
1    KC Training Manual  /  Reporting on sexual and reproductive health and rights

Change the world:

A toolkit for  
citizen journalists
2014



2    Change the world  /  Key Correspondents
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Correspondents

Above: Condoms pinned to an information 
board at Addis Beza youth group in Addis 
Ababa, Ethiopia

Right: Members of a youth group in Ethiopia 
who act as powerful advocates for change
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This training manual is published by the 
International HIV/AIDS Alliance and the written 
content is licensed under Creative Commons 
Attribution-NonCommercial-ShareAlike 4.0 
International (CC BY-NC-SA).

To view a copy of this license, visit http://
creativecommons.org/licenses/by-nc-sa/4.0/ 

For photographs, standard copyright law  
applies and permission must be sought  
before using images. ©

 S
he

ik
h 

R
aj

ib
ul

 Is
la

m
\d

uc
kr

ab
b

it\
In

te
rn

at
io

na
l H

IV
/A

ID
S

 A
lli

an
ce



Contents  /  Change the world    3

In Bangladesh, Aseya Begum collects 
water from a fresh water source built 
by the British Red Cross following a 
devastating cyclone in 2009
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About the Key  
Correspondents network

Key Correspondents is a vibrant 
network of citizen journalists who 
write to influence HIV and broader 
health policy, programming and 
financing around the world.

The network is supported by the 
International HIV/AIDS Alliance 
and focuses on people affected by 
HIV, including representatives from 
marginalised groups, to report the HIV, 
health and human rights stories that 
matter to them.

Our correspondents come from diverse 
backgrounds including medicine, health 
programming, teaching, journalism, 
policy and advocacy. Many of them 
have been personally affected by HIV 
and are therefore best placed to know 
the realities and issues at stake. Their 
stories are published on the network’s 
website as well as in local, national and 
international media outlets. 

The network provides an opportunity 
for its citizen journalists to exchange 
ideas with advocates, health 
professionals, academics, policy 
makers, opinion formers and editors. 
Our correspondents’ stories help 
motivate civil society action, stimulate 
dialogue and hold policy makers 
accountable for their commitments. 

The network reports in English primarily 
from Africa and Asia, with a sister 
network Corresponsales Clave reporting 
in Spanish from Latin America.

Our vision

Around the world, Key 
Correspondents’ stories ignite social 
movements for change among 
communities affected by HIV.

About the training manual

This training manual helps lay the 
foundation for civil society advocates 
to become citizen journalists. It brings 
together journalism skills and advocacy 
goals to help Key Correspondents 
share their perspectives and experience 
with decision makers and wider 
audiences to influence the discourse 
around HIV and related issues.

The manual introduces the basic 
components of journalism; so 
correspondents can write their stories 
with accuracy and using a journalistic 
approach to improve the potential 
of being published in mainstream 
media. It is a ‘how to’ guide for 
individual study. Each module 
contains a number of exercises and 
correspondents are invited to send 
their completed exercises to KCteam@
aidsalliance.org to receive feedback.

Introduction

“Never doubt that a small group of thoughtful, 
committed citizens can change the world. Indeed, 
it is the only thing that ever has.”
Margaret Mead, US anthropologist (1901-1978)
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Where to find us

keycorrespondents.org  

facebook.com/keycorrespondents

twitter.com/theKCteam

corresponsalesclave.org

Journalist’s toolkit

This training manual can also be found online, where it will be updated and further 
chapters will be added. For the latest resources visit: 

keycorrespondents.org/kc-community/mentoring

Written by Sarah Oughton and Dirk Slater
Edited by Sarah Oughton

With thanks to the following for invaluable input:

Ann Noon, Katrina Crew, Helen Parry, Indrias Getachew, Befekadu Beyene, Lucy Maroncha, Williams 
Moi, Nina Benedicte Kouassi, Wallace Mawire, Edwin Mbulo, James Kityo, Elena Obieta, Martin Belam.

Website sources:

UNAIDS

UNFPA

World Pulse

Resource Media

British Red Cross

Family Planning 2020

World Health Organisation

Population Reference Bureau

UK Consortium on AIDS and International Development

Cheikh Anta Diop, a journalist at a 
Senegalese community radio station 
called  Radio Jokkoo (2008)©
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Can citizen journalism 
change the world?

The opportunities for citizens 
to bear witness to injustice, 
document issues and report them 
to local, national and international 
audiences is unparalleled in today’s 
digital world. But the act of citizen 
journalism is not something that 
has come into existence with the 
invention of the internet. 

In 1890, a police officer named 
Jacob Riis started photographing the 
squalor and poverty he witnessed 
as he worked the beat in New York 
City slums. He published the photos 
alongside his writing in a book called 
How The Other Half Lives, and this 
led to a decade-long effort to improve 
housing, schools and public services 
in the city’s slums. 

Today, with the internet it is even 
easier for people to advocate for social 
change by self-publishing what they are 
documenting. In 2007, a young woman 
in Egypt set up a blog to document 
torture at the hands of the police. Noha 
Atef’s blog Torture in Egypt brought 
to light atrocities that were otherwise 
hidden from public view. Her posts 
gained the attention of the media and 
were also used as evidence in a court 
of law to prosecute police officers. 

The role of mainstream  
media in change

Citizen journalists are playing an 
increasingly important role using 
blogs and social media to report on 
issues and give a local perspective, 
particularly in countries where free 
speech and media access is limited. 

Yet no matter how persuasive your 
stories are, if they are only being 
read by your friends and family 
they will have little impact on the 
matters at stake. Module nine on 
social media will look at how to 
build your own audience, but in the 
meantime it’s important to remember 
that mainstream media still plays a 
strong role in educating, informing 
and swaying public opinion. Decision 
makers pay attention to mainstream 
media and its coverage and this 
often directly influences policy. So it’s 
important to learn to pitch your stories 
to editors, as getting stories published 
in mainstream press is a great way 
to communicate with and influence a 
wider audience. 

Getting effective media coverage can 
be challenging. But don’t forget that 
citizen journalists have an advantage 
when it comes to getting the local 
scoop and mainstream media has 
woken up to this fact. Most media 

Sex workers’ rights protest at the Cambodian 
Embassy in New York City (2008)

Module 1: 

Advocacy and media
This module will help you understand:

• How citizen journalism can influence decision makers and create 
change

• How to write strong stories that support an advocacy campaign 
strategy

• How to identify and communicate with your audiences 

• How to develop compelling messages and write relevant stories 

• How to pitch stories to a media outlet
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outlets now see citizen journalists as a welcome 
source of information, providing photos, videos, 
and eyewitness accounts.   

To engage mainstream media, you need to 
understand:

• which media outlets are important to the 
people you are trying to reach

• how to effectively convey your 
advocacy message through your writing

• how to pitch your writing to editors and 
reporters so that they will see relevance 
to their priorities.

Exercise one

Using the example table below map out what 
you know about your local and national media 
outlets. Then do further research, brainstorm 
with friends, network with other activists and 
correspondents to build your knowledge  
and contacts. 

