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MANAGING A NEWS WEBSITE

Exploiting content online

Each news item has a home on your site. It may appear in multiple indices, but it will only have 
one original home. 

It might belong in the technology section, the politics section, a world regional section, or some 
other area and it might contain elements that enable it to be referenced from several areas - but 
it will only have one home.  

Take, for example, the story about an American man being fined for file sharing. 

 Editors at BBC News Online decided this was a technology story, so it was put in the technology 
section of the site. See image below. 

However the BBC duty editor in charge of managing the site also decided that the story should 
appear, or be referenced, in the Americas section of the site, because it involved a man from the 
USA, and put a link to the story on the right of the Americas page. 

So the same story is the lead in the technology section and appears as one of the ‘Other Top 
Stories’ in the World/Americas section. See image below with story link circled in red.
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Stories are often created in a specific template, or tagged as belonging to a certain area. 

However, each story might have several elements that will enable it to be used in other sections.

Helping users find content

One of the skills of news website management is knowing how to exploit each story in all relevant 
sections, so that it appears on multiple section indices.

Take, for example, the hypothetical news story that a study has revealed that users of mobile 
phones are exposed to an increased risk of developing brain tumours. 
Where should that story sit?

If the story comes from a medical journal, it could have its main home in the health section. 

If it is written by a technology expert, it could have its main home in the technical section. 

What is clear is that this story can be used in more than one section of the site. 

You also need to think where the users might expect to find the material. 

You also need to consider where the story’s home is. 

•	 Health: It is a health story, and users, concerned about brain tumours (and who bookmark 
your health section) will expect to find it there.

•	 Technology: It is a technology story. Many will want to know what is being done to deal 
with the problem, such as what hands-free devices are available, or whether there are any 
shields on the market to protect people from the dangers.

•	 Business: It is a business story. Those with an interest in the mobile phone industry might 
be concerned about the impact the story has on shares in the leading mobile phone manu-
facturers.

•	 General news: It is a general news story (of general as well as specialist interest), and as 
such will also populate the front page.

•	 Regional news: The research probably came from an academic study attached to a uni-
versity in a city in a country, so it is also a regional news item. 

We have established that this one story, about mobile phones being linked to brain tumours, can 
feature on the main page, in the country-specific regional page, in the health section, in the tech-
nology section and in the business section.

However, it doesn’t end there. 

Azerbaijan Media Center
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Expanding and developing stories 
As mentioned earlier, one of the arts of running a news website is knowing when to break a story 
into component parts.

Let’s consider again the news story that a link has been found between the use of mobile phones 
and brain tumours. 

As explained above, there may be many elements to this story, including health, business and 
technology.

It could be that the duty editor feels all this can be wrapped up in one story. 

However, the conversation during the morning news meeting might suggest that there is enough 
material for a piece on each element.

There will always be the need for one overview piece that weaves all the elements together, but 
the art of knowing when to expand a story into more detailed parts is one of the duty editor’s 
key skills. 

Once done, these so-called ‘related stories’ can appear alongside the different angles as added 
value information for the user. 

There is a danger in this approach. 

The last thing you want to do is to try to pad out a few hundred words on one weak line. 

If it doesn’t make a separate story, then don’t try to write one.

You might want to consider whether the story is worth breaking down into easily digestible 
chunks, putting each story in its own section, and then providing internal links from the main 
piece to all aspects of the news item.  

If resources don’t exist to do this, one well-written version should sit in all indices. 

However, if the information, expertise and resources are available it is worth considering develo-
ping the story so that it has maximum benefit to the audience. 

The duty editor needs to be aware of what is available as far as audio and video is concerned. Is 
it likely to be the lead story in the multimedia section?  

Will people want to discuss it?  If so, it might be worth creating a talking point forum on the 
subject. It could become the biggest interactive issue of the day.  

Are there enough images of phones, medical pictures, or even images of the people making the 
claims, to furnish a photo-gallery? 

