories ranging from 10 to 30 seconds. This demands that you winnow out the excess 

material and include only what is necessary to tell the story. Noncommercial newscasts are 

longer, but are often also formatted into tight patterns. 

3. You can write with more style. Your vocal presentation must be gracious and authoritative, 

and your personal warmth must come through in your reports. 

Mechanics: Formatting Tips for Written Copy 

These tips are especially important if you are writing copy for others to read. These will help 

a script reader to read more easily, and will help listeners to hear and understand more easily. 

• Double space all copy for easy reading. Also, use a large enough font for easy reading – 

12-point minimum. 

• Exaggerate where the paragraph begins by spacing. 

• Round out all numbers. Most people can only remember one or two numbers at a time, so 

keep them to a minimum. Round the ones you do include in the copy. 

A $1.47 million budget becomes ―about one and a half million dollars.‖ 

-Pollution in 312 state waterways becomes ―more than three hundred waterways‖ or even 

―hundreds of waterways‖ 

Exception to this rule: When the story doesn‘t exist without the exact numbers – e.g. 

―Gas prices will rise to two dollars and eighty-five cents by next month, an increase of more 

than…‖ 

• Don’t use abbreviations. Spell out words like ―street‖ and ―versus.‖ 

• Don’t use acronyms, except for the most widely known terms. 

Spell out specialized acronyms that not everyone will understand. For example, ―Federal 

Trade Commission‖ instead of ―FTC‖ 

Many others acronyms are very common, but should probably be spelled out the first time 

used in a story. For example: ―University of Wisconsin-Madison‖ the first time, ―U-W 

Madison‖ each time after that in the same story. 

Some acronyms are common enough that they probably don‘t need to be written out. E.g. ―N-

B-C News‖ or ―F-B-I agents.‖ But you should put a dash between each letter. 



• Indicate proper pronunciation of difficult words or names in brackets. Set apart the 

syllable to be stressed. 

-- e.g. ―Dave Cieslewicz [Chess-LEV-itch]‖ 

• Titles go before names 

-- e.g. ―Pacifica Network Programming Coordinator Nathan Moore‖ 

Style: Authenticity, Perspective, and Language 

Research check: Is it plausible? 

As a journalist, you should have a good idea of the authenticity of the claims made or 

news 

presented in the story. Your story is only as good as your sources. It is always wise to ask: Do 

you have the strongest sources for this information? Are you using reliable primary sources? 

Some newsrooms have policies about how many sources should be cross-referenced to 

validate information. Even with the deadline pressure of broadcast and the uncertainty of 

many untested facts, accuracy should be relentlessly pursued. 

Now add perspective 

A shared objective in both print and broadcast involves the injection of perspective – 

the overview – into the story. Journalists do this by tying in old stories, historical facts, new 

angles, sidebars, and their own personal memories of the same story. Relating the newest 

breaking events to trends is essential to good reporting but must be undertaken with caution. 

Faulty memories, slipshod filing systems, or untrustworthy Internet information can add 

unbalanced perspective and can damage the story‘s credibility. 

Sensational language/loaded words 

The addition of opinionated adjectives, sensational adverbs, powerful verbs, zany bits 

of narrative, or the bizarre opinions of secondary sources – all these constitute dangerous 

ground for a responsible journalist. Unfortunately, many broadcasters fall into the bad habit 

of using adjectives in front of the name of a company, organization, or country; e.g. ―the 

troubled Hillview bank‖ or ―Communist Cuba.‖ Similarly, broadcasters often repeat loaded 

comments by others; e.g. ―Neighbors said Wilson was strange and often crept through front 

yards like a burglar.‖ These are misrepresentations we wouldn‘t want used against ourselves, 

and responsible journalists should avoid this kind of language. Sensational language is more 

of a danger for broadcast journalists who must write in colloquial language, which tends to be 

less precise than most printed text. 

Style: Attribution of Sources 

Below are suggestions to help you determine when attribution is appropriate: 



• Use It for Credibility. By naming your sources of information, you enable your viewers or 

listeners to judge the value of your facts. The audience knows a foreign policy statement that 

originates at the White House has more credibility than a foreign policy statement from the 

manager of the local supermarket. In stories with contested facts, attributions let the audience 

decide about credibility. 

• Use It to Show Doubt. Similarly, if you have doubts about the quality of the information, it 

is traditional journalistic practice to alert the audience to this fact. Anonymous telephone 

information inserted in a story should be identified as such. Exclusive stories from other 

media should credit those organizations, unless you can cross-check the information. Also, 

the source for any information from a suspect organization, one with a big name but only four 

members must be identified. 

• Use it to Support Opinion. Attribution is clearly needed if what you are reporting is 

opinion or speculation. 

• Shorten Attribution or Discard It to Save Space. Use of attribution in broadcast is not the 

same as in print. Because story space is severely limited in newscasts, it is often necessary to 

condense the source of information or to eliminate it altogether. In broadcast, long 

government titles are often shortened, e.g. ―State Department officials,‖ ―Police 

spokesperson,‖ or ―lawmakers,‖ especially when that information is of routine value. 

Often, a writer might exclude the reference altogether, as in the case of routine sources that 

mean little to the outcome of the story. If the Consumer Price Index goes up or down, there is 

little question where the information comes from, so why bother with the attribution? 

However, always use attribution in crime stories. Make a point of using attribution to 

demonstrate that you are relying on authoritative sources. When describing a crime to which 

a person‘s name may be linked, it is irresponsible not to use attribution. 

Writing sample – news headline 

These headlines aired Free Speech Radio News on July 19 and July 23, respectively. 

Host intro: 

Federal regulators have ordered Equistar Chemicals to start reporting leaks that 

violate clean air and water standards. The company must now install equipment to monitor 

pollution at seven of its petrochemical plants. FSRN's Renee Feltz reports. 

Reporter: 

After being cited for air, water, and hazardous waste violations, Equistar consented to 

spend 



millions of dollars on pollution control and cleanup. Environmental Protection Agency 

inspectors found Equistar repeatedly broke the law by failing to report spills and the release 

of hazardous substances to emergency response centers. Benzine (linked to cancer) and 

asthma-causing compounds were among the chemicals leaked. Three Houston-area facilities, 

as well as plants in Iowa, Illinois, and Louisiana will be impacted by changes Equistar will 

have to make in order to comply with federal regulations. Equistar will spend about one 

million dollars on cleanup efforts that include installing a new wastewater treatment system 

at a Houston plant that it says will strip air pollutants by 26 tons per year. The Houston-based 

chemical company‘s violations stem from EPA inspections in 2002.  

Host intro: 

After six and a half months of contentious labor negotiations, Southern California 

supermarket employees have approved a new agreement, calling it a ―win‖ for workers. 

Leilani Albano reports from Los Angeles. 

Reporter: 

Under the new agreement, employees at Albertson‘s, Ralph‘s, and Von‘s would 

receive their first raise in 5 years. The agreement would also eliminate the two-tiered system, 

which provided lower wages and fewer benefits to newly hired workers. Organizers welcome 

the changes but say the contract has serious flaws. Although the agreement would reduce the 

time period for workers to qualify for health benefits, their health plan would still be too 

expensive for recent hires, many of whom are barely making above the minimum wage. And 

while the contract has eliminated the two tiered system, organizers say wage scales for 

workers are still low, and that pay raises are minimal. Ratification of the Southern California 

contract comes ahead of labor negotiations currently taking place in Northern California and 

Washington State. UFCW president Rick Icaza is pledging support for the grocery workers 

during contract talks in those regions, if needed. For FSRN, I‘m Leilani Albano in Los 

Angeles. 

Writing Sample – audio documentary 

This sample comes from a Pacifica news documentary called, ―The Day the Music 

Died: Web Radio in Peril,‖ aired on Pacifica stations in early July 2007 in response to the 

pending royalty rate hikes soon to go into effect. In this selection, the writing is a bit looser 

and more casual than in a typical news headline or feature, but the same mechanics of writing 

for the ear apply. Sentences tend to be short, direct, tight, and clear. Yet the writing is 

descriptive in spite of its brevity. Also note the interweaving of narration (the written 



sections) and the actualities (spoken spontaneously). As is the case in this selection, narration 

and actualities should build on each other. 

Narration (Eric Klein): 

Radio over the internet is about to undergo a big change on July 15th. That‘s when 

new rates for streaming music online take effect, meaning bigger bills for radio stations like 

the one you‘re listening to now if it wants to stay online. I recently spoke with my friend and 

colleague Michael Mandoocheri. He‘s the web guy at KPFA. 

Actuality: 

Eric: How worried are you about July 15th? What are you working on? 

Michael: I‘m very worried. I‘m already overworked as it is, but I have a lot to do by July 

15th. I have to count up how many listeners we‘ve had since 2007 and 2006. I have to figure 

out how… (fades down under narration) 

Narration (Eric Klein): 

Michael and I work at Pacifica station KPFA in Berkeley, California. KPFA was the first 

listener sponsored non-commercial station in the country. It‘s known for news and public 

affairs, but it also plays a lot of music every day. And the task of figuring out how the new 

rules are going to be followed has more or less fallen to Michael. 

Actuality – Michael: 

Well, on July 15th, royalties for webcasts will be determined by how many listeners are 

listening to a certain amount of hours. Basically, royalties are going to be charged per 

performance 

Narration (Eric Klein): 

Per performance means per song. The new rate is just a fraction of a penny per listener per 

song, but it‘s turning out to be a very big deal. 

Actuality – Michael: 

And since with web radio you can actually count how many people are listening to the last 

person, or to the last computer I should say. We‘re able to theoretically give a really accurate 

count. 

Documentary and Docudrama 

Abstract: This entry provides an outline of the historical development of 

documentary, the theoretical debates regarding its generic identity as the art of the real, as 

well as future directions for research. In tracing the major traditions and forms of 

documentary filmmaking, including the controversial format of the docudrama, special 

attention is paid to its constant reinvention from the film to video and finally the digital age, 



as well as its complex interactions with journalism. Throughout its evolution, documentary 

emerges as a critical pillar of the modern public sphere, inextricably tied to the major social, 

cultural and political experiences and transformations of contemporary societies. 

Keywords: Documentary, docudrama, direct cinema, cinema verité, infotainment, 

investigative journalism. 

Making its first appearance as a film genre in the 1920s, the documentary opened up 

the still inchoate art of cinema to the possibilities of nonfiction filmmaking, all the while 

marking the emergence of one of the most compelling and stimulating forms of modern 

journalism. Combining the visual authority and narrative power of film with the vision and 

boldness of civic-minded investigative journalism, documentary has profoundly expanded the 

scope of public information, testimony and debate, all the while forging new, more involving 

and critical forms of audience engagement. 

Nonfiction film encompasses a wide range of genres, such as newsreels, educational 

and training films, travel and propaganda films, experimental and art films. The spate of films 

that mark the beginnings of documentary, like Nanook (Robert Flaherty, 1920), Man with the 

Movie Camera (Djiga Vertov, 1923), Rien que les heures (Alberto Cavalcanti, 1926), Berlin. 

Symphonie of a City (Walther Ruttmann, 1927), Drifters (John Grierson, 1929), A propos de 

Nice (Jean Vigo, 1929), evince its manifold debts to all these genres, as well as some of its 

most sustained characteristics up till today. First, that it hosts a diverse range of subject, 

intention, form and approach, and second, that its practitioners employ techniques and 

expressive resources drawn from both nonfiction and fiction cinema. Running through this 

variety is a common commitment to the historical world of actual events, people and 

situations, lived issues, experiences and challenges. This is what sustains documentary‘s 

promise of offering insight for the world we live in. 

 The emergence of documentary is part of an era of avant-garde experimentation and 

desire to integrate art and life. Its formative years, though, were shaped by the socio-

economic hardships, ideological antagonisms and armed conflicts of the 1930s-early 1940s. 