Claudia Spellmant of 
REDLACTRANS on 
a march through the 
streets of Guatemala 
to demand an end  
to transphobia in  
Latin America

Media 
outlet

Platform Contact Political leaning Audience Attitude to/coverage 
of HIV

The 
Guardian

Daily 
newspaper 
(except 
Sundays) 
and website

Add names and numbers 
of your contacts here. You 
will need different contacts 
depending on what kind of 
content is being pitched, ie: 
photo story to picture editor; 
news story with UK angle to 
UK news desk; news story with 
Africa angle to foreign editor 
or in-country correspondent; 
development story to editor of 
Guardian’s Global Development 
website etc.

Left-leaning, with a 
readership largely 
split between 
Labour and Liberal 
Democrat voters.

Readership figures 
around 935,000. 
Largely middle 
class, well-educated 
professionals, with 
marginally more men 
than women, the vast 
majority over 35. 
Predominantly UK 
audience for newspaper 
but website is an 
internationally respected 
source of news.

Well-informed, tends 
to focus on HIV from 
a UK angle rather 
than international or 
within the context of 
broader development 
issues.

Al Jazeera Broadcast 
(TV) and 
website 

Al Jazeera has over 20 
channels. Main UK contact 
for example would be with the 
head of planning or the head 
of news at Al Jazeera English.

Channel is owned 
by the Emir of Qatar 
but is editorially 
independent and 
aims for a non-
western news 
agenda.

Broadcasts across 
130 countries seven 
days a week.

Tends to cover HIV 
from an international 
perspective, usually 
from a developing 
world angle, ie: access 
to treatment. Can be 
more in-depth than 
other channels.

Media mapping example for the UK
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What is the change that you and others are trying  
to make happen?  

Advocacy plays an important role in the development of services provided to the 
public around health. In particular, activism has significantly impacted HIV and 
AIDS treatment, improving access to medicines in marginalised communities.  

In 2013, sex worker activist groups helped overturn the ‘anti-prostitution pledge’ in 
the President’s Emergency Plan for Aids Relief (PEPFAR) that prevented recipients of 
PEPFAR grants from doing anything that could be perceived as supporting sex work.

If you are writing for change it is important to have clear goals in mind. Aim for 
goals that are achievable and time-limited. So don’t aim to ‘end hunger’, but 
aim to establish a food bank in a community or get the government to set aside 
funds for a school lunch programme to feed students.

Key things to understand:

• What is the problem?

• Is there a solution? If so, what?

• Who can make the solution possible?

• How can you influence those that can make the solution possible?

As a citizen journalist you may be setting your own agenda, deciding what the 
problems are you want to address and defining your own goals for the things 
you want to change. Or you may be working with others on more complex 
campaigns, in which case you will need to coordinate your writing with the other 
campaigners and journalists in your network.

Whatever the context you need to understand how the piece you are writing 
supports the overall goal and how it fits into the advocacy strategy. This means 
thinking carefully about the timing and the messaging in your piece. 

For instance, if there is a campaign to fight for greater funding at your local 
health clinic that would improve services, don’t just write about how bad the 
service is. Instead, write about the solutions and how the existing poor services 
could be improved with greater funding. Also try to highlight what the wider 

8    Change the world  /  Advocacy and media

Activist groups like ACT UP were 
instrumental in calling for the release of 
effective AIDS related drugs©
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benefits of an improved health  
service would bring – maybe a 
healthier workforce and increased 
economic prosperity. 

You also need to think about when will 
be the best time to write this piece – 
can it coincide with a visit from a health 
minister or an announcement about 
a new policy on funding for health 
services? What is going to make it 
really newsworthy and increase the 
chance of your story being picked up in 
the mainstream media?

Your story is a building block towards 
the overall goal – so how will it help? Is 
it a call to action? Do you want people 
to do a specific task, such as writing to 
a government official or participate in an 
organised protest? Are you advocating 
for a change in law or policy? Or are you 
trying to raise awareness on a specific 
issue to change people’s behaviour? For 
example, does your story expose the 
injustice of discriminating against people 
living with HIV, does it engage people’s 
emotions and can it help change 
people’s attitudes and combat stigma?

Your audience

One of the most important questions 
you can ask about the piece you are 
preparing to write is; who do you 
want to read this? The most effective 
writing will establish a connection to 
the audience and compel them to take 
some form of action. How will your 
piece influence the reader?

Your writing should relate to your 
audience as stakeholders in the 
change you are trying to achieve. 
Think about who is involved or 
impacted by the issue, as well as 
who has the influence or power 
to make the change happen. You 
should understand where the key 
stakeholders stand:

• Are they opponents to your goal? 
This will be your toughest audience 
to write for as you will need to 
have a deep understanding of their 
values to counter their position. 
If they are opposed because of 
moralistic values, providing strong 
evidence and data is critical to 
get opponents to reconsider 
their stance. It is also important 
to realise that in order to get 
opponents to move, they will need 
much more than a single written 
piece to compel them and working 
within a coordinated and sustained 
advocacy campaign is important. 

• Are they neutral parties? If so, 
you need to educate them. You 
need to compel them to become 
allies. Often personal stories are 
a great way to get people to 
understand and engage in an 
issue. But you will also need to 
lead them to places where data 
and evidence is provided so that 
they can get more facts and the 
bigger picture after reading about 
a personal story.

• Are they allies? If so then you 
don’t need to convince them, 
but you do need to encourage 
them to take action. Signpost 
them to things they should do 
and perhaps tell them something 
about the issue they don’t know 
to motivate them. If you want 
to get them to engage neutral 
parties or opponents, provide 
them with talking points and 
evidence. Present specific ways 
that they can take action.

If your writing will appear in an 
existing newspaper or magazine, that 
will largely dictate where the reader 
lies in the above three categories. 
Each media outlet will be targeting 
a certain demographic and it will be 
important to know the social group, 
political slant, geographical location, 
and age of their readers.

Sex worker activist groups helped 
overturn the ‘anti-prostitution pledge’ in 
the President’s Emergency Plan for Aids 
Relief (PEPFAR) that prevented recipients 
of PEPFAR grants from doing anything that 
could be perceived as supporting sex work
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Developing key messages

After you have an understanding of who you are trying to reach in your 
campaign and what it is you want them to do, you are ready to develop your 
messaging. An advocacy campaign may have a number of different messages 
based on the different stakeholders you are trying to reach.

An effective message will be:

• honest and in no way misleading

• something new, maybe even shocking

• connected to the core values of the audience 

• highlighting the critical importance of the cause

• simple and concise, easy to understand and remember

• timely and relevant to the current discussion around a particular topic

• emphasising the need to take action and how audience participation 
can lead to a solution.

Identifying relevant stories 

Writing for change can take a number of different forms (see module five on 
blogging) but its most important outcome is to connect people to the issue. You 
may use your writing as a way of organising your community and getting people 
connected, or you may be supporting an existing campaign, or you might simply 
be using your writing to voice your concerns about an existing problem. 

If you are writing a piece that is presenting data and evidence you will need to 
find the narrative thread in the data to create a compelling story from it. If you 
are focusing on an individual’s story, think about how this person’s experience 
relates to the wider issue and highlights the message you are trying to convey.

