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SYLLABUS
MEDIA STUDIES—I

Print Media

Code: FEBB08 Contact Hours/week: 5
Credit: 4
Aim: To createin the student an awareness of the basic theoriesand

conceptsrelated to communication and to givethem basic training in
writing for the newspaper.

Tointroduce massmediaand their characteristicsto students.

Tofamiliarizethemwiththehistory and fundamental sof print media

Tofamiliarizethem with the characteristics of print mediacontent and

set astepping stonefor the student to beaprint mediaprofessional.

Objectives. On completion of the course the student will have

(1) A broad based notion of thetheoriesrelated to Communication.

(2) A knowledgeof thehistory of themedia

(3) A knowledgeof thefundamentalsof mediawriting.

(4) Theskill, by practice, of writing editoria, features, reviewsandthe
like.

CourseQOutline

Modulel Introduction to Communication

Definition, e ementsof communication

Modd sof communication—Aristotlemodd , SMCR modd , Shannon
and Weaver model etc

Typesof Communication intrapersonal, interpersonal, group, mass
communication, verba and nonverba communication.



Modulell :Introduction to Massmedia.

Functions: inform, educate, entertain,sociadiseand reinforce
Varioustypesof massmediaand their characteristics

Print media: Newspaper, magazine, books

Electronicmedia TV, Radio

Modulelll: JournalisticWriting: Definition—JourndigticwritingV's
CregtiveWriting

Print mediacontent: News—news structure—inverted pyramid; hour
glass, lead; varioustypesof leads

NewsReporting; Featurewriting—Editorial—Speciadizations—The
Women's page—Review(Book/Film/Thestre, etc)
Magazine/periodica writing—

ModulelV: Newspaper Production (Practical oriented)

How to produce aNewspaper?—Design, layout, sub-editing, Caption
writing, headlines.

Print mediaterminol ogy.

Note: Theteachersareto introduce thesetopicsand studentsareto
find their application in the Newspaper they make.

Field Work: Studentshaveto visit anewspaper officeand preparea
report based ontheir observations.

CoreBooks. Mencher, Mevin. Basc NewsWriting.Dubague: William
C. Brown Co.,1983. Rich, Carole. Writing and Reporting News: A
Coaching Method, 4th ed, USA: Wadsworth/Thomson Learning, 2003

Wainwright, David Jour nalism: Made Smple. Heinemann. London,
1986
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General Reading

J. V. Vilanilam. Mass Communication in India.Sage publications :
New Delhi, 2005

Kamath M. V. Professional Journalism, Vikas publication House

Neal, JamesA & Brown, Suzane SNewsW iting & Reporting. New
Ddhi,

Surjeeth Publications, 2003.

Gormly Eric.Writing and Producing News. New Delhi: Surjeeth
publications, 2005

M. L. Stein, Susan F. Paterno& R. Christopher Burnett. NewsWiter’s
Handbook. Blackwell, 2006
Reference

Klaus Bruhn Jensen. A handbook of Media and Communication
Research. Routledge, 2003

Note: Questions from Glossary should be selected from the
followingterms:

Banner, Headline, bleed, blooper, barker, byline, credit line, dateline,
deadline, gravure, gutter, handout, jumpline, nameplate, masthead,
letter press, logotype, offset, op-ed, widow, tombstone, tabloid,

broadsheet, stringer, dummy, embargo, freelance, lithography,
linotype, ear, news agency, beat, breaking news, new journalism,
precision journalism, style book, yellow journalism.




13

Evaluation

(a) ContinuousAssessment Weight: 10

Test paper: 2 Report of thevisit to the Newspaper office. 2
Newspaper Production:4 Attendance: 2

End Semester Assessment: Question paper pattern Weight :30
No Question type No. of Questions Weight

| Objectivetype 3 bunchesof 4 questionseach 3

I1 Short Answer 9out of 12(9x 1) 9

[11. Short Essay : (100 words) 7 out of 10 (7 x 2) 14

IV. Long Essay (300words) 1 outof 2(1x 4) 4






Module |

INTRODUCTIONTO
COMMUNICATION

Definition, elements of communication Models of
communication—Aristotlemodel, SM CR model, Shannon and
Weaver model etc Types of Communication intrapersonal,
inter per sonal, group, masscommunication, ver bal and nonver bal
communication.

Definition for Communication

Communication is the activity of conveying information.
Communication has been derived from the L atin word “ communis”,
meaning to share. Communication requires asender, amessage, and
an intended recipient, although the receiver need not be present or
aware of the sender’s intent to communicate at the time of
communi cation; thuscommuni cation can occur acrossvast distancesin
timeand space. Communi cation requiresthat thecommunicating parties
share an areaof communicative commonality. The communication
processiscompl ete oncetherece ver has understood the message of
the sender. Feedback iscritical to effective communication between

parties.
Elements of communication
Thereare seven e ementsof communication:

1) Sourceidea
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2) Message
3) Encoding
4) Channel
5) Receiver
6) Decoding
7) Feedback

Let’sdiscusseach el ement.

The Sour ceideaisthe processby which oneformulatesanideato
communicate to another party. This process can be influenced by
externa stimuli such asbooksor radio, or it can comeabout internally
by thinking about aparticular subject. The sourceideaisthebasisfor
thecommunication.

TheM essageiswhat will be communicated to another party. Itis
based on the sourceidea, but the messageis crafted to meet the needs
of theaudience. For example, if the messageis between two friends,
the message will takeadifferent form than if communicating witha
superior.

Encodingishow the messageistransmitted to another party. The
messageisconverted into asuitableformfor transmisson. Themedium
of transmission will determinethe form of the communication. For
example, themessagewill takeadifferent formif the communication
will be spoken or written.

The Channel isthe medium of the communication. The channel
must be ableto transmit the message from one party to another without
changing the content of the message. The channel can be a piece of
paper, acommunicationsmedium such asradio, or it can bean email.
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The channdl isthe path of the communi cation from sender to receiver.
Anemail canusethelnternet asachannd.

TheRecelver isthe party receiving the communication. Theparty
usesthechannd to get thecommunication fromthetransmitter. A recaiver
can beatelevision set, acomputer, or apiece of paper depending on
the channel used for the communication.

Decoding isthe processwhere the messageisinterpreted for its
content. It also meansthereceiver thinks about the message’ s content
and internalizes the message. This step of the processiswherethe
recelver comparesthemessageto prior experiencesor externa stimuli.

Feedback isthefina stepinthecommunicationsprocess. Thisstep
conveystothetranamitter that the messageisunderstood by thereceiver.
Thereceiver formatsan appropriatereply to thefirst communication
based on the channel and sendsiit to the transmitter of the original

message.
MODELSOFCOMMUNICATION

Aristotle sCommunication M odel

Aristotle, a great philosopher initiative the earliest mass
communication model called* Aristotle sModd of Communication”.
He proposed model before 300 B.C who found the importance
of audience role in
communicaionchaninhis
communication model.
Thismode ismorefocused
on public speaking than
interpersona communication.
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ArigtotleModd of Communicationisformed with 5basic elements
(i) Speaker,

(i) Speech,

(iif) Occasion,

(iv) Audienceand

(v) Effect.

Aristotle advises speakersto build speech for different audienceon
different time (occasion) and for different effects.

Speaker playsanimportant rolein Public speaking. The speaker
must prepare his speech and analysisaudience needs before he enters
intothestage. Hiswordsshouldinfluencein audiencemind and persuade
their thoughtstowardshim.

Example

Alexander gavebrave speechto hissoldiersinthewar field to defeat
Persan Empire.

Speaker - Alexander

Speech - about hisinvasion

Occasion - Warfield

Audience - Soldiers

Effect - Todefeat Persia
SMCR MODEL

Thisisthevery bascmode for communication. Shannon and weaver
identified thismodel in 1949,
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Source: Creator of the message or from whom the messageis
sent.

Message: Theactual content or ideafor the communication.

Channd :  Themedium throughwhich communicationtaking place,
so that the message can be conveyed from one place to another.

Recaiver : Theindividud or group or thepersonwhofindly receives
themessage.

SMCR mode describesthe exchange of information and themodel
can beappliedto dl formsof communication

Shannon and Weaver M odel of Communication

In 1948, Shannon was an American mathematician, Electronic
engineer and Weaver wasan American scientist both of themjointogether
to write an article in “Bell System Technical Journal” called “A
Mathematica Theory of Communication” and aso called as* Shannon-
Weaver model of communication”.