The language of documentary was consequently forged by films intended to propagate a 

government‘s agenda, like Housing Problems (Arthur Elton & Edgar Anstey, 1935) and The 

Plow that broke the plains (Pare Lorentz, 1936), advocate a political ideology, like Borinage 

(Joris Ivens, 1934) and Triumph of Will (Leni Riefenstahl, 1935), or contribute to the war 

effort, like The Spanish Earth (Joris Ivens, 1937), Der Ewige Jude (Fritz Hippler, 1940), 



Listen to Britain (Humphrey Jennings, 1942) and Why We Fight (Frank Capra, 1942-45). It 

was in these turbulent times, where visual media of public address became politically 

expedient and current affairs news acquired special urgency, that an early form of journalistic 

documentary appeared in the form of The March of Time (1935-51). Inspired by the like-

titled radio news-commentary program of CBS and sponsored by Time Inc, it consisted of a 

monthly series of 20-minute films, shown in movie theaters before the main feature, which 

combined visual reportage, dramatic reenactments, interpretive interviews and a distinctly 

opinionated voiceover. Revolutionizing the truncated, descriptive and uncontroversial format 

of the newsreel, The March of Time gained wide popularity with its brand of muckraking 

journalism. Its success convinced Time‘s publisher Henry Luce to launch Life magazine 

(1936) with an exclusive focus on storytelling via the kindred genre of photojournalism. 

 Tainted by its longtime association with patronizing didacticism and propaganda, 

documentary was reinvented in the post-war years, with the aim to reaffirm its value as an 

instrument of truth. Following up the pursuit of cinematic realism by the novice directors of 

Italian neorealism, the French new wave and the British Free Cinema, the postwar generation 

of documentary filmmakers aspired to a new sense of authenticity. Their vision was enabled 

by the new light, handheld 16 mm cameras, faster film stock and synchronous sound 

recorders, the combination of which allowed them to capture the drama of social action with 

an unprecedented degree of true-to-life immediacy. The new language of documentary was 

effectively defined by two pioneering films shot almost concurrently in 1960. 

  Schooled as photo-editor in the candid photojournalism championed by Life, and 

especially Alfred Eisenstaedt‘s street photography, Robert Drew teamed up with like-minded 

cameramen and filmmakers Richard Leacock, D. A. Pennebaker, David and Albert Maysles 

to create Drew Associates. Their first project was Primary (1960), an uncommonly intimate, 

behind the scenes coverage of the two candidates in the Wisconsin Democratic presidential 

primary, John F. Kennedy and Hubert Humphrey, in April 1960. Their groundbreaking style 

which, dispensing with interviews and voiceovers, combined highly mobile camerawork and 

location sound, was labelled ‗direct cinema‘. Few weeks later, in Paris, the anthropologist 

Jean Rouch in collaboration with the sociologist Edgar Morin and the pioneer of the handheld 

camera aesthetic cameraman Michel Brault made Chronique d’ un été (1961). They 

investigated life, work and happiness in contemporary France on the basis of in-depth 

interviews with a range of young people. The two filmmakers figure prominently on camera 

with their insistent and frequently vexing questions, while the sincerity obtained through the 



camera is constantly under debate, infusing their project with a self-reflexivity characteristic 

of Rouch‘s innovative ethnographic films. This alternative approach was labelled ‗cinema 

verité‘. 

The Role of the Radio Telephone Operator (RTO) 

Emergency communications are not a just function of technology and access alone. 

Information flows in cascades and chains, between the point of origin and ultimate use. Such 

cascades often involve multiple actors and points where information is interpreted, 

reformulated, and transmitted to the next set of actors. The emergency communication Radio 

Telephone Operator (RTO) is responsible for ensuring that information during disaster 

response or crisis management activities is quickly and accurately passed to all agencies 

involved in the response operation. 

Types of Radios 

Long-range radios are HF radios, which can communicate several hundred kilometers 

and in some circumstances, several thousand. HF radio is the backbone of communications to 

remote areas. It may not be a fast means of delivering large amounts of data, but it still has a 

vital role to play in two-way access to remote areas. HF should be retained as a backup 

network where better and more sophisticated solutions exist as many of these fail during 

severe weather and natural disasters. By adding relatively inexpensive digital modems, a 

reasonable quality digital data communications system can be implemented. 

The HF Digital E-mail 

HF e-mail is a low cost system in terms of hardware and operational costs. It is good 

for long distance communication offering longer transmission than voice. Short-range radios 

are usually Very High Frequency (VHF) radios. They can communicate a few kilometers 

directly (lineof- sight), but using a repeater station (on a hilltop or a high building) can 

increase their capacity to several tens of kilometers. Typical ranges for VHF radios are: 

 Handheld to handheld: 2 - 5 km; 

 Vehicle unit to vehicle unit: up to 20 km; 

 Base unit to handheld: up to 15 km; 

 Base unit to vehicle unit: up to 30 km; and 

 Base unit to base unit: up to 50 km. 

 

 

 



Improved Communication Technologies 

The new communication and information technologies that have emerged over the 

last two decades lend themselves to greater possibilities of integration of different 

communication systems. The interoperability of various communication systems including 

Internet, mobile phones, fax, and e-mail, is increasingly becoming functional. As a result, the 

possibilities for application of communication technologies in mitigation, prevention, and 

response to disasters, are also increasing. 

Satellite Communications 

A lesson learned from recent disasters, was the power of the satellite-based 

communications for disaster management. While conventional communications outlets (i.e., 

wireless phones and landlines) were either damaged or overwhelmed in many disaster 

situations hindering the efficient and timely transfer of information, satellite-based 

communication systems remained relatively intact. The following is a brief description of 

alternatives communication ensuring interoperable communications remains available among 

all agencies if the radio net is adversely affected by critical events. 

Independent of Terrestrial Infrastructure. Satellite service can provide additional 

bandwidth to divert traffic from congested areas, provide overflow during peak usage 

periods, and provide redundancy in the case of terrestrial network outages; 

Satellite Phones 

Satellite phones (sat phones), are battery-operated phones that have some similarities 

to cell phones but much greater coverage. They use satellites rather than cell towers to 

communicate. They are also much more expensive to purchase and operate than cell phones. 

Satphones need a clear line-ofsight to the satellite in order to maintain a signal. This generally 

means that in order to use the satphone, you have to be outside with as unobstructed view of 

the sky as possible, or hookup to antenna extensions available through which you can use 

indoors or under restricted line of sight situations. When the use of transfering data such as e-

mails or text messages is required, most satphones have a relatively slow 

data transfer rate of 2,400 Bits per Minute (bps). Although newer sat phones are more data 

transfer capable, they still don't equate with the data rates of cellular phones. Some satellite 

networks have collaborated with cellular Global System for Mobile (GSM) networks to 

provide Internet service and e-mail through sat phone in addition to offering GSM roaming. 

This allows a sat phone customer that lives or works at the fringes of a GSM zone to utilize 

GSM networks when possible, and satellite calls when necessary. Coupled with a built-in 

GPS, sat phones are ideal for disaster or relief situations 



RADIO COMMERCIALS/JINGLES 

A jingle is a short tune used in advertising and other commercial uses. The jingle 

contains one or more hooks and lyrics that explicitly promote the product being advertised, 

usually through the use of one or more advertising slogans. Ad buyers use jingles in radio; 

they can also be used in non-advertising contexts to establish or maintain a brand image. 

When you write a radio ad, the most important thing to remember is that you are writing for a 

listener, not a reader or viewer. Plus, you have a limited amount of time to convey the 

message because the advertisements are just fifteen, thirty or sixty seconds. Here are some 

tips in writing an effective radio commercial. 

1. Know your audience. Ask your client what sort of customer they want to target. 

Commercial selling yachts will definitely be different than a commercial promoting special at 

the local sports bar. 

2. Formulate your idea. Bounce some creative ideas off other writers or with the client. The 

commercial will be short, so pick one idea and stick to it. 

3. Begin your first draft. Radio ads are fifteen, thirty or sixty seconds in length. Find out 

which, and then write the advertisement. 

4. Insert the business name into the draft. Do this twice for a fifteen second commercial, 

three times for thirty second commercials and at least four times for a sixty second 

commercial. 

5. Read the draft out loud with a stopwatch. Read at an even, realistic pace, and time how 

long the script runs. Add or delete words to get the commercial to the right length. Do not try 

to read faster, just read it as you would any script. 

6. Let the script sit for awhile, take a break, and then return to it with fresh eyes. Edit it 

as necessary, but remember to time it again once you are done. 

7. Present the script to your editor or client for final approval. 

Radio is a powerful medium Prior to the introduction of television, radio commercials had 

families mesmerized on the radio box salivating for the next installment of their favorite 

"who-done-it" radio program. Radio grabbed their attention, invigorated their imagination, 

fed their need for information and entertainment, and provided some of the most memorable 

radio jingles of all time. 

RADIO DOCUMENTARY 

Documentary is any feature or programme that is based on ‗documents‘. Defined this 

way, it is a form directed forwards presenting a factual record about real people, things, 



and events. It sets out not just to ‗entertain‘ but to explore. However, documentary attempts 

to persuade and thus the social relevance of documentaryareimmense. 

A radio documentary or featureis aradio documentary programme devoted to covering a 

particular topic in some depth, usually with a mixture of commentary and sound pictures. 

Some radio features, especially those including specially composed music or other pieces of 

audio art, resemble radio drama in many ways, though non-fictional in subject matter, while 

others consist principally of more straightforward, journalistic-type reporting – but at much 

greater length than found in an ordinary news report. 

RADIO FEATURE 

There are various types of features. These programmes generally aim to entertain, 

inform and sometimes even influence thought and action. Subjects could include a leading 

news story of the day, a sidelight on the news, a report from America, or an essay on 

environmental degradation. In preparing features, you may encounter many of the problems 

faced in producing documentaries and informational programmes. A sound structural plan is 

as important to feature writing as to other programmes dealing with information. You should 

clearly define the general purpose and the central idea before you start writing. A relevant 

and logical succession of supporting points should also be prepared. 

The beginning and ending of a broadcast feature are particularly important. 

Your beginning should be able to ‗catch‘ the listener‘s attention. If your beginning 

fails to grip, chances are that you have lost your listeners. The conclusion is equally 

important because it leaves the audience with a last impression which will ensure 

memorability, or guarantee that what you have written will not soon be forgotten. Experience 

has shown that material with certain qualities has a high potentiality for maintaining interest. 

Among the devices that will help to hold your audiences are the following: the introduction 

refers to something striking, novel, or unusual; references to the familiar; ideas in opposition 

conflict); suspense slow disclosure) and specific material which makes abstract ideas 

concrete. 

Feature Production: - one of the richest and most rewarding sources to draw on for features 

is the world in which we live. The outside Broadcasting Van and travelling microphone have, 

over the years thoroughly exploited this field. Mobile recording techniques have frequently 

helped to garner exciting and priceless sound for the feature producer, whose business is with 

reality-real men and women, in their natural habitat-at home, at work, or at play. It is no 

longer necessary for the feature producer to imitate reality. He can now go direct to the 



sources-photographs in sound-edit and shape them. It s a capacity unique to the feature 

programme-the stuff of reality-shaped in a disciplined way and patterned into a form, 

controlled by a single, creative mind. The feature programme marked the birth of creative 

broadcasting. Every feature calls for an idea, research and a script. Some features need actors, 

sound effects and music.  

Feature Script-writing 

There are two types of scripts involved in feature-writing: 

1. The script commissioned from the writer 

2. The script written by the producer himself 

RADIO INTERVIEW 

The aim of an interview is to provide, in the interviewee‘s own words, facts, reasons, 

or opinions on a particular topic so that the listener can form a conclusion as to the validity of 

what she/he is saying. It follows from this definition that the opinions of the interviewer are 

not to be counted here and that he should not get drawn into answering the question 

himself/herself. Within the present definition it is the interviewee who must come through in 

the performance and not the interviewer. 

Generally, there are three types of interviews 

 

 

 

Spot interviews are brief and usually limited in scope. Field interviews can be either 

long or brief. You may interview a farmer on his farm. Studio interviews are usually formal. 