Is it a big enough story to build a special section and pull all the available material together in 
one, easily navigated, chunk of information?

The role of the duty editor is to consider all these things. 
She or he has to maximise the impact of each story and offer the user the fullest experience 
online. 
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News specials 
Again, as mentioned earlier, the duty editor might decide that an issue is of such significance, and 
is likely to be around for so long, that there is a need for a special section.

Try to think of these as a menu for a rich feast. The special section has specific groupings. 

These are usually news (full coverage), guides (fact files, time lines, profiles), Q & A (the main 
questions being asked along with answers), and interactivity (audio, video, graphics, and interac-
tive features such as maps and models).

The duty editor, and his or her colleagues, need to decide together how many special sections 
they can manage, and which are beneficial to output. 

You might decide on half a dozen themed special sections a year to tie in with forward planning 
specials being covered by TV, radio, or your print version. 

You might want to consider a few news specials highlighting big stories which are likely to crop 
up again and which you are likely to want to return to. 

Most news desks have a list of the main issues they are tackling in a given time period. 

For the online duty editor these might best be managed by building a special section.

The beauty of a well-crafted collection of special sections is that they can be linked to time and 
time again when a related news story breaks. 

Text boxes promoting the special section can be used as graphical images in the body text of a 
news story. 

This immediately gives the user the impression that you are on the case and you are fast. 

They do not know, and probably don’t care, that the special section has existed all the time and 
you have just dusted it off and linked to it again. 

All they will care about is that the richness that your news operation can offer has been presented 
to them in one easily navigated chunk of information. 

Data husbandry 
Special sections can be of immense benefit to users of content and producers alike, because they 
group all news items, background information, and context and analysis pieces in one place. 

The information is easy to find, easy to navigate, and easy to use. 

However, they can also be risky. 

If you commission too many special sections, there is a real danger that you might not be able to 
maintain them properly and they could soon become out of date. 

This is particularly true with political specials. 

Have you remembered to update every politician who has resigned, moved on to another depart-
ment, or died?  

What about legal issues? 

Are there elements in your special section that refer to an incident which has since been thrown 
out of court? 

Azerbaijan Media Center
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Məlumatları asanlıqla tapmaq, 
istiqamətləndirmək və istifadə etmək olur. 

Does your special section still suggest someone is guilty of a crime they have been since been 
cleared of? 

Are you sitting on a legal minefield, which, although always active, will become particularly visible 
the next time you publish a related story and link to the special section again?

The best way round this is to treat your special sections as you would a garden. 

One day it looks beautiful, the next day weeds have grown and the flowers have gone to seed 
or died. 

You need to keep tending to the garden to make it presentable. 

There is an element of data husbandry needed to ensure that the content in your special sections 
does not become out of date.

Again, using the analogy of the garden, some of the news features might need to be pruned, or 
scrapped altogether. 

Cuttings might need to be taken of key elements, and then reworked. 
Perhaps the whole special section needs digging over completely and a new design and arran-
gement offered.

What is clear is that specials can rarely be left unattended. 

That is a recipe for disaster. 

The easiest way to manage this is not to have too many in the first place. 

You should also make one of your journalists responsible for ensuring the specials are always in 
tiptop condition. 

If a related news story breaks, you will want to link to the special section immediately, not wait 
for a few hours while it is checked and given a makeover. 

Special front page 

There will be news stories that deserve a special front page. 

This is when the usual news site is taken over by something so major and so important that no 
other stories deserve to make it through to the front page. 

Just as important as knowing 
when to use a special front 
page, is knowing when to 
take it down. 

Such stories will be all too clear when they happen. 

They will relate to a monumental event that causes 
everyone to stop in their tracks. 

The attack on the twin towers on 9/11 might be con-
sidered such a news story.

Special front pages might only contain one image, 
one headline, and one summary linking to one story. 

The reason for this is two-fold. 

