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Lessons from 2013, predictions for 2014 
 
At the end of the year it is natural to either 
look back and assess what we learned in the 
outgoing year, or to look ahead and 
anticipate what to expect next year. 
  
To address both aspects I selected two main 
sources: Internet Monitor 2013: Reflections 
on the Digital World, published by the 
Berkman Center at Harvard University; and 
the Predictions for Journalism 2014, by the 
Niemen Journalism Lab. In both cases the 
focus is on digital journalism, which is where 
more innovation has taken and will take 
place. 
 
Both the above sources where too large for 
reprinting in their entirety. I have selected 
the Introduction for the first, and a few 
chapters from the second that I found of 
particular interest.   
 
In the Berkman Center’s compilation, digital 
surveillance emerged as a common theme. 
Whether taken individually or collectively, it 
is clear that the authors view the public 
recognition of digital surveillance as a 
potential game changer. 
 
Dominant aspects in the ‘predictions’ 
include the increasing role of the citizen 
journalist, the continuing digitalization, the 
emergence of mobiles and the compression 
of reporting time. 
 
The editor 
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INTERNET MONITOR 2013: Reflections on the Digital 

World1 

INTRODUCTION 
Robert Faris & Rebekah Heacock 
 
Each day, the choices and policies that shape the 
contours and impact of the Internet become 
more consequential. An increasing proportion of 
economic, social, political, and cultural events and 
struggles are played out in the digital realm, either 
exclusively in virtual form or in conjunction with 
offline events. The power dynamics of the Internet 
are becoming increasingly indistinguishable and 
inseparable from the wider world. 
 
In digital spaces, we see governments continue to 
grapple with different approaches to the regulation 
of digital activity. Some governments aspire to limit 
the impact of regulation on innovation and 
protected speech while others resolutely curtail 
freedom of speech and assembly. We see 
companies 
seek to attract and manage customer bases while 
balancing the contradictory demands of regulators 
and users. Meanwhile, individuals and civil society 
groups leverage the affordances of digital 
technologies to shape political and social 
outcomes—in some cases with the support and 
protection of 
governments and companies, and in others working 
around the constraints governments and companies 
impose upon them. 

One of the key themes that emerge from the 
collection of essays in this publication is the 
contest to redefine power relationships in digital 
spaces among governments, companies, and civil 
society, and the very different ways in which this 
struggle is manifest in different societies and 
countries around the world.  
 
The power of civil society is strengthened through 
higher levels of connectivity, unfettered access to 
knowledge, freedom of expression, and freedom to 
engage in collective action facilitated by digital 
tools: in short, the creation of social capital online. 
For governments, the quest for power tends to 
focus on establishing the legal means and 
mechanisms to uphold laws in the digital arena but 
also extends to encouraging and sustaining an 
environment that is conducive to innovation and 
collaboration.  
 

The calculus for companies is on one hand very 
straight-forward—being able to engage in profitable 
commercial activity—and on the other hand highly 
complex, as they occupy the difficult space between 
the conflicting demands of governments and 
citizens. 
A legacy of prior architectural and policy choices 
frame and constrain the current state of play. 
 
Lessig’s framework of four forces that interact to 
regulate Internet activity—architecture, markets, 
laws, and social norms—is as apt today as it was 
when published fifteen years ago, perhaps several 
generations of digital time. Code is still law, though 
expressed in many unforeseen ways by the 
platforms and applications that attract so much of 
our digital transactions. Market activity has rapidly 
seized opportunities that have arisen, and the 
architecture of the Internet, encompassing both 
physical and software, strongly follows the contours 
shaped by market forces. 
 
Social norms continue to evolve in fits and starts, 
via compromises and conflicts. And formal legal 
structures, moving at the measured speed of their 
governmental deliberation and process—although 
seen by many as advancing too quickly and too 
aggressively—seek to regain jurisdiction in areas of 
real and perceived lost sovereignty.  
 
The laws that have acted to protect expression—for 
example, limits on intermediary liability—have had a 
profound impact. Others that seek to reign in 
expression have not met the same success, in 
some cases far exceeding the targets of regulation 
while often failing to address the ills for which they 
were intended. Still others have failed in the 
presence of technological end runs and popular 
opposition. Of the power voids that characterized 
the early day of the Internet, fewer and fewer 
remain. 
 
While the Internet was once seen as a separate 
realm populated by independent-minded pioneers 
that would collectively create the rules and norms of 
this new landscape, the current and future struggles 
over control of the Internet are now dominated by 
large players, primarily governments and large 
companies.  
 
For individuals, this means navigating a tricky and 
at times treacherous online landscape. In many 
cases, governments act in their interests, helping to 
provide the connectivity and skills to take advantage 
of digital opportunities, protecting civil liberties while 
deterring malicious actors. In other cases, 
governments act as obstacles, via inappropriate 
regulations, repression, and invasive surveillance. 
Similarly, companies that provide the infrastructure, 
services, and applications that facilitate digital 
expression and community formation are alternately 
seen as allies and adversaries. 
 
In many respects, the distributed and decentralized 
vision of the Internet has persisted, for example, 

Weôre in the midst of an epic battle for 

cyberspaceé. We need to decide on the 

proper balance between institutional 

and decentralized power, and how to 

build tools that enable what is good in 

each while blocking the bad. 

ðBRUCE SCHNEIER 

Power in the Age of the Feudal Internet 

 

http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2366840
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in the ways that individuals can offer opinions and 
form multiple interrelated networks of friends and 
colleagues, and in the cooperative and collaborative 
forms of cultural production that have emerged. 
In other important ways, the Internet is highly 
centralized and hierarchical.  
 
A modest number of Internet service providers act 
as gateways to the Internet for a large majority of 
people. A handful of companies—Baidu, Google, 
Sina, Facebook, Twitter and others—dominate 
search, social media, and social networking online. 
These overlapping and contradictory structural 
features mirror the ongoing struggle for control over 
the limits to online speech and access to personal 
information. 
None of this goes unwatched.  
 
The promise and scourge of the Internet is that it is 
highly reflective, and with each passing day the 
Internet offers a clearer window into society. Those 
with the means to capture the digital traces and 
reassemble the constituent parts can uncover more 
and more of the relationships, ideas, and 
sentiments of those that inhabit virtual spaces. 
Arguably, the individual and collective information 
offered through digital communication reflects an 
unparalleled view of the underlying world—one that 
is more accurate and more representative than any 
of the alternatives 
of the past and one that is slowly converging on a 
comprehensive picture of the communities and 
institutions that vie for power and influence in 
societies across the globe. 
In places, this convergence of online and offline 
arenas is readily apparent. For much of the world, it 
has scarcely begun.  
 
Although still fragmented and fractured, the 
emergence of this detailed, information-rich view of 
the world represents both the power and the bane 
of digital expression. This granular view of personal 
thoughts and activities is in many ways too intimate. 
The distinction between public and private has 
blurred in digital spaces to the detriment of personal 
privacy and the prior negotiated boundaries 
between private communication and government 
access to personal data. This profusion of personal 
data has many benefits that are more evident by the 
day, spurring research and innovation in health, 
education, industry, transportation, and planning, 
along with innumerable economic applications.   
The often-repeated mantra appears to be generally 
true: digital tools can be a powerful means for 
broader 
swaths of society to influence the public agenda 
and for civil society interest groups to mobilize 
like-minded people for social and political causes. 
None of this suggests that there are any inevitable 
outcomes, only that any dreams of a cyberspace 
defined primarily by autonomous individuals are 
receding into the distance.  
 
The Internet is at the same time both freeing and 
feudal. The essays collected here highlight the 

several and distinct fault lines that mark the ongoing 
policy debates and power struggles. 
 
Expanding physical infrastructure, 
penetration and use 
 
Internet penetration—the percentage of people 
using the Internet—worldwide has been steadily 
rising, and reached 41.8 percent of the global 
population, or around 2.9 billion people, last year. 
Major obstacles to access, including cost and lack 
of infrastructure, remain in many parts of the 
world.  
 