This model is specially designed to develop the effective
communi cation between sender and receiver. Also they find factors
which affecting the communication processcalled “Noise’. At first the
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model was devel oped toimprovethe Technical communication. Later
it swiddy gppliedinthefield of Communication. Themodd dedswith

various conceptslike Information source, transmitter, Noise, channel,
message, recalver, channd , information destination, encodeand decode.

Sender : Theoriginator of messageor theinformation source saects
desiremessage.

Encoder : Thetransmitter which convertsthe messageintosignals.

Note: The sender’smessages converted into signalslikewavesor
Binary datawhichiscompactableto transmit the messagesthrough
cablesor satellites. For example: Intelephonethevoiceisconverted
intowavesignasandit transmitsthrough cables.

Decoder : Thereception place of thesignal which convertssignas
into message. A reverse process of encode.

Note: Thereceaiver convertsthosebinary dataor wavesinto message
whichiscomfortableand understandablefor recaver. Otherwisereca ver

can't receive the exact message and it will affect the effective
communi cation between sender and receiver.

Receiver : Thedestination of the message from sender.

Note: Based on the decoded messagethereceiver givestheir feed
back to sender. If the message distracted by noiseit will affect the
communication flow between sender and receiver.
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Noise: The messages are transferred from encoder to decoder
through channdl. During this processthe messages may distracted or
affected by physical noiselike horn sounds, thunder and crowd noise
or encoded signalsmay distract in the channel during thetransmission
processwhich affect the communication flow or thereceiver may not
receivethe correct message.

Note: Themodd clearly dedswith externd noisesonly which affect
the messages or signalsfrom external sources. For example: If any
problems occur in network which directly affect the mobile phone
communication or distract the messages.

(Practica Exampleof Shannon-Weaver model of communication:

Thomsonmadecall to hisassistant “comeherel want to seeyou”.
During hiscall, noise gppeared (transmission error) and hisassi stant
received “| want” only. Again Assi stant asked Thomson (feedback)
“what do youwant Thomson”.

Sender : Thomson

Encoder : Telephone(Thomson)
Channel : Cable

*Noise . Distractioninvoice
Reception : Telephone (Assistant)
Receiver : Assistant.

Due to transmission error or noise, Assistant wasn’t able to
understand Thomson’smessages.

* Thenoi se aff ectsthe communi cation flow between them.
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Criticism of Shannon-Weaver modd of communication:

1.

One of the simplest model and its general applied in various
communicationtheories.

Themodd which attracts both academicsof Human communication
and Information theorist to leads their further research in
communication.

Its more effectivein person-to-person communication than group
or massaudience.

Themodel based on“ Sender and Receiver” . Here sender playsthe
primary role and receiver playsthe secondary role (receive the
information or passve).

Communicationisnot aoneway process. If it'sbehaved likethat,
itwill loseitsstrength. For example: Audienceor receiver who is
listening to aradio, reading the booksor watching televisionisa
oneway communi cation because absence of feedback.

Understanding Noisewill helpsto solvethe various problemsin
communication

Harold Dwight Lasswell (February 13, 1902 — December 18,
1978)

Harold Dwight Lasswell, theAmerican political scientist statesthat

aconvenient way to describean act of communicationisto answer the
followingquegions

Who
SaysWhat




Introduction to Communication 23

InWhich Channd
ToWhom
Withwhat effect?

Thismodel isabout process of communication anditsfunctionto
society, According to Lasswell there are three functions for
communication:

Surveillanceof theenvironment
Correlation of componentsof society
Culturd transmission between generation

Lasswell mode suggeststhe messageflow inamulticultural society
with multipleaudiences. Theflow of messageisthrough variouschannels.
And also this communication model is similar to Aristotle’s
communicationmodd.

Inthismodd , the communi cation component who referstheresearch
areacdled”“Control Anayss’,

Sayswhat isrefersto” Content Analysis’,

Inwhichchannel isrefersto“MediaAndyss’,

ToWhomisrefersto” AudienceAnalyss’

WithWhat Effectisrefersto” Effect Andlyss’
Example

CNN NEWS—A water leak from Japan’ stsunami-crippled nuclear
power station resulted in about 100 times the permitted level of
radioactivematerid flowingintothe sea, operator Tokyo Electric Power
Cosaid on Saturday.
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Who —TEPC Operator

What —Radi oactivematerial flowinginto sea
Channel —CNN NEWS (Television medium)
Whom—Public

Effect —Alert the people of japan from theradiation.

Advantageof L asswell model:
ItisEasy and Smple
It suitsfor dmogt all typesof communication
The concept of effect

Disadvantage of L asswell model:
Feedback not mentioned
Noisenot mentioned

Linear Mode

Types of communication

I ntraper sonal communication

NTRAPERSONAI Intrapersonal communication is

loop.

language use or thought internal to the
communicator. It can beuseful toenvision
intrapersona communication occurringin
themind of theindividua inamodd which
containsasender, recelver, and feedback
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I nter per sonal communication

Interpersona communicationisthe
universa form of communicationthat
takesplace betweentwoindividuas.
Sinceit isperson-to-person contact,
itincludes everyday exchangethat
may beformal or informal and can
take place anywhere by means of
words, sounds, facial expression,
gesturesand postures.

Group communication

Group communicationisan extenson of interpersona communication
where morethan two individualsareinvolved in exchange of idess,
skillsand interests. A group isanumber of peoplewith acommon goal
whointeract with one another to accomplish their godss, recognizeone
another’s existence and seethemselves as part of the group. Groups
provide an opportunity for people to come together to discuss and
exchangeviewsof commoninterest

M asscommunication

Outside the realm of -~
interpersonal communi-
cation existsanother form of r &_
communication, which |
involvescommunicatiionwith

massaudiencesand hencethe
name mass communi cation; c‘ '
and the channels through -
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whichthiskind of communication takesplace arereferred to asmass
media. Both mass communication and mass media are generally
considered synonymous for the sake of convenience. Mass
communicationisuniqueand different frominterpersonal communication
asevident from thefollowing definition. Any mechanical devicethat
multiplies messages and takes it to a large number of people
smultaneoudy iscalled masscommunication. Themediathroughwhich
messages are being transmitted include radio, TV, newspapers,
magazines, films, records, tape recorders, video cassette recorders,
etc and requirelarge organi zationsand € ectroni c devicesto put across

themessage.
Ver bal communication

Verba communicationisthe most common
way peoplerelay messages. Verbal referstothe
spoken word. When speaking to people, your
message should always be conveyed

respectfully.

Using language the receiver can interpret
easly meansitismorelikely your messagewill beclearly understood.

Non-ver bal communication

Non-verbal communication seesws
accompaniesor makesuptherestof the ™ &
channelsof communication. Itincludes
body language, gestures, written, and
any other communication that is not
spoken. The only exception is sign
language, whichisconsidered to bea
form of verba communication.

“Fha v s ey b Nung an resoel
anmmgracalion, &y commorh or querS o’
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INTRODUCTION
TOMASSMEDIA

Functions: inform, educate, entertain, sociadiseand reinfor ce
Various types of mass media and their characteristics Print
media: Newspaper, magazine, booksElectronicmedia: TV, Radio

Functions of Mass Communication

M ass communication hasthree
. . [IERL R |
bascfunctions, Man Mk

e Toinform kit

e Toentertainand

e Topersuade =

Additionally it also educatesand -
helpsintransmission of culture.
Tolnform:

Dissemination of information isthe primary function of the news
media. Newspapers, radio and TV provide usnewsfrom around the
world and keep usinformed. Over the yearsthe concept of newshas
changed. Newsmediado not ‘tell it likeitis anymore. From mere
describing theevents, newsmediahave cometoinclude humaninterest,
analysisand factorized treatment to news.
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Journaistsarenot just ‘ reporters
now. They have become news \\{\
andystswho discusstheimplications W
of important newsstories. Alsomore
‘soft stories' arefiledthesedays. In
addition to dissemination of
information news mediaprovideus /- .
information and o helpsunderstand /
thenewsevents, ideas, policy changes,
etc.

ToEntertain:

Themost common function of masscommunicationisentertainment.
Radio, televison and filmsarebasically entertainment media. Even
newspapers provide entertainment through comics, cartoons, festures,
crossword puzzles, word jumbles, etc. entertainment through radio
consistsof mainly music. Radio also provides entertainment through
drama, talk shows, comedly, etc.