A scaled-down front page, linking to one big story, is less likely to crash at times of great user 
demand. 

It also sets out clearly that this is the most important single news event happening at this time.

Just as important as knowing when to use a special front page, is knowing when to take it down. 
A special front page limits the reader’s ability to navigate the site. Although interested in the big 
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Legal issues 

Be extremely careful when covering legal cases where somebody has been arrested, faces char-
ges, or is appearing in court. 

There will be a good chance that, somewhere on your news site, you have covered the original 
incident, perhaps in some detail.

The story containing the background to the case might have been archived, but it will still be 
accessible through a word search. 

The user might also piece together the details and look up the case. 

Your site will probably have material stored somewhere that could possibly influence a jury and 
perhaps lead to a contempt of court.  

Never link to background material in an active legal case. 

Never let linked stories appear on the same page, if their presence could be seen as legally dangerous. 

The jigsaw effect
Take care about where stories are positioned so that the geography of the site doesn’t make suggestions 
that are legally dangerous.

There was a case in England where two young school girls were reported missing. 

The newspapers, radio, TV, and online news organisations published their names. 

The parents made heart-felt pleas for their return. 

Everybody knew who they were, which school they went to, and where they lived. 

The next day there was a reconstruction of their last known movements. 

Two look-alikes, dressed in similar clothes, walked the same road as police tried to jog the memories of 
potential witnesses. 

Prayers were said in the school the girls attended.

A week later two girls were found imprisoned in a flat above a shop in the town’s high street. 
They had been abducted. 

Again the newspapers, radio, TV, and online news organisations carried tearful scenes of the girls being 
reunited with their families.

Some months later a story appeared on the news wires reporting that a man, who lived in the same flat 
where the girls were found, had been arrested, charged, and was to appear in court accused of abduc-
ting and sexually assaulting two young girls.

The dangers of the jigsaw effect (piecing together bits to form a fuller picture) is all too clear. 

story, they might be as interested in other material on the site. 

You might want to start thinking about removing the special front page and returning to normality 
after a couple of hours. 
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Not only could the girls be identified (and then face the stigma of being associated with being victims 
of a sexual offence), but the defendant’s trial could also be prejudiced by the piecing together of the 
various parts of the story.

In a newspaper, on radio, and on TV, it is easier. You don’t mention the past incidents and if someone 
happens to put two and two together, it is not necessarily your responsibility.

However, as a duty editor managing a news website, you are considered to have published a story every 
time someone requests it by clicking on the link. You are the publisher.

If someone does search back and find the earlier stories (or even worse, if one of your journalists foo-
lishly links to them and you miss it), then you could be responsible for damaging the girls’ reputations, 
and either influencing whether a guilty man gets off free, or an innocent man is considered guilty before 
he has a fair trial. 

Enhancing user understanding

The duty editor should be fully aware of all the content that is either already gathered, currently 
being created, or in the process of being commissioned. 

Their role is to bring all this together for the benefit of the user.  

Depending on the resources available to you, it is always worth considering making full use of 
what is already prepared and in the pipeline before working on fresh web-only material.

You will need to be talking to all outlets of your news operation to find out what material they 
have which you can use online. 

You need to be in regular contact with the news organisation’s forward planning desk so that you 
know what is coming up, and when it is likely to be available.

A well-managed news 
website must reflect the 
news brand's strengths, 
whether they be its in-depth 
analysis, its TV footage, 
its radio interviews, or its 
comment columns. 

A well-managed news website must reflect the 
news brand’s strengths, whether they be its in-
depth analysis, its TV footage, its radio interviews, 
or its comment columns. 

The website is a showcase for these strengths and 
these should be displayed around and promoted 
through the stories presented online.

You might find that a particularly searching ra-
dio or TV interview can be cut into question-and-
answer component parts.  

Perhaps you can make a text box for the front page highlighting the main questions being asked. 
Those questions could link through to the answers in either audio, video, or text, or perhaps all 
three.