Monthly wireline broadband subscription charges in 
low income countries are nearly three times as 
expensive as in high income countries; penetration 
rates in high income countries are nearly five times 
as high as those in low income countries.1 These 
divides are apparent regionally as well: 
 

Figure 1: Percentage of individuals using the Internet (2012), by 

national income level 

 
Sub-Saharan Africa’s penetration rate is less than 
one third that of either Latin America or the Middle 
East and North Africa, and less than one seventh 
that of North America. 
 
Mobile subscriptions continue to see rapid growth, 
with the average global mobile subscription rate 
crossing the 100 percent line for the first time in 
2012. Growth is particularly rapid in low income 
countries, with the mobile subscription rate rising by 
14 percent from 2011-2012, to an average of 70 
percent (compared to an Internet penetration rate of 
just 16 percent). In the vast areas of the world 
where mobile represents the sole means of 
connectivity, this leapfrogging may be a mixed bag: 
mobile connectivity is better than nothing, but may 
be an inferior substitute for high-speed wireline 
broadband access. 
 
In the past year, a number of major industry 
players, including Google (through Project Loon) 
and 
Facebook (partnering with a range of mobile 
technology companies through Internet.org), have 
announced initiatives to increase Internet access in 
underserved areas. These projects join a number 
of other efforts in exploring the possibilities of new 
technologies such as wireless broadband, coupled  
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with policies aimed at promoting competition and 
innovation in the space, to bring affordable, quality 
Internet access to the remaining three-fifths of the 
world’s population. 
 
Trends and points of contention 
 
A number of trends and themes arise in the essays 
compiled here that shape the evolving balance 
and distribution of power among governments, 
companies, and civil society as they vie for 
influence 
and control. At the core are questions about who 
can contribute, in what manner, and who has 
access to what information. 

The trends we describe here are not sudden shifts 
but the cumulative result of changes that have 
been underway for many years, each of which has 
been reinforced over the past year. These issues 
are all intimately related to one another and 
reappear frequently in the essays included in this 
publication. 
 
We are forced to recognize that state surveillance 
touches all aspects of Internet life, affecting not 
only the ability of states to assert control in digital 
spaces but also security, privacy, and the formation 
of functional civil society groups. 
 
The curtain is raised on the surveillance 
state 
 
It is possible that 2013 will be seen as an inflection 
point in the history of Internet as citizens, 
companies, 
and governments consider the ramifications and 
responses to digital surveillance. Surveillance 
colors all aspects of digital activity: not just privacy 
and law enforcement, but freedom of expression, 
civil society activity, the structure of markets, future 
infrastructure investments, and much more. 
 
The biggest story in the digital world over the past 
year has been the pulling back of the curtain 

showing the scale and depth of online surveillance 
carried out by the United States National Security 
Agency (NSA). Large scale digital surveillance is 
not new. What is new is the widespread recognition 
of its existence and its ability to reach into digital 
corners thought to be out of reach. The large 
arsenal 
of hacking tools and apparent broad targeting of 
tracking activities—tapping into trans-oceanic 
cables, conducting social network analysis on 
American citizens, indiscriminate collection of 
billions 
of phone records, tampering with encryption 
standards, and the list goes on—has brought this 
issue to the forefront of digital security and civil 
liberties debates around the world. 
 
The NSA may represent the broadest and most 
technologically advanced surveillance operation in 
the 
world, but the US government is not alone in 
collecting as much information as it is able. A 
myriad 
of questions have been raised about the role of 
surveillance in democratic societies, including the 
appropriate thresholds that should be in place for 
collecting and processing private communications, 
the balance between security and civil liberties, 
issues of oversight and accountability related to 
secret programs, the ethics and practical 
implications of spying on the rest of the world, and 
the legal 
status and treatment of leakers. Surveillance 
practices highlight not only questions about the 
rights of citizens but also the powerful and uneasy 
relationship between governments and private 
companies. 
 
While still far from a popular movement, the calls for 
reconsidering the social contract that governs the 
scope and conditions under which government 
surveillance takes place both domestically and 
internationally have increased many fold in the past 
year, and have the potential to alter the future 
digital landscape.  
 
The debate over individual use of encryption and 
the right to anonymous speech online is likely to 
grow. It will take time to sort out the possible 
detrimental effects this revelation will have on the 
global Internet. The responses to this disclosure, 
which have come from all corners of the globe, may 
act to reshape the Internet and influence policy 
decisions for many years to come.  
 
A strong reaction came from Brazil, where 
President Dilma Rousseff announced that Brazil will 
seek ways to avoid NSA surveillance and reduce its 
reliance on US-based platforms. Increasing the 
proportion of traffic to domestically hosted servers 
and services would bring significant but uncertain 
implications for Internet users around the world. If 
successful, a likely outcome would be reduced 
surveillance by the  NSA accompanied by greater 
access for local governments to user data. This 
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may represent a launching point for increasing 
Balkanization of the Internet. Other reactions are 
bound to follow. 
 
Mounting concerns over online privacy 
 

Interest and concern over privacy online continues 
to attract more attention, though still considerably 
less than many observers believe is warranted. The 
revelations associated with the Snowden leaks 
add to a long list of concerns related to data 
collection and use by technology companies.  
 
There is broad consensus that the traditional modes 
of privacy protections—informed consent prior to 
collecting information, restrictions on use and 
sharing, and stripping identifying information from 
data releases—are broken, perhaps irreparably so. 
So far, solutions tailored to the digital age are 
elusive.  
 
Privacy encapsulates multiple complex questions, 
and individuals differ markedly in how 
they conceptualize and approach these issues. Yet 
the notion that people simply don’t care is losing 
credibility. 
 
Cybersecurity questions persist 
 
As the stories of malicious cyberattacks against 
individuals, companies, and governments continue 
to mount, attention to Internet security now features 
prominently in public policy discussions. It is 
difficult, however, to ascertain whether the risks of 
conducting business and personal affairs are 
actually any worse they were than five or ten years 
ago. 
 
At one level, cybersecurity is almost inseparable 
from issues of online privacy and surveillance as 
the 
lines between watching, collecting, and intrusion 
into private networks are thin. The mechanisms and 
tools to protect against cyberattacks overlap in large 
part with those that are used to maintain privacy 
and thwart unwanted surveillance.  
 
In policy discussions, however, cybersecurity is 
generally framed in starkly different terms, 
commonly evoking the language of foreign threats 
and national interest. A persistent fear among many 
is that the cure will be worse than the disease: that 
reactions to  cybersecurity will harm innovation and 

curtail civil liberties online. Along with questions 
around surveillance and privacy, the issue of 
cybersecurity highlights the growing challenges for 
individuals and small entities operating 
independently on the Internet today. 
 
Big platforms entrenched 
 
The prominent role of a small number of large 
companies in the digital life of a majority of the 
world’s Internet users is by no means a new 
phenomenon. It is, however, looking more and more 
like a permanent fixture of the digital world.  
Without question, the prominence of big platforms 
shapes the efficacy of regulatory strategies and the 
innovative and collaborative potential of 
cyberspace. It is also inextricably linked to issues of 
surveillance, privacy, security, and freedom of 
expression, among others. 

Through the cumulative decisions of millions of 
users and the pull of network effects, a handful of 
platforms have emerged as both the hosts of a vast 
amount of private sensitive information and as 
digital public squares. In the process, and not 
entirely by choice, they have become extraordinary 
powerful players in setting regulatory policy online.  
When governments seek to selectively block 
content on social media or look for information on 
users, they turn to Facebook, Google, and Twitter. 
And when activists campaign for protecting civil 
liberties online, they focus much of their attention on 
the same parties. 
 
Large social media companies are now key arbiters 
of acceptable speech. They make decisions that 
determine when and how copyright disputes are 
handled in cyberspace and are asked to act as 
watchdogs for human rights and civil liberties 
online.  
We are just beginning to learn how much discretion 
large companies may have in the determining the 
effectiveness of government surveillance, whether 
they readily comply with requests for information 
or push back against such requests. Although 
not by design, a growing array of important 
public interests is precariously perched upon 
a backbone of private infrastructure and 
market-based decisions. 
 