Television hasbecome primarily an entertainment medium. Even
highly specialized channelslike news channels, natureand wildlife
channelsa so have alot of humorousand comic content. Among all
media, films are perhaps the only medium concentrating on
entertainment. Except documentaries, educationd filmsand art movies,
al films are made to provide three hour of escape, fantasy and
entertalnment.

To Persuade

Most of mass media are used as vehicles of promotion and
persuasion. Goods, services, ideas, persons, places, events-therange
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of thingsthat are adverti sed through mass mediaisendless. Different
mediahavedifferent featuresand reach. Advertisersand advertising
agencies analyze these features and depending upon the nature of the
message and thetarget audience, choosewhere (in which media) and
how (withwhat frequency) the message should be placed

PRINT MEDIA

Newspapers

Newspapers are the most
popular formsof print media. The
advertiser inthiscase can choose
from a daily newspaper to a
weekly tabloid. Different typesof
newspaper cater to various
audiencesand one can select the
particular category accordingly.
Advertisersthen design pressadvertisesmentswhereinthesizeisdecided
asper the budget of theclient.

Magazines

Magazines also offer advertisers an
opportunity to incorporate various new
techniquesand ideas. Magazinesare one
such form of print mediathat giveamore
o~ specifictarget grouptotheclient. Theclient
i conmekeachoiceof theparticular magazine
as per the product.
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Newsletters

Newdettersa soform animportant part
of print media. Thesetarget aspecificgroup
of audience and give information on the
product.

== I Brochures

Brochuresgivedetailedinformation about the
product. Thesearemainly distributed at events
or even at the main outlet when a consumer
ok, | needsto read in detail about the product.

Posters

Postersareformsof outdoor advertising. The
message in a poster has to be brief and eye-
catching asit targetsaperson onthemove.

Direct marketing

Direct marketingisachannd-agnogticform of advertiang that dlows
busi nessesand nonprofitsto communicate straight to the customer, with
advertising techniques such as mobile messaging, email, interactive
consumer websites, online display ads, fliers, catal og distribution,
promotional letters, and outdoor advertising.
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Flyer (pamphlet)

Aflyerorflier, dso called acircular, handbill or
leaflet, isaform of paper advertisement intended for
widedistribution and typically posted or distributed
inapublicplace.

Hyersmay beused by individuas, businesses, or
organizationsto:

® Promoteagood or service, such asarestaurant or nightclub.

e Persuadeor send asocial, religious, or political message, asin
evangdismor politica campaign activitieson behdf of apalitica
party or candidate.

o Flyershavebeen usedinarmed conflict: for example, airborne
|eaflet propagandahas been atactic of psychological warfare.

o Recruit members

e Advertiseanevent such asamusc concert, nightclub appearance,
festival, or politica rally.

Like postcards, pamphletsand small posters, flyersare alow-cost
form of massmarketing or communication.

Thedifferent typesof print mediacontent, variesaccording to the
targeted audience or market. Content in newspapersdightly differ to
that in magazines, tabloidsand newd etters. These mediums servethe
purpose of showcas ng advertisements, newsor entertainment related
information to audiences. Newspapers are aworldwide medium that
have been around far back to Julius Caesar’s time in the form of
government bulletins. With theindustria revolution, newspaperswere
made possibleto print and were used asameans of communicatingin
theyear 1814, which kick started journalism.
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Radio

The radio marked a turning .
point, intheway informationwas | Fi
conveyed or transferred, because § o0l 111122001111 2
it used sound to capture the ) AX ¢ | 900
attention of audiences. Beingthe d
first communi cationsmedium that
could transfer or transmit live
voicesover long distances, radiowasand till isoneof themost effective
medium. People depended and still depend upon it as a source of
important news, and information. Theimportance and optimum use of
radio asamass mediawas nowhere more evident than in World War
1. Radio wasused to send di plomatic messages when Germany found
out the British had tapped its cables. It made itself a medium that
audiencesfound astheir connectionto dl that happened worldwide. If
they ever knew that television and the Internet, would taketheworld
by stormin this day and age, they’ d be blown away by how we're
advancing, and till inthe running to makeit bigger and better.

Television

Theprogressionof televison
hascomealongway from black
and white and color TV to
plasma and LCD TVs. The
advent of this ever-changing
medium started in the late
1930s, for entertainment and
newspurposesinitialy. Now, we
have advertising that has been
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incorporated into entertainment and news, to give viewersachanceto
avail from products/services. There' salso anew way of accessingthe
Internet, by usinga‘Web TV’ that ishooked up instead of aPC, to
browseinformation, and watch streaming videoson large LCD screens.
After production of the TV program, anewschannel hasto makeit
avallabletothemarket, for thosewho areinterested inviewingit. These
programs can betalk shows, cooking shows, serials, moviesand so
on. Therearetwo waysthat isdone.

Thanks to:
http:/Mmww.buzzle.convarticles/types-of-print-mediahtml
shttp:/Aww.buzzle.com/articles'types-of-media html
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JOURNALISTICWRITING

Definition—JournalisticwritingVsCreative Writing Print
mediacontent: News—newsstructure—inverted pyramid; hour
glass; lead; various types of leads News Reporting; Feature
writing—Editorial—Specializations—The Women’'s page—
Review(Book/Film/Theatr e, etc) M agazine/periodical writing—

Journalistic writing

Journdigticwritingisagtyleof writing different from* Forma Office”,
“Academic’ or “personal” writing. Injournalisticwriting aperson puts
themain pointsin thefirst sentence of thefirst paragraph— what will
grab aperson’sattention. Thisisfollowed by therest of thedetallsand
written so that thearticle can easily be edited from the bottomup, if the
article needs shortening. Sources are mentioned within thetext and
sentences and paragraphs can be short.

TheDifferencebetween Creative Writing and Jour nalism

Let'sstart with Journdism. Thedifferencesand smilaritiesof crestive
writing.

Have you ever asked yourself how a story comes together? Or
asked why in anewspaper the main topic of thestory isalwaysinthe
first paragraph?

The difference between the two is far reaching and very close
together. It just dependson how the ' story’ is put together.
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In Journalism, oneistaught thefive
W’s. Who, What, Where, When and
Why. Who the story or articleisabout,
what itisabout, whereit happened, when
it happened and why it happened. Of
course these are broad genera terms.
Onewould not of courseputinanarticle
about an Otter named Clyde, Who he
was. You already know from the
description. An Otter named Clyde. But
what if the Otter named Clyde had done
S anamazingthing?Suchasswimfromone
side of the ocean to the other. Then you would want to know why he
swam that far and how. How hisjourney had got started, where he
started from, and how long it had taken him. TheHeadlineto such an
amazing articlemay appear assuch:

“Anotter named Clydefinished hislong swimhome.”

When you saw such a headline, you would want to know more
about the otter named Clyde. It would capture your attention and you
would want to know more about him. That’swhen you would get into
thedetailsof the story or article. Why heswamthat far, when he started
hisswim, maybeinto ashort paragraph into thelives of ottersand then
back to Clyde. Why he started hisswiminthefirst place. Who set him
free? Why was he set free? Who had him and how he had come to
havehim.

Doesall of thissound familiar?Itisknown as‘ Pyramid Writing' .
Themost important pointsfirgt, to attract attention and get someoneto
read your article, then‘ Thebody’ of the story, and finally, theending.
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TheTwo Differences
JOURNALISM
TheDifferences

| hopeyou can seethedifferences. In Journdismitisjust theopposite
of creativewriting. One could say that if you can master ADSENSE
you could beajournaist. ADSENSE doesalmost the exact samething.
You want to draw the attention of your audienceright fromthe start. If
you draw themin, they’ | keep reading, and the story or articlewill be
awinner. Just likeinADSENSE. If you draw someoneto your website
or hub, they’ |l keep reading.

In creative writing. The
principle is the same, to draw
one' sattentiontowhat isbeing
written, butinatotally different
approach. You start with the
beginning, introducing the
characters, then the body or
‘MEAT’ of the story, then you
end thestory withwhat happens
after the actions have been taken and then you end it. Or not, asthe
casemay be.

Jour nalism storiesmay keep going, but thedifferenceinthat isthat
each articlewill stand by itself asadifferent story.

Headline (or head)

Theheadline, heading, head or titleof astory; aredifferent termsin
journalists' jargon. The headlineis typically a complete sentence
(e.0.“Pilot HiesBelow Bridgesto Save Divers’), often with auxiliary
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verbsand articlesremoved (e.g. “ Remainsat Colorado camp linked to
missing Chicagoman”). However, headlinessometimesomit thesubject
(e.g.“Jumpsfrom Boat, Catchesin Whed”) or verb (e.g. “ Cat woman

lucky”).
Subhead (or dek or deck)

A phrase, sentence or severa sentencesnear thetitleof anarticleor
story, aquick blurb or articleteaser.