Knowing what material is available to you means that you can exploit it online. 

You could have quote, film clip, image, and sound of the day. 

Everything you have can be cut up and used again in some other form.

This is important where you have different audiences tuning in at different times of the day to 
different programmes with different agendas. 

Azerbaijan Media Center
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A news website presents an excellent opportunity to bring all the various elements together in 
one meaningful news offering.

Think of every element as presenting you with another opportunity to help your users better 
understand an issue. 
Clips or quotes from an interview could form the basis for an interactive forum discussion. 

A guest, in the newsroom for a print, TV, or 
radio interview, might agree to stay on for 
another hour to do a live online chat. 
If you know the day before that they are 
coming in, you can set up a chat room and 
flag this up with your online users so that 
they prepare.

Everything you have can be 
cut up and used again in 
some other form.

If your news organisation has broken some news, or uncovered facts and figures, perhaps you 
could organise a vote or a poll online. 

The findings might become a news story in their own right (although you need to remember that 
online votes or polls only reflect the views of those who were 1) able to go online 2) bothered 
to take part - as such they are not scientific and should not be referred to as a news element). 

30 TIPS FOR ONLINE JOURNALISTS
A few simple techniques can make a massive difference between success and failure for a news 
website, and all are to do with presentation.  

It’s all about creating a compelling content proposition with a crisp, clear and simple presentation 
and writing style, offering enough ‘must click’ calls to action scattered across the front page and 
ensuring there are opportunities to enable your audience to help with distribution and reach..

1.	 Create compelling calls to action - don’t just put up a signpost to community discussions, 
invite people in with questions such as ‘are you drinking too much?’

2.	 Tell people why they should watch video; don’t just put a link on the page.

3.	 Enable the audience to help with distribution - tweet about all your good stuff and add a 
‘tweet this’ link to encourage re-tweeting.

4.	 Include the most popular social networking tags so the audience can save the item to their 
favourite social networking site.

5.	 Drive people deeper into the site with ‘must click’ compelling text.

6.	 Explain the relevance of related content, don’t just point to it. Invite the audience to let you 
know what they have found to be related on your site (user generated internal linking).

7.	 Give users a compelling reason to return. Does your site interest you? Does it make you feel 
like settling down for a good poke around? Would you use it if it wasn’t yours? Make sure 
you can say yes to all the above.

8.	 Ensure you have regularly refreshed content to ensure it is up-to-date.

9.	 Aim for either unique content, or a unique tone and presentational style, even when the 
content may be a bit lame.

10.	 Be sure you know who your target audience is and relate all you offer to that audience in 
the language they use.
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11.	 Never talk at your audience, but find ways to engage with and allow them to participate in 
what you are doing.

12.	 Perfect a writing style that works for the audience and works for the search engines. Keep 
it simple, don’t make it hard for the search engines to figure out what you are about. He-
adlines should contain the names or key words that people are likely to be searching for on 
Google etc. Use key words often in copy, but use common sense to avoid making an article 
unreadable. Repeat key words in image alt tags.

13.	 Keep headlines concise but clear. Labels are not great, nor are questions. Sentences work 
well. For example: Replace: “Hope and happiness” with “Donor joy for Becky”. Replace: 
“Sparks fly at factory” with: “Hoover axes 500 jobs”.

14.	 Sentence style. Steer clear of too many facts, figures or stats. Sentences should be a maxi-
mum of 20 words, but mix up lengths.

15.	 However clever a pun may seem, it will have been used before and probably many times.

16.	 Make your text easy read - help the audience get to what you want them to see, the video 
and opportunities to engage.

17.	 Be direct. State what is contained within the article/video. Avoid abstract copy.

18.	 Re-read copy and consider whether fewer, simpler words can be used.

19.	 Don’t repeat headline words in the intro. If better headline words are in the intro, steal them 
for the head and rewrite intro. Keep the preamble short and refer to the main players right 
away.