Again, these may either be long or short. Attention has to be given to correctness and 

propriety while addressing the interviewee. For the sake of simplicity, three approaches to 

interviews can be identified, although any one situation may involve all three categories to a 

greater or a lesser extent. These are the informational, interpretative and emotional 

interviews. Obviously the function of the informational interview is to provide information to 

the listener. The sequence in which this is done becomes important if the details are to remain 

clear. This type of an interview demands thorough preparation. There should be considerable 

research and discussion done about what should be included or excluded. Facts and statistics 

should be checked and cross-checked. The interpretative interview has the interviewer 

supplying the facts and asking the interviewee to either comment on them or explain them. 

The aim is to bring into the open the reasoning of the interviewee and allow the listener to 

make a judgment on his/her sense of values or priorities. Replies to questions will almost 



certainly contain statements in justification of a particular courses of action; these may 

themselves also be further questioned. The aim of the emotional interview is to give an 

insight into the interviewee‘s mind to that the listener may understand what is involved in 

human terms. Thus, emotional interviews need sensitive handling. It is very easy to slip into 

sensational voyeurism when one is handling human emotions.  

Preparation before the Interview: - it is essential for the interviewer to know what she/he 

seeks to achieve. If the interviewer is not the producer, he/she must have a thorough briefing 

with the producer and research team. Even if the interviewer is working with a research 

team, one should be absolutely thorough with the background material. There should be no 

confusion with names, dates, figures or facts. Even a minor error can sound embarrassing. 

Once the basic information is gathered, the interviewer should concentrate on structuring the 

questions. There is no ideal way of structuring the questions nor is there any need to have a 

rigid structure to follow. 

The interviewer‘s normal starting point will be: 

1. To possess sufficient briefing and background information on the subject and the 

interviewee 

2. To have detailed knowledge about what the interview should be able to achieve 

3. To know what the key questions are the next stage, after the preparatory work, is to discuss 

the interview with the interviewee. The first few minutes are crucial as it determines 

how the interview will proceed. The interviewer can never fully know how the interviewee 

will respond. The interviewer‘s main job is to clarify what the interview is all about and 

strike a rapport that would produce appropriate information in a logical sequence.  

Interview Checklist 

Things to bring to the interview 

 

 

 

 

 

 

-labeled tapes or Mini Discs twice as many as you think you'll need 

 

Before you begin your Interview 

Find the quietest place possible to record. 



sy appliances like clocks, TVs, and refrigerators. 

 

the microphone about one hand's distance from your 

storyteller's mouth. If anything sounds strange, stop and figure out what the problem is before 

starting the interview. 

During your Interview 

 

our name, your age, the date, and the location of the 

interview. For example, "Hi, my name is Christopher. I'm forty-one years old. The date is 

August 3, 1492, and we're sitting here on my ship called the Santa Maria in the port of Palos." 

Ask your storyteller to state the same information. 

 talking. Don't say, "Uh, huh." Instead, nod your head. 

yteller makes a mistake or if a noisy truck passes by, feel 

free to ask her to repeat the story. 

 

 

 interview. Follow-up questions often yield the best 

material. 

at things will happen. 

EDITING FOR RADIO 

In music, a radio edit is a modification, typically truncated, intended to make a song 

more suitable for airplay, whether it be adjusted for length, profanity, subject matter, 

instrumentation, or form. Radio edits may also be used for commercial single versions, which 

may be denoted as the 7‖ version. 

 Think on the subject and digest the material in all its aspects before putting it down in 

writing. 

 Imagine your potential listeners to be sitting next to you in real life and write as you 

would speak to them as if they were listening to you in actual life. 

 Avoid difficult words; if you have to present complex ideas, explain them in the 

simplest terms before repeating them. 

 Maintain a rigid time-frame and adjust your writing the slot given to you. 

 Adjust your writing to the mood of the day, the time and the season. For example, if 

you are doing a talk on sports in the peak evening hours, make it interesting, 

conversational and jovial to appeal to the widest section of listeners. 



 Sometimes the writer for radio is also required. 

 

 

UNIT – IV 

TELEVISION WRITING 

Abstract—This research was conducted to examine the effect of television 

commercials (TVC) on customers‘ purchase intention to help improve sales for the milk 

industry of Ho Chi Minh City, Vietnam. Quantitative approach was applied with 300 

respondents who often used milk products and watched the TVCs about milk products of 

Anlene, Vinamilk, Dutch Lady Complete milk, Dumex milk, Dielac Optimum milk and 

Dutch Lady fresh milk. The results indicated that all factors of commercials positively 

correlated with customers‘ purchase intention. Moreover, this study argued that in order to 

gain higher customers‘ purchase intention, marketers and commercials makers should a) pay 

more intention on the repetition of TVC on air, b) concentrate on building trust in customers‘ 

mind and perception, c) create meaningful advertising message. Interestingly, this study also 

found that customers‘ purchase intention was directly affected by customers‘ positive moods. 

In addition, purchase intention was indirectly influenced by customers‘ trust, customers‘ 

interest and length of TVCs. Index Terms—Television commercial, trust, advertising 

message, customers‘ positive moods, purchase intention. 

INTRODUCTION 

From the late of 20th century, television has been considered as the most powerful 

media for advertisement industry. It is not overstated for that conclusion, thanks to the 

millions of television set sold on over the world and billions of faithful viewers across every 

continent. In term of global market, with the average watching time per day more than 4 

hours, advertisement on television seems to be golden mine for companies to introduce their 

products to the world. 

Trust 

In the report written by [21] noticed four types of sub-constructs, which they want to 

define the relationship between customers/consumers and producers/company. First of all, 

Trusting Belief-Competence, which means the customers believe in producers who will 

provide the products in properly and conveniently. The second is Trusting Belief-

Benevolence, which means one individual surely believes in other person who will care about 

one and is motivated to carry out for one individual needs and interest. The third is Trusting 

Belief-Predictability, which means one individual definitely believes in other people‘s actions 



(positive or negative), is consistent enough to be forecasted. Finally, the special last one is 

Trusting Belief-Integrity, which means one individual surely believes in other people who 

will do all good faith agreements, tell the trustworthiness, and make sure to fulfill promises.  

Interest 

According to, interest can be understood as customers having their own feelings 

toward the products and brands being advertised. Whether customers may buy the products or 

not, customers‟ interest simply shows people liking, measures positive feeling about 

advertised brands and products. Or interest just simply sense are the books that people like to 

read every night, the sports people love to play in free time and the goods they consume and 

enjoy in their daily life. 

In daily life, researchers have discovered a direct relationship between customers‟ 

buying behavior and their interest. Because most of customers have limited budget for 

spending in goods, so they tend to buy and consume products based on their interest. As the 

outcome, researchers strongly believe that customers purchase intention is directly influenced 

by their interest and social factors. Furthermore, customers‟ interest can be used as an 

effective method to explain and predict customer buying intention.  

Advertising Message 

Advertising message can be defined as a main and important theme of a TVC that 

provides product‟ information for consumers, encourages audiences remember the 

advertisement and purchase the product in the advertisement. Customers tend to pay totally 

attention to important messages while ignore others information which customers are not 

interested in or have no relation with them. For this reason, an advertisement want to gain 

customers attention must concentrate on the message that really relates to consumers‟ needs, 

wants, interest and goals. Interestingly, good advertising message play an important role in 

the relationship with effective television commercial and customers‟ purchase intention. 

Television commercial message which can creating trust from customers may encourage 

audiences contemplate its content and lead customers to make logical buying intention.  

Factor Analysis and Reliability 

Two exploratory factor analyses (EFA) were conducted for the two group of 

variables; 31 items of the independent variables and 9 items of the dependent variables. The 

principal component extraction method and varimax rotation were employed to find the 

relationship among variables. In addition, descriptive statistics were used to describe the 

demographic data and all other variables in the research model. In addition, multiple 



regressions were used to determine the effects of the independent variables on the dependent 

variables of customer‟s positive moods and purchase intention.  

Abstract: This study examines the impact of the use of multimedia, interactivity, and 

hypertext in Internet news reporting on learning from news. A knowledge experiment (N = 

53) reveals that the use of multimedia, interactivity, and hypertext applications in online news 

indeed have an effect on recognition and cued recall, taking into account the level of 

difficulty of news content as well as users‘ Web expertise. Experienced Web users benefit 

from online features only if the news content is difficult, whereas the presence of online 

features results in a drop in inexperienced users‘ knowledge. Inexperienced Internet users 

benefit most from online features when the news content is easy, whereas in the latter case 

the scores of expert users tend to fall. This article provides insight into the way online 

features impact on the cognitive load and attitudes concerning news content and how these 

variables might mediate learning from online news. Online journalists could put these 

findings to their advantage when producing online news stories. 

Keywords: Online news, multimedia, interactivity, hypertext, information-processing 

Introduction 

Today, online journalists produce online news in multiple ways. Thanks to 

digitization, one can make use of multimedia features (e.g., video, audio, and pictures), 

interactivity (e.g., users‘ reactions and polls) and hyperlinks to cover news. Since ever more 

news consumers mainly rely on online news to get informed (Pew Internet & American Life 

Project, 2010), the study of how these online features affect learning deserves our attention. 

This focus on how people learn from news is far from new. Numerous studies have 

demonstrated that news consumers tend to misunderstand or forget considerable amounts of 

information presented by news media, particularly when consuming television news.  

Types of Television Commercials 

 The Copy Platform 

 Choosing the Approach 

 The Problem–Solution Approach 

 The Demonstration Approach 

 The Situation Approach 

 The Spokesperson Approach 

 The Product-as-Star Approach 

 The Direct-Response Approach 

 Variations on Six Themes 



 Points to Remember 

 Exercises 

The Language of Television  

Apart from the words that help guide its content television is a language. Television 

uses words but its primary content lies in the visual images that unfold one of the most 

powerful communication tools ever devised; the television screen. Since its inception, 

television has distinguished itself as a medium that works best when it communicates 

visually. At any rate, television has its detractors who fail to understand the medium's screen 

ability to impart ideas and make those ideas stick in other people's minds. 'The detractors are 

quick to say that "in television, all your time is spent setting the stage to look at pictures,· not 

getting television content" or "if you eliminated the visual side of the average television news 

cast, you'd have about the same content as the average five- minute radio news cast." Such 

comments imply that visual imagery is an invalid form of communication. Words are 

essential guides but they are not the mediums essence. Today, those who use the medium to 

best advantage know that in television, words serve only as guides for the pictures and sound 

that make up television's content. Television scripts are blue-prints for what will be on the 

screen and come through the speaker. Just as blue-prints are different from the buildings 

whose constructions they guide, so is television news different from the words that serve as 

its blue-prints.  

Television is a complex medium, and here lies the confusion. Television can record 

and communicate sound just like radio. It can also display the printed words on the screen, 

just like newspapers. It can broadcast still photographs, the stock market index, and the 

editorial cartoons. But none of these things is what television does best. What television can 

do that no other medium except motion pictures can accomplish is to communicate events 

with pictures that move. Television's primary strength is the television's screen, and through 

that screen its ability to help viewers practically experience and hence understand those 

events.  

TELLING THE VISUAL STORY  

Today, news stories can be more compelling arid more meaningful to their audiences 

than at any time in journalism history. Two reporting instruments, the television camera and 

the microphone, make possible that reality. Journalists can use the microphone to capture the 

sounds of news events and of 'people in the news. Most important, television journalists can 

use the camera to show people as they enact their own stories. The camera and microphone 

can put viewers at the scene of news events and help viewers feel as if they have experienced 



something of those events. Visual storytelling is thus among the most experimental forms of 

news communications and in experienced hands it can be one of the most compelling forms 

of the story telling art.  

Defining the Visual Storyteller  

A telling distinction separates photographers from photojournalists. "Anyone with a 

camera is a photographer" says Larry Hatteberg - a KAKE-TV photojournalist, who has been 

telling award-winning stories with his camera for more than twenty years. "My mother is a 

photographer, my grandmother is a photographer" says Hatteberg, "but no one is a 

photojournalist until they learn how to tell the visual story."  