L ead (or lede) or intro

Themost important Sructura dement of agtory isthelead (or “intro”
inthe UK) — thestory’sfirst, or leading, sentence. (SomeAmerican
Englishwritersusethespe ling lede( /EliDd/), fromthearchaic English,
to avoid confusion with the printing presstypeformerly madefromthe
metal lead or therel ated typographical termleading.)

Charnley, statesthat “ an effectivelead isa’ brief, sharp statement of
thestory’ sessential facts.” Theleadisusually thefirst sentence, orin
some casesthefirst two sentences, andisidedlly 20-25 wordsin length.
Thetop-loading principle (putting themaost important informationfirst -
seeinverted pyramid section below) appliesespecially toleads, but the
unreadability of long sentencesconstrainsthelead’ ssize. Thismakes
writing alead an optimization problem, inwhichthegod isto articulate
themost encompassing and i nteresting statement that awriter can make
inone sentence, given the materia with which he or she hasto work.
Whilearuleof thumb saysthelead should answer most or al of thefive
Ws, few leadscanfit all of these.

To“bury thelead” in news stylerefersto beginning adescription
with details of secondary importanceto thereaders, forcing themto
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read more deeply into an article than they should havetoin order to
discover theessentia point(s).

Articleleads are sometimes categorized into hard leads and soft
leads. A hard lead aimsto provide acomprehensivethesiswhichtells
thereader what thearticlewill cover. A soft lead introducesthetopicin
amorecreetive, attention-seeking fashion, andisusudly followed by a
nut graph (abrief summary of facts).

Media critics [who?] often note that the lead can be the most
polarizing subject inthearticle. Often criticsaccusethearticle of bias
based on an editor’ schoice of headlineand/or lead.

Examplelead-and-summary design

NASA isproposing another space project. The agency’sbudget
reguest, announced today, included aplan to send another personto
themoon. Thistimethe agency hopesto establish along-termfacility
asajumping-off point for other space adventures. The budget requests
approximately tentrillion dollarsfor the project. ...

Example soft-lead design

Humanswill begoing to themoon again. TheNASA announcement
cameasthe agency requested ten trillion dollars of appropriationsfor
theproject. ...

Nut graph

Oneor morebrief paragraphsthat summariesthe newsvaueof the
story, sometimes bullet-pointed and/or set off inabox. Thevarious
spellings are contractions of the expression nutshell paragraph. Nut
graphsareused particularly infeature stories.
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I nverted pyramid structure

Journalistsusually describethe organization or structure of anews
story asaninverted pyramid.

Lead and most important The essential and most
ki s, interesting elementsof agtory
areput at thebeginning, with

Less important P . beg g .
it il walualds Inforssaiios supporting information
' following in order of

Even tess imporant infarmatian, diminishingimportance.
such as exira details _
This structure enables
readersto stopreading at any
M point and still comeaway with
the essence of a story. It
Least important allows people to explore a
nlormalion

topic to only the depth that

thelr curiosity tekesthem, and
without theimposition of detailsor nuancesthat they could consider
irrdevant, but still making that information avallableto moreinterested
readers.

Theinverted pyramid structure al so enablesarticlesto be trimmed
toany arbitrary length during layout, tofitinthe spaceavailable.

Writersare often admonished “Don’t bury thelead!” to ensurethat
they present the most important factsfirst, rather than requiring the
reader to go through severd paragraphsto find them.

Somewritersstart their storieswiththe* 1-2-3lead”, yet thereare
many kindsof lead available. Thisformat invariably startswitha* Five
WS’ opening paragraph (asdescribed above), followed by anindirect
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guotethat servesto support amajor e ement of thefirst paragraph, and
then adirect quoteto support theindirect quote.

Sraight lead (or Summary lead)

A good |lead incorporatestheinverted pyramid style with the most
important factsfird. It tellsreaderswhat they want toknow inacrestive
manner. If thereader only read thelead, heor shewould haveasolid
grasp of thestory. The above accident report can bewritteninastraight
lead. Journalists often resort to summary leads pressed for time.

Two children at play werekilled today when asports car jJumped
the curb outside Prospect Park and ran them down. Twelve in the
groupwereinjured.

Police Chief JW. Carmichael attributed the tragedy to reckless
driving. Thedriver, dightly injured, was. ...

Compared to newsreports, magazinesand newspaper featureshave
agreat scopefor varied leads which appeal to thereader. A capable
journaist can dwaysuseavariety of leadswhen Situationspermit. We
shall discussdifferent typesof leads.

Punchleed; isavariation of summary lead. Hereattentionisattracted
by concentrating with abrief, to-the-point |ead sentenceand developing
detailslater inthestory.

An attractive 35-year-old woman executivewas arrested today on
chargesof beingthe” queen” rulingamulti-million-dollar narcoticsring.

Unfolding abizarrestory, policesaid. . .

Cartridgelead; isanother variation of summary lead. Thisleadis
brief and containsone single newsincident, to beexpanded |ater inthe
story. Itsimpact makesit alead to reservefor important stories.
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President Kennedy was slain by an assassin today in aburst of
gunfirein downtown Dalas.

(UPI, Nov. 22, 1963)

Besidesbeing astraight lead, thislead bringsin action and colour,
and makesthelead on aspot story fast moving. Not alwaysalead has
toastraight lead. Despiteitsusefulness, theinverted pyramidleadis
not suitableor desirablefor &l newssituations.

Descriptivelead

A descriptivelead describes how an event happened rather than
smply tellingwhat theevent isabout.

BRIGHTON, England (UPI) — Mrs. Pamela Bransden slowly
counted five, snapped into ahypnotic trance, and gavebirth toan eight-
pound baby. It was as easy asthat.

Today sherdlaxed a her home here, delighted that she hasbecome
Britain'sfirst salf-hypnosismother.

Eyewitness accounts can provide the background for writing lucid
descriptionswhich hel pthe reader to visualizeanewssituation.

Anominoussilence, broken only by thecall of afaraway bird, hung
over the battle-scarred hillswhen suddenly an explosion followed by
theydIsof charging troopssmashed thestilIness.

Theloyalist offensive, launched to clear roving guerrillas. ..

Quotation lead

Quotesfrequently arethe essential documentation for alead and
should beusedimmediately after aparaphrasethat summarizesthem.
Here paraphrasing the verbatim quotation permits the removal of
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unnecessary words. But if averbatim quotationitsalf isvery important
or interesting, it can bethelead itsalf. Thislead would add an element
of interest such asdrama, pathos, humour, astoni shment, or some other
factor that will reach out to the reader. The brief statement by U.S.
President Johnsonin 1968 that hewould not beacandidatefor redection
waswidely used asalead.

Here, however, isaquotelead that takesalot of explaining.

“I wasfuriousthat that disreputable young man had the audacity to
stinmy antiquerosewood chair.”

That’show tiny, 82-year-old L ouise Freeland today described her
brush with a gun-toting escaped convict whom she talked into
surrendering to Sheriff’sofficers.

Heregoesareport ontheincreaseinjuvenilecrime:

“I"dliketojail parentsthemselveswho are so lax their kidsare
boosting thecrimerate!”

Thisstatement came from Juvenile Court Judge Warren Jones, in
releasing areport ontherapidriseinjuvenilecrimerateinthiscity.

When afdlow engineering student was murdered by John Davidin
hishostel roominaragging rage, thelead for afollow-up story wasa
Biblical quotation found onthedoor of theculprit.

“Peace unto thosewho enter here.”

These are the words seen on the door of John David’sroom. The
irony isthat David gave eternal peaceto Navukarasu, afresher.

When Neil Armstrong landed on the moon, most newspapersled
with thefirst words he spoke:
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“A small step for man, but agiant leap for mankind.”

Question lead

Many editorsdislike question lead on the basisthat peopleread
newspapersto get answers, and not to be asked questions. But if the
guestionisprovocative, it may beused asalead.

What isthefirst thing that awoman buyswhen sheisadvised that
shewon $2,50,000in ajingle contest?

Mrs. Jane Roe, informed by XY Z Soapsthat her entry took top
prizeinthenationwidecontest, said that shewill buy arhyming dictionary
that . ..

Per sonal lead

Itinvolvesthe use of thefirst person singular inthelead. Normally
such auseisdiscouraged except for acolumnist or such privileged
writers.