20.	 Pull out a key quotes quickly.

21.	 Be active. Copy works best when it follows the simple grammatical construction - subject, 
verb, object. “I killed him” not “he was killed by me”.

22.	 Be accurate. Copy must deliver what is promised, failing will lose audience trust. At a basic 
level, “Exclusive video footage” should not be available elsewhere.

23.	 Use everyday language. As Winston Churchill said: “Short words are best and the old words 
when short are best of all.”  Use “buy” not “purchase”.

24.	 Convey a sense of energy and urgency, but remain honest.

25.	 Don’t inflate importance if the topic doesn’t merit it.

26.	 Informal and friendly but remain authoritative.

27.	 Do not sweeten with respect where none is due.

28.	 Whatever you write, make sure that the words are your own - cutting and pasting from other 
sources is legally dangerous and easy to spot.

29.	 Treat your audience with respect - acknowledge that you are asking them to invest their 
most precious resource, their time, in your creation.

30.	 Treat your brand with respect - remember that every word you write can boost or damage 
your brand’s (and your) reputation. 

Azerbaijan Media Center
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TWITTER AN ESSENTIAL TOOL FOR JOURNALISTS

For journalists who are new to Twitter, getting used to using the 140-character text messaging 
system from a web page or a mobile device can appear to be daunting.

However, it’s fairly simple, although there are a few important things to. 

Getting started

It’s like moving into a new neighbourhood and getting to know the neighbours and their friends, 
and then letting them know about you and telling them what you are up to. 

In newsgathering and news dissemination terms, it opens up a global network of new contacts, 
story leads and ideas, links to specialist interested groups, and exposure to perspectives and 
opinions that would previously be difficult to access and aggregate.

Businesses, political parties, PR gurus, sales people and media organisations are all using Twitter 
as a tool for the viral marketing of the information they want people to consume. 

Moving in

•	 Sign up for a Twitter account
•	 Pick a name that reflects what you are about
•	 Upload a picture that you are happy to see spread all over the place
•	 Write a short biog that sums up what you want known about you
•	 Add a link to the website or blog that represents your reason for tweeting
•	 Change the design of your new Twitter page to something more appropriate to your purpose
•	 Add a background image if you want your new page to look distinctive.

Weighing up the neighbourhood

•	 Check what is being tweeted by others
•	 Consider using tools such as Hashtags, TweetDeck, Twitscoop, Mashable and BreakingTwe-

ets to see who is tweeting about what
•	 Search Twitter using Twitter Search to research your areas of interest
•	 If you are using TweetDeck, add search terms in order to display new columns of the latest 

tweets on the topic you are following (eighth button from the left in the top list of Tweetdeck 
icons)

•	 Spend enough time assessing the tweets and those tweeting
•	 Create favourites if you find any people whose tweets you value.



29

SOCIAL NETWORKING FOR JOURNALISTS

Azerbaijan Media Center
Handbook for online journalists

by Myrthe as a comment to this article) 
•	 Add your #Hashtags at the end of your tweet so that it reaches all following that topic
•	 You can also add the # sign in front of words in your message to save space so that you can 

add more relevant text to your tweet (note, this tip added by Myrthe as a comment to this 
article) 

•	 Build at least 10 good tweets, and perhaps a few selected retweets - resending tweets you 
find interesting to those who are following you

•	 Continue to make your twitter homepage attractive, stocked with great tweets and with 
enough information about you to help people decide whether you are worth getting to know

•	 Now it’s time to invite the neighbours round and get to know them

Becoming a good neighbour

•	 Start tweeting about the things you are interested in
•	 Try to offer original, stimulating and compelling content
•	 Write a short, sharp sentence that sums up the story/event/issue
•	 Subject, verb and object are the best format