The evolution of network structure in social 
media suggests that power law distributions 
could be a natural feature of this landscape, 
with large social media platforms at the top 

The second generation [of the networked 

public sphere] came with the rise of the 

great global social platforms, Facebook 

and Twitteré. The hegemony of these 

giants is the defining feature of NPS 2.0. 

ðJOHN KELLY 

Three Generations of the Networked 

Public Sphere 
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of the distribution. But it is not obvious that the 
same major players will continue to occupy the 
most 
prominent positions and there are signs that users 
are seeking out smaller platforms, which suggests 
that there may be hope still for consumer responses 
playing a productive role in addressing privacy 
and security issues. 
 
Regulating digital spaces is not getting any 
easier 
 
Although different in scale, the core regulatory 
challenges of the Internet have changed little over 
the past two decades. If anything, regulating digital 
speech and information flows is getting more 
difficult. 
Digital expression that traverses international 
boundaries, anonymous speech, the difficulty in 
attribution, and the massive scale of social media 
are among the facets that complicate law making 
in cyberspace. Policymakers around the world 
continue to draft laws to govern this hard-to-govern 
medium, with mixed results.  
Several recent legislative initiatives reveal 
governments that are intent on reining in Internet 
speech to more closely align with traditionally 
stronger offline media regulations:  for example, the 
rumor law in China, Decree 72 in Vietnam, and 
media licensing requirements in Jordan and 
Singapore. 

As formal regulatory structures are understandably 
slow to adapt, private ordering has filled this 
regulatory niche. Standards developed by private 
platforms to govern activity on their sites have taken 
on the form of law, guiding and constraining user 
behavior. At times these standards are in step with 
the national laws of their users, but more often they 
are not. When Bing filters the search results for 
its Arabic language users, or YouTube suspends a 
user account for the presence of violent material, 
these privately mediated arrangements play critical 
regulatory roles, with many of these decisions 
taking place outside of formal public oversight. 
 
 
The networked public sphere comes of age 
(in places) 
 
The list of countries that have been affected by 
digitally mediated civic action continues to grow. 

In the past year, protest movements in Turkey and 
Brazil have occupied headlines. Although many 
descriptions of “Twitter and Facebook revolutions” 
over the past several years have been overblown— 
suggesting agency to technology tools or 
proclaiming that technology has decisively changed 
the 
pitch of the field in favor of democracy—the role of 
digital tools in facilitating social mobilization is 
undeniable. 
 
The roots of these actions can be seen in the 
opinions and political debates online and in the 
networks that have formed around ideas and 
causes.  
 
The digital activism and organizing in opposition to 
new copyright legislation in the United States 
(SOPA-PIPA), which subsequently spread to 
Europe to 
oppose ACTA, was a watershed moment in online 
organizing. While many may mark these events as 
the time when the networked public sphere came of 
age, these examples are still outliers. Across the 
majority of issues and locations, the networked 
public sphere remains dormant. 
 
Fighting for alternatives and autonomy 
 
Amid the large companies and governments jostling 
to mold the Internet in their own interests, a growing 
number of individuals and smaller entities are 
fighting to preserve an Internet that more closely 
resembles the idealized version of a previous 
generation: an Internet where individuals can act 
autonomously, exchange ideas freely without fear of 
government censorship or surveillance, and operate 
independently of corporate interests.  
 
Much of this work is carried out by technologists 
that 
develop alternative tools and platforms and activists 
that seek to stave off legal and political threats 
to these communities. Frequent allies are found 
among open government advocates, 
whistleblowers, 
and activist groups, and considerable support and 
sympathy comes from governments and 
companies. 
The surveillance revelations of the past year have 
added much energy and motivation for a strong civil 
society response to regain lost ground while 
highlighting the daunting obstacles ahead. 

 
Notes 
1. Fixed (wired) monthly broadband subscription charge in 2011 
(most recent available data),  as reported by the ITU in USD: 
98.49 in low and low middle income countries, 35.32 in high 
income countries (OECD and non-OECD combined). Internet 
users per 100 people in 2012, as reported by the ITU: 15.9 
percent for low and low middle income countries; 74.2 percent 
for high income countries (OECD and non-OECD combined).

While youth are not abandoning Facebook, 

they are now diversifying their 

time spent on social media by adopting 

alternative platforms such as Twitter, 

Instagram, and Snapchat, which invite 

and support different forms of self-

expression. 

ðSANDRA CORTESI 

Youth Online: Diversifying Social Media 

Platforms and Practices 

 back to index 
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PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES  

DAY-OLD NEWS WONôT CUT IT IN PRINT 

ANYMORE  

By JUAN ANTONIO GINER 

 “If we donôt change the editorial model, our print 
product becomes just a compilation of old news, 

known stories, and heard comments. Dead bodies. 
Forensic journalism.ò 

If you asked me what are the three main 
challenges of any newspaper company today, my 
answer would be: 

Á first, to evolve from mono-media companies 
to multimedia information engines; 

Á second, to integrate all your editorial and 
business resources into an open multimedia 
newsroom; 

Á and third, to rethink and reinvent the 
editorial models of your print products in this 
new multimedia landscape. 

All of them are unavoidable. The first one 
must be led by owners, CEOs, and publishers. The 
second one needs the understanding and full 
support of top editors and general managers. And 
the third one, the most crucial one, the participation 
and involvement of all journalists. 

Bosses can rule on vision, strategy, 
integration, and media architecture — but only with 
all your journalists aboard your company will be 
able to develop new editorial models.  

Why? Because most of your editors, writers, 
reporters, and visual journalists came to your 
company when the print newspaper had an editorial 

model that for centuries nobody challenged. 
Newspaper newsrooms were, and always will be, 
the “core” of our news business. They were the best 
to find, select, write, edit, and design news and 
stories that your readers couldn’t find anywhere 
else. 

For this reason, we presented ourselves as 
“newspapers of record.” Something that, today, we 
aren’t anymore. As The New York Times says: “We 
don’t record the news. We find the news.” A training 
manual for new Financial Times journalists is very 
clear on this point: “News reporters do two things. 
They find the news and they write news. The first is 
hugely more important.” 

In the past, every 24 hours, our newsrooms 
were able to produce a print newspaper with 
exclusive content, and readers needed to pay for 
our daily selection of the most relevant and 
interesting news and stories of the day before. 

But that model has crashed. It’s dead and 
doesn’t work anymore. “Yesterday’s newspapers” 
are worthless. Our readers today get almost all their 
news in real time: news, opinions, and yes, instant 
analysis. So they don’t need us anymore — unless 
we are able to produce a 100 percent different, 
compact, and compelling new print product. 

They’re drinking news from the firehose and 
what they are requesting from us is the “day after” 
newspaper. 

A newspaper for well informed readers, not 
the ignorant. A newspaper for new audiences fed 
24/7 by new digital media outlets. A newspaper for 
new communities able to share news, opinions, and 
comments in social media networks. A newspaper 
that breaks the news online and on other realtime 
platforms. A newspaper that produces multimedia 
packages on the spot. A newspaper that has iPad 
and tablet editions, early in the morning, at lunch 
time, and in the evening. 

Yes, this is cannibalization at its best and its 
worst. 

For all these reasons, if we don’t change the 
editorial model, our print product becomes just a 
compilation of old news, known stories, and heard 
comments. Dead bodies. Forensic journalism. 
Outdated content that nobody needs, nobody will 
pay for, deserted by advertisers that will realize that 
we are losing ground, not having anything new, 
unique, and necessary to buy our print paper. 