(By Reg Murphy, whileeditor of theAtlantaCondtitution, after being
released by akidnapper)

Whenthetal, heavy, garishly dressed stranger appeared at thedoor,
it wasclear thiswastrouble.

Hesaid, “I’'m Lamont Woods,” in aSouthern accent quickened by
exposureto speech patterns el sewhere.

| let himinto my living roomfor amoment but hustled himout quickly
because of theanxiety withinhim. My wife, Virginia, stayed out of Sght
but went to thewindow asweleft and noted that hewasdriving adark
green Ford Torino. Shetried for thelicence plate but couldn’t seeit.
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Andso | went driving into theWednesday dusk withamanweboth
knew wastrouble. Neither of usguessed then that it would amount to
49 hoursof terror at the hands of akidnapper telling abizarre political
tale and demanding $7,00,000 ransom.. .. ...

“You' lead (or Direct Address|ead)

The*You' leadisintended to make apersonal appeal to thereader
involved in acomplicated situation. The second-person approach
reachesout to involvethereader and capture higher attention. Hereis
anexample, fairly typica of atrend toward consumerisminthe news:

WASHINGTON (UPI) — If you areone of 30 millionAmericans
working for acompany with aprivate pension plan, Congresshasgiven
youanew hill of rights. Itisthe Employment Retirement Income Security
Act and it promisesthat if you have worked long enough to earn a
pension, you will recelve oneat retirement age. Nothing— including
bankruptcy, plant closings, dismissal or resignation— canstandinthe

way.
Let uslook at onemoreexample:
Ski fans, here’ syour opportunity!

Therecent storm deposited fiveinchesof powder snow on Pleasure
Mountain and the public ki liftisbeing operated. . .

Contrast lead

To vary monotony, a saga can be split into two sentences— the
first of which refersto the humble beginning and the second to the
hero’slatest triumph. When Van Cliburn, the piani<t, returned froma
musicd triumph in Moscow, one reporter wrote:
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Harvey Lavan (Van) Cilburn Jr. of Kilgore, Tex., came homefrom
Russiatoday with 17 piecesof luggage. They bespokehistriumph as
pianistin Moscow. He had three when hewent over.

Here goesanother example:

Richard Roe, who started 47 years ago as a $10-a-week janitor
for Consolidated Corporation, today took office as the firm's
$2,63,000-a-year chairman and chief executive officer.

Delayed lead (or suspended interest lead)

A stuation can beexploitedinaninterestingway sothat an ordinary
item standsout. Thereporter delvesin several paragraphsto find out
what had happened. Thereader must get the story by reading to the
end of thestory.

Dwight David Eisenhower oncesaid hewould rather winthe Meda
of Honour than be president. Dwight Harold Johnson — who was
named for Dwight Eisenhower — said onceto afriend that “winning
themedd haschanged my lifesomuch | don’t know if I'll ever get my
head straight again. But | know this. Nobody’shero forever.”

Friday, April 30, inthedrizzle of aDetroit dawn, Dwight Johnson
died but not asahero. He died in the emergency room of a Detroit
hospital with three bullet woundsin hissideand onein hishead. He
was shot, according to police, by astore owner he had tried to raob.

Heregoesanother example:

Bill Turner, 8, received ared coaster wagon for Chrissmasandit led
to problems.

Thismorning, whileleaving for school, henaticed that it wasmissng
from hisfront yard.
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Two hourslater hismother, Mrs. John Turner, received acall from
schoal officidsaskingwhy Bill wasabsent.

Shocked and fearing that hissonwashurt, she called police, who
contacted hospital s and searched the banks of the Red River. They
prepared to drag the waters.

At that moment, they say aboy pulling ared wagon through anearby
fidd.

Bill explained to hismother and policethat afriend told him other
boys had taken the wagon to afield two miles from his house. He
planned to get it on hisway to school.

Theyoungster said hewent to thewrong field and lost track of time
because hewas sointent on finding thewagon.

Blind identification lead

If the person concerned isnot well known inthe community, hisher
nameislessimportant than other salient factsthat identify the person.
eg. “a80-year-old woman” instead of her name.

A police inspector’s son was attacked with a knife by some
miscreantson Mount Road thisevening.

Thevictim Pratap Danid, 20, hasbeen admitted to aprivate hospital
and hisconditioniscritica.

Anecdotal lead

Theanecdota leadisused whentheanecdoteisbright and applicable
and not too wasteful of space. It bringsthereader quickly into anews
Situation that might not attract hisattention if it wereroutingly written.
Hereisonethat began aseriesondivorceintheU.S.
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David and Kay Craig’'stwo-year-old marriageisasecond onefor
both and their story is one that is being repeated with increasing
frequency acrossthe country.

Eachwasmarried for thefirst timeat 18. David’ smarriagelasted
through five years and two children. Kay’sfirst marriage ended in
divorce after ayear and eight months.

TheCraigs(not their real name) areamong the 13 millionAmericans
who, according to the Census Bureau, at one time or another have
been through adivorce. Morethanfour millionAmericanscurrently list
their marita statusasdivorced. Therateof divorcesinthiscountry has
beenand till issteedily increasing.

Gag (or funny) lead

A journalist who writesafunny story put up the saddest faceina
newsroom. Journalistic homour requiresthe skilled and practice. Here
ishow an APreporter wrote when awoman broke her leg trying to
climb out of alocked London publictoilet:

LONDON — What'salady do when trapped in aloo?

Literary allusionlead

Parallelling the construction of anursery rhymeor part of awell-
known literary creation can add to variety.

Mary had alittlecamera, and everywherethat Mary went thecamera
was sureto go.

Mary Richards perseverancein carrying her cameraon every trip
with her anthropol ogist husband hasresulted inthe publication of her
first book, acollection of photographsof nativesin seldom-visited areas
of SouthAmerica
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What AreFeatureStories

Ask most peoplewhat afeaturestory is, and they’ || say something
soft and puffy, written for the artsor fashion section of the newspaper
or website.

Butinfact, featurescan beabout any subject, fromthefluffiest lifestyle
pieceto thetoughest investigativereport.

Andfeaturesaren’t just found in the back pages of the paper, the
onesthat focuson thingslike homedecor and musicreviews. Infact,
featuresarefound in every section of the paper, from newsto business
to sports.

So weknow what featuresaren’t; but what arethey?

Feature storiesaren’ t defined so much by subject matter asthey are
by the styleinwhichthey arewritten. In other words, anything written
inafeature-oriented way isafeature story.

These arethe characteristicsthat distinguish feature storiesfrom
hard news:

ThelLede

A feature|lede doesn’t haveto have thewho, what, where, when
andwhy inthevery first paragraph, theway ahard-newslede does.
Instead, afeature lede can use description or an anecdoteto set up the
story. And afeaturelede can runfor severa paragraphsinstead of just
one.

Pace

Feature storiesoften employ amorelesurdly pacethan newsstories.
Featurestaketimetotell astory, instead of rushing throughit theway
news stories often seemto do.
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Length

Taking moretimetotell astory meansusing more space, whichis
why featuresare usually, though not always, longer than hard news
aticles.

A Focuson theHuman Element

If news storiestend to focus on events, then featurestend to focus
more on people. Featuresare designed to bring the human eement into
thepicture, whichiswhy many editorscall features* peoplestories.”

Soif ahard newsstory recounts how 1,000 people are being laid
off fromalocd factory, afeature story might focuson just oneof those
workers, portrayingtheir grief at losing their job.

Editorial

Definition: An articlewritten for the op-ed section of the newspaper
inwhich an editor expressesan opinion about animportant issuefacing
thecity, state or nation.

CHARACTERISTICSOF EDITORIAL WRITING

An editoria is an article that presents the
newspaper’sopinion on anissue. It reflectsthe
mgjority voteof theeditoria board, thegoverning _
body of the newspaper made up of editors and = _ ==
businessmanagers. Itisusualy unsigned. Muchin | =+
thesamemanner of alawyer, editoria writersbuild | =5
on an argument and try to persuade readersto | =
think the sameway they do. Editoriasare meant
to influence public opinion, promote critical

| e

Folftics gof fun
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thinking, and sometimes cause peopleto take action onanissue. In
essence, an editorial isan opinionated newsstory.

Editorials have:
1. Introduction, body and conclusion like other news stories
2. Anobjectiveexplanation of theissue, especialy complex issues
3. Atimdynewsangle

4. Opinionsfrom the opposing viewpoint that refutedirectly the
sameissuesthewriter addresses

5. Theopinionsof thewriter delivered in aprofessional manner.
Good editorid sengageissues, not personaitiesand refrainfrom
name-calling or other petty tacticsof persuasion.