When writing for the Key Correspondents network it is important that all stories 
have an HIV angle. For example, you could consider writing stories on the 
following topics:

10    Change the world  /  Advocacy and media

Above left: Members of a youth group 
in Dakar, Senegal, discuss sexual and 
reproductive health and rights (2007)

Above: Youth protest at the 9th International 
Congress on AIDS in Asia and the Pacific in 
Bali, Indonesia (2009)
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Advocacy and media  /  Change the world    11

• HIV and the human rights of vulnerable groups: Stories relating to those 
most at risk of HIV, such as men who have sex with men, transgender 
people, sex workers, injecting drug users, prisoners, women and children. 
Consider how their human rights are abused through criminalisation, 
discriminatory legislation, violations and hate crimes (including gender-
based violence), stigma from state/law enforcement agencies and 
healthcare providers.

• HIV prevention and treatment: Condoms, community sensitisation, 
public health education, harm reduction, access to services, financing, 
counselling and testing, antiretroviral therapy, scientific advances, medical 
training for health workers.

• HIV and care: Community-based care, wider socio-economic impact on 
carers, access to services, financing.

• HIV and sexual and reproductive health, including maternal newborn 
and child health: Family planning, sero-discordant couples, parent to 
child transmission, breastfeeding, male participation.

• HIV and its links with other health issues: Tuberculosis, non-
communicable diseases, neglected tropical diseases, healthcare 
resourcing and health systems, universal health coverage.

• HIV, children and youth: Children living with HIV, children impacted by 
HIV, families impacted by HIV, orphans, education.

• HIV and links with wider development issues: Livelihoods, food security, 
emergencies, fragile states, poverty, governance, water and sanitation.

• HIV and the key players: National and international donors, humanitarian 
and development organisations, the private sector including 
pharmaceuticals and health insurers, public-private partnerships, civil 
society, community engagement, post Millennium Development Goals, 
corporate social responsibility, health strengthening systems.

A member of the Gay and Lesbian 
Coalition of Kenya (GALCK) making 
his point©
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How to pitch to the media

Firstly, make sure you’ve done your 
media mapping and research. You 
need to consider:

• Is this a national, regional or 
local outlet? What stories will be 
relevant to them? If your story only 
has a local angle, it’s unlikely to be 
of interest to a national outlet. 

• What can you find out about 
the person to whom you are 
pitching? Research the stories 
they have been involved with. 
Learn what interests them and 
what are their editorial priorities. 
Establishing a professional 
relationship with an editor will 
be a huge benefit. 

 
 
When crafting your email pitch it is vital 
to include the following information:

• Subject: A two sentence 
summary of your story idea

• Angle: Why is it newsworthy? 
Why write this story now? Why 
are you the person to write it?

• Execution: What format will 
the story take; news, feature, 
picture story etc

• Contact and bio details: Include 
relevant links, for example to 
your blog or profile on Key 
Correspondents

Here’s an example of an email pitch:
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Dear Caroline,

I hope this finds you well. Your newspaper provides excellent 
coverage on the topic of HIV treatment so I wondered whether the 
following story might be of interest.

Story idea: exposing how the costs of qualifying for free medicines 
means that those who most need them can’t afford them.

Angle: As you know, antiretroviral medicine is free to all in this 
country. However the newly introduced pre-requisite that individuals 
pay $25 for a blood test means many are not able to access 
medicines. I have access to families who have been impacted by 
this requirement. I also have access to doctors at our local clinic, 
who are willing to be interviewed about how they see this affecting 
their clinics and practice.

Execution: I would like to write a feature story focusing on April, a 
single mother living with HIV who is faced with the choice of paying 
for the test or providing food for her children.

I write regularly about HIV and its impact on our community, and  
you can see samples of my writing at: KeyCorrespondents.org/
Angie-Mbarra

I hope you don’t mind if I phone you in the next day or two to 
discuss this idea. Or, you can contact me by email or on my  
mobile: 212-787-6985. 

Many thanks for your time.

Angie Mbarra

Top tips:
• Make sure you’ve done your 

research before you pitch.

• Be concise, to the point and  
clear in your pitch. 

• If you have no response to your email 
after 2-3 days, pick up the phone.

• Get to the point quickly – you will 
probably have 30 seconds or less. 

• Be honest – if you don’t know the 
answer to a question, tell them 
you will find the answer and get 
back to them. 

• Remember you can be quoted while 
you are talking to a reporter, so think 
carefully about what you say.

• No means no – respect a negative 
response but remember that 
doesn’t mean you can’t approach 
them in the future. If they won’t run 
with your pitch, learn about what 
they will run with, so your next pitch 
can be more focused on what 
interests them.

• Don’t ask about pay until they 
commit to commissioning you.

• Once commissioned be prepared 
to deliver quickly, to the correct 
word count, and always make 
your deadline.

• If you want a guarantee of future 
work, deliver before your deadline!
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Case study of writing for change:

Context:

Blessing lives in a rural community in eastern Uganda and she’s noticed HIV and 
unwanted pregnancies are an increasing issue with the teen population. 

The problem:

After talking to a number of young people she realises that many of them 
feel too embarrassed and scared to go to the local health clinic. There are a 
number of issues at play, including fear of being told off for having sex and 
embarrassment around talking about condoms, as well as stigma around HIV 
and homosexuality.

The solution:

Blessing decides she wants to change the way her community deals with these 
issues and encourage young people to know their rights and look after their 
sexual and reproductive health.

Blessing identifies three objectives she wants to achieve by communicating 
about this issue:

1. Raise the profile of a new clinic delivering integrated sexual and reproductive 
health and HIV services tailored for young people.

2. Promote the health and economic benefits of integrating sexual and 
reproductive health services and rights with HIV programmes, funders and 
policy makers.

3. Raise young people’s awareness of their sexual and reproductive rights,  
and combat stigma around HIV.

Opposite page: A member of a youth  
group in the Malnicherra tea plantation 
in Sylhet, Bangladesh, discussing sexual 
health and rights

Left: Ruth Lucy Mtonga Chatama is a 
member of the Positive Women’s Network 
in Abuwe, Zambia, a support group 
specifically for HIV positive nurses (2007)©
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14    Change the world  /  Advocacy and media

Action plan to achieve the solution:

1. Identifying stakeholders

Blessing identifies the following key 
decision makers and influential people 
in her community who have the power 
to change public opinion and help 
achieve her objectives:

• Local pastor

• Village chief

• Education body

• Public health authority 

Since the pastor is an opponent to 
any projects that involve sex education 
or discussion of homosexuality, 
Blessing knows that she needs to 
provide strong evidence to counter his 
moralistic arguments.

The village chief doesn’t want to 
tackle this controversial issue for fear 
of upsetting the other elders on the 
village council, but he is largely neutral 
in his own stance – however, his wife 
is a former charity worker and she 
strongly supports HIV issues.

The education body is neutral and 
the public health authority is an ally 
but has had difficulty in getting the 
innovative programme funded  
and implemented.

Teenagers are largely fearful of 
speaking out. Blessing knows it will 
be important to raise their voices but 
will have to do so without revealing 
identities.

Parents of teenagers who are either 
living with HIV or pregnant or both 
are largely supportive of Blessing’s 
endeavours and she knows she can 
rely on many of them to be supportive.

2. Developing the  key message

Blessing boils it down to the following 
statement:

Tailoring sexual and reproductive 
healthcare for young people, and 
integrating it with HIV services can 
reduce unintended pregnancies,  
new HIV infection and HIV-related 
maternal mortality.