Hatteberg's definition of the photojournalist extends to all members of the television 

reporting team. "In television news, the story is a group effort" says Hatteberg, "and 

everyone's contribution is co-equal." Still some television photographers have never tried to 

tell a visual story, and not all television reporters have learned to think of themselves as 

visual storytellers, even though their final product is the news report built around - and upon - 

images. The visual, sound-filled, storytelling technique requires reporters to re-define their 

role in the reporting process. Instead of being the 'star' of the story, the reporter will have to 

step out of the shot, letting the pictures and the people in the story take over. But if the 

pictures tell the story, the question is; where does that leave the reporter's words?  

While a picture maybe worth a thousand words to photographers, many reporters view that 

philosophy as dangerous to their jobs. A reporter's style and reputation are determined not 

only by the kinds of stories he does but by the way those stories are presented. Too often, 

reporters' associate fame and money with the number of times they appear on camera.  

The number of times a reporter appears on will never matter if viewers don't remember the 

story or understand why the story is important to their lives. In television news, the trick is 

not just to tell viewers what happened, but to take them to the scene and help them experience 

the event. If people remember your stories, they will more likely remember your name. And 

therein lies the reality that modern television journalists must confront if they are to excel, 

and survive in their profession.  



A Picture is Not Worth a Thousand Words  

Both pictures and words are symbols, and in and of themselves words are neither 

inferior nor superior to pictures. They are simply a different form of symbol. The time - worn 

quotes that "one picture is worth a thousand words," or that "one good word is worth a 

thousand pictures," are unworthy arguments. "A picture is not worth a thousand words .... 

Words are the wrong currency to exchange for a picture," writer author Donald Davidson. 

Perhaps, a more appropriate currency to exchange for a television picture is first-person, 

while the most appropriate currency to exchange for a word is literal or figurative thought or 

meaning.  

Why Word-Centered Stories Fail  

If television journalists are to create memorable stories, they must challenge the 

notion that their job is to tell what happened. Such self-images amount to a "town crier" 

mentality in which reporters narrate from the announce booths the news of the world and 

assume that news events themselves are being transmitted to the audience. In reality, such 

reporting amounts to little more than simple "announcements" that fade quickly from 

memory.  

Some journalists even consider themselves to be the delivery vehicle through which 

the news event is transmitted. But unlike radio, television news is not the instantaneous 

transmission of the news event from the reporter to the listener. It is the transmission of a 

visual construction of the news event directly to the viewer.  

 Shoot Sequences  

The human eye fragments the world in front of it by taking in thousands of glimpses - 

in close up, medium shot, and long shot - of first this thing and then that thing. Further 

impressions of reality are gained from sounds taken in through the ear. The mind makes 

constant choices from the available sights and sounds, then uses some of these fragments to 

reconstruct, within the mind's eye, an understanding of the larger world.  

Visual Stories Begin with A Commitment  

Visual stories take form in the same way as any other story - with a summary 

statement that identifies the story to be told. This summary statement is sometimes called the 

commitment. Defining commitment forces the television journalist to identify the story itself, 

as well as what is most important and interesting about the story. It embodies the concepts of 

theme, storyline, premise-and the reporter's point-of-view. The process can be as simple as 

summing up the story in your mind before you start to shoot.  

 



The Commitment may Change  

Sometimes, through prior research, you can adequately identify the story's essence 

and state your commitment before you enter the field. At other times, the real story can't be 

nailed down until after you arrive at the scene. You may discover, contrary to the assignment 

editors best conjecture, that what you have initially as your commitment does not suit the 

story at the scene. Your initial commitment will certainly change.  

Tell Your Story through People  

Try to tell your stories through strong central characters engaged in compelling action 

that is visual or picturesque. Such people sell your story, so your job is to "sell" them by 

bringing them to life on your viewers' screens. So often reporters try to tell the story 

themselves, using authority figures – the chairman, the fire chief, the professor - to explain 

what ordinary people enact every day in far more compelling ways. Again, when choosing 

how to tell stories, try to show viewers your message in ways more compelling than through 

voices of authority.  

Keep Sound bites Short  

Short bites can be used effectively to help prove the story you are showing. They are 

less effective when used as substitutes for your own reporting. An effective approach is to 

think of the sound bite as an exclamation point, both to help enhance the visuals and to 

punctuate story content.  

News packages are factual "mini movies" Television news stories can be thought of as 

"miniature movies" with a beginning, middle, and ending. Just as any other visual story, they 

tell the viewer where the story is headed, deliver the main points and prove them visually, 

and build a strong visual close. ln some ways, they are similar to television commercials 

which have a beginning (to establish a problem or a need), a middle (to introduce the product 

and show it in use), and an end (to resolve the problem).  

The Lead  

The lead is the beginning of any package and like all story leads, it should instantly 

telegraph the story to come. If the story subject is a stranded rock climber, the package will 

better serve viewers, if it begins with a shot of the stranded climber and not that of the rescue 

officials unloading their rescue gear. If the story is about the impoverished villagers, a more 

meaningful visual would be that of the hungry looking villagers and not that of village 

warehouse where relief materials are housed.  

 

 



The Close  

The story's ending should be so strong that nothing else can tap it. The moment you 

first arrive at a scene, you will begin to look for a closing scene. You can then build the rest 

of your story towards the close you already know how the story will end. The closing shot of 

a national figure who has just passed on might be the shot of file video the person waving a 

final goodbye to a crowed of admirers. Of all ways to close out a television news story, the 

weakest is generally the reporter standup. There should be some better way to end a story 

than with a shot of a reporter on camera telling the viewer his name. The viewer is going to 

feel nothing about this person standing on camera.  

Be Hard on Yourself as a Writer  

The most inviting newspapers and magazines contain "white spaces," and me most 

inviting broadcast scripts contain frequent pauses in narration (audio white space) to let a 

moment or two of natural sound play out or to allow a compelling moment of video to make 

its point. Unnecessary words destroy the impact of otherwise memorable moments. Wall to 

wall narration is powerless to draw viewers into a story with the same effect that even a few 

seconds of strong sound and picture can accomplish. White space only happens, though, if 

the writer remembers to stop writing once in a while.  

The Edit Console  

The video-editing console is a writing instrument, just as the typewriter or newsroom 

computer console are writing instruments. Those who control the consoles are writers just as 

those who sit at typewriters and computer consoles. The edit console just as the typewriter is 

where television journalists put one idea in relationship to another where quotations from 

news sources take form as "soundbites," and are so positioned to help give the news story its 

clarity. The edit console is also where wild sound is positioned and emphasized within the 

story to help strengthen story meaning. The edit console is also where voice-over is tightened 

and sometimes re-written after it has been transformed from words on paper, to words in air, 

to words on tape. In its most classical sense, editing is an essential part of the storytelling art 

for it is the process through which scenes and sounds are selected arranged and timed so as to 

impose certain rhythms, meanings and moods upon the final result.  

Reportorial Editing  

The process by which the reporter oversees all elements of the news story is called 

reportorial editing. Reportorial editing occurs in the minds' eye before any scenes are shot, 

before any interviews are conducted in the field, or before any words are written on paper or 

recorded on tape. Reportorial editing is the process of pre-visualizing the story, including the 



pictures, the sounds, the words and even the visual and audio transitions that will be needed 

to move the final edited story forward with logical structure and continuity.  

A Reporting, Writing and Editing Checklist  

This reporting, writing and editing checklist offered below is not only as a summary 

of the reporting process but also as a catalyst for communication among all members of the 

reporting team.  

Story checklist:  

Always Remember: The reporter is not the story.  

Commitment Present: Commitment is the story stated in one sentence - what you want 

the audience to take away from the report. The commitment should be stated as a complete 

sentence with subject, verb and object. Prove the commitment visually. Very seldom will you 

state the commitment verbally in any story.  

ory.  

Beginning: A strong lead, preferably visual that instantly telegraphs the story to come.  

Middle: Main body of the story, usually no more than three to five main points, which you 

prove visually once you have identified them.  

Ending: A strong close that you can't top something you build toward throughout the 

story. Ideally, the ending is also visual.  

Write Loose: Be hard on yourself as a writer. Say nothing in the script your viewers would 

already know or that the visuals say more eloquently.  

Sequences: Throughout the story build your report around sequences. Example, two or 

three shots of a boy buying football jersey, two or three shots of a mother feeding her baby. 

Sequences demand matched action.  

Moments of Silence: Stop writing occasionally and let two or three seconds or more of 

compelling action occur with natural sound but without voice over. For a writer, nothing is 

more difficult to write than silence. For viewers, sometimes nothing is more eloquent.  

Strong Natural Sound: Use to heighten realism, authenticity, believability, to heighten 

the viewer's sense of vicasious participation in the events you're showing. Some reports 

merely let you watch what happened. The best reports let you experience what happened.  

Tell Your Story through People: People sell your story. Try to find central characters 

engaged in compelling action that is visual or picturesque.  

 



 

Surprises: Build in surprises to sustain viewer involvement. Surprises help viewers feel 

something about the story. Surprises lure uninterested viewers to the screen. Surprises can be 

visual, wild sound, short bites or poetic script. Always surprises are little moments of drama.  

Short Soundbite's: Short bites prove the story you are showing. Don't use soundbites as 

substitutes for more effective storytelling.  

Address the Larger Issue: Most people will watch a story that tells them "puppies are 

cute" but they may wonder subconsciously, "so what?" if that's all you tell them. Few viewers 

will forget your story if you address a larger issue. "Cute puppies carry the most infectious 

diseases because they are handled the most at pet store.‖  

Make it Memorable: Can your viewers feel something about the story and its subjects? If 

feeling is present, the story will stick in viewers‘ minds.  

What is an Interview? 

The interview is the last step of the hiring process and the most important. It offers 

you and the employer the opportunity to meet one another, exchange information and come 

to tentative conclusions about ―hiring‖ one another. The interview is the opportunity where 

you can describe your experiences and skills and can get an idea of what is happening with 

the company. During an interview, an employer‘s goal is to gather additional information 

about you that is not provided in your resume and cover letter. They will attempt to find out 

what motivates you, how well you communicate and if you are a leader or a follower. The 

interview is a two-way process. You evaluate the employer while he/she evaluates you. 

Interview Preparation 

Preparation is the best way to combat the ―interview nerves‖ and the key to a 

successful 

interview! Through good preparation, you will feel more confident and ready to do your best. 

See the following pages for hints and tips on preparing for your interview. The majority of 

the interview centers on you, so before you talk to a prospective employer, take time to think 

about what you have to offer. The best way to figure out what you have to offer is to do a self 

assessment. 

 Strengths – Know your strengths and have a short story to tell which demonstrates 

that strength. 



 Academic Performance - Be prepared to discuss your grades, mention particular 

courses that related to your targeted career, and describe ―hands-on‖ knowledge you 

learned through labs, internships, service learning, etc. 

 Work Experience - Be prepared to describe what you learned from your previous 

work experience and how it related to the position. 

 Professional Goals - State how your major matches your career interests and 

professional goals. Describe how your goals would motivate you to do your best work 

for them. Before the Interview 

 Research the Employer - Visit the company website, learn about the products, 

services, and mission. 

 Research the position - Analyze the job description, match your experiences to the 

position. 

 Know Yourself - Know your resume inside & out and prepare examples of your 

accomplishments. 

 Know the Interview Format - Know who you are meeting with and the format the 

interview will follow. 

 Practice - Prepare your answers to frequently asked interview questions. Do a mock 

interview. 

 Make a List of Questions to Ask - Prepare questions that demonstrate your interest. 

 Map it Out - Know the exact location of the interview and the parking situation. The 

Day of the Interview 

 Dress to Impress – Look professional, well dressed and groomed. 

 Be Prepared – Bring extra resumes, references, transcripts, certifications, work 

samples, etc. 

 Arrive Early – Arrive 10 minutes early so you have time to relax before the interview 

begins. 

 Have a great Attitude – Be enthusiastic and have a positive attitude. During the 

Interview 

 Make a Great First Impression – Offer a firm handshake, have good eye contact, smile 

& be polite. 