6. Alternative solutionsto the problem or issue being criticized.
Anyone can gripe about aproblem, but agood editoria should
take a pro-active approach to making the situation better by
using congructivecriticismand giving solutions.

7. A solid and concise conclusionthat powerfully summarizesthe
writer’sopinion. Giveit some punch.

Four Typesof Editorials:

1. Explain or inter pret: Editorsoften usethese editorialsto explain
theway the newspaper covered asensitiveor controversia subject.
School newspapers may explain new school rulesor aparticular
student-body effort likeafood drive.

2. Criticize: Theseeditoridscongtructively criticizeactions, decisions
or situationswhile providing solutionsto the problem identified.
Immediate purpose isto get readersto see the problem, not the
solution.
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3. Persuade: Editoridsof persuasonamtoimmediately seethesolution,
not the problem. From thefirst paragraph, readerswill beencouraged
to takeaspecific, positive action. Political endorsementsare good
examplesof editorialsof persuasion.

4. Praise: These editorials commend people and organizationsfor
something donewell. They arenot ascommon asthe other three.
Writingan Editorial

1. Pick asignificant topic that hasacurrent newsangleand would
interest readers.

2. Collect information and facts; include objective reporting; do
research

3. Stateyour opinion briefly inthefashion of athesisstatement

4. Explaintheissueobjectively asareporter would and tell why this
Stuationisimportant

5. Giveopposng viewpoint first withitsquotationsand facts

6. Refute(rgect) the other sideand develop your case using facts,
details, figures, quotations. Pick apart the other side'slogic.

7. Concedeapoint of the opposition — they must have some good
pointsyou can acknowledge that would makeyou | ook rational .

8. Repeat key phrasesto reinforceanideainto thereader’ sminds.

9. Givearedigtic solution(s) to the problem that goesbeyond common
knowledge. Encouragecritical thinking and pro-activereaction.

10. Wrapit upinaconcluding punch that restatesyour opening remark
(thessstatement).

11. Keepit to 500 words; make every work count; never use“|”
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A Sample Structure

I. Lead with an Objective Explanation of thelssue/Controversy.

Includethefive W’sand theH. (Membersof Congress, ineffortto
reducethe budget, arelooking to cut funding from publictelevision.
Hearingswereheld ...)

Pull infactsand quotationsfrom the sourceswhich arerel evant.

Additiona research may be necessary.

I1. Present Your Opposition First.

Asthewriter you disagreewith theseviewpoints. |dentify the people
(specifically who opposeyou. (Republicansfeel that these cutsare
necessary; other cable stationscan pick them; only therich watch public
televigon.)

Usefactsand quotationsto state objectively their opinions.
Giveastrong position of theopposition. You gainnothinginrefuting
awesak position.
[11. Directly Refute The Opposition’s Beliefs.

You canbeginyour articlewithtrangtion. (Republicansbeievepublic
televisonisa“sandbox for therich.” However, statistics show most
peoplewho watch public television makelessthan $40,000 per year.)

Pull in other facts and quotations from peoplewho support your
position.
Concedeavalid point of the oppositionwhich will makeyou appear

rational, onewho hasconsidered al the options (fiscal timesaretough,
and we can cut someof thefunding for thearts; however, ...).
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IV. Give Other, Original Reasons/Analogies

In defense of your position, give reasonsfrom strong to strongest
order. (Taking money away from publictelevisionisrobbing children
of their education ...)

Usealiterary or cultura alusionthat lendsto your credibility and
percaivedintdligence (Weshould render unto Caesar that which belongs
tohim...)

V. ConcludeWith SomePunch.

Givesolutionstotheproblem or challengethereader to beinformed.
(Congressshould ook to whererea wastesexist— perhapsin defense
and entitlements— to find waysto save money. Digging into public
televison’spocket hurtsusal.)

A gquotation can be effective, especialy if from arespected source

A rhetorical question can bean effective concluder aswell (If the
government doesn't defend theinterests of children, whowill?)

Periodicals, Journals, M agazines

Q: What'sthe difference between a periodical, ajournal, and a
magazine? What difference doesit makewhichonel use?

A: A “periodica” isany publication that comes out regularly or
occasonaly (i.e. periodicdly, getit?). TV Guide, Sportsllludrated, The
Journal of Anthropological Research, The World Almanac, and the
phonebook areall periodicals.

A “magazine’ isaperiodica withapopular focus, i.e. amedat the
genera public, and containing news, personal narratives, and opinion.
Articlesareoftenwritten by professona writerswith or without expertise
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inthe subject; they contain* secondary” discussion of events, usualy
withlittle documentation (e.g. footnotes). M agazines use vocabulary
understandabl e to most people, and often havelots of eye-catching
illustrations. Time, Newsweek, U.S. News & World Report,
and Psychology Today aremagazines

A “journa” is a scholarly periodical aimed at specialists and
researchers. Articlesare generally written by expertsin the subject,
using more technical language. They contain origina research,
conclusionsbased on data, footnotes or endnotes, and often an abstract
or bibliography. The Journal of Physical Chemistry, The Chaucer
Review, TheMilbank Quarterly, and Labor History are examples of
journds.

It simportant to understand the differences between journalsand
magazines. M agazines are not necessarily bad or low quality (nor are
journals necessarily high quality) — they simply aren’t designed to
support most upper-level academicresearch. Thisisbecausethey don’t
document their sourcesof information, andthey generally lack thedepth
of scholarly journals.

Thetablebelow highlightsthedifferences

Journals—Scholarly

M agazines—Popular

given; usually a scholar
with subject expertise

Content Detailedreport or origind | Secondary report or
research or experiment. | discussion; may include
persond narrative, opinion,
anecdotes
Author Authors credentials are| Author may or may not be

named; often aprofessio-
nal writer; may or may not
have subject expertise.




56

Media Studies -1 PRINT MEDIA

Journals—Scholarly

M agazines—Popular

Audience

Scholars, researchers,
and students

General public; the
interested non-speciaist

L anguage

Specidizedterminology
or jargon of the field;
requiresprior knowledge

Vocabulary in general
usage; understandableto
most readers

Layout &
Organization

Formal organization
often begins with an
abstract of thearticle; if
reporting experimental
findings notes the
experiments purpose,
methodology, and
anaysisof theresults; a
conclusion, and a
bibliography; may

Informal organization:
eye-catching type and
formatting, usually
includesillustrationsor
photographs. May not
intend to present anidea
with supporting evidence
or cometoaconclusion

Bibliography
&
References

Required. All quotesand
factscan beverified.

Rare. Scanty, if any,
information about sour-
Ces.

Examples

Developmental
Psychology JAMA:
Journal of the
American Medical
AssociationThe words
“journal” or “review”
often appear inthetitle

Harpers

Newsweek

People

Time

Almog anythingavallable
inastoreor newsstand.
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Banner, Headline, bleed, blooper, barker, byline, credit line,
dateline, deadline, gravure, gutter, handout, jumpline, nameplate,
masthead, letterpress, logotype, offset, op-ed, widow, tombstone,
tabloid, broadsheet, stringer, dummy, embargo, freelance,
lithography, linotype, ear, news agency, beat, breaking news, new
journalism, precision journalism, style book, yellow journalism.

Banner

A banner isaheadlineinlargetyperunning acrosstheentirewidth
of the page.

Headline

Theheadlineisthetext at thetop of anewspaper article, indicating
thenatureof thearticlebelow it. The purpose of aheadlineisto quickly
and briefly draw attention to the story.

Bleed

Bleedisaprinting termthat refersto printing that goesbeyond the
edge of the sheet after trimming. Thebleed isthe part onthesideof a
document that givesthe printer asmall amount of spaceto account for
movement of the paper, and designincons stencies. Bleed ensuresthat
no unprinted edges occur inthefina trimmed document.

Itisvery difficult toprint all theway to the edge of asheet of paper/
card, to achievethisitisnecessary to print adightly larger areathanis
needed and then trim the paper/card down to the required finished
sze. Images, background imagesand fillswhich areintended to extend
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to the edge of the page must be extended beyond thetrimlinetogivea
bleed

A Blooper isaclumsy or embarrassing mistake committed over
radioor print media. Nowaday's, bloopersareincludedinmovies, mainly
towardstheend. They areusudly del eted scenes, containing amistake

committed by amember of the crew. Thisterm was popularized in
1950s.