3. Developing campaign activity

Blessing decides to:

• write an op-ed piece with a 
parent to give their point of view 

• set up a blog to gather stories 
about local teen’s experiences

• form a support group for  
parents who have teenagers who 
are pregnant and/or are living 
with HIV.

Above left: Denis Nzokia, religious relations 
assistant at the Gay and Lesbians Coalition 
of Kenya

Above: Lesbian, Gay, Bisexual and 
Transgender activists protest for their rights 
in Argentina 

Opposite page: APN+ protest for free drugs 
at the 9th International Congress on AIDS in 
Asia and the Pacific in Bali, Indonesia (2009)
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Advocacy and media  /  Change the world    15

The result:

The local paper runs the op-ed piece along with the URL of the blog. 

After reading the article, the village chief’s wife asks if she and her husband can 
meet with the parent group. 

Ahead of the meeting, Blessing prepares print outs of her research about sexual 
and reproductive health and rights programmes, their costs and effectiveness 
and gives them to the parents to use as talking points in their meeting.

The village chief is inspired and motivated by the meeting and subsequently 
takes the issues up with the local pastor.

The pastor begins to soften in his views towards sexual health education, and 
more conversations on the subject begin taking place within the community.

Gradually more young people start using the new clinic and the rate of HIV and 
teenage pregnancy decreases.

Exercise two
Use the following checklist and develop your own advocacy plan.

• Identify the problem

• Identify the change you want to make

• Map your stakeholders as opponents, neutral parties or allies

• Develop key messages

• Identify key topics and stories

• Map out potential media outlets

• Write a media pitch for your story

So it might not always be quite 
this simple! But Blessing’s story 
provides a basic example of 
some of the steps involved 
in writing for change and the 
potential impact you can make. 

What ideas would you have 
contributed to Blessing’s action 
plan? What other things could 
she have considered?

Further reading

Raising your voice about politically-
charged issues or asking tough 
questions can put you at risk for 
intimidation, surveillance or physical 
violence.

We highly recommend you read 
this World Pulse online safety and 
security toolkit:

worldpulse.com/pulsewire/
solutions/48368
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What is news?

Simply put, news is telling a story 
about something that is new. There 
are many ways to tell a story, some of 
which will be explored in the chapter 
on blogging. But in this chapter we 
will focus on the craft of writing news, 
which requires a specific structure 
and a news ‘angle’. 

News is…

• New. That’s a reasonable place 
to start, but we need to qualify 
things a little. Some news is 
old, in that it happened a while 
ago. To count as news, it would 
have to be something we have 
only just found out about. That 
means it is new to us. If it’s also 
new to our readers, it qualifies 
as news.

• Evidence-based. News 
stories are based on facts, not 
speculation. Information reported 
must be verified.

• Out of the ordinary. The most 
dramatic news stems from 
events that are surprising, 
unexpected, dramatic, 
sometimes shocking.

• Mainly about people.  
A reporter neglecting the  
human interest angle – the 
possible effects on people – 
neglects the most important 
part of the story. News is often 
about what people are doing, 
planning, feeling, thinking and 
saying about any number  
of subjects.  

• A well constructed story. 
Why do we call news reports 
stories? It’s because a news 
story has many things in 
common with a fictional story. It 
has drama, excitement, conflict 
and characters interacting. It is 
your job to gather all the facts 
and present them in a way that 
demands the reader’s interest 
and attention.

Understanding the format of news 
stories will help you turn what you 
see happening around you into a 
compelling story that media outlets  
will want to publish.
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This module will help you understand:
• How to construct a basic news story

• How to write an effective lead

• How to create a compelling headline

• How to quote sources

• How to proofread and edit your work

Module 2: 

Writing news stories

“Literature is the 
art of writing 
something that 
will be read 
twice; journalism 
what will be 
grasped at once.”
Cyril Connolly, British editor, 1903-1974



The idea

Good ideas lead to stories that readers 
remember, that galvanise a community 
and that keep audiences coming back 
for more.

Finding a good story idea is often  
as simple as asking why something  
is happening. 

• Why has the price of food 
suddenly increased?

• Why does our community have 
so many teenage pregnancies?

Asking why something is happening 
can lead to a compelling story that 
helps people understand what is 
happening around them. 

One effective way to come up with an 
idea is to approach an issue broadly, 
but then drill down to find specific 
community examples. Start by asking 
the following questions:

• What issues are affecting 
people in my country/
community?

• What are specific examples of 
those issues?

• What do I want to say about this?  

As we saw in the last chapter, it is 
important for you to know (1) what 
you hope to achieve by telling this 
story, (2) where you would like it to be 
published, and (3) who your audience 
will be. For example, if you want the 
story to reach a wider audience than 
just your immediate community, you 
should draw links between the local 
issue and how it impacts wider society, 
whether that is at a regional, national or 
international level.

News angle

Once you have your idea, you need to 
check it meets the following criteria:

• Timeliness – What is new in 
your story? It needs to be 
about an event that has just 
happened, is happening or is 
about to happen. Or it needs 
to be a new trend, a new 
report, a new angle on an 
issue – something that gives 
it relevance at this particular 
moment.

• Relevance – Think about your 
audience and make sure the 
story will have meaning for 
them.

• Impact – It may be new 
information, but is it really 
‘newsworthy’? Will it make 
people sit up and say: “Wow, 
that’s new/shocking/different/
surprising/fantastic/unusual”?

As you craft your story, the language 
you use, the weight you give to certain 
aspects of the story, the things you 
decide to include or leave out, will all 
add up to creating the news angle. 
Pay attention to current media topics 
and how they are being reported when 
working out your angle. 

If your idea doesn’t meet the above 
criteria, you either need to think of a 
better idea or consider how a different 
type of story might be appropriate  
(see chapter five on blogging).
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“When a dog 
bites a man that 
is not news, but 
when a man 
bites a dog that 
is news.”
Charles Anderson Dana,  
American journalist, 1819-1897

Community education on using 
condoms, Zambia (2006)
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Constructing a news story

Before sitting down to write a news story, you need to know the answers to  
six questions:

• WHAT happened (what’s new)?

• WHO did it happen to (or who did it)?

• WHERE did it happen?

• WHEN did it happen?

• HOW did it happen?

• WHY did it happen?

The above diagram illustrates the structure of a news story. The acronym  
WHAT will help you remember this structure:

• What happened? (Or what’s new?)

• How did it happen? (Or sometimes, why did it happen?)

• Amplify each of the points made in the above

• Tie up loose ends

Who, What, Where, 
When, Why & How

Any of the above not in intro,  
plus, any signicant information

Best quotation: delivers on  
the promise of the lead

More details & 
related information

Less important  
details & more  

quotes

This stuff  
can be 

cut
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Writing the lead sentence

The first sentence is your lead and, along with your headline, is vitally important 
in grabbing the reader’s attention. It should try to answer the questions: who, 
what, when and where. You can save how and why for the body of the story.  

For Example: 

“In a milestone moment for the Indian state of Gujarat (where), lesbian, gay, 
bisexual and transgender residents (who) filled the streets for the area’s first-ever 
gay pride parade (what) last weekend (when).”

“The rate of new HIV infections (what) has decreased dramatically in the past 
decade (when), but millions of people who are infected (who) remain untreated 
(leading you to ask why?).”