Getting to know the neighbours

• 	 Use Twitter Search to find out who is tweeting about the topics you are researching
•	 If you see an interesting tweet, check out the profile
•	 Check their biog and the link to their blog/website
•	 Check out their followers, they may make useful contacts/colleagues for you, they may also 

give you an indication whether the person is worth following or not
•	 Read their last half dozen tweets and follow the links
•	 If you like any of their tweets, retweet them
•	 Decide whether you want to be associated with this person
•	 If so, follow them
•	 Find out about the wider network of your followers and those you are following
•	 Try a tool such as Twitter Browser to see the connections
•	 Type in a twitter name, click the double arrows and watch their network display
•	 Hover over an icon to see their latest tweet from that person
•	 If interested, click on the icon and see that person’s network unveiled
•	 Continue to retweet any tweets you think have value
•	 Send a direct message (not necessarily public) to all those who retweet your tweets (you can 

also make your replies public if you want) 

•	 Add a shortened url using one of the popular 
URL shortening tools such as is.gd, TinyURL, 
ShortURL, or the neat one built into TweetDeck

•	 For Firefox there are add-ons that allow you to 
see the full url for shortened urls before you 
open them. TweetDeck has the same option in 
settings: mark the box in front of “Show preview 
information for short URLs” (note, this tip added 

Try to offer original, 
stimulating and 
compelling content
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Keep making new friends

•	 Ensure you keep using #Hashtags with your tweets to make sure you get the widest circu-
lation

•	 Make sure the hashtag is relevant
•	 Check the hashtags site as you write your tweet to see what tags are currently being used
•	 Don’t be afraid of adding new tags
•	 Leave the hashtags at the end of the message

  Don’t be afraid to ask questions
•	 People on Twitter love to answer questions
•	 If you are looking for someone with a specialist interest or who may be involved in an on-

going story, ask on Twitter
•	 If you are researching a topic and can’t find the answer elsewhere, ask on Twitter
•	 It is also a great way of making new contact and friends, and it also enables you to add 

perspectives that you may otherwise have overlooked.

Keep your house in order

•	 If you have a blog or other form of website, consider adding Tweetmeme to every story 
page to enable people to retweet your articles

•	 You can also add your latest tweets to the front page of your site by logging on to Twitter, 
click on settings, and then clicking on the ‘You can also add Twitter to your site here) and 
follow the instructions

Don’t get too close to bad neighbours
•	 Be careful not to follow all those who follow you
•	 There are two types of twitters to steer clear of ...
•	 ... those with slick, know-it-all profile images who are following thousands and who promise 

get-rich-quick schemes and have tweeted hundreds of times offering marketing advice ...
•	 ... and those posing scantily clad who are following hundreds or thousands but have few 

followers and have only tweeted once inviting you to click a link (never click those links)
•	 As with any links, don’t click on twitter links that are suspicious (always check the profile first)

Lock the door
•	 You can block those who choose to follow you but with whom you don’t want to be associ-

ated – you don’t want your followers list to be populated with time wasters

Newsgathering with Twitter
A guide for the journalist who is new to Twitter but wants to find out how it can help them in their 
newsgathering and investigative journalism. 
This is aimed at helping the sceptical journalist, who dismisses social networking tools, learn how 
to use them in their daily work. 
Anyone who tries this ABC guide and doesn’t end up hooked, involved and contributing probably 
doesn’t have a news sense and should consider changing careers and looking for another job. 
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A dull day at the office
You have turned up at the office and there is nothing in the diary for the day, the prospects for 
the week ahead look bleak, you’ve rung round your contacts and they have nothing new, the 
competition is regurgitating the same wires as you and your mind is a blank. As you stare at the 
computer screen nothing interesting seems to be happening. What do you do?

When I started in print 35 years ago the answer was get out and talk to people. Walk down the 
street, watch what is going on, talk to shopkeepers, keep looking, keep digging. In fact that was 
the only way to find news. There were no computer screens to gaze at. And, because I was a 
journalist, I was always working on a special project in the category of ‘had it not been for me 
the world would never have known’. But for the sake of this short guide, let’s imagine you are 
stuck in the office.