 Demonstrate Your Knowledge & Interest - Listen, have clear & concise answers, ask 

questions. After the Interview 

 Learn from your mistakes – Note what you think you handled right & and what you 

handled wrong. 



 Say thank you – Send a thank you letter that reiterates your interest in the position and 

organization. 

 Follow-up – Make one follow-up call to check on the status of the position. Dress for 

Success 

 Your appearance and the impression you make can be as important as the content of 

the interview. 

Your personal grooming and dress will not get you the job, but may keep you from getting it! 

� Choose clothing, jewelry, fragrances and accessories that are not distracting. 

� Choose professional clothing that you feel comfortable in/good about. 

� Wear conservative suit colors including navy blue, charcoal gray, or black with a 

traditional shirt or blouse. 

� Shoes should be comfortable, conservative, clean and polished; dark colors are your best 

bet, 

� Dark socks for men and neutral hosiery for women are suggested. 

� Clothing should be clean, neatly pressed, and fit well. 

� Make sure your hair is clean, neat and styled. Nails need to be clean and well groomed 

� Limit jewelry and accessories, remember to wear a watch. 

� Perfume or cologne should be light fragrances and never strong. 

� Avoid chewing gum during an interview or smoking before an interview. 

Answering Interview Questions 

Non Verbal Communication 

Actions Speak Louder Than Words. Don‘t send the wrong message. Pay attention to these 

non-verbal cues: 

� Fidgeting with your hands makes you look nervous and unsure of yourself. 

� Drumming your fingers, clicking a pen, tapping your shoe makes you look 

� impatient, or uninterested in the discussion. 

� Slouching makes you look lazy, tired, inattentive or unrefined. 

� Crossing your arms makes you look defensive or inflexible. 

� Chewing gum during an interview makes you look unrefined and rude. 

� Keeping a blank expression makes the interviewer wonder if you understand what he/she 

has been talking about. 

� Looking at the ceiling or floor to compose your thoughts makes you look insincere or 

unprepared. 

� Flipping your hair off your face makes you look slightly out of control or nervous. 



Stay Positive 

Maintain a positive, confident attitude throughout the interview, and avoid making 

excuses or blaming others. Be honest when you are asked about weaknesses or past failures, 

but focus on positive elements such as what you learned from a past failure, or what steps you 

are taking to improve yourself. 

Stay Focused 

Give clear, focused, well-organized answers to the interviewer‘s questions. Don‘t 

ramble or give irrelevant information. Remember why you are there – to make a presentation 

of your skills and abilities as a candidate for a particular job – and keep your answers on track 

with that purpose. 

Illustrate Your Answers 

Keep your answers brief and on point, but don‘t just give ―yes‖ and ―no‖ responses. 

Create a ―word picture‖ for the interviewer by illustrating your personal qualities and 

strongest abilities with examples from your past. Try to address any underlying questions you 

think the employer might have about your suitability for the job. 

Ask Questions When Indicated 

Ask relevant, meaningful questions at appropriate times during the interview. Find out 

more about specific job responsibilities, what kind of training is provided, what advancement 

opportunities are available within the company, how much travel is required, etc. Be sure to 

ask about the next step at the close of the interview. 

Be Yourself 

It is important to relax and be yourself. Don‘t try to present an image of someone you 

think they want, because it won‘t be genuine. 

General Interview Stages 

Introduction - The common exchange of names, small talk, and casual questions while 

you are being escorted to the place of the interview. This is your first chance to make an 

impression. Topics may include weather, traffic, hobbies, etc. (designed to make you more at 

ease/relaxed). 

Broad Questions and Answers - The interviewer will begin to ask you questions about 

yourself, your education, your past work experience, other items on your resume, your 

interests and goals. You may be asked questions about the organization and the job position. 

Questions may include: 

―Tell me about yourself‖ 

―Why did you choose your major?‖ 



―What are some of your extra curricular interests?‖ 

Position Related Questions - 

The interviewer concentrates more on the details of the job and the company and how 

you might fit in. You will be able to discuss how your experiences and qualifications fit the 

requirements of the job. 

Questions may include: 

―Why are you interested in working for this company?‖ 

―Why are you interested in this position?‖ 

―What types of contributions do you see yourself making to this company?‖ 

―How has your experience and education prepared you for this position?‖ 

You should ask pointed questions about the job and company based on your previous 

research. In addition to skills and qualifications, the interviewer will be looking for signs of 

your work ethic and your values. 

Conclusion - 

The interviewer will summarize what has been said and clarify any questions you may 

have. This is when you need to reiterate your interest in this company and position and stress 

again how you are uniquely qualified for the job. 

The interviewer should explain the next steps in the recruiting process and how and when the 

next contact with you will be made. If the interviewer doesn‘t do this, ask them for the 

information before you leave. Ask for a business card so you can send a thank you note with 

the correct information. Refrain from discussing salary or benefits unless the interviewer 

initiates it. This will be discussed when you are definitely being considered for the job, or 

when a job offer is made to you. 

Behavioral Interviewing 

Behavioral interviewing is an interviewing technique that helps employers predict 

how a candidate will perform on the job and fit into the organization. By finding out what 

actions you took and/or how you reacted in past situations, the employer gets a sense for how 

you will probably respond to circumstances in the position they are considering you for. This 

technique provides employers with objective information that they don‘t get from a 

traditional interview question. 

For example, if an employer asks, ―Do you work well with people from diverse cultures?‖ 

your response will most likely be ―yes.‖ If the employer says, ―Tell me about a time when 

you had to work with people from diverse cultures,‖ you will respond with a story about a 

situation where this was the case. The employer will then be able to judge for him/herself 



whether you actually do perform well, according to his/her standards. This also gives you the 

opportunity to prove by example that you can handle the task at hand. 

Thank You Letters 

It is a good idea to follow an interview with a Thank You Letter. 

The Thank You Letter: 

� Gives you the opportunity to remind the employer about your interest. 

� Allows you to tell the employer something that you may have forgotten or something you 

thought of after the interview. 

� May give you that extra edge over another candidate. Thank You Letter Tips: 

� Keep your letter concise and to the point. 

� Thank the employer for the time spent with you. 

� Reiterate your interest in the position. 

� Emphasize some of your qualifications that fit the position. 

� Repeat what you agreed would be the next step in the process (―I look forward to 

� hearing from you‖ or ―I will call you next Thursday as we discussed.‖) 

� Keep it short and sweet! 

Thank You Letter Format 

Date 

Employer‘s Contact Information 

Dear Mr./Ms., 

Thank you for the chance to interview with ABC Company this afternoon. I came away 

feeling very  enthusiastic about the position. The opportunity to combine independent 

research with team report production is just what I am looking for. I am also very excited 

about the possibility that my strong interest in evaluation of early education programs 

matches the need you have for someone who can quickly grow to contribute in 

that area. If you have any more questions for me, please be in touch. Again, thank you for 

your time in our interview, and for considering me as a candidate for the position of 

researcher on your team. 

Sincerely, 

Sign your name 

Type your name 

Typical Interview Questions 

1. How are you today? 

2. Tell me a little bit about yourself. 



3. What do you know about this organization? 

4. Why are you interested working for this company? 

5. How did you decide on a program of study? 

6. Why did you select Onondaga Community College? 

7. What subjects did you like best/least? Why? 

8. What are your strengths? 

9. What is your biggest weakness? 

10. How has your college experience prepared you for this position? 

11. Why do you think you would do well at this job? 

12. Describe your work ethic. 

13. Describe the biggest challenge you have had in your last job or internship and how you 

handled it. 

14. Talk about a time when you made a mistake. How did you fix it? 

15. Talk about a situation where you had to deal with someone who was being difficult. How 

did you handle the situation? 

16. Tell me about a situation when you had to learn something new in a short period of time. 

How did you do it? 

17. Tell me about a time when you had to work in a team environment. Were you the leader 

or a follower in the group? 

18. Tell me about a time you received criticism and how you dealt with it? 

19. Give me an example of an important goal you set and how you reached it. 

20. Describe a situation that required you to do a number of things at the same time. How did 

you handle it? 

21. Describe a situation where others you were working with on a project disagreed with your 

ideas. What did you do? 

22. Tell me about your ability to work under pressure. 

23. Tell me about a suggestion you have made and what came of it. 

24. What two work accomplishments are you most proud of? 

25. What duties have you performed in the past that you liked most/least and why? 

26. What would your previous supervisor say your strongest point is? 

27. What kind of management style do you work best under and why? 

28. Why are you leaving your current position? 

29. What motivates you to do your best on the job? 

30. Do you have any questions for me? 



Television Commercials 

Media theorist Jean Kilbourne argues that the purpose of the mass media is to deliver 

an audience to advertisers. If so, the goal of television programs is to round-up viewers for 

commercials. Television‘s dramatic entertainments, sports events, even the news and other 

information programs are all designed to make profits for the companies whose products are 

featured in commercials. 

Commercials are big business. Communications professor Sut Jhally, who calls our 

media systems ―vehicles for selling,‖1 notes that by 1998, over $100,000,000 a year was 

spent on advertising, and people were seeing almost four thousand commercial impressions a 

day. As of 2004, the major networks sold approximately 28 minutes of commercials for every 

hour of television time. That means that as viewers watched television, almost half of what 

they saw was advertisement of one form or another. Like print ads, television commercials do 

more than promote products. They frame their products in ideological constructs that embody 

cultural values and beliefs. 

The Television Commercial: Ideological Center of Television 

The most powerful personalizing and mythmaking form of advertising is the 

television commercial. Insofar as television is the culture in the sense described in Chapter 

10, the ideological center of American network television itself is the commercial. The 

American thirty to sixty-second commercial is so integral a part of network television 

programming that its impact is comparable to the filters of home, drama, and personality. 

The Thirty-Second Television Commercial: A Basic Icon of American Culture 

Like all forms of advertising, commercials promote products and create ―images.‖ 

The television commercial, however, does more than this. Increasingly, the television 

commercial has lent its methodology—especially its techniques of packaging an ―image‖—to 

every aspect of American life. Presidential campaigns are defined by commercials that 

package the slogans and the look of the candidate with the same techniques used to market 

products.  

Film stills from Looker. 

Of course, Crichton‘s film was produced in 1981. Viewers today watch many more 

commercials than they did more than twenty years ago. 

How We Watch Commercials 

Moshe Eizenman of the University of Toronto invented an eye-tracking device that 

has been used to monitor the actions of viewers‘ eyes as they watch television commercials. 



According to Eizenman, ―Our eyes are very busy. They‘re continuously scanning the visual 

field in front of them.‖4 Viewers focus on moving objects, sharp edges and contrasting 

colors. Eizenman‘s work suggests that making the viewer think too much may slow their 

visual perception. When his test subjects were given simple mathematical problems—like 

adding two digit numbers—their eye movements decelerated and they saw less of the visual 

field.  

Principles and methods of Script Writing 

The Six principles of Script – Writing: 

 Anything your friends tell you about your script 

 Anything an agent tells you about your script 

 Anything similar being written by someone else which you have been advised to 

emulate 

 Anything you might read in a book about script – writing 

 Anything you don‘t know how to write 

 Anything that doesn‘t propel you out of bed in the morning 

Ten Methods of Script – Writing 

 Outline, Outline, Outline 

 Know your Hero‘s Journey 

 Write for a Star 

 Keep the Action Moving Forward 

 Remember Your Audience 

 ABC (Always Be Cutting) 

 Make Your Opening Count 

 Don‘t Write Your Oscar Speech Yet 

 Just Finish It 

 Go to the Movies 

TECHNIQUES OF NARRATION 

The narrative constructs the identity of the character, what can be called his or her 

narrative identity, in constructing that of the story told. It is the identity of the story that 

makes the identity of the character (Paul Ricoeur).  The above quote reflects the thought that 

the personality of a character or narrator is identified and recognized as the best one by his 

way of narrating a story. The narrator‘s personality, identity, and character are revealed 

through the story presented by him. This chapter deals with the significance of narrative 



technique in fiction. The focus in this chapter is on theories of narrative techniques, narrative 

mode, point of view, elements of narrative, kinds of narrator, and types of narrative 

techniques. It reviews the techniques which are useful, related and also the base for the 

readers to study and understand Faulkner‘s novels.  