Keep in mind that many people do not read to the end of the story, so you want 
to include all the important details at the beginning. 

Two basic rules for the lead:      

• Tell your story in a nutshell

• Use a maximum of 30 words

Remember that the lead is a hook, drawing the reader in to the rest of your 
story. If the lead isn’t interesting, your story won’t be read. Although you want to 
answer the main four questions in your lead, you don’t want to be too specific at 
this point; it’s a summary and it needs to tempt people to read on.

Good: “A popular HIV activist was found dead in his home this morning. Police 
suspect suicide.”

Not good: “Jason Bishop, 43, was found dead  at 7.10am this morning from 
a gunshot wound to the head as he lay in his bed in his home on the North 
Access Road, Mabale sub county, Soroti district, where he was a popular HIV 
activist. Police suspect that he shot himself.”

Wherever possible you should start your story with people.

Good: “Teenagers in Zambia are being given free condoms as part of a new 
health scheme.”

Not good: “Condoms are to be distributed due to a new scheme.”

Always try to use the active voice and avoid the verb ‘to be’ – it’s boring. 

Good: “A celebrity visitor surprised a group of students at a local school today.” 

Not good: “Children at a local school were surprised by a celebrity today.” 

In the first example, the use of the word ‘surprised’ is active; in the second 
example, the use of the word ‘were’ makes it passive.

A young girl watches a femidom 
demonstration in Kalungu, a small rural 
village in Zambia (2007)
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Exercise one

The following lead sentences could definitely be improved. See how you can 
rewrite them, thinking about news values and the six big questions. Use active 
verbs and create impact in less than 30 words.

“In 1980 an epidemic that would later become known as HIV began and 
today, 33 years later, there is still no cure and people in our community 
still cannot get access to treatment.”

“While the head doctor in our clinic is mystified as to why there are not 
ARV medications available to treat his patients, the president of our country 
surely knows where the budget money allocated for these drugs has gone.”

“During a loud protest by HIV activists that disrupted a long session in the 
UK’s House of Commons several police officers reacted violently towards 
the protestors and as a result many ended up in the hospital.”

“It is impossible to get an HIV test as there are none available locally and 
attempts to disseminate the test kits widely have failed.”

“The Catholic Church has continued to have misguided aims as they 
promote abstinence as the only way to avoid infection and denounce 
sexual health education and condom distribution.”

The second paragraph

Put yourself in the role of the reader – what does the reader want to know and 
when do they want to know it? 

Lead: “On 21 February (when), angry protesters (who) put a stop to the second 
annual Gay Pride Parade (what) in Thailand (where).”

In the second paragraph think about how you can answer any of the key 
questions you haven’t already covered in your lead sentence.  

Second paragraph: “Parade participants were trapped in the temple Buddha-
sathan, the parade starting point, as an angry mob surrounded them (how). 
Police held back the protesters, known as the Red Shirts, who believed the 
Pride Parade did not represent Thai culture (why).”
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Momina, age 22 from Adama in Ethiopia, 
refuses to be defined by her HIV status©
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After your lead and second paragraph, you will want the remaining paragraphs 
to include the following elements:

• Sources: quotes and supporting evidence

• Background information: What led to this event?

• Contextual information: What is the context and environment in which this 
story is placed? 

• Resources: Is there supporting documentation, like a scientific study, a 
report or statistics?

Each of these elements should work to support and amplify the points you 
made in your lead and second paragraph and ensure you have fully answered 
the big six by the end of the story.

Research

Good news reporting includes evidence in the following form:

• Quotes from direct sources: The closer a source is to a story, the better. If 
you are writing about the issues facing someone living with HIV, interview 
someone living with HIV and include these quotes.

• Statistics: If you are writing a story about corruption at a particular 
organisation and you are aware of a recent report on national corruption, 
include these statistics in your article. Make sure you attribute them to  
the report.

• Facts: Always attribute new factual claims (eg ‘the lack of antiretrovirals 
in Mbale district is leading to a rise in new HIV infections, according to 
UNAIDS, who have conducted a report into the recent shortage’). If you 
are referring to accepted facts (e.g. mosquitoes spread malaria), there is 
no need to attribute them.

Distinguishing between new information and accepted facts is sometimes a 
hard thing to do. If you are unsure, attribute the claim. If the editor thinks this is 
unnecessary, they can remove the attribution.
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“Comment is  
free, but facts  
are sacred.”
CP Snow, editor of the UK’s national 
paper The Guardian, 1872-1929
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Food market in Guatemala – a nutritious 
diet is vital for people on medication for HIV



Quoting sources  

Quoting is an important element in 
writing news stories. A direct quotation 
from a source is essential to verify a 
story’s authenticity, as the writer is 
generally not witness to or expert on 
the event.    

A quote delivers on the promise of the 
lead. This means that after reading the 
first sentence, the reader asks: How do 
you know this? The answer is: Because 
this person who was there says so.

Quotes are also important to bring colour 
and opinion to a news story. A news 
story should not contain any opinions 
from the reporter. All opinions in a news 
report come from the people interviewed 
and must be attributed to a person either 
as a quote or reported speech.

If you want to represent an event 
as ‘amazing’, get someone to say it 
is amazing. If you want to describe 
something as ‘shocking’, get a quote 
to back it up.

Here are some important tips on 
quoting sources:   

• What is inside quotation marks 
is exactly what the source said.

• Quoting gives insight – the 
witness tells it better in his or 
her own words. 

• Be sure to get the relevant 
details about the person correct 
(name, age, where they are 
from, job title, etc).

• Always use ‘said’ to attribute  
a quote.

• Usually, include a quote after 
the second paragraph, by 
which time you should have 
answered who, what, where, 
when and how. The quotation 
should amplify these points and  
explain why.   
 

The first time you quote someone, write 
the person’s name and job title before 
the quote, using one of the following 
formats:

Michel Sidibé, executive director 
of UNAIDS, said: “This is my 
quote.”

UNAIDS executive director 
Michel Sidibé said: “This is my 
quote.”

If you quote the same person 
again later in the story, simply 
use their last name:

Sidibé said: “This is another 
excellent quote.”

Balance

In good journalism a news story 
should be balanced. This means you 
should put all the main sides of the 
story in the piece. If you are writing 
from a particular angle (say a mother 
criticising local health workers) you 
should at least make space in the 
article to put the other point of view (in 
this case the health workers’ point of 
view). This is called the ‘right to reply’.

It is important to remember when 
writing a news story that all stories are 
constructed – the way an introduction 
is written, the choice of people quoted 
and how they are quoted (in full or just 
certain phrases), the information given 
and the order it appears – all serve to 
create the story’s angle, which helps 
to inform the way the facts of a news 
story are understood.

Reporting both sides of a story can be 
a delicate thing to get right, especially 
when writing about sensitive subjects 
such as the stigma faced by those 
living with HIV.

For example, how would you report a 
story about a religious group holding  
a protest about men who have sex  
with men?
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The religious group are protesting 
about men who have sex with men 
living openly in Lusaka. The group 
claims: “The men spread HIV to 
innocent women and babies and 
should be given the death penalty.” 

How do you report this event in a way 
that addresses the injustice of stigma 
men who have sex with men face 
rather than adding to the stigma?