There are loads of tools out there to help a journalist use Twitter for newsgathering, for this 
guide I have only touched on a few. Others will have their own lists. If so, please add them as 
comments at the foot of this page.

Check what people are tweeting about 

Go to Hashtags to view the most popular topics being discussed.
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Notice the key words are prefaced by a hash symbol (#). These help organise and target tweets. 

People tweeting on a topic will either know or search for the current hashtag that will ensure the 
tweet is noticed.

Check the graphs to the right of the top tags to see whether that story is rising or falling in in-
terest.

Click on the tag name to reveal a more detailed graph showing recent activity and a list of related 
tags. Click on those related tags to reveal their popularity.

Click on trends to see what is hot. Click on the tags tab and look at the top tags and the newest. 

There is some debate about the futue of hashtags, but for now they are worth checking out. 

Check out what is already gathered

There is no point in spending a lot of time chasing a story that is already published. Have a look 
at the latest breaking news stimulated by tweets.There are many aggregators of top tweets inc-
luding Twitscoop, Mashable and Breaking Tweets. 

Twitscoops has a tag cloud with real-time key word monitoring; hover over a word to display the 
latest four tweets. Click on the word to display the latest tweets on the left.

Twitscoop

If you are interested in any of the stories you can reply with a question, or re-tweet it with a 
question. 

If you get a reply you may be on the way to making a new and valuable contact. I have been 
amazed at how willing people are to link up and share knowledge.

Find, follow, contribute, question, engage, retweet. It’s simple.
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Check out who is tweeting 
This is where you can expand your contact book and start to connect with people who may be 
able to offer you perspectives and information that may otherwise be out of reach.

There are also ways of assessing whether those contacts are likely to be reliable. You can assess 
the quality of their network, have a look at what they have been tweeting about and check their 
profile and their web page. If you like what you see you can follow them and they may decide to 
follow you.

The dog-eared, well-thumbed contacts book still has its value, and your online and telephone 
contacts will still be part of your newsgathering routine. 

The people you decide to follow on Twitter are a new, dynamic list of contacts that will file leads, 
tips and updates without being prompted AND they will be delivered direct to your desktop/mo-
bile, 24 hours a day seven days a week.

If you find someone who is tweeting stuff you find newsworthy and interesting, click on their 
profile to find out who they are following and who is following them.

Dig deep and keep going. As you find interesting people, follow them. Hopefully, they will follow 
you. At that point you can start communicating privately if you need to talk about an issue without 
broadcasting it worldwide – essential if you start to work on an interesting story.

If you find someone who is tweeting valuable information there is a neat way to find out who they 
are connected to. 

Go to the Twitter Friends Network Browser. Enter the tweeter’s name and hit the find arrow.

The person you are following, and those in their network who recently tweeted, will display.

Hover over the names displayed, the people tweeting about that topic. 
If you are interested in what they are saying, click on their profile and all their contacts who have 
recently tweeted will show up. 
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The tweet trail 
Many new helpful tools are appearing all the time. One is TweetTrail, a neat interface where you 
type in the word you are researching and it displays the identity of the people who have been 
tweeting on that topic. 

You can then click on their profile, read all those tweets, decide whether they are worth following 
and, if they are, get to know them. 

 There are many Twitter tools out there. Mashable has a great list in its Twitter Toolbox section, 
which is regularly updated. There is also a great Twitter Tip section and a How To section on 
Mashable, and Twitter news .

Keeping clicking on contacts and you begin to appreciate the scale of the network.

Imagine trying to tap into network of contacts and information in the past; time wasted with out-
of-date contacts books, rolodex, telephone directories, and dead ends.