The answer to all these challenges is, again, 
what we at Innovation call the “day after” 

http://www.niemanlab.org/2013/12/day-old-news-wont-cut-it-in-print-anymore/
http://www.niemanlab.org/2013/12/day-old-news-wont-cut-it-in-print-anymore/
http://www.niemanlab.org/2013/12/day-old-news-wont-cut-it-in-print-anymore/
http://www.niemanlab.org/2013/12/day-old-news-wont-cut-it-in-print-anymore/
http://www.niemanlab.org/author/jginer/
http://in.mobile.reuters.com/article/technology-media-telco-SP/idINL1E8N740320121207
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newspaper. A post-news, post-television, post-
radio, post-online, and post-social media paper. 

A newspaper with a daily briefing with the 
last 24 hours’ news presented in a very compact 
and creative way, plus more and more exclusive 
and unique stories produced by entrepreneurial 
journalism. A newspaper with more whys than 
whats. A newspaper with smart and provocative 
news analysis. A newspaper covering new lifestyle 
and social trends. A newspaper full of reliable 
advice. A newspaper with briefings and explainers. 

A newspaper with just the most relevant 
“cover stories” of the day. Listen to Chris Hughes, 
the Facebook cofounder: “We believe that there 
must remain space for journalism that takes time to 
produce and demands a longer attention span-
writing that is at once nourishing and entertaining.” 
This must be, he says, “vigorous contextual 
journalism.” 

A newspaper that will excel at database 
journalism and fact-checking. A newspaper with 
enlightening infographics, amazing photo essays, 
and unique illustrations. 

A newspaper full of surprises. A collector’s 
paper, full of what I call caviar journalism. 

Of course, this new editorial model will 
require new newsroom management workflows. A 
newsroom that works 24/7 in two different speeds 
and paths: a fast-cooking digital newsroom and a 
slow-cooking print newsroom. Both of them working 
in an integrated and collaborative way — interacting 
with readers, audiences and communities in a non-
stop process where the “article” is no longer the 
final output, replaced by a succession of different 
formats and reporting styles. 

This requires a new generation of content 
management systems, a multitasking newsroom, 
and planning, planning, planning. It is a great 
opportunity to develop explanatory journalism, 
strategic journalism, precision journalism, and 
anticipatory journalism. Journalisms that cannot be 
done on deadline. 

In this new model, planning is a must. 
Perhaps 80 percent of the “day after” newspaper 
must be planned at least with two weeks in 
advance. 

More than 20 years ago, I was invited by 
USA Today’s graphics director Richard Curtis to 
attend one weekly lunch with the editors of the four 
main sections of the paper (News, Money, Sports, 
and Life) where each presented the five cover 
stories planned one week in advance. Their 

experience, they told us, showed that 90 percent of 
the time the pre-selected stories would be published 
— with big breaking news of course taking priority 
where necessary. 

A few years ago Bill Keller, then The New 
York Times’ executive editor, said that “stories 
about how we live often outweigh stories about 
what happened yesterday. We think it’s okay to 
include in our front-page portfolio something that is 
fun, human, or just wonderfully written. It’s part 
science, part art, with a little serendipity.” He added: 

The notion of a Page 1 story, in fact, has 
evolved over the years, partly in response to the 
influence of other media. When a news event has 
been on the Internet and TV and news radio all day 
long, do we want to put that news on our front page 
the next morning? Maybe we do, if we feel our 
reporting and telling of it goes deeper than what has 
been available elsewhere. But if the factual outline 
— the raw information — is widely available, 
sometimes we choose to offer something else that 
plays to our journalistic advantages: a smart 
analysis of the events, a vivid piece of color from 
the scene, a profile of one of the central figures, or 
a gripping photograph that captures the impact of 
an event, instead of a just-the-facts news story. 

These practices are not all new. In part, it’s 
doing daily what news magazines were doing 
weekly. And keep in mind that many successful 
weekend newspapers have done this for decades. 
These editions excel on unique, entrepreneurial 
journalism. 

Our own experience running newspaper 
workshops shows that journalists are ready to 
master this new editorial model, and that they have 
enough creativity and experience to transform their 
papers. What they need is time to think, discuss, 
and create — plus some training and new talent. 

Juan Antonio Giner is president and founder of 
Innovation Media Consulting Group. 
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PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES  

JUSTIN AUCIELLO 

THE STRONGER CITIZEN REPORTER  

“Covering the realities of everyday life ð car 
accidents, house fires, general police activity, 

weather emergencies ð is well suited to the citizen 

journalist.ò 

 

Citizen journalism is not a new concept. In 
the digital age, prior to the advent of Twitter, 
bloggers were the flag bearers of the movement. 
While innovative (citizen coverage of the 2004 
tsunami is widely cited as an early watershed 
moment for the movement), pre-social media 
blogging lacked distribution and organizational 
power. The rise of social platforms changed that, 
spurring a greater democratization of media. The 
examples are by now well known, from the “Miracle 
on the Hudson” to the Egyptian revolution. With the 
ubiquity of Twitter and more so Facebook, every 
citizen is not just a potential source but also a 
potential reporter. 

And it’s no longer just the major stories, like 
political unrest, a plane crash, or a natural disaster. 
Covering the realities of everyday life — car 
accidents, house fires, general police activity, 
weather emergencies — is well suited to the citizen 
journalist, many of whom are now armed with 
mobile devices and reporting in real time. It’s 
Facebook, not Twitter, that’s leading the charge, 
which is not surprising considering that as of 
October, Facebook claims 1.15 billion monthly 
active users compared to Twitter’s 220 million. 

As a journalist that started reporting as a 
citizen (“on the scene,” curation, and aggregation), I 

created Jersey Shore Hurricane News (JSHN), a 
two-way news outlet based exclusively (for now) on 
Facebook and Twitter in the days before Hurricane 
Irene August 2011 in order to provide citizens with a 
“news for the people, by the people” platform that is 
strict on journalistic integrity. 

While the objective is to supply news, traffic, 
and weather information to the community, it’s also 
a community platform, allowing people to interact, 
collaborate, and discuss local issues. It provided 
wall-to-wall coverage before, during, and after 
Superstorm Sandy and to this day assists with the 
storm recovery. The citizens, dubbed on JSHN as 
“contributors,” are both the sources and reporters, 
and with over 220,000 of them between Facebook 
and Twitter, the ability to disseminate information 
quickly is powerful. 

What makes JSHN — as well as other 
notable citizen news outlets like Monmouth County 
Police, Fire, and EMS and Anne Arundel County 
Breaking News and Events — unique is that they’re 
run by regular citizens, not traditional news 
organizations. Accordingly, the ethos is inherently 
bottom-up, which proves to be a major disruptive 
force. 

My predictions for 2014: 

Á Citizen reporters will have more robust 
tools at their disposal. Social media 
(particularly Facebook) will continue to play a 
vital role in citizen journalism efforts, but with 
smartphone numbers continually growing, we 
will see an influx of feature-rich citizen news 
apps developed by regular citizens who are 
simply interested in keeping their 
communities informed. These apps will allow 
citizens to share news with each other in 
real-time in an organized multimedia 
environment, combining text, photo, and 
video reports. Editors will monitor the apps to 
ensure journalistic standards are met and will 
build stories as they evolve, potentially taking 
a page out of Circa’s playbook. 

Á More collaboration between citizen 
journalism platforms and traditional 
media. It’s nothing new for mainstream 

media to rely on citizen reports posted on 
social media sites, but we will see increased 
in-depth collaboration with established citizen 
news organizations. This will benefit both 
sides, allowing for a rapid pipeline of 
information and increased credibility for the 
citizen news organization. 
WHYY/NewsWorks, the public radio outlet in 
Philadelphia, recognized the mutual benefit, 
forming a content-sharing partnership with 
Jersey Shore Hurricane News. Organizations 
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like the New Jersey News Commons, formed 
to strengthen ties between news outlets in 
New Jersey, will continue to assist and 
promote citizen journalism efforts. 