One way is to begin the story with the 
point of view of those who criticise 
stigma and discrimination rather than 
those who make stigmatising remarks. 
You can also give more weight to the 
words of those defending stigmatised 
groups by quoting them in full and 
less space to the words of those who 
justify stigma and discrimination.

Reporting that increases stigma: 

A religious group is calling for men 
who have sex with men to be given 
the death penalty as they infect 
women and babies with HIV.

The protesters from Fictitious Religious 
Group met in Lusaka, Zambia on  
24 October to raise awareness about 
their belief that men who sleep with 
men are evil.

Iguasa, from Fictitious Religious 
Group, said: “Homosexuality is wrong 
and these people should be killed.”

Reporting that helps reduce stigma:

Human rights activists have 
condemned a religious group for 
claiming that men who sleep with men 
infect women and babies with HIV and 
should be killed.

Stop Stigma, FRANK and the 
Rainbow Coalition have added their 
voices to the growing number of 
organisations criticising the actions 
of the Fictions Religious Group, who 
held a demonstration on 24 October in 
Lusaka, Zambia to air their views.

Kawarsa from Stop Stigma, which 
fights for the rights of men who have 
sex with men in the country, said: 
“These outrageous and outdated 
views have no place in modern 
Zambia. Men who have sex with men 
are no threat to women, babies or 
anyone else. They are human, just like 
the protesters themselves, and it is 
disgusting that a group should call for 
them to be put to death.”

You would then put a quote from the 
Fictitious Religious Group towards the 
bottom of the article – but present it in 
a way that shows that their views on 
men who have sex with men are just 
their opinion and not facts.
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Radio is a primary source of news for 
many rural communities in Africa
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Headlines

People often read the headline of a 
story and nothing else. After all the 
effort you put into writing your story, it is 
worth the extra effort to think carefully 
about your headline if you want the 
reader to stop and read your story.

You should wait until you finish your 
story before refining the headline as that 
is when you will know what is the most 
important and interesting part of the story.

The dos and don’ts of headline writing:

• Use the present tense. 

• Keep it short and simple.

• Provide enough information to 
interest the reader.

• Use the active voice: good verbs 
move the headline along. 

• ‘To be’ verbs, such as is,are, was 
and were should be omitted.

• Keep it conversational; headlines 
should use common words.

• Don’t use the articles a, an 
and the. They waste space 
unnecessarily.

• Only the first word is capitalised, 
except proper nouns which are 
always capitalised.

• Don’t use people’s names in the 
headline, unless the person is 
widely known or the publication 
is local. 

Do: 

“President praises young as ‘actors of 
change’ in fight against HIV”

Don’t:

“The president has praised young 
people as ‘actors of change’ in the 
fight against HIV/AIDS”

Do:

“International aid cuts prompt fears of 
more HIV in Vietnam”

Don’t:

“Cuts to international aid funding are 
prompting people to fear there will be 
more HIV in Vietnam”
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Top tip: 
Look through your story for themes,  
key words and interesting phrases  
from quotes when brainstorming 
ideas for your headline.

A youth club leader in Addis Ababa joins in 
a group debate on sexual and reproductive 
health issues
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Editing and proofreading

When you have finished writing 
your story, it is important to edit and 
proofread it before submitting it to an 
editor. You should focus on improving 
three elements of the story: 

1. Grammar, spelling and 
punctuation

• Spell check everything, but 
re-read your story closely as 
spell check doesn’t catch 
misused words (eg your/you’re). 
Sometimes it helps to read your 
story aloud.

• Keep a dictionary close by or 
visit an online dictionary for help.

• For punctuation, take a close 
look at your story when it’s done 
to see if you’ve missed any 
full stops, question marks or 
quotation marks.

2. Word choice   

• Be descriptive: show, don’t tell.

• Fit more information into a 
sentence without adding more 
words. Instead of ‘The man ran 
down the street,’ say ‘The doctor 
sprinted down Main Street.’

• Avoid jargon. An emergency fire 
vehicle is a fire truck. Medical 
professionals are doctors and 
nurses. If you can’t completely 
avoid jargon, explain what it is.

3. Clarity and brevity

• Keep sentences short. Include 
one idea per sentence, 
especially in the lead.

• Use a simple verb. Instead of, 
‘Jane has delivered the pizza,’ 
use ‘Jane delivered the pizza.’

Peer editing

Key Correspondents are encouraged 
to share stories with each other 
for feedback and editing before 
submitting to the editor. Providing 
feedback on other people’s articles 
helps you develop your editing and 
writing skills. Everyone benefits from 
peer editing.
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Top tips:
George Orwell’s advice to writers 
from Politics of the English 
Language, written in 1946, is still  
as useful today: 

• Never use a metaphor, simile, or 
other figure of speech which you 
are used to seeing in print.

• Never use a long word where a 
short one will do.  

• If it is possible to cut a word out, 
always cut it out.

• Never use the passive where you 
can use the active.

• Never use a foreign phrase, a 
scientific word, or a jargon word 
if you can think of an everyday 
English equivalent.

• Break any of these rules sooner 
than say anything outright 
barbarous. 

Left: In Lusaka, Miriam Shamabobo runs a 
busy corner shop, a back room of which is 
the meeting room for the Zambian Network 
of People Living with HIV (2007)

Below: Anuar works on a plantation which 
employs people who use drugs, Malaysia
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Acronyms and jargon busting

Always avoid unnecessary acronyms and jargon words or phrases. Use simple 
language and be specific about what you mean. Writing should be accessible to 
non-specialist readers, especially those whose first language is not English.

Jargon:

Capacity building

Community mobilisation

Positive behavioural change

Effective intervention

System strengthening (eg. health system strengthening, community 
system strengthening)

Key populations

Framework (eg. investment framework)

Community service delivery systems

Sensitise people (use: raise awareness/educate/inform)

Intervention (use: work/project, etc)

These are just some examples of jargon, but there are many more. The problem 
with such language is that it is not specific enough. To people who work in 
other fields, these phrases mean nothing – or, worse, they mean something 
completely different. It is better to explain details instead of using these terms as 
shorthand. Remember: use plain English!

Because these phrases mean nothing, it’s hard to come up with alternatives unless 
there is a story that helps put them into context. For example, ‘positive behavioural 
change’ might actually mean ‘encouraging people to use condoms’ or ‘encouraging 
people to be faithful’ – so be specific. Similarly, with ‘key populations’ it’s important 
to be exact about who you mean; if you are talking about sex workers, men who 
have sex with men, etc. then use those phrases instead. 

Acronyms:

• ARVs are antiretroviral drugs or medication to treat HIV

• CD4s and T-cells are white blood cells that fight viral infection 

• LGBT refers to lesbian, gay, bisexual and transgender people

• SRHR is sexual and reproductive health and rights

• STIs are sexually transmitted infections

Again, there are many more acronyms and, as a general rule, HIV and AIDS are the 
only acronyms that are acceptable to use. All other acronyms will only be known to 
people who work in the sector, and sometimes even they don’t know them all. As a 
journalist, your goal is not to show off your own in-depth knowledge of a subject; rather, 
it is to ensure every single reader can understand exactly what your story is about.

