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How to be a TV journalist 

 http://www.youtube.com/watch?v=YtGSXMuWMR4 
 

http://www.youtube.com/watch?v=YtGSXMuWMR4


The media landscape is changing 
• Audiences are increasingly getting their news and information online 
• Major media companies are slashing full-time journalism staff numbers  
• Established broadsheet newspapers are turning into the smaller tabloid 
format 
• Reporters are now not only expected to write quickly and accurately, 
but to also take publishable photos and be able to record and download 
voice and video (converged media) 
• Mainstream reporters are faced with a 24/7 news cycle, websites must 
be up-to-date to compete … so who has time to ask questions? 
• Blogging and social media are rapidly becoming integral to news and 
information consumption  
 

WHEW … and scientist is expected to get their message out in this clatter? 





We spoke yesterday about what exactly a 
journalist DOES 
 
And how they need to identify and engage with their 
AUDIENCE 



• But there are different types of journalist a scientist might have to 
communicate with. 
 
• For example there are also Visual Journalists (photo and film/video), 
Feature Writers, Radio Journalists … and of course Converged 
Journalists (sounds painful and actually is, working for an online news 
site like your personal communication toolkit for this course)  
 
Journalists inform society about itself and make public 
that which would otherwise be private – Tony Harcup 
 
Journalism largely consists in saying “Lord Jones Dead” to 
people who never knew that Lord Jones was alive – GK 
Chesterton 
 



And we spoke a bit about structure… 
more on that later 

 To understand how to make your story appealing, or how 
you can better communicate with journalists, we also need to 
consider WHY a story is chosen to be written/recorded in 
the first place. 

 And the answer is inevitably …  



 There are lots of lists and “takes” on what makes something 
“newsworthy” 

 

 Masterton cites: consequence, proximity, conflict, 
human interest, novelty and prominence.  

 
 Harcup cites: 

Because they are “newsworthy” 





Question 
 Thinking of your chosen scientific paper, and thinking of how 

you could communicate its fundamentals to a mainstream 
audience, are any these news values appropriate? 

 Because if you can tailor your message (without 
compromising the science) to these general categories, you 
will immediately have the interest of a journalist. 



Quick diversion … ingredients of a news story 
 • WHO 
•  WHAT 
•  WHEN 
•  WHERE 
•  WHY 
• HOW  
 

KNOWN AS 5WH … a basic checklist  



Rule 1: Journalism is about COMMUNICATION  
 
 

It is NOT about trying to prove how literate you are, or how many 
adjectives you can cram into a short space. 
 
It is NOT about trying to prove how clever you are. 
 
It IS about communicating either facts (reporting), opinions or 
knowledge (usually of an expert or source) in a clear and concise 
fashion and in such a way that as many people as possible 
understand what points you are making, and can follow your logic. 
 
And that rule remains valid even if the publication (print or online) in 
which the information is appearing is for a highly specialised 

AUDIENCE. 
 
 



Rule 2: Journalists only get one chance to make a 
good first impression 
 
 
Whether it is the first few frames or 30 seconds of a video or audio, or the first few 
sentences of a story, the INTRODUCTION must be either interesting or compelling. 
 
When you are writing an academic article for a journal, or a research paper, the devil 
is in the detail; the format, style and the presentation are rigidly enforced. 
 
 You might examine and critique literature, be involved in scientific research … 
whatever … but the reader/viewer will in many ways be a CAPTIVE AUDIENCE 

and will keep going to the end because they kind of HAVE to …  
 
If a journalist does not engage the reader/viewer right from the start they will quickly 
stop reading, disengage, click away  … in which case the story will have been a waste 
of time. 
 
 



Rule 3: If you don’t KNOW YOUR AUDIENCE, you 
won’t have one for long 
 
 

So to start, you need to work out exactly WHO your AUDIENCE is 
and tailor all your communications and material to maximise the 
chance of audience engagement. 
 
 



Journalists get information by 
interviewing experts as sources 

 Well credentialed people and experts are the best sources for 
most stories. 

 If you have proven expertise in an area of science or 
technology or are involved in a research project you are a 
valuable source. 



An experiment to test these theories  

 http://www.smh.com.au/technology/sci-tech/soylent-
pioneer-thinks-outside-the-lunch-box-20130810-2ror7.html 

http://www.smh.com.au/technology/sci-tech/soylent-pioneer-thinks-outside-the-lunch-box-20130810-2ror7.html
http://www.smh.com.au/technology/sci-tech/soylent-pioneer-thinks-outside-the-lunch-box-20130810-2ror7.html


Questions? 
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