According to Wikipedia, another definition for blooper is
“Unintended indiscretions before microphone and camera.”

Blooper

For more bloopers, please visit: www.funenglishmcc.com/
bloopershtml
Barker

A personwho attemptsto attract patronsto entertainment events,
such asacircus or funfair, by exhorting passing public,describing
attractionsof show and emphasizing variety, novelty, beauty, or some
other feature believed to incite listeners to attend
entertainment.Professiond barkersstrongly didiketheterm andinstead
refer tothemsdavesas“takers.” A barker channd isaform of eectronic
mediaknown as digital signage. ItisaTV channel that isentirely
composed of sdespromoation and advertisng, usudly marketing various
featuresof the servicecarrying thechannel.
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Byline

Thebylineisashort phraseor paragraph that indicatesthe name of
theauthor of an articlein books, magazines, newspapers, newd etters,
content Websites, blogs, or other publications. In some cases, bylines
may beused to givecredit for photographsor illustrations. It aso gppears
between the headline and start of the article, prefaced by theword
“By” or “From” or other wording. Thebyline could a so appear at the
end of thearticle, sometimesaspart of amini-bio of theauthor.

Creditline

A credit linein anewspaper iswherereferenceis madeto items
included inthearticlefrom another source, such asresearch material.
Acknowledging the source of apictureisan examplefor acreditline.

Dateline

Although it sounds like a date such as month day and year, the
datdineisactudly inthefirst lineof an articleand isthelocation where
thereporter iswriting from.

For example: “New Delhi - A woman gave birth to eight babies
today.”

Inthisexample, the“dateline” isNew Delhi. Datelinesare most
oftenwritteninall capitals.

Deadline

Thetimeby which anewsreport must be submitted. Deadlinesare
commonin print, broadcast and onlinejournalism, and are necessary
for the smooth functioning of the news operation.
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Examples

The plane crash happened just an hour before deadline, but she il
managed to get her story inontime.

Gravure

Gravureisaprinting method inwhichanimageisappliedtoaprinting
substrate by use of ametal plate mounted on acylinder. Unlike other
processes, gravure uses adepressed or sunken surfacefor thedesired
image. The image to be reproduced is etched into the metal plate,
sometimes with the use of alaser . The metal plateisbathed inink
during the process and then wiped clean before application to the
ubdrate. Whilegravure printing can produce high-quality resultsrapidly,
the cogtsaresignificantly higher than other printing methods, including
flexography or variousformsof digitd printing .

Gutter journalism

Gutter journalismor Yellow
. journalism, is a type of
B journalismthat presentslittleor
no legitimatewell-researched
news and instead uses eye-
catching headlinesto sdll more
newspapers.Techniques may
includeexaggerationsof news
events, scanda-mongering, or
sensationalism. By extension, thetermyellow journalismisused today
as a pgorative to decry any journalism that treats news in an
unprofessond or unethical fashion.
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Handouts

A handout isadocument which containsnewsor informeation about
something and whichisgiven, for example, tojournalistsor members
of thepublic.

Jumpline

A line of typeidentifying the page on or from which anewspaper
story iscontinued.

Nameplate

A nameplate identifiesand displaysaperson or product’s name.
Nameplatesareusualy shaped asrectangles. The primary useof name
platesisfor informative,asinan officeenvironment, wherename plates
aremounted on doorsor wallsin order to identify employees.

M asthead

Themasthead whichisdsoreferredtoasanimprintisalis, published
inanewspaper or magazine, of itsstaff. In some publicationsit names
only themost senior individuals; in others, it may name many or all.
Some mastheads al so include information such asthe publications
founding date, dogan, logo and contact information. In newspapersthe
masthead typically appearson the editorial page; in magazinesitis
frequently found e sawhere, ofteninthefirst few pagesof thepublication.

L etterpress

Letterpressprintingisrelief printing of text and imageusing apress
with a“type-high bed” printing pressand movabletype, inwhicha
reversed, raised surfaceisinked and then pressed into asheet of paper
to obtain a positive right-reading image. It wasthe normal form of
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printing text from its invention by
Johannes Gutenberg in themid-15th
century. In addition to the direct
impression of inked movabletypeonto
paper or another receptive surface,
|etterpressisasothedirectimpression
of inked printmaking blocks such as
photo-etched zinc “cuts’ (plates),
linoleum blocks, wood engravings, etc.,
using suchapress.

L ogotype

A logotype is an artistic symbol that uniquely represents an
organization. Examplesof organizationsthat uselogotypesinclude
businesses, sportsteams, political parties, or even entire culturesand
religions. Thesamplemust berdevant to thetheme of the organization.
L ogotypeshave gained increased popul arity sincethe advent of the
Internet.

rie rochars

Offset

watar rallers
Offset printingisacommonly ussdprinting /. ¢ - —{r =
technique in which the inked image is 1, * |

e Saa B
transferred fromaplatetoarubber blanket, "~ 7
- i e offs
thentothe printing surface. o N ) oinder
ot _"_h el
RESED 1
Imprastan

A cylinder
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Op-ed

Anop-ed, abbreviated from oppostethe editoria pagethough often
mistaken for opinion-editorial, isanewspaper articlethat expresses
the opinions of anamed writer who isusually unaffiliated with the
newspaper’ seditorial board. Thesearedifferent from editorias, which
areusually unsigned and written by editoria board members.

Tombstone

Tomb-stoning iswhen you are making your page and two different
headlinesfor two
different articles
line up. For
4 example, if your
one article’'s

K WTE LR CAMPEIED,

:;l'ﬂfmv Mo s WI”kIE Hears ..
i ~Democracy Peril From 30,000

1?:! Cathelic Alumni Told Letters and Telegrams
the! Principles Cant Remain Urge Him to Continue headline startsat

I Static Among Enemies | Efforts of Crusade jw the t left of
| i e top lert o

your pageandis
oneinchthick and the headlinefor your second articlelinesup exactly
withthefirg articleheadline, thatistombstoning. Theterm*tombstoning”
comesfromtheideaof agraveyard whereall thetombstoneslineup
and match. Injourndism, tombstoning your headlineisnot attractiveto
the eye of thereader so therefore possible solutionsinclude : making
onehead 1 inch, making the second 1/2 and inch... making oneheadline
2lineslong, the other just on line.. putting one headline at thetop of
your page and running your articlehorizontally not verticaly and start
your second articlefurther downthe page.
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Tabloid

Tabloidjournalismtendsto
emphasize topics such as
sensational crime stories,
astrology, gossip columns
about the personal lives of
celebrities and sports stars, |
and junk food news. Such :
journalism is commonly ' = e
associated with tabloid sized
newspaperslikethe Nationa Enquirer, Globeor theDaily Mail andthe
former News of theWorld. Not al newspapers associated with such
journdismareintabloid sze, for example, theformat of Apple Daily is
broadsheet whilethestyleistabloid. Theterms*tabloids’, “ supermarket
tabloids’, “ gutter press’, and “rag”, refer to thejournalistic approach
of such newspapersrather thantheir size.

Satan is Invading Computers!

Broadsheet isthe largest of the various
newspaper formats and is characterized by
long vertical pages (typically 22 inches/ 559
millimetresor more). Theterm derivesfrom
typesof popular printsusualy just of asingle
i sheet, sold on the streets and containing
various types of material, from ballads to
politica satire. Thefirst broadsheet newspaper
was the Dutch Courante uyt Italien,
Duytdandt, & c. publishedin 1618.
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Sringer

A Stringer isaphotographer or journalist who contributes reports
or photos to a news organization on an ongoing basis but is paid
individually for each piece of published or broadcast work. Stringers
aregenerally fred ancersand do not receivearegular salary. However,
stringers often have an ongoing rel ationship with one or more news
organizations, to which they provide content on particular topicsor
locationswhen the opportunitiesarise. Thetermistypicaly confined to
journalism. Nowadays they are also known as correspondents or
contributors. Often they do not receive any public recognitionfor the
work they have contributed.

Dummy
A preliminary layout of anewspaper page, showing the placement
of stories, headlines, picturesand advertisements.

Embargo

An embargo is put into place when a story is sent to broadcast
media, publications, or radio beforethe story isset to bereleased. An
embargoisan agreement of sortsthat allowsthe pressto get the story
inadvancebut not publishit until aspecifiedtime.

Freelance

Fredanceisaworking arrangement when aperson sellstheir services
toindividud buyerswith whomthey are not employed.