Á Progressive-minded foundations will 
support citizen journalism efforts. They’ll 
recognize that these outlets were originally 
created not with building an enterprise in 
mind, but simply to keep people informed. 
But with the movement still young, it will 
require support to stimulate growth. The 
Dodge Foundation’s New Jersey Recovery 
Fund, created to support catalytic ideas and 
projects with an emphasis on collaboration, 
innovation, and sustainability as New Jersey 
recovers from Hurricane Sandy, granted 
money to Jersey Shore Hurricane News to 
develop platforms outside of social media. 
More foundations will fund the effort in the 
coming year. 

Á With communities already relying on 
established citizen news platforms, 
advertisers will take notice. With traditional 
media, including national hyperlocal efforts 
like Patch, cutting back, advertisers will flock 
to citizen platforms. This will happen for two 
overarching reasons: growth and community 
support. Established citizen platforms 
already have active participants who live in 
the communities in which they report. The 
nascent nature of these outlets is fertile 
ground for advertisers to grow and 
strengthen bonds with the community. 

Á Twitter and especially Facebook will 
nurture and assist the platforms. As more 
citizens band together to report news and 
community oriented information, their power 
will increase, and the social media sites will 
create tools to facilitate the growth. 

Citizen journalism may not be a new 
concept, but it’s still in its infancy, and 2014 will be 
the year when we’ll witness the more powerful 
citizen reporter. 

Justin Auciello is founder of Jersey Shore Hurricane 
News. 

 

 

 

 

 

 

PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES  

HENRY BLODGET 

APPRECIATING THE DIGITAL DIFFERENCE  

“It is the newsrooms that are embracing these 
differences, as opposed to fighting them, that are 
growing and innovating as the medium develops.” 

 

The emerging field of digital journalism has 
been subjected to intense scrutiny over the past 
decade. This scrutiny has often focused on the 
ways in which digital is different than print and 
broadcast journalism — with the differences usually 
portrayed as shortcomings.  

Sometimes, the criticism has been fair. A lot 
of early experiments in digital journalism produced 
experiences that were not informative or helpful for 
readers. Because the economics necessary to 
support high-quality digital news production had not 
yet developed, moreover, few digital newsrooms 
had the scale necessary to produce it consistently. 

In recent years, however, most of digital’s 
early shortcomings have been overcome. And the 
field is now developing into a rich, deep, and 
extraordinarily versatile way to keep the world 
informed.  

Companies like BuzzFeed, Vox Media, 
Gawker Media, Huffington Post, Business Insider 
(my employer!), and the digital divisions of some 
traditional publications now have big editorial 
budgets, and they are using them to produce and 
distribute digital stories that hundreds of millions of 
readers love. Importantly, these stories are 
designed for digital, not for print or television. They 
are not square pegs shoved in round holes. 
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Over the history of media, each new medium 
has developed its own “native” forms of journalistic 
storytelling. Story formats in TV and radio evolved 
to be entirely different than those in newspapers 
and magazines. In the early years of television, print 
journalism looked down on TV journalism, 
dismissing it as a playground for those who couldn’t 
report or write well enough to make it in print. Over 
several decades, however, TV journalism evolved 
to become totally different than print — and even 
more influential. 

Similarly, digital journalism is evolving to be 
markedly different than print and television 
journalism. And it is the newsrooms that are 
embracing these differences, as opposed to fighting 
them, that are growing and innovating as the 
medium develops. 

How is digital different? A thousand small 
ways, but three big ones: 

Á Different editorial approach (from news 
gathering to storytelling to production) 

Á Different distribution (multiple screens, 
software distribution instead of hard papers 
and pipes) 

Á Different cost structure (digital economics 
cannot support print or TV — but they can 
support digital) 

Over the next few decades, digital journalism 
will continue to grow and evolve rapidly, with 
today’s mid-sized newsrooms expanding to become 
global newsrooms of hundreds or even thousands 
of journalists. The depth of digital reporting and 
storytelling — both narrative and visual — will 
continue to grow, as will the precision with which 
publications customize their story selections for 
each reader. 

So what will 2014 bring? This, I think, will be 
the year in which most observers begin to fully 
appreciate digital’s differences — and why these 
differences should be celebrated, not feared or 
criticized. Digital is by far the most versatile and 
convenient journalism technology human beings 
have ever developed. And with global social media, 
digital publishing, and digital newsrooms finally 
hitting their stride, the world has never been better 
informed. 

Henry Blodget is founder and CEO of Business 
Insider. 

 

 

PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES  

ALFRED HERMIDA 

THE YEAR WE GET SMART ABOUT SOCIAL 

MEDIA  

“Reporters are not trained to talk about the holes in 
their reporting. But in a stream of constant updates, 
adding notes of caution can have much value.ò 

 

It’s become standard for journalists to turn to 
social media at times of breaking news. The raw, 
unfiltered stream of information can provide the first 
images of a dramatic event, such as the video of a 
bloodied suspect in the Woolwich killing this year. 

But the past year was also marked by a 
backlash against the use of material on social 
media, fuelled by the rumours, speculation and 
falsehood circulating following the Boston Marathon 
bombings in April. 

The time is now to get smarter about social 
media. In breaking news situations, events are in 
constant motion. Facts are in flux and reporting is 
messy.  

The process of sorting fact from fiction 
tended to happen in newsrooms, as reporters and 
editors assessed the veracity of the information 
coming in. 2014 will lay to rest any discussion of 
where social media fits into the news. As Boston 
illustrated, people want to talk about the news and 
share what they know or think they know. They 
want to be part of the news. 

The marathon bombing were a stark 
example of how gathering, verifying, and reporting 
the news happens in public. The process of 
journalism — sourcing, filtering, contesting, and 
confirming information — takes place through 
exchanges on the network, as journalists try to be 
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heard among the voices from law enforcement, 
emergency services, witnesses to the event, and 
those across the world reacting to the news. 

The soul-searching in the media after Boston 
points to how journalists need to get smarter about 
social media in 2014. Some of the worst errors 
come from reporters making assumptions and 
jumping to conclusions. Some of the early confusion 
in the hunt for the bombers resulted from some 
news outlets talking of a suspect in custody while 
others talked about an arrest. In the rush to be first, 
mistakes will happen.  

The painful lesson here is to be careful to 
place new information in context, acknowledging 
the source and its reliability. Expect more media 
organizations to acknowledge mistakes more 
quickly and correct the error more openly. 

Expect journalists to be more precise in their 
reporting, being clear about what you know but also 
about what they don’t know. Reporters are not 
trained to talk about the holes in their reporting. But 
in a stream of constant updates, adding notes of 
caution can have much value. 

If there was one thing Boston told us, it is 
that exchanges on social media are not the 
equivalent of publication. It is information in flux. 
The conversations on Reddit were ongoing 
discussions where contributors collectively tried to 
figure out what happened and who was responsible. 
While some rushed to judgement, others urged 
caution. 

In 2014, expect journalists to be more careful 
about sourcing information from such discussion 
boards. Going forward, journalists are learning that 
rather than dismissing the chatter on social media, 
there is more value in engaging with it and seeking 
to channel the conversation unfolding online. 

Alfred Hermida is an associate professor at the 
University of British Columbia Graduate School of 
Journalism and was a founding news editor of the 
BBC News website. 

 

 

 

 

 

 

PREDICTIONS FOR JOURNALISM 2014: 
A NIEMAN LAB SERIES  

MARIA BUSTILLOS 

NEWS AS A DYNAMIC, LIVING 

CONVERSATION  

ñThe most interesting thing about the cream rising 
to the top faster is that the best writers on a given 

subject can find each other faster.ò 

Twitter: It’s a combination newsroom, water 
cooler, stock ticker, and gossip mill, and still utterly 
addictive to journalists. Among its many other 
benefits, Twitter has crystallized a certain 
realization for me about the future of news: the 
increasing tendency of a set group of talented 
writers to coalesce around a given topic.  

Last year’s predictions hovered around this 
phenomenon, but didn’t quite address it: Michael 
Maness spoke of “creating a specific community 
around the narrative,” leading to “narrow and deep 
coverage over broad and shallow reporting”; Heidi 
Moore, of “teams of researchers” who would “think 
about how to contextualize, present, illustrate, and 
spread key information, whether it happened that 
day or not.”  