The narratives of the world are numberless. Narrative is first and foremost a prodigious 

variety of genres, themselves distributed amongst different substances – as though any 

material were fit to receive man‘s stories. Able to be carried by articulated language, spoken 

or written, fixed or moving images, gestures, and the ordered mixture of all these substances; 

narrative is present in myth, legend, fable, tale, novella, epic, history, tragedy, drama, 

comedy, mime, painting, stained glass windows, cinema, comics, news item, conversation. 

Moreover, under this almost infinite diversity of forms, narrative is present in every age, in 

every place, in every society; it begins with the very history of mankind and there nowhere is 

nor have been a people without narrative. All classes, all human groups, have their narratives, 

enjoyment of which is very often shared by men with different, even opposing, cultural 

backgrounds. Caring nothing for the division between good and bad literature, narrative is 

international, trans historical, transcultural: it is simply there, like life itself (Barthes 237-

272).  

For the study of narratives, narrative texts, a theory has been formed by Tzvetan 

Todorov in 1969 called ‗Narratology‘ ―to designate a systematic study of narrative firmly 

anchored in the tradition of the Russian and Czech formalism of the early twentieth century 

and French structuralism and semiotics of the sixties‖ (Patrick 174). Though the term can be 

used in a broad sense for all ‗theoretical persuasions‘ of narrative theory, it refers specifically 

to the theories of narrative structure. Gerald Prince defines it as ―the study of form and 

functioning of narrative‖ (Prince 184). He further adds that the term narratology may be new 

but not the discipline.  

―The term fiction is derived from the Latin word ‗fingere‘ which means to make or to 

form, to invent, to think up, to make up‖ (Lothe 174). In the above definition, fiction has been 

called ‗a made up story,‘ but a narratologist would look at the other half of the definition also 

i.e. ‗by shaping.‘ This means fictional narratives are not merely made up stories but they are 

shaped as well. Thus, the study of the form of narrative is the arrangement of events in time 

and space that becomes important subject of discussion. Since the study of narrative has 

become institutionalized, different theorists have attempted to theorize narrative in different 

ways.  

 



What is language editing? 

The purpose of language editing is to render your text free of grammatical errors, 

ambiguities, non – native phrases and terms. After language editing, the text will appear to 

have been written by a native speaker, your intended meaning will be immediately apparent, 

and the text will conform to the conventions of scientific writing. (Ex., Clarity, Concisenses). 

 

UNIT – V 

FILM LANGUAGE 

The Language of Film. Film and video programs are efforts at communicating and 

just like speaking English, tapping out Morse code, or waving semaphores, there is a whole 

language that can be learned including words, phrases, grammar, punctuation, rules and 

common practices. 

WRITING FOR FILM AND WHY DOCUMENTARIES ARE DIFFERENT 

Writing for film, fiction or non-fiction, is quite different from writing for print. There 

are a few unique features of film that a screenwriter must consider: 

Film is visual. The words that a screenwriter writes will never be read by anyone. They will 

only be seen and heard as images on a screen. The most important skill of a screenwriter is 

that he must be able to write visually. Theorizing or explaining a concept in a script is 

pointless; if the audience can‘t ‗look‘ at the theory, it‘s not worth writing. A screenwriter 

must think, ‗Is what I‘m about to write visual in nature? If not, then how can I make it 

visual?‖ 

Film shows motion. Most of the images you see on screen have action. It‘s what separates 

moving images from photographs. Stories for film must be translated by a screenwriter into 

active images. 

Film reveals what the eye often can’t see. A tiny cell in our bodies, a country we‘ve never 

been to, details that we would normally miss. The screenwriter must bring things to life for 

the audience who may have never before experienced what they see on screen. 

Film transcends time and space. A film doesn‘t adhere to our dimensions of time and space. 

Once made, it continues to exist in a little bubble of its own, transcending the limits of our 

present lives. A screenwriter must understand that writing for a film means creating a being 

that should have a life of its own long after the writer has moved on from it. 

Film is Subjective. By simply pointing the camera in a specific direction, a subjective choice 

has been made. The very nature of film, like our eyes, is to focus on what is considered to be 



the object of interest and eliminate what lies beyond the lens, thereby losing all sense of 

objectivity. 

Film chooses audience. The screenwriter must always keep in mind that each film chooses 

its own audience depending on how he chooses to tell the story. By varying a script, he may 

be showing the film to very different people in the end. 

Film repeats accurately. Film footage doesn‘t discriminate between objects, doesn‘t hide, 

cheat or lie. It consistently reproduces what the camera sees in full detail. It is the filmmaker 

who must shoot objects in a particular way to include or eliminate details. 

Film may have colour and audio elements. It‘s not only about moving images. Most films, 

unless the filmmaker chooses not to use them, have the elements of sound and colour. These 

elements are always, if present, incorporated into the script. 

Film emphasizes and emotionalizes. Films can evoke different kinds of reactions in the 

audience, from grief to anger. They can make the audience think and send powerful messages 

across to them. When it comes to documentaries in particular, there are a few more things to 

be kept in mind before starting to write a script. Documentary scripts do share many common 

elements with scripts for fiction films, shorts and features alike. However, they also have 

their own specific considerations: 

Documentary deals with fact, not fiction. Most importantly, documentaries delve into a non-

fictional world with real events, real issues, real conflict, real people and real emotions. 

Everything seen and heard on screen is grounded in accuracy and has no element of fiction. 

Documentary is flexible. Unlike fictional films, documentaries have no fixed visual and 

conceptual guidelines per say. It‘s impossible to concretize events or decide one way or the 

other about how the film will turn out eventually. There are fewer ‗rules‘ to be followed, 

which reflects the fact that there are few rules in the real world as well. This makes it more 

challenging but infinitely more exciting. 

Documentary inspires movement and action. At the very heart of documentary, there is an 

issue and a message at hand. The passing on of this message to the audience is usually the 

reason that the film was made in the first place. Documentaries have long been used as an 

instrument to inspire change in their audience, be it social change or inner change. 

Documentary involves less control. Unlike fiction films, documentaries must be shot in the 

real world and show real events happening. Often, the filmmaker is unable to control the 

event he is shooting as well as the circumstances surrounding the event. It‘s difficult to think 

about lighting when in the middle of a sniper shootout! There is less control over the subject 



in documentary; however this unmodified, improvised element is often the very charm of 

non-fiction films. 

Documentary subject is paramount. Documentaries are inherently bound to their subject 

matter. Since their purpose is so issue-specific and their circumstances are non-fictional, the 

subject is the most important aspect of documentary films and is given precedence over other 

aspects, for example: entertainment value. In fact, until recently filmmakers scoffed at the 

idea of a documentary being entertaining. This attitude has, of course, changed now but 

subject still remains the dominant element. 

Credibility is key in Documentary. The emergence of the documentary as a recognised 

cinematic genre in the 1920‘s inherited the trust of the audience in the veracity of the image 

as an authentic representation of the real.  

Form is more important than formula. There are no recipes in documentary films. Every 

subject and issue is specific and is showcased on film in its own appropriate manner. Form 

and the layout in which a subject is showcased in a film are important as they add value to the 

film, but there is no one tried and tested way to do this. 

In addition to these conceptual considerations, the screenwriter must ask a number of 

practical questions as well: 

 

 

 be? 

 

-colour? 

Animation? Etc) 

 

These factors contribute significantly to the nature of the script for the simple reason that, at 

the end of the day, film like any other art is a product. Artistry must go hand in hand with 

practicality, production technicalities and, of course, economics. You may ask yourself, 

―What difference does a film‘s budget make to a script?‖ The answer is, enormous. It would 

be easy to write a powerful scene about an ancient battle in a foreign country but the reality 

of it is that the film crew would have to fly there, hire hundreds of men, use elaborate 

costumes and props and perhaps even hire trained horses for authenticity. There would even 

be the additional costs of transport, food etc.  

 



Entertainment-education in development communication Between marketing 

behaviours and empowering people 

Thomas Tufte estate– becomes a direct comment to the contemporary conflict in 

Brazil. The fictitious senator fighting for an agrarian reform in Congress became a ‗true‘ 

spokesman of the landless in Brazil, and achieved –acting as senator– twice to meet in real 

life with Brazil‘s President Cardoso. This fictitious ‗senator‘ had obviously gained clout and 

negotiation power. When he was killed in the telenovela, supposedly by the landowner‘s 

contract killers, two real senators participated, acting themselves, in the fictitious burial of the 

fictitious senator. Rei do Gado thus visibilized a growing social struggle, making the problem 

an issue of public knowledge, debate and concern. It portrayed key characters legitimizing 

this particular social struggle as a political struggle. It had tremendous effect, significantly 

increasing public attention, both the media attention and the political attention –attributed to 

the real SEM TERRA movement (Tufte, 1998). Both of these examples are drawn from the 

margins of entertainment-education, but they are brought here to illustrate some of the 

positions and trends in current EE-practice. The Popeye story is a very early example of how 

entertainment-genres, here a cartoon, have been used for the promotion of individual 

behavioural change. It pre-dates by decades what later came to be known as EE through 

social marketing. It is also an early example of how commercial and public health interests 

can merge in a joint communication effort, creating a win-win situation where both 

stakeholders –the spinach industry and the public health of the people– gain from the 

intervention. Rei do Gado is an example of how the prime genre in entertainment-education, 

the serialized TV narratives (be they telenovelas, soap operas or similar genres), can serve the 

agendas of social movements by making the core problems visible and thereby empowering 

audiences and putting pressure on politicians. 

EE - a contested communication strategy 

The use of entertainment-education (EE) as a communication strategy in development 

work has grown significantly over the past decade (Singhal and Rogers, 2004, 1999; Sabido 

et al, 2003; Tufte, 2001; Bauman, 1999). The use of EE has for decades been seen in 

addressing health-related issues as blood pressure, smoking, vaccine promotion and family 

planning. It has also been used for the past 15 years in HIV/AIDS prevention. EE is also a 

communication strategy which is being applied increasingly in sectors such as environment, 

rural development, conflict resolution and peace-building (Skeie, 2004). At the strategic 

level, the objectives vary: from promoting individual behaviour change to supporting social 

change; from enhancing social mobilization to articulating peoples participation and 



empowering minority or marginalized groups to collective action. The main point here is that 

EE is increasingly being used as a strategic tool with a varying diversity of agendas. 

The aim of this article is two-fold. First, it is to provide an introduction to the history and 

development of the use of entertainment-education in communication for development, from 

the early experiences in the 1950s and 1960s 

Media and Glocal Change to the abundance of cases seen today. Second, it is to attempt a 

categorisation of the different approaches to EE, suggesting three generations of EE-

communication; from the social marketing strategies which marked early experiences and 

continue to exist as a widespread approach, over the more interdisciplinary strategies linking 

diffusion and marketing with some degree of participation, to the trans disciplinary third 

generation of approaches. This third category is explicitly oriented toward identification of 

social problems, power inequalities and their root causes, most often enhancing collective 

action and structural change. 

The EE-communication practice we observe today is a negotiated strategy with 

epistemological foundations from scholars and strategists rooted in different schools of 

thought; varying cultural traditions of storytelling; a breadth of organisational traditions, 

trajectories, priorities and constraints; political agendas; varying media infrastructures and, 

finally, with the ad hoc tool box of communication also playing a crucial role in determining 

the final outcome of de facto developed strategies.  