Not anymore. Any journalist not using this as a key part of newsgathering is missing a trick.  
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10 TWITTER TIPS FOR TRADITIONAL MEDIA
The don’ts

1. Don’t look out of touch: Never refer to social networking as a new phenomenon in your copy, bulletins, 
studio discussions or on location piece-to-camera and live radio spots. A large part of your audience is 
using Twitter and increasingly turning to it as one of their primary sources of information.

2.	Don’t call it new media or new technology: It’s not new. Using terms such as ‘new media’ makes it 
sound as though you are ‘old media’ and lagging behind. The term was okay towards the end of the last 
century, but a converged news operation should be delivering content to whatever platform/device the 
user turns to in order to access information. 

3.	Don’t leave it to your online team: or worse still a junior member of staff, to manage and monitor. 
Twitter and other social networks should be an integral part of your newsgathering. Take it seriously or 
you may soon find you are no longer taken seriously.

4.	Don’t snigger: Never let presenters give stories that involve social networking the ‘and finally’ tone or 
that condescending, knowing nod and smile, as if it is all a bit of a joke. It could come across as patroni-
sing or (even worse) disconnected, distant and judgemental. Get some of your more connected corres-
pondents (and there are loads around) to educate the studio presenters and some of the less connected 
producers. Those in the field often get it because they are rubbing shoulders with the audience on a daily 
basis and understand the significance of the changing audience behaviour; they also know, first hand, 
how your news organisation is being perceived.

5.	Don’t miss the story: Remember that the number and speed of tweets on an issue is a story itself, and 
you can run that story even before you have been able to verify what is being said with the usual two 
independent sources. 

 
The dos

1.	Tweet your own news as soon as it is verified: Remember you can tweet facts, you don’t need 
long, complex concepts. Tweet about things that your news organisation can confirm have happened as 
soon as the confirmation is in. You just need the facts in a short sentence. Subject, verb, object - send. 
The social network audience feeds off facts (and other stuff), and it is taking those facts and legging it 
over the hill to another place where they add their own context and analysis by interacting with their 
chums (rather than sitting in front of a TV or radio or clicking through your webpages). Always remember 
to offer a short URL to your added value material if the story is supported by an article or audio & video 
online.

2.	Give something back: If you are going to gatecrash the social network party take something that 
those who tweet will value. Your best offering is facts from stories where you are ‘digging where others 
don’t’ or in the category of ‘had it not been for you the world would never have known’. They won’t thank 
you for regurgitating the wires and throwing up a slightly modified version of what is running on 100 
sites.

3.	Change your tools: Think differently about the journalists’ desktop. If it can only surf the net and 
browse the wires you are doomed. You need to integrate the social network chatter and make sense of 
it in a way that informs the public debate and broadens perspectives.

4.	Widen your contacts: Start to build up a new contacts file of those hundreds of thousands of (free) 
stringers who are filing copy (that’s the stuff of headlines) free of charge 24 x 7. (Imagine organising a 
rota for that, the work flow implications are mind blowing, let alone the staff costs). So enlist those who 
are tweeting, and don’t always wheel in the known voices who may no longer have the connection with 
the changing audience behaviour.

5.	Embrace, hug and welcome back: Find ways of bringing the social network experience back into 
your news production process, and not just as a token nod and wink, but as a serious reflection of how 
both you and the audience are changing. Those tweeting may have taken your facts away, but they will 
add their own value. Be sure to invite them back, and find ways of sharing that enhanced understanding 
and feeding it back into the system so the richness of knowledge and experience and the diversity of 
perspectives is available for all.

The ‘broadcast/publish at’ model died years ago. The ‘engage with on our terms’ model is in its death throes. 
Now it’s about ‘participate in’ and empowerment. Those traditional media organisations that move to this 
model, and many are moving in this direction, may have more chance of surviving.

Note: If you find any of this information useful and want further help, please contact the Azer-
baijan Media Center. We would like to thank the BBC, CNN and Al Jazeera for giving permis-
sion to reproduce screen-grabs of some of their pages and graphics in order to illustrate this 
handbook.