These communities now appear to be 
springing up by themselves rather than in response 
to managerial imperatives; the members of any 
given group are liable to work for competing 
organizations. But however it comes to pass, the 
“news story” is every day becoming more like a 
dynamic, living conversation than a series of 
discrete, disjointed, atomized points of view. 

I follow a number of these groups. For 
example, for Bitcoin, I follow Timothy B. Lee and 
Adrianne Jeffries; for education policy, Audrey 
Watters, Diane Ravitch, Ian Bogost, and Aaron 
Bady; for the NSA and Snowden, Marcy Wheeler, 
Jesselyn Radack, Barton Gellman, and Thomas 
Drake.  
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Twitter makes it easy for me to keep track of 
these writers and the conversations between them. 
In time, more and better tools may develop so that 
anyone interested can locate the key writers on a 
given subject more easily and quickly. But the most 
interesting thing about the cream rising to the top 
faster is that the best writers on a given subject can 
find each other faster, and join forces; these voices 
in chorus can then shape an accelerating 
conversation together.  

This has led, and will increasingly lead, to an 
exponential improvement in the quality and 
reliability of news, just through the power expressed 
in the very old saying, “Many hands make work 
light.” One writer referring to the work of another is 
nothing new, obviously. But the ease and speed 
with which we can access one another’s work 
means that the process of synthesizing results has 
improved quite a lot.  

It’s now common to find references and links 
to very recent work by two or three or ten 
colleagues in a single piece about events taking 
place in a day’s time; this has only been possible for 
the last fifteen years or so, and less than that, in 
practical terms.  

It’s taking a long time for editors and 
publishers to figure out how and when to make use 
of these tools, for example, deciding how much to 
permit readers to roam away from their own 
editorial content. But even so, we’ve already grown 
quite used to “a news story” as a wealth of tightly 
focused, hyperlinked information, all decocted for us 
into an easily sharable, easily readable form that we 
can read on the train or in a cafe as easily as at the 
office.  

The next step, I think, is that taking in the 
news will mean finding out exactly who’s writing it 
— who the posse is, who really knows the score, 
right now — and giving us the ability to follow that 
person or group of people very easily.  

In addition to having access to general 
information via a daily paper, whether online or off, 
we’ll also be able to follow a gang of writers on 
those narrow topics dearest to our hearts as 
readers: the Affordable Care Act, or stem cell 
research, or fracking and the environment. 

Maybe what I should really say is that I’m 
willing to pay for that service right now. 

Maria Bustillos is a writer and critic living in Los Angeles 
and a frequent contributor to The New Yorker’s Page-
Turner, The Awl, and other outlets. 

 

PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES 

MICHAEL SCHUDSON 

A SPOTLIGHT, NOT A TRUTH MACHINE  

ñThe answer will be what it has been since Walter 
Lippmann got it right 90 years ago.ò 

Of the ten biggest news stories of 2014, 
seven will be broken by newspapers or wire 
services with editorial staffs of more than 100; one 
by a smaller “legacy” newspaper; one by a radio or 
TV news organization; and one by an online-only 
news operation founded in 2004 or after. In 
discussions about journalism and its future, that 
tenth story will be the focal point of discussion and 
most of the nine other stories will barely be 
mentioned. 

Another prominent topic in discussions about 
journalism will concern a tremendously important 
issue — Issue X — that explodes upon the scene 
and generates endless commentary about “why the 
media failed to cover Issue X.” The answer will be 
what it has been since Walter Lippmann got it right 
90 years ago: Journalism is not a truth machine but 
a searchlight that picks up aspects of reality that 
obtrude upon the world at a moment when the 
searchlight hits upon that location. If, by chance, the 
searchlight passes by that part of the globe before 
the big moment, and an astute reporter writes about 
disturbing trends that might lead to an Issue X 
disaster, few will notice at the time or recall the 
story later. 

People like me will remind data enthusiasts 
that journalism is about stories, not data. Data are 
vital resources, but someone has to apply 
intelligence, art, and ardor to them to make them a 
matter of public interest. And then, I hope, someone 
will also notice that journalism is neither all about 
data nor all about stories. It is also “Heavy rain 
expected tomorrow” or “Mandela dead at 95″ — the 
former related to data but not data, the latter 
implying a story (as every obituary does, as every 
life does) but not a story. It is a news “item,” and 
very useful to millions of people as advice, as 
notice, as guidance, as admonition, as recipe — but 
not a story. And it is also essential to what we mean 
by news. 

Michael Schudson is a professor at the Columbia University 

Graduate School of Journalism and author of a number of books.
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PREDICTIONS FOR JOURNALISM 2014: A 

NIEMAN LAB SERIES  

SARAH MARSHALL 

SMARTER MOBILE AND SOCIAL  

ñNews sites will find new ways to use social media 

to surface stories from the archives and extend the 

lifecycle of content.ò 

 

Social will get smarter 

Á New newsgathering tools for social media 
will be developed. There may be new alert 
systems for breaking stories, improved 
contact suggestions, and better 
recommendations for Twitter lists. Some of 
these features will be launched by Twitter, 
Facebook, and other platforms, but many will 
come from third-party platforms. 

Á Visual content will continue to do well on 
social. News organizations will invest 
increasing amounts of time and creativity in 
posting videos, images, and interactives 
directly to social platforms. 

Á News sites will find new ways to use social 
media to surface stories from the archives 
and extend the lifecycle of content. 

Á News organizations will learn from social 
media and offer readers more personalized 
alerts. They will find ways to creatively curate 
content and tailor it to reader preferences. 

Á News sites will continue to experiment with 
microvideo, telling stories in 15 seconds on 
Instagram and six seconds on Vine. 

Mobile will get smarter 

Á News organizations will find new ways of 
turning news and information into a utility for 
mobile. 

Á Mobile geolocation information will be better 
used to push out relevant news stories to 
readers and to aid journalists in 
newsgathering. 

Á More than half of social traffic to news sites 
will be mobile in 2014. According to a study 
by analytics platform Chartbeat, a quarter of 
traffic to news sites was on mobile in October 
2013, but for many sites more than 40 
percent of social traffic was mobile. The 
tipping point will be 2014, when more than 50 
percent of social traffic will be mobile. 

Sarah Marshall is social media editor for Europe, the 
Middle East, and Africa for The Wall Street Journal. 

 

PREDICTIONS FOR JOURNALISM 2014: A 
NIEMAN LAB SERIES  

ED OôKEEFE 

MOBILE, SOCIAL, VIDEO  

ñInstagram, Facebook, Vine, Twitter, and Snapchat 
(srsly) are news mediums ð because thatôs where 

the audience is.ò 

News is a growth business. People have 
never consumed more news, and there have never 
been more creative opportunities available to those 
who cover it. 

NowThis News is built on three bedrock 
principles: Mobile. Social. Video. We believe the 
future of news — in 2014 and beyond — is on 
mobile devices, via powerful social platforms, and 
through the unique storytelling power of video. 
Instagram, Facebook, Vine, Twitter, and Snapchat 
(srsly) are news mediums — because that’s where 
the audience is. The mobile + social generation 
doesn’t need to find the news; the news finds them. 

That’s the future of news in 2014.  

Ed O’Keefe is editor-in-chief of NowThis News. 
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MINDFULNESS: A KEY SKILL IN EFFECTIVE 

PUBLIC SPEAKING 

 

Posted by Gary Genard on Public Speaking 

International 

 

Do you believe that having great content is enough 
for effective public speaking? 

It never is. Your content can't create the responses 
you want in your listeners— whether it's learning, 
persuasion, or inspiration. That's your job as a 
presenter. If it weren't, you could email your 
PowerPoint deck or handouts to your audience, and 
say, "Read this. Then you'll have everything you 
need to know!" 