From Mexican telenovelas to South African TV-series 

If we make a brief retrospective into the history and development of EE as a subfield 

of study within communication for development, the first characteristic to highlight is that, in 

many ways, it has followed the key theoretical and methodological trends from 

communication for development in general. It is reflected in the three generations of EE 

between which I am distinguishing in this chapter. One of the first modern examples of EE is 

The Archers, a series produced by the BBC radio drama and broadcast in England in the early 

1950s (it still runs!). Since 1951 it has communicated important information to the farmers in 

England, and in the mid 1950s it was listened to by two out of three adult Englishmen (Fraser 

and Restrepo-Estrada, 1998). However, from 1972 it gave up its deliberate educational 

perspective, becoming ‗just‘ an ordinary radio soap opera. It was in the 1970s, however, that 

EE began to gain some more elaborate theoretical grounding. Social marketing is one of the 

key origins of today‘s EEstrategies, and is still at the core of many first generation EE-

communication interventions. The use of social marketing developed in the 1970s and was 

quickly tied up with music, drama and storytelling.  



Media and Glocal Change 

Japhet and his colleague Shereen Usdin realized the need for health training on basic 

issues such as childcare, contraception, and AIDS. The overall objective, according to Japhet, 

was to develop an on-going vehicle that could promote social change. From the outset, the 

media were considered the vehicles whereby information had been and continued to be made 

accessible, real, and appropriate to the audience. Through formative research, the audiences 

played a crucial role in the overall message development process and were ultimately the 

agents of change, deciding for themselves how and if to use the information provided. Soul 

City developed an inclusive vehicle where the core agents of change were the audiences. The 

unit of change transcended the individual viewers, listeners and readers, and was, instead, the 

broad society. 

Two Stages of the Film & Documentary Scriptwriting: 

Pre-Shooting Script: 

The shooting script is more elaborate, precise, overwritten version of the screenplay. 

Different what common sense may suggest the screenwriter does not write the shooting 

script. The director alongside his cinematographer writes it.While both discuss their ideas and 

shot plan desired for the movie.Preshooting script is a conceptual map for your shooting trip. 

It combines research and outlines the film‘s story providing a visual guideline for the shoot. It 

uses the similar format and basics as a post-shoot script and can be as comprehensive. Pre 

shooting is generaldependent on the evidence available to the scriptwriter at that stage. Some 

director-scriptwriters regularly combine the shooting script and shot list the two are separate 

units. A shooting script rarely delves into detailed aspects of production unless integral to the 

story. 

Post-Shooting Script: 

Post shooting scripts are a necessary part of the postproduction process. They can 

either be done in house with your own production team. You can outsource them to a 

specialist service. A postproduction script is your movie on paper shooting step by step. The 

post shooting script combines theoretical elements along with audiovisual information 

gathered at the production stage and may also include any new knowledge gathered along the 

way. It then weaves it all together into a moviemaking story that is used by the filmmaker to 

edit the documentary. The post shooting script often includes descriptions of shots and 

actions and is quite comprehensive. Again the post shooting script should not be confused 

with a paper edit that contains detailed shot and production information. 

 



Feature of Film & Documentary Script Writing: 

There are a few unique features of film that a screenwriter must consider: 

Find A Story:At first preferably find a story that you love. This is going to be a process that 

will seem difficult andinsuperable at times. So it better be about somewhat you do not mind 

thinking andexcruciating about for several months. Research your particular type and stay 

with in the rules of that genre.If you are looking to sell you are scripting. The film industry is 

always looking for marketability over innovation. That is not saying a little originality is a 

bad thing. 

Scriptwriting Software:Not getting it will only annoy you and potential readers who are 

used to seeing dialogue located at an exact four inches from whichever side of the margin. If 

you cannot have enough money Movie Magic or Final Draft or Montage try Celtx. I am 

starting to use it now. It is pretty much fully functional and adds the option of placing your 

scripts in an online file for collaboration and distribution. 

Formulate Premise:Write a short sentence of the fundamental idea that drives the plot. It 

will help you to classify if your film is too complex and seek feedback. 

Three-Act Structure:Yeah so a lot of established writers have done away with it and done 

well but that is since they are established writers. Producers are willing to take chances on 

them because they have made money previously. Most movies are written in the format of 

The Hero's Journey. Which there are a number of articles on the web relating to The Hero's 

Journey. 

Visual: The words that a scriptwriter writes will never be read by anybody. They will only be 

seen and heard as images on a screen. The most important skill of a scriptwriter is that he 

must be able to write visually. Explaining a concept in a script is useless.If the audience 

cannot look at the theory it is not worth writing. A writer must think is what I am about to 

write visual in nature? If not then how can I make it visual. 

Motion: Most of the images you see on screen have action. It is what splits moving images 

from pictures. A Script writer into active images must translate stories for film. 

Time and Space: A film does not adhere to our dimensions of time and space. When made it 

continues to exist in a little bubble of its own exceeding the limits of our present lives. A 

scriptwriter must understand that writing for a film means creating a being that should have a 

lifetime of its own long afterward the writer has moved on from it. 

Subjective: By simply pointing the camera in a specific way a subjective choice has been 

made. The very nature of film like our eyes is to focus on what is well-thought-out to be the 

object of interest and remove what lies beyond the lens thereby losing all sense of objectivity. 



Chooses Audience: The scriptwriter must always keep in mind that each film chooses its 

own audience dependent on how he chooses to tell the story. By varying a script he may be 

show the film to very different people in the end. 

Accurately: Film footage does not classify between objects does not hide cheat or lie. It 

reliably reproduces what the camera sees in complete detail. It is the filmmaker who must 

shoot objects in a specific way to include or remove details. 

Emphasizes &Emotionalizes: Films can suggest different kinds of reactions in the audience 

from grief to anger. They can brand the audience think and refer powerful messages 

crossways to them. When it comes to movie in particular there are a few more things to be 

kept in awareness before starting to write a script. Movie scripts do share many mutual 

elements with scripts for fiction films shorts and features comparable. 

Dialogue: Dialogue is best written after you have written the breakdown of the script this 

way it make sure that your story is told visually. Keep dialogue simple and make sure it is not 

on the nose. If you are stressed you could improvise it in a rehearsal. 

Description: Memorize each page is roughly equivalent to a minute in film time. Write 

action and describe how something feels in its place of writing description. And finally and 

most outstandingly keep it simple and easy to read. 

Feature of Documentary 

Documentary Deals With Fact Not Fiction: Most importantly documentaries 

research into a nonfictional world with real occasions, real problems, real people and real 

feelings. Everything seen and heard on screen is grounded in accurateness and has no element 

of fiction.  

Documentary Is flexible: Unlike fictional films documentaries have no stable visual 

and conceptual guidelines per say. It is unbearable to concretize events or choose one way or 

the other about how the film will turn out ultimately. There are fewer rules to be followed 

that reflect the fact that there are few instructions in the real world as well. This makes it 

more challenging but noticeably more exciting.  

Movement & Action: At the very heart of documentary there is an issue and a 

message at hand. The temporary on of this message to the audience is usually the reason that 

the film was made in the first place. Documentaries have long been used as an instrument to 

motivate change in their audience be it social change. 

Documentary Involves Less Control. Unlike fiction films, documentaries must be 

shot in the real world and show real events happening. Often, the filmmaker is powerless to 

control the occasion he is shooting as well as the circumstances surrounding the event. It is 



difficult to think about lighting when in the middle of a sniper shootout. There is less control 

over the subject in documentary though this original improvised element is often the very 

charm of true-life films. 

Credibility: The emergence of the documentary as a recognized cinematic genre in 

the 1920‘s inherited the trust of the audience in the veracity of the image as a faithful 

representation of the real. Today we are much more skeptical even with documentaries. 

Spectator‘s trust once lost is gone forever so a documentary in this day and age must 

continually provide credible information and sources to put a distrustful audience at ease. 

What is the budget of the film?  

You may ask yourself what difference does a film is budget make to a script. The 

answer is enormous. It would be easy to write a powerful act about an ancient battle in a 

foreign country but the reality of it is that the film crew would have to fly there. Hire 

hundreds of men use sumptuous costumes and props and perhaps even hire-trained horses for 

authenticity. 

Before Shooting Script Writing Process: 

Research: Once you‘ve settled on your documentary idea, time to start digging. Leave no 

rock left unturned. 

Create List: Based on your research start creating a list of potential characters/interviews 

basic storylines areas of probable conflict and emotion. Ask yourself what‘s at the heart of 

this story and how do I show that visually. 

Get Style: Decide the look, feel and style of your documentary. Search web videos or watch 

Television for ideas. Netflix is a great resource for documentaries. 

Shooting Script: Often with documentaries the script cannot really be written until after the 

footage has been shot and you start piecing the story together based on what you exposed 

with your camera. However writing an outline at the beginning can be an invaluable guide to 

point you in the correct direction. Specially to be able to look back as a reference when the 

chaos of shooting can get you off track. 

Get Creative:Think about some unique and creative ways you can spice up your movie and 

give it that wow factor. How to write a script creatively involves addition special elements 

such as stop motion, time-lapse, cartoons, recreations, etc. 

After Shooting Script Writing Process: 

Log Tapes: This may seem like a tedious and boring task at first but trust me you will thank 

physically in the end. This is where you begin to log and categorize the various pieces of your 

puzzle. 



Review The Big Picture: What are the main elements like characters and plots that have 

surfaced through shooting process that create the wall hanging of your overall story. What are 

the key moments? 

Create Scenes: Take these instants and divide your documentary into mini-stories (scenes) 

that together create the documentary. 

Build a Roller Coaster: Take these acts and begin creating a Roller Coaster ride for your 

audience. What kind of ride are you taking them on? Think about the great moments in your 

story and how to write a script to build up those moments. A fantastic book that explains this 

process is writing great screenplays for film and TV by Dona Cooper. 

Villain and Hero: Additional central part of scriptwriting is determining the villain and hero 

in your story. A hero/villain can be a person thing or event. 

Opening, Middle & An End: Every story has an opening middle and end. If you can outline 

your story in these three general classifications then you can begin to fill in the details. 

The Ending: If you have a lot of footage and knowledge to work with a simple way to clarify 

how to start building your script is to think about how you are going to end your 

documentary. Everything else leads upto that. 

Start Strong: I cannot express enough the importance of how you start your movie. This is 

when you hook the audience and set the tone for the entire program. The beginning of your 

film should: 

Create curiosity: Set up the problem or issue in the most forceful way possible to tease or 

grab your audience‘s interest. Create a situation that makes the audience ask why is this 

happening. 

Script Template: Finally once you have a general outline of your story begin building your 

script using a two-column script template one column for audio and one column for video. 

The Plot: 

The words to plot literally mean to figure out a path to enter or exit a situation. In a 

story sense the plot is when a story navigates through branching possibilities to choose a path 

that will lead to a resolution. The plot of a story is where every sequence in the film makes 

the next one inevitable because of their events and design in time. Every story needs to have a 

plot, no matter how small, to move the story forward towards a goal. There need not be 

dramatic twists and turns or high-pressure suspense or shocking surprise. A plot can merely 

be a selection of events and their patterns displayed through time in the film. The scriptwriter 

must make event choices what to include and what to exclude and place them in a particular 

order. The plot is a unifying force that holds a story together. If the film were a human body 



then the plot would be the spine creating unity between all the elements. Even when the story 

portrays chaos the plot is what keeps the audience on track. The plot always adheres to a 

controlling idea, which is the ultimate point that the film is trying to make. The plot of the 

film is designed as a larger whole by the scriptwriter. In many cases, the film starts a plot in 

one direction and then makes it change direction sometime during a film towards a 

completely new goal. This sweeping change that takes the film from one condition to a 

changed condition by the end is called the Plot Arc. 

Trends in Writing and Technology 

Technology in writing and writing pedagogy, including laptops, discussion tools in 

course management systems, social media, iPods, multimedia tools, and software for 

automatic translation and speech recognition. The focus of the issue is highly practical, 

offering advice and direction for teachers of writing at university and other levels of 

education. Many of the issues raised have hardly been examined previously in the writing 

literature, and so I expect that readers will find much that is new in the individual 

contributions. 

Potentials and Accessibility of Technology for Writing and the Teaching of Writing 

A driving force in the evolution of writing is the evolution of technology in terms of 

its features which are directly related to writing or which can be applied in ways that relate to 

writing and in terms of the accessibility of various types of technology to users. In addition to 

computer-assisted writing using word processing, when writers go online this opens a whole 

new set of affordances and potentials for communicating and collaborating with others; for 

accessing and making use of information in databases, websites, and others‘ texts; and, in 

general, for applying other media and electronic tools in writing. 