Another reason to avoid acronyms is that they dehumanise people. Always say ‘a 
person with a disability’ rather than PWD, or ‘men who have sex with men’ instead 
of MSM. 

Note: when acronyms are written out in full, they do not require capital letters. 
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Exercise two

“Accessibility to ARVs can 
mean longer and healthier lives 
for people with HIV, particularly 
if they are able to get routine 
testing on their CD4 levels. 
Community mobilisation aimed 
at sensitising LGBTs about the 
transmission of HIV and other 
related SRHR measures has 
meant the decline in new cases. 
However, transmission of HIV 
and other STIs is still on the rise 
in heterosexual communities.” 

Read the above paragraph and 
think about how many people would 
actually be able to understand it. 
Rewrite it in plain language. 

 

 

 

 

 

 

Check list

• Does your first paragraph (lead 
sentence) contain answers to 
most of the big six questions?

• Can the reader understand the 
crux of the story by reading the 
first paragraph?

• Is your headline in the active 
voice?

• Are you quoting your sources 
accurately?

• Have you done enough 
research and included relevant 
links in your story?

• Are you sure your readers will 
understand all the terminology 
you’ve used? Have you avoided 
using acronyms and jargon?

• Have you edited and proofread 
your story and shared it with a 
peer for feedback? 

Suharizal is an outreach worker with 
people who use drugs, he is also a 
former drug user, Malaysia
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Interview sources 
Interviews are at the heart of good 
reporting, and their importance 
cannot be overestimated. Whether 
interviewing face-to-face, over the 
phone, or via email this chapter will 
help you get the information you 
need from your interviewee.

Interviews allow journalists to gain access 
to unique information that has not been 
published, and it is certainly not enough to 
rely on reports, press releases and other 
published documents for research. Your 
approach is likely to vary for different types 
of subjects or sources. Often people 
who don’t usually have an opportunity 
to publicly voice their opinions are 
more interesting subjects for interviews. 
However, don’t stick to one source. The 
more sources you speak to, the better 
your piece will be. Remember, you don’t 
have to quote everyone you interview 
and sometimes interviews are useful for 
your general knowledge and research.

Sources can broadly be divided into 
four categories:

• Well-known personalities

• Citizens not usually in the news

• Experts or people with strong 
experience in a particular field

• People speaking on behalf of an 
organisation or firm

Who to interview

Consider approaching people such as:

• health or development workers 
with practical experience

• regular citizens who readers can 
relate to and who often offer a 
unique angle to your story

• model citizens and leaders, 
such as popular sports figures, 
other celebrities and successful 
professionals, respected 
political leaders, and influential 
members of the community

• individuals from population 
groups rarely covered by the 
media, but whose special 
circumstances may make 
them interesting, such as 
adolescents, migrant workers  
or female refugees. 

Journalists should be wary of 
perpetuating stereotypes in news 
stories, and try to break out of the 
usual suspects trap when searching 
for people who can provide the human 
interest angle of a story. 
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At the end of this module you will understand:
• How to identify sources

• How to prepare for an interview

• How to conduct an interview

• How to close an interview

Module 3: 

The art of the interview

Zahari receives clean needles from an exchange 
programme in Terengganu, Malaysia
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Interview preparation

Making Contact

Approaching a potential interview subject isn’t tricky, you just need to be 
prepared to explain the piece you are writing and where the article will appear, 
then ask if they would be willing to be interviewed. You may do this over the 
phone or via email. Or you might be at an event or a conference and be able 
to just seize the moment. Always treat your potential interview subject with 
utmost respect – you may need to interview them again in the future. Arrange 
to meet at a time and venue convenient for both of you. Try to choose 
somewhere that is quiet and comfortable and provides some privacy if talking 
about a personal and sensitive subject.

Research

It’s always a good idea to do some background research on your source,  
and have a foundation to build from. Preparing a list of questions that 
you want to make sure you have answered by the end of the interview is 
invaluable. However, use the list as a guide for a conversation, rather than  
a questionnaire. 

Journalists almost never give their list of questions to the source before 
the interview, but use your discretion – if you want the source for your 
story badly enough, you may provide your source the questions before 
hand. In that case, be prepared for the source to dictate what you can 
and can’t ask before you even begin. You never know if they’ll answer the 
question if you don’t ask it!

Materials

It will be helpful to have on hand:

• Notebook

• Pens that work (include a spare or two)

• Your Key Correspondents ID card

• An audio recorder (you must ask the interviewee before using any  
recording device)

• Camera and consent form (in case the source agrees to a photograph)

• Extra batteries for the camera and recorder

• Any necessary relevant documentation, such as a map to discuss 
locations or a recent organisation report
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A member of the Ray Drop In Centre  
Post-Test Club in Rongai, Kenya
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Conducting the Interview
Interviews can be daunting, especially if you are not familiar with your subject. 
Be calm. Remember you are only talking to another human being and that may 
take some of your anxiety away. Be tactful and polite. Make sure that you know 
a little bit about the issue before you walk into the interview and be sure to 
remember a copy of your prepared questions.

Introduction

• Let your source know who you are and whom you represent. Quickly 
summarise the subjects you wish to discuss.

• Ask for your source’s name and check the spelling. Also get details  
such as family situation, job title and organisation. It’s easiest to ask for  
a business card.  

• If you want to use an audio recorder, ask first. Set your recorder as 
close to the subject as possible after the interviewee has given his or 
her permission, but draw as little attention as possible to it so that the 
interviewee is not intimidated by the fact that he or she is being recorded.

• During the interview, write down powerful quotes and information. 
Sometimes the recording fails so don’t entirely rely on technology. Get the 
quote down by hand. If you are recording the interview, also record the time 
of the good quote so it is easy to find later and to cross check for accuracy.

Manners

• Be pleasant and polite: follow the usual conventions. If you are not sure 
what the conventions are for the nationality or ethnicity of your source, 
find out before the interview.

• Don’t be overly familiar: it is usually better to be more, rather than less, 
formal. Take your cues from your source.

Establishing rapport

• Put your subject at ease: be confident and don’t rush to your main point.

• Show interest: listen to the answers and respond accordingly. If you’re 
paying attention, then the interview will be more like a conversation.

• Respond to the interviewee’s mood: smile at jokes and be sympathetic to 
upsetting information.

• Maintain eye contact: take brief notes, even when using a recorder, but 
make sure the interviewee can see your face rather than the top of your 
head. Eye contact builds trust.

• If interviewing across a desk, try to keep your notepad below desk level, 
but let your source know that you have to take notes.
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Two beneficiaries of the Oasis’ antiretroviral 
treatment programme, who were married the 
day after this photo was taken, Burkina Faso
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Establish the facts

• Be prepared to ask lots of questions: if you don’t know something, 
pursue it. No question is dumb.

• Ask open questions: try to avoid questions where the source can answer 
yes or no. If you have to ask a yes or no question, follow it up with “why” 
or something that can go further into the answer.

• Keep your questions brief: generally, short questions starting with who, 
what, why, when, where and how are best.

• Learn to listen: don’t interrupt with further questions until the person has 
finished speaking. Also, sometimes leaving silent space at the end of an 
answer yields more interesting information.

• What does the reader want to know? Keep your audience in mind  
when interviewing.

• You can challenge your source if you don’t agree, but do it in a way that is 
respectful and forces your source to defend his or her position. You could 
get a surprising answer.