(To be as comfortable with listeners as you are with 
your content, download my free cheat sheet, "5 
Ways to Captivate an Audience"). 

Charts and bullet points work wonderfully to 
accomplish the tasks they're suited for. But when it 
comes to explaining, putting things in context, or 
discussing what's really important about the data, 
well, that's your job. It's why you give speeches and 
presentations in the first place. 

Presence Means Being Present 

To accomplish these things and more, you need to 
be mentally present for your audience. And that 
means understanding and embodying the concept 
of mindfulness. It's a key skill of effective public 
speaking. In terms of speaking effectiveness, 
mindfulness refers to the ability to speak to 
audiences with total awareness of the task and the 
people at hand. 

To be mindful, in other words, is to be fully "present" 
for your listeners. In fact, it's one way to reach that 
holy grail of public speaking: presence. It's not a 

mistake that the two words have the same root: 
praesent, or Latin for "to be present before others." 

This doesn't just mean physically, of course. It also 
refers to having a strong sense of focus and 
inhabiting the present moment. To improve your 
own focus to speak with greater impact and 
influence, download my cheat sheet, "10 Ways to 
Stay Fully Focused when Speaking." 

Speaking Well Means Single-Tasking 

Ideas similar to these appear in Daniel Goleman's 
recent blog, "Mindfulness: When Focus Means 
Single-Tasking" (LinkedIn, October 6, 2013). As 
Goleman points out, these days we're sitting ducks 
for distractions: emails, beeping phones, enticing 
links in onine stories; even those newsfeeds that 
scroll across the bottom of other news. 

The opposite of the multitasking demanded by 
these applications is single-tasking, or "the ability to 
bring our focus to bear fully on just what we are 
doing" (Goleman). If there's any task filled with 
possibilities for distraction and attention-fracturing 
anxieties—and where laser-like focus is needed—
it's speaking in public. 

Two Ways to Achieve Mindfulness in Public 
Speaking 

So how can you achieve the concentrated focus 
you need to be a more effective speaker? Here are 
two ways to follow a more disciplined path to 
speaking success: 

1. Unlearn Multitasking. As you probably realize 
by now, multitasking is the enemy of impactful 
public speaking. By its nature, multitasking splits 
your consciousness into partial attention to any 
task. Trying to do more than one thing at a time 
reduces your control over any one of them, and that 
means reducing your effectiveness as well. 

The key here is to develop the habit of single-
tasking in everyday activities. It's simply too difficult 
to suddenly achieve mindfulness in order to give an 
important presentation. Learn to be fully present 
without a single distraction in low-key situations; 
and the more of a chore the task is (like washing 
dishes), the better. An excellent book with practical 
exercises along these lines is Thich Nhat Hanh's 
The Miracle of Mindfulness. 

2. Limit Your Speaking Objective. Speeches have 
limits both in terms of time and the attentiveness of 
your audience. So, be realistic about what you can 
accomplish in 20 minutes, a half-hour, or even in a 
day of training. For instance, don't try to drag into 
your talk the complex past relationship between you 
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and your listeners, or the objectives for an entire 
project if you're here to discuss just a single aspect 
of it. 

Focus on the single purpose you're there to 
accomplish. That's enough of a challenge for a brief 
presentation. If you can limit your objective to what 
you can achieve while the window of your 
presentation is open, you'll be demonstrating mental 
discipline. From there, it's only a small step to 
remaining focused on the task at hand—an 
important step in achieving true speaking 
effectiveness. 

Here's another great way to achieve focus quickly. 
What do you do when you need to prepare a 
speech in almost no time flat? Where can you turn 
for help? . . . Right here! 

My cheat sheet "How to Prepare a Speech in 15 
Minutes" will have you up on your feet speaking 
successfully in a flash. Use this quick-fix tool to 
analyze your audience, decide on your central idea, 
and choose an organizing format from the three I 
provide. Download this essential cheat sheet here: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Five Things To Do When Your Speech 
Gets Shortened  

by Brad Phillips   @MrMediaTraining  

 

I recently received a question from John Kelley, a 
novelist whose debut book The Fallen Snow has 
gotten terrific reviews. He asks: “What does one 
do if a speaking engagement is shortened, 
perhaps dramatically, at the last minute?”  

There’s little more disheartening than planning 
and practicing a presentation only to have your 
boss or a meeting organizer tell you at the last 
minute you need to chop it in half.  

A few years ago, I experienced that firsthand. I 
was the third of three speakers scheduled to 
speak during a 50-minute conference breakout 
session. The previous two speakers both went 
long, and as I sat awaiting my turn, I watched 
helplessly as the minutes ticked away.  

What was supposed to be my twenty-minute 
section was quickly reduced to eight minutes. 
Although it may be painful to have your talk cut at 
the last minute, it may offer you an advantage, 
too. In my case, the two previous speakers had 
overstayed their welcome just a bit.  

My eight minutes, in contrast, went by quickly, so 
my talk came across to the audience as a 
content-packed burst of energy.  

As a result, I left my audience wanting more, 
always a more enviable position than staying too 
long and wearing them down.  

So the first piece of advice I have for John is to 
remember that sometimes a shortened session 
can work in your favor. More tactically, though, 
here are five additional things to keep in mind:  

1. Identify The “One Thing” Before your talk, 
you should make a plan in case your time gets 
shortened. One easy way to do that is to identify 
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the “one thing” you absolutely want the audience to 
know, even if your hour-long talk is shortened to 
five minutes. You should also think through various 
scenarios in advance (e.g. what to cut if you lose 
15 or 30 minutes).  

2. Don’t Rush It’s a natural instinct: You 
have a lot of content but less time than you 
expected, so you increase your pace to make 
everything fit. It’s a bad idea. Your goal is still to 
share valuable information with the audience, and 
you’ll have a tougher time doing that if you don’t 
speak at a deliberate pace, with pauses, that allow 
audience members to absorb your information. 
Plus, your effectiveness will be hampered by a 
stressed, harried delivery.  

 

3. Drop A Main Point, Not The Examples 
Let’s say you want to make three main points 
during your talk. Some speakers facing a time 
crunch still opt to make their three points—but in 
order to make room, they cut all of their examples, 
case studies, anecdotes, and audience interactions 
(you know, the interesting stuff). It’s far better to 
lose a main point or two and supplement the one(s) 
that remain with the supporting content that makes 
them interesting.  

4. Don’t Announce The Time Cut To Your 
Audience Doing so screams “amateur!” and 
unnecessarily calls out the host, moderator, and/or 
other speakers. Just exhibit your grace under 
pressure, and the audience will probably notice.  

5. Direct Them To Additional Resources 
You may be able to direct the audience to 
information you weren’t able to cover in your 
shortened talk. Mention where they can find 
additional resources. In John’s case, let’s say he 
had been planning to read two sections of his novel 
during a book reading. He could say: “I’m only 
going to read one section today. But if you decide 
to read the book, I suggest you pay special 
attention to pages 152-159. You’ll see on those 
pages that I gave you more information about the 
main character’s childhood. I did that deliberately 
there, because…”  

Tee Up The Next Question 

by Brad Phillips   @MrMediaTraining  

What if there was an almost foolproof way to ensure 
that reporters ask you the exact question you want 
them to ask?  

There is. Often times, you can “tee up” the next 
question a reporter will ask you simply by placing it 
right in front of them. 

 

As an example, imagine that the question you’re 
asked is slightly off topic. You answer the question, 
followed by this phrase: “But that’s not even the 
most fascinating thing we’ve seen.” Any reporter 
worth his or her paycheck will immediately ask: 
“Oh? What is?” 

Think of this technique as analogous to golf, where 
players “tee up” their next shot by placing the ball 
carefully onto a small stand (the “tee”) before 
striking it. 