An example of freelance is someone writing songs for many
different musicians.

Freelancejournalists can be reporters on contract whowriteona
regular basisto columnigts, radio moderatorsand occas ond contributors
to publicationsand broadcast programmes.
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Lithography

Lithography refers to a
method of printing whereby the

imageareas, which areneither 4 v |
raised nor depressed, attract ink : e |

and the non-image areasrepel ==
ink. Most lithography is of fset
lithography inwhichtheimageis
transferred from the plate to a
rubber blanket, and then printed (offset) from the blanket onto the paper.
The process of lithography was discovered by Alois Senefelder who
wanted to find aless costly method of reproducing copiesof hisplays.

Linotype

A kind of typesetting machine which produces castings, each of
which correspondsto aline of separatetypes. By pressing upon keys
likethoseof atypewriter thematricesfor onelineareproperly arranged;
the stereotype, or slug, isthen cast and planed, and the matricesare
returned to their proper places, thewhol e process being automatic.

Original photo (Image:Linotype-
vorne-deutsches-museum.jpg by
Clemens PFEIFFER, Vienna.
Annotations by Paul Koning
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NewsAgency

A newsagency gathers, writesand distributes newsfrom around
theworld to other newspapers, periodicas, radioandtelevison. Itisin
effect an agency that suppliesnewstoitssubscriberswhowill otherwise
haveto spend alot of money to gather and collect information.

Beat

A beat isaparticular topic or subject areathat areporter covers.
Many newsorganizationsassgnjourndiststo cover specificaress, either
geographic or topica, known as* beats.” Thistermwasoriginally used
to describearegular routefor asentry or policeman. Journalistsget to
know theterritory and people who make up their beat, and in many
casesthey haveto learn specialized vocabulary in order to understand
their sources.

Eg. He coversthe Business beat for Malayala Manorama

(It means he coverstopicsrelated to Businesslike capital, asset,
pink slip, unemployment, personal savings, investment, employers,
workers, construction, and property salesetc]

Breaking News

Breaking newsrefersto eventsthat are currently devel oping, or
“bresking.” Breaking newsusually refersto eventsthat are unexpected,
suchasaplanecrashor building fire. Breaking news can asorefer to
newsthat occurslateintheday, closeto anewspaper’susua deadline.

Most of the TV newschannelshaverunnersthat highlight * breaking
news events. Inthemodernworld, social mediaistransforming the
way journalistsbresk news. Aseventshappen citizenjournalistsrecord
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live picturesviacell phonesand upload them on the Internet. Thus
‘breaking news happensamost smultaneoudy.

New Jour nalism

Thiswasastyleof journalismthat originated in the 1960sin USA.
New journalism used techniques borrowed fromfictionto portray a
stuationor event asvividly aspossible. Thetermwascodifiedwithits
current meaning by TomWolfeina1973 collection of journdismarticles
he published as The New Journaism, whichincluded worksby himsdlf,
Truman Capote, Hunter S. Thompson, Norman Mailer and others.

Articlesinthe New Journalism stylewerenot generally foundin
newspapers, but rather in magazines such as The Atlantic Monthly,
Harper’s, CoEvolution Quarterly, Esquire. By theeighties, theuse
of New Journalism style began to decrease.

Precision Jour nalism

Theapplication of socia and behavioura scienceresearch methods
to thepractice of journalismistermed asPrecisionjournalism. Itis
applying social science research methods to the problems of news
gathering in anincreasingly complex society. With intent to make
inferences, compari son between phenomenaor variables.

Precisonjourndismisthegpplication of scienceinformationfinding
methodsto obtaininformationfrom sourceswith aview todisseminating
accurate, error-free information to the public in an easy and
understandable manner.

Thetoolsof sampling, computer analysisand statistical inference
increased thetraditional power of the reporter without changing the
natureof themissontofind thefacts, to understand them, andtoexplain
themwithout wasting time.
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Theterm“precisionjournaism,” andthecentrd ideabehindit, were
popularized by the 1973 book of the same name written by Knight-
Ridder reporter Philip Meyer.

Syle Book

The content of newspapersand other mass mediaistypically the
result of many different writersand editorsworking together. A Style
Book provides consistent guidelinesin terms of grammar, spelling,
punctuation, numerals and language usage. The AP Sylebook is
generaly known astheBibleof print journaism.

Examplesaregiven below:

Numbers

Onethrough ninearegeneraly spelled out, while 10 and above are
generaly writtenasnumerds.

Example: Hebought three booksfor % 300

Percentages

Percentages are aways expressed as numerals, followed by the
word “ percent.”

Example: Thepriceof petrol rose5 percent.

Ages
Agesareawaysexpressed asnumerals.

Example: Sheis15yearsold.
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Dates

Dates are expressed as numerals. The months August through
February are abbreviated when used with numbered dates. March
through July are never abbreviated. Months without dates are not
abbreviated. “Th” isnot used.

Example: Themeetingison Oct. 15. Shewasbornon July 12. |
lovetheweether in November.

Yelow Jour nalism

With the onset of rapid industrialization in thelate 19th century,
machines began to produce morethan thousand copiesinasinglenight
Thislead toincrease of newspaper saleand greater thirst for sensationa
news.

Yellow journalisminvolved sensationalism, distorted stories, and
midleading imagesfor the sole purpose of boosting newspaper sales
and exciting public opinion. It wasparticularly indicative of two papers
founded and popul arized inthelate 19th century- TheNew York World,
run by Joseph Pulitzer and The New York Journal, run by William
Randolph Hearst.

The term yellow
journalismcamefroma
popular New York World
comic called “Hogan's
Alley,” whichfeatured a
yellow-dressed
character named the*“the
ydlow kid.” Determined
to compete with Joseph
Pulitzer’s New York
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Worldinevery way, rival New York Journa owner William Randol ph
Hearst copied Pulitzer’ ssensationalist styleand even hired “Hogan's
Alley” artist R.F. Outcault away from theWorld. Inresponse, Pulitzer
commissioned another cartoonist to create asecond yellow kid. Soon,
the sensationalist press of the 1890s became acompetition between
the “yellow kids,” and the journalistic style was coined “yellow
journdism.”
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M odel Question Paper

FIFTH SEMESTER B.A. DEGREE EXAMINATION,

NOVEMBER 2011
(CCSS)
Functiona English- CoreCourse
FESBO8-MEDIA STUDIES-1 (Print Media)

Time ThreeHours Maximum: 30 Weightage

1. Fill inthe blanks choosing the correct answer:

@1

(b) 5

The elements of communicationaredsocalled
of communication.

(basics, fundamenta's, universas)
Encoding istheact of amessage
(sending, producing, receiving)

Communication by many personsinafacetofacestuationis
communiceation.
(group, interactive, interpersonal)
isdefined asaway peopl e approach othersof keep
distancefrom others.

(Proxemics, proximity, Polemics)
give detailed information about a product/

inditution.

(Newdetters, Brochures, Postures)
At thetime of Independence, theAIR network had only
__ dations.

(Five, six, eight)
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10

12
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NRS standsfor

(National Readership Survey, National Radio Service,
National Radio Station)

Doordarshan switched over to colour transmissionis
15August _
(1971, 1982, 1985)

Arecaverin conceptionisthereceving telephone
ingrument.
(Shannon's, Plato'sArstotl€'s)

SisSMCR standsfor
(Source, Sender, Speed)

TheAssociated Pressisa/an based agency.
(Russan, Indian, American)

RTI Standsfor
(Right to Instruction, Right to Information, Right to
Invedtigation)

(12x'/, =3 weightage)

II Answer any nineof thefollowing intwo or three sentences:

13
14
15
16
17
18
19

Feed back.

Thepersond stageininterpersonal communication.
Universa access

Newdetters.

Futureof radio.

New Media
Blog.
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20
21
22
23
24
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Inverted pyramid.
Sdlectiveretention.
Authoritarian mediatheory
UPI.
Corporate censorship
(9x 1=9weightage)

[11. Write short notein not morethan 100 words each, on any seven of
thefollowing:

25
26
27
28
29
30
31
32
33
34

Characteristicsof atrue newspaper.
Doordarshan.
Lasswell'smodd of communication.
TheMacBride Commission Report.
Freedom of Press
Lawsof Libdl.
Indian Emergency
Codeof Ethics.
Typesof Communication.
Non-verba communication.

(7 x 2= 14 wightage)

IV. Answer any oneof thefollowing in about 300 words:

35
36

MassMedia
Modd sof communication.
(1x4=4weightage)

o