Word Processors 

Computer-assisted word-processing tools have become increasingly available in the 

form of improved and ever smaller computers such as laptops and notebooks which facilitate 

all aspects of writing – from input to revision and dissemination of text. There is a long line 

of research and discussion of computer effects on learning and specifically on writing (see 

e.g. Pennington, 1991a; 1991b; 1992; 1993a; 1993b; 1996b; 1996c; 1999; 2003/2006; 

2004a/2009; 2004b), which is being continued in the current work of Mark Warschauer and 

colleagues at the University of California at Irvine on the use of laptops in schools (e.g. 

Collins, Hwang, Sheng, and Warschauer, this issue; Warschauer, 2009). When married to 

Internet search engines, word processing software becomes a giant supplement to the 



cognitive resources, in both knowledge and memory capacity, of human beings, thereby 

greatly aiding research, the development of new knowledge and ideas, and the expression of 

these through language.  

Online Discussion Boards and Social Media 

Communication in online discussion boards, chat facilities, and social media is 

typically carried out in written form and so these electronic communication environments are 

frequently linked to writing for educational purposes. Vengadasalam (this issue), starting 

from an analysis of the difficulties involved in facilitating online discussions through course 

management systems in writing classes, offers an approach to instructing, facilitating, and 

grading such online discussion, which ―happens when participants post asynchronously in 

response to a topic they find interesting. A discussion can have several threads if there are 

several subtopics.‖ Her approach interactively builds and responds to discussion at an 

increasingly demanding level using a pool of items, which saves the teacher time 

and promotes student learning and involvement in the course topics. In a different kind of 

educational application, Magrino and Sorrell (this issue) show how social media such as 

Facebook and Twitter, which are very popular online environments for the out-of-class 

communication of teenagers and young adults, can be integrated into many different kinds of 

online courses for use by students ―as dynamic components of the educational experience.‖ 

These online resources are widening the contexts of writing and the ways students and others 

participate in writing activities, as they bring more and more people into these new kinds of 

writing activities and are also being purposed to feed into students‘ learning experiences, 

including their writing assignments. 

Online Collaborative Writing 

Collaborative work is facilitated by access to computers and the Internet and is 

increasingly seen as an important part of learning and the production of knowledge. Such 

collaboration includes interaction and feedback in the writing process as well as jointly 

produced and multiply authored texts. King (forthcoming) offers a critical review of different 

tools for online collaborative writing, their affordances, and the ways these might be used in 

writing classes. King‘s pedagogy for collaboration is built on joint problem-solving, in which 

students: all realize that they are expected to write together, and this leads them 

to treat the online space they are working in as a place of convergence in which they remain 

(at least periodically) aware of the contributions, alterations, and deletions of others and, 

crucially, maintain their common view of the enterprise via communication. 

 



Blogs 

Another online writing trend is blogging, that is, the writing of weblogs, ―frequently 

modified web pages in which dated entries are listed in reverse chronological sequence‖ 

(Herring, Scheidt, Bonus, and Wright, 2005: 142). A blog functions as a kind of online diary 

or journal that may include audio and video along with text, that may incorporate links to 

other blogs and online sites, and that allows for response from visitors to the blog site. 

Herring et el. (2005: 143) describe the blog as ―[forming] a de facto bridge between 

multimedia HTML documents and text-based computer mediated communication, blurring 

the traditional distinction between these two dominant Internet paradigms, and potentially 

contributing to its future breakdown.‖ Levy (2009: 773) sees the main strength of blogs as 

―encouraging self-expression through informal writing.‖ The value of blogging for improving 

students‘ writing may be in part the provision of an interactional space where students can 

express their opinions in interaction with others. Improvement in students‘ writing may result 

as a by-product of writing more, or in a more engaged way, than they normally would – 

which may itself be an effect of their greater engagement in course activities. Pearson and 

Ellis (this issue), for example, describe how using semi-public, anonymous blogs to augment 

in-class discussion created a more student invested and student-led course. They report that as 

the students became more active and engaged in the course in terms of offering their 

opinions, sharing ideas, and responding to the ideas of others, they improved their written 

communication. 

Wikis 

Another type of writing facilitated by computers and electronic connectivity involves 

the collaborative creation of documents via a wiki. King (forthcoming) describes a wiki as 

―[providing] a platform of ‗bundled‘ features used in teaching programs for a number of 

collaborative tasks, including (but not limited to) online discussion, collaborative 

problemsolving, and collaborative writing. When used extensively in a course, students 

become familiar with the particular wiki‘s interface and tools.‖ In Warschauer‘s (2010: 4) 

view: Wikis turn traditional [computer-mediated communication] activity around. Whereas e-

mail and chat facilitate informal, author-centric, personal exchange, writing on a wiki 

facilitates more formal, topic-centric, depersonalized exchange. Each edit makes a concrete 

contribution to a collaborative written product. A log of edits and their authors is relegated 

to a separate page, which a teacher can use to confirm who contributed what to a joint student 

product. Wikis are thus an especially powerful digital tool for collaborative writing and 

collective knowledge development.  



Language Analysis Tools 

A wide range of language analysis tools offer capabilities for writing. One of the 

possibilities for writing is access to speech recognition software to aid writers with physical 

limitations, as in the applications described by Altman (this issue) and Hill (this issue). 

Another is access to search tools which analyze digital texts in ways that assist writers by 

greatly facilitating their locating topic-relevant or specific sources and sections within these.  

Mobile Devices 

Other new options for writing are provided by hand-held mobile devices such as 

cellphones with keyboards and auto-text features that facilitate input and dissemination (if not 

revision) of text and with connection to the Internet and other media and electronic resources. 

Using handheld mobile devices connected to the Internet increases portability for relatively 

limited, small-text writing purposes such as taking notes or sending messages, and their use 

for other purposes (e.g. recording interviews or taking pictures as aspects of research) may 

also be connected to writing tasks.  

Multimedia 

As I have elsewhere remarked, ―In the contemporary era, writing has become 

increasingly linked to an array of other media, a trend which is increasing the demand for 

blended multimedia competencies and for what has come to be known as multiliteracy…‖ 

(Pennington, 2009). New books on digital composing such as Jones and Hafner (2012) stress 

multimodality, an increasing focus of attention for pedagogical practices, as in Miller and 

McVey‘s (2012) edited collection on Multimodal Composing in Classrooms: Learning and 

Teaching for the Digital World, reviewed by Cowan (this issue) or Palmeri‘s (2012) 

Remixing Composition: A History of Multimodal Writing Pedagogy, reviewed by Anderson 

(this issue). Palmeri (2012) builds a case for multimodality as being part of the foundations of 

writing. It is moreover increasingly accepted that digital literacies and multimodality are an 

important part of composition in the present era and so should be taught within composition 

curricula, and that different kinds of non-print texts are part of what 21st century students 

must learn to ―read‖ and ―write.‖ A forward-looking pedagogical example is the activities 

provided by Ball (this issue) that involve students in rhetorically analyzing and producing 

multimedia web texts. 

The Language of News Media 

Written by a linguist who is himself a journalist, this is a uniquely account of the 

language of media news. Allan Bell emphasizes the importance of the processes which 



produce media language, as stories are moulded and modified by various hands. He stresses it 

is indeed stories that journalists and editors produce, not articles. These stories have 

viewpoint, values and structure that can be analysed. He is concerned, too, with the role of 

the audience in influencing media language styles, and in understanding, forgetting or 

misconceiving the news presented to it. Based in the frameworks of sociolinguistics and 

discourse analysis, this book draws together a growing research literature and informs it with 

the authors own immediate observations and experience as both journalist and researcher. 

Allan Bell has been both making and studying media language for many years. He has 

worked as a journalist and editor in a daily new service, weekly newspaper and monthly 

magazines. He has researched media language in several countries, especially New Zealand 

and the United Kingdom. He is an Honorary Research Fellow at Victoria University of 

Wellington, New Zealand, combining his research there with work as a freelance journalist 

and media consultant. 

Media and Language 

Why study media language? 

1. Accessibility of media as a source of data for some language feature we want to study. 

2. Interest in the way the media use some language feature, also found in ordinary speech. 

3. Interest in media.s role in affecting language in wider society. 

4. Interest in what media language reveals as a mirror of the wider society and culture. 

5. Interest in how media language affects attitudes and opinions in society through the way it 

presents people and issues. 

6. Availability, media language is easier to collect than conversation. It is .there. in large 

quantities. 

Media language can tell us things both about media and about language. 

Media language research and the disciplines. The study of media language has much 

to offer to the different disciplines on whose territory it touches: linguistics, sociolinguistics, 

discourse analysis, semiotics, communication studies, sociology and social psychology. The 

basic issues of communications research were encapsulated by Harold Lasswell in 1948: 

Who says what in which channel to whom with what effect? This is compared with a 

prescription for the socioliguistic enterprise: .Who speaks what language to whom and when? 

Themes of the book 

The book does not aim to introduce linguists to media research. We can draw out 

three themes that run through the volume: 

1. The importance of the processes which produce media language 



2. The notion of the news story 

3. The role of the media audience 

Researching Media Language 

Universe and Sample 

The kind of samples that they used to gather the data ranges from recordings of many months 

of broadcast news, or stories from a hundred different countries, to just a single news clip or 

radio programme. 

Decisions on gathering a corpus of media language are requires in three main areas: 

1. The genres are the particular kind of media content in which you are interested- news, 

classified advertising, game shows, weather forecasts and so forth. 

2. The media outlets are the publications, television channels or radio stations which carry the 

content. 

 In features, journalists are allowed more liberty of style and many features are written 

 by non-journalists. For both news workers and researchers, the boundaries between 

hard and soft news are unclear. 

 Special-topic news: appears in sections of the paper explicitly flagged for their subject 

matter. They are generally produced by separate groups of specialist journalists under 

the control of the editor. 

 Different media have different ratios of advertising to editorial copy: In some 

newspapers news makes up a majority of the content, but more often advertising 

predominates. News can occupy a surprisingly small proportion of some newspapers ( 

e.g. Blockbuster Sunday editions of American Papers). With broadcast media the 

news always occupies a small proportion of airtime. 

Where news copy comes from: 

 Most news outlets carry far more news originated by other organizations than by their 

own journalists. Almost all international news derives from the “Big Four” news 

agencies: Reuters, Associated Press, United Press International and Agence France 

Presse. Domestic news from beyond an outlet.s immediate geographical area comes 

mainly from internal news agencies. 

 A large proportion of news which appears to be produced by local reporters is 

primarily the work of press offices working for companies, government departments 

or other organizations. 

 Most countries have their conventional subdivisions of the press: 

 New Zealand, daily press i) metropolitans ii) provincials 



 United Kingdom, i) national ii)regional 

 A further subdivision -particularly strong in Britain but acknowledged in many other 

countries- is between the “quality” and “popular” press (Guardian, New York 

Times. 

 Monde and the Frankfurter Allgemeine versus the rest). Most nations lack a true 

national daily press because of the difficulties of nationwide distribution. 

The media react to research 

There is one feature of researching the media which still manages to surprise even 

experienced practitioners: the porcupine reaction of media personnel. If there is any one 

institutional disease to which the media of mass communication seem particularly subject, it 

is a nervous reaction to criticism, a reaction that puzzles us, for it is the media themselves 

which so vigorously defend principles guaranteeing the right to criticize. Sometimes the 

reaction can be extreme enough to jeopardize the conduct of publication of research. The 

likelihood of reaction should not drive media language researchers away, but rather forewarn 

us on how to approach media organizations and present our research to them with care. 

The Production of News Language 

The news is seldom a solo performance. News media offer the classic case of 

language produced by multiple parties. Media audiences are large and multilayered, ranging 

from the interviewer whom a newsmaker addresses face to face, to the absentee mass 

audience, which itself consists of different segments.  

 

 