Other phrases that might help you tee up the next 
question include: 

¶ ñBut thatôs not even the most interesting 
discovery weôve made.ò  

¶ ñAnd I heard something more surprising 
than that along the way.ò 

¶ ñThatôs only the second most frequently 
asked question we hear from visitors.ò 

¶ ñThereôs an even greater risk to tourists that 
most people arenôt aware of.ò 

¶ ñWhat most people donôt realize is that 
thereôs a more effective way to treat this 
ailment.ò 

Now, go back to those five phrases and play the 
role of a journalist. What would the follow-up 
questions be? The answer is pretty obvious, right? 
Each of those phrases should elicit an obvious 
follow-up question. 
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When should you use these phrases? You can use 

them at any time, but I find them of particular use 
during a live radio or television interview. Let’s say 
you’ve been booked for a five-minute radio 
segment. You have limited time in which to make 
your key points. The host’s first few questions are a 
bit off topic, so you want to gently and subtly steer 
her back to the more important parts of the story. 
These “tee up” phrases help you do that—and allow 
the host to look good by asking you the “smart” 
question. 

If you’re a regular reader of this blog, you may be 
wondering why you shouldn’t simply use those 
phrases to transition to your message instead of 
depending on the reporter to ask the follow-up 
question (e.g. “But that’s not even the most 
interesting discovery we’ve made. The most 
interesting discovery was when we found…”). 

That approach is certainly sound and is usually 
preferable. But let’s say you feel like your answer 
has already gone on too long and you need to hand 
the ball back to the reporter. This is a perfect way to 
accomplish that — the host will be able to jump 
back in to ask the next question, but will probably 
ask you the one you want. 

As usual, a little goes a long way here. Using this 
technique once or twice in an interview is probably 
sufficient. But it’s worth adding this technique to 
your media arsenal and deploying it when the 
reporter is just a little off in the questioning and you 
want to gently nudge them back to a relevant topic. 

 

 

3 THINGS YOU SHOULD NEVER SAY TO A 

REPORTER  

By Anne Baker, at Ragan.com  

A few things you might see as helpful suggestions 
may actually come off as combative or just plain 
confusing.  

 

Agreeing to an interview with a reporter can be 
terrifying.  Making casual conversation is one thing, 
but making casual conversation with someone 
who’ll write down everything you say and publish it? 
If your first thought is, “Yikes!” you’re not alone.  
 
Being interviewed by a reporter doesn’t have to be 
scary. Reporters are just trying to do their jobs. 
Typically they’re speaking to you because you’re an 
expert on something; they’re genuinely interested in 
what you have to say.  
 
There are some general guidelines. It’s often helpful 
to treat interviews like conversations (albeit ones 
that are being recorded). Remember to be friendly 
and polite; reporters are human, after all. They’re 
often busy and stressed, so a bit of, “Hi, I enjoy 
reading your work,” never hurts.  
 
It’s also essential to know whom you’re talking to 
and what you’re talking about. You should receive 
detailed briefing information from your PR rep, and 
it’s always good to do some digging into past 
Tweets and articles.  
 
Although you shouldn’t sweat talking to a reporter, 
you should avoid these common responses.  
 
1. ñItôs on our website.ò  

 
An interviewee will often fall back on this one after 
being asked specific information from a report or 
about his or her company’s profile.  
 
Even if it’s meant to be helpful—“I could save 
everyone time by pointing to where this is spelled 
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out” —it comes across as though the interviewee 
just can’t be bothered or isn’t really interested in 
participating in the interview. Or may not even know 
the answer.  
 
It also means an extra step for a time-pressed 
reporter who might want a one-sentence, 
conversational answer. A better approach is to give 
an overview of the information and send a link to 
the website afterward.  

2. ñébut donôt quote me on that.ò  

 
On the record/off the record is a tricky world to 
maneuver, with journalists and interviewees 
frequently following different rules. Here is what 
they teach you in journalism school:  
• Always assume the interview is “on the record,” 
meaning the reporter can print everything you say, 
unless otherwise specified from the outset.  
 
• If you want to say something to the reporter that 
you don’t want printed, you can ask, “Can we go off 
the record?” You cannot say something and then try 
to take it back, though. That’s not the way it works.  
 
• If you want to say something to the reporter that 
you’d like to see in the article but don’t want 
attributed to you, you can ask, “Can we go on 
background?” or, “Can I say something that is not 
for attribution?” This means that you cannot be 
quoted, but the sentiment of what’s expressed can 
be stated in the article.  
 
• Unless the reporter agrees to go off the record or 
on background, everything you say can be printed. 
Including anything that precedes the phrase, “Don’t 
quote me on that.”  

We generally counsel to avoid confusion entirely by 
staying on the record. If you feel there’s something 
you think the reporter should understand but you 
don’t want to be quoted, you can ask your PR rep to 
communicate it to him or her afterward.  
 
3. ñIf you had done more researchéò  
 
Busy reporters don’t have time to dig deep when it 
comes to background information. When it comes to 
explaining the basics, a little kindness, will pay off; a 
misinformed reporter is never a good thing.  
 
If you get the sense that the journalist is not quite 
grasping your message or the information you’re 
providing, ask, “Would it be helpful if I gave you 
some background on the subject? I’m happy to start 
at the beginning.”  
 
That way, the reporter will actually understand what 
you’re talking about, making for a well-informed, 
nuanced article.  

10 Takeaways from PR Newsô Chicago 
Writing Boot Camp 

by Richard Brownell (PRNews) 
 

Writing Boot Camp in Chicago featured an 
experienced group of trainers who shared valuable 
information on writing shareable press releases, 
creating email pitches that catch a journalist’s 
attention, crafting content for social media and 
telling brand stories. Here are some of the top 
takeaways from the Writing Boot Camp—if you 
were there, please feel free to add your own in the 
comments section. 

 1.    Tweet & post with mobile in mind. Stick to a 

minimal number of characters. Use closeup images 
that can be easily viewed on small screens. 

 2.    On mobile, less is more. Be clean and 
concise with copy and graphics. Speak the brand’s 
language in just a few words. 

 3.    Keep press release headlines short and 
leads concise and informative. Shorter headlines 
are more easily viewed on mobile devices, and will 
receive better pickup on Google. Well-written leads 
seize the reader’s attention and are reflective of the 
big picture communicated in the story. 

 4.    When writing an email pitch, make it as 
short as you possibly can. Then make it shorter. 
Reporters don’t have a lot of time to read emails, so 
make each word count. And don’t tell the whole 
story. Give enough detail to hook them. 

 5.    Email is only part of a pitch strategy. Don’t 
be afraid to pick up the phone. Your email may 
have gotten lost in the shuffle. 

 6.    When emailing media, pitch the story, not 
the brand. Reporters will want to read new 
information, not an advertisement. The only time 
you pitch the brand is when the brand itself is the 
story. 

 7.    Build an online newsroom for your site. 
Adding news releases and blog posts raises your 
profile on Google. The content is viewed not only by 
journalists, but potential customers as well. 

 8.    Use keywords wisely. Search engines will 
penalize content they consider “over-optimized.” 

 9.    Video is becoming the mobile king. Users 
are sharing and commenting on videos at an 
increasing rate.  

10. Without links, your news release stinks. 

Always provide readers with an opportunity to learn 
more information about your brand by including 
links. A press release that does not include links to 
your brand’s website has failed to serve its 
purpose.  
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This Digest will welcome proposals for themes and stories 

to be included in the next issue. Please send your 

recommendations to info@comipi.it 

If you are interested in receiving your individual copy via 

email please let us know. 

If you wish to unsubscribe from email delivery of your own 

copy, it will help to know the reason. 

Please feel free to forward our link to anybody who may 

be interested in reading this Digest. 

  

ComIPI is a no-profit study center aimed at 

developing and implementing advanced 

techniques to communicate with the public 

while respecting ethical principles. ComIPI uses 

its communications talent, skills and expertise 

also to help organizations to educate and to 

inform their target audiences; to develop 

communication strategies; to train their staff 

in communication skills; to monitor and 

analyze results of communication efforts; and, 

to assess media perceptions on matters of 

interest. Communications activities are also 

assessed taking into specific consideration 

inter-cultural aspects.   
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