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Chapter 12/Writing News for the Web

Lesson #12: Increasingly, journalists are realizing that writing, editing and packaging news for the Web is different from writing for print or broadcast.
· The Web as a Unique Media Form:

· when it first appeared it followed the pattern of radio & TV

· mid 1990s – the Internet picked up steam as newspapers republished the identical news published on paper (shovelware)

· now news organizations generate web-first stories

· Citizen Journalism began to flourish, challenging the dominance of traditional media in disseminating news
· people want info when they want it and how they want it

· publishers have developed apps for smartphones & tablets

· The Web leverages the Internet’s strengths:

· links to other sites

· link people with two-way communication

· high speed connections

· text, photos, graphics, audio & video on demand

More and more journalists are required to write multiple versions for print and web, but also to think about how to tell a story (linked text, audio, video, graphics).  Think verbally and visually!

1. Expectations of Digital Media:
2. readers want the news right away – web journalism is all about getting the story out as quickly as possible…mobile & web first, print & broadcast second

3. readers want to have their say – they want to be more than passive consumers of news…the one-way communication path of the past is giving way to two-way communication

4. readers want multimedia variety – text, hyperlinks, photos, graphics & video

5. readers want the news upfront – keep no secrets from readers…don’t withhold key outcomes till the end of the story…surrender control of the story’s sequence to the reader…the Inverted Pyramid style is perfect because the lead is more important online than it is in print

6. readers want to customize content – every reader chooses what to read and what path through the information is best for them

7. the audience is international – since readers can be from anywhere in the world, avoid overly-local references and use in plain language

· structure is all-important – organize stories in a logical, coherent way in layers

· give readers a lead paragraph so they can understand the basics

· provide a way to click to continue reading (you can also provide scrolling)

· provide links to earlier stories on the same subject or related material

· complement the text with video, photos, graphics or audio

· most people don’t think linearly so break stories into short, digestible pieces
· it takes 25% longer to read online than in print.

Use these tips to hold your readers’ attention longer.

1. Think Immediacy – update breaking stories quickly

2. Save Readers Time – be clear…choose simple words…write short sentences & paragraphs

3. Provide Information that’s Quick & Easy to Get – readers have zero tolerance for confusion and no time to be led astray

4. Think Verbally & Visually – be concerned with the most efficient way to display the information on screen

5. Cut Copy in Half – no room for cute or literary…be clear & crisp

6. Use Lots of Lists & Bullets – lists allow for better comprehension & higher retention than regular sentences [example p.254]
7. Write in Chunks – break information into small bites…think of your story as having parts…each segment can be a separate story

8. Use Hyperlinks – they allow readers to navigate to additional information on or off-site…they are the Web equivalent to footnotes

9. Give Readers a Chance to Talk Back – when they do, they’ll visit again…print & broadcast are mainly one-way communication…the Web can be two way

10.  Don’t Forget the Human Touch – relate facts to people

Writing for Search Engines:

Search engine optimization is the process of making sure popular aggregators like Google & Yahoo will be able find a story.  It involves seeding stories with keywords or metadata tags that are indexed by search engines.

Writing for Blogs:

Traditional Journalism
formal

dispassionate

third person (he/she/they)

vetted by layers of editors
Blogging
informal

passionate

first person (I/we)

straight from the writer to the reader

The best blogs are conversational, specific, full of comparisons, explanations, turns of phrase & links.

· SOCIAL MEDIA

· today most journalists must promote their stories on Facebook, Twitter & other social media

· such promotion drives traffic to the news organization’s website

· effective S.M. teases pique the reader’s interest but don’t give away the key elements

· since there is no editing on Twitter be sure to proofread before you hit enter; check spelling, grammar, facts

· your reputation – and your organization’s – are on the line!

Conclusion: Writing for the Web is more about showing than telling…about the audience experiencing rather than witnessing…about the audience actively participating rather than being passive.
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