• Leave difficult or contentious questions to the end: begin slowly to build trust.

• Ask for sources of facts and figures: your source may have access to 
facts and figures that you don’t have. Don’t be afraid to ask where the 
facts and figures come from, particularly if you want to cite them in your 
article. Ultimately you will be responsible for their integrity.

• Ask only one or two questions at a time.

• Consider whether photographs would be appropriate: if so, ask your 
source for a photograph and get them to sign a model release form.

• Once the source has answered your questions, finish by asking if he or 
she would like to add something.

• At the end double check spellings and names.
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Outreach on HIV prevention in  
Addis Ababa, Ethiopia©
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On and off the record

There are a few basic rules about 
using information provided by a 
source. Set these out at the beginning 
of an interview if the material is 
sensitive.

• ‘On the record’ means that the 
source’s name can be used, 
and that the information can 
be quoted. Ideally, everything 
remains on the record.

• ‘On background’ or ‘for 
background’ means that the 
source of the information 
remains anonymous. It may 
be possible to give a vague 
description of the source (such 
as “a community outreach 
worker”), but this is not license 
to hint at the identity of the 
source.

• ‘Deep background’ means 
that the journalist can use the 
information, but only without 
any reference to the source. 
Without being able to attribute 
the information, you must be 
very careful about how it is 
used.

• ‘Off the record’ means that no 
information from the interview 
can be reported. However, you 
may be able to find the same 
information elsewhere, and you 
may be able to find someone 
who will speak on the record.

Difficult situations

Some people may insist that 
everything they say must be off the 
record, therefore, you cannot use any 
information; not even as background.

This rarely happens outside of 
investigative reporting. However, if you 
encounter a source who wants to speak 
off the record, treat that with respect. 
Push as far as you see fit, but respect 
your source. Ask your source if they can 
direct you to another source who will 
speak on the record. 

As a last resort, ask if the information 
may be used without attributing it to 
that particular source. But be careful 
about promising to keep any information 
secret. If you hear the same thing from 
somebody willing to go on the record, 
then you may publish it.

Honour your source’s wishes. If 
somebody does not want to be named, 
then you are legally required not to name 
him or her. This is a particularly important 
issue when dealing with people with HIV, 
who may suffer serious consequences 
from having their status made public.

For the purposes of safeguarding 
somebody’s anonymity, you may invent a 
fictitious name and quote directly from an 
interview provided the person’s identity 
is not implied. This should be agreed in 
advance, and the use of a fictitious name 
made clear to the readers (since you 
may have inadvertently chosen a name 
belonging to somebody else).
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Closing the interview
• Double check that you have their contact details: you may need to check 

something when writing the story.

• Tell them what will happen next: mention when and where you think the 
story will be published.

• Thank the source for his or her time: this is common courtesy and you 
may wish to interview them again.

• Provide your contact details: the source may wish to contact you to add 
something or check on the article.

Independence

As with most press agencies, the Key Correspondents network is independent. 
This means that you can print your articles within the boundaries of ethical and 
legal reporting.

Although highly unlikely, if a source asks to see your story before you publish 
it, then politely but firmly resist. Say this is not usual practice, and the deadline 
does not allow time. You may also explain that your main responsibility is to your 
audience, and you cannot be a spokesperson for the source. However, you 
will strive to be fair and honest. Never agree to hand over a hard copy before 
publication. This is usually seen as an offer to change it, which you may then  
feel obliged to do.

Lipi, 19, is a DJ with Radio Bikrampur in 
Munshiganj, Bangladesh, and hosts a 
weekly radio show focusing on sexual and 
reproductive health issues
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Ethics of Interviewing
For some articles, you may need to 
interview a person living with HIV. 
Although the details will depend on the 
person involved, there is often a need 
to be particularly sensitive to his or her 
needs and perspectives.

If you are unsure about interviewing 
people with HIV, you can prepare 
questions in advance and  
ask someone with more experience  
for advice.

The identity of the person being 
interviewed may well be irrelevant to the 
story, in which case you can inform the 
person of this at the outset.

If the person clearly states that you can 
use his or her name, then there is no 
need to hide their identity. Always make 
interviewees aware of the possible 
consequences of revealing their 
identities. People with HIV commonly 
face stigma and discrimination after 
revealing their status.

An HIV service organisation may act 
as a safe intermediary for potential 
interviewees who are afraid of speaking 
with journalists. The intermediary’s 
role is to ensure that the interviewee is 
treated sensitively and can shield the 
interviewee from unfair questioning.

Interviewing Children

Children and adolescents are a 
commonly untapped source for 
information and perspectives. Here are 
a few tips for when your sources are 
children and adolescents:

• Get permission from the parent 
or guardian before approaching 
a child or adolescent.

• Always interview a minor in the 
presence of a parent, guardian 
or responsible adult.

• If taking a photo, thoroughly 
explain first how it will be used 
and if they consent ask them to 
sign a model release form.

• Take time – children and 
adolescents may take time to 
warm up to you. Be gentle.

• Keep the child’s best interest 
in mind. Children’s voices 
are a valuable contribution to 
the discourse; however, they 
are often the most vulnerable 
group.
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Above left: Anu (centre), a transwoman 
worker for the Malaysian AIDS Council, talks 
to transfemale sex workers 

Above: Sopheak and Sokhom have  
faced stigma for being in a same sex 
relationship, Cambodia

©
 In

te
rn

at
io

na
l H

IV
/A

ID
S

 A
lli

an
ce

©
 E

ug
en

ie
 D

ol
b

er
g/

A
lli

an
ce



Exercise

Conduct a mock interview:

1. Get a colleague or a friend to 
agree to be interviewed.  

2. Do some research on a topic 
that they know something about 
and create a list of questions.

3. Using the guidelines in this 
chapter, conduct an interview.

4. After the interview get your 
interviewee to provide you  
with feedback using the  
following checklist.

Interview checklist:

Did the interviewer do the following? 

• Clearly identified self and 
publication/organisation

• Asked permission to record

• Spoke politely and built a good 
rapport with the source

• Kept the questions brief

• Maintained eye contact

• Had questions ready

• Asked “open” questions – not 
“yes” or “no” questions

• Followed the flow of the  
interview by asking questions not 
on their list

• Listened to answers without 
interrupting

• Left silent spaces for the 
interviewee to fill with answers

• Asked for details, and had 
follow-up questions

• Asked permission to take photos

• Thanked interviewee for their 
time and answers
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Interviewing young children requires great 
sensitivity and should be carried out in the 
presence of an informed adult©
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Consent form

I consent for Key Correspondents to use case studies/photos/film/audio of me 
taken on:

(date) ………………………...      at (place)…………………………………

for media, advocacy, educational purposes, through all media including printed 
documents and websites. (This consent will apply throughout the world.)

Key Correspondents will use the images in a sensitive way in accordance  
with its charitable objectives.

Name ………………………………..………………………………..…………...........

Signature ……………………………......................................................................

Date……………………………………....................................................................

Address…………………………………………………………………………............

……………………………………………………………………………………..........

Taken by (name) ……………………………….. (Position) …………………………..

on behalf of Key Correspondents

Further information / restrictions:

……………………………………………………………………………………..........

……………………………………………………………………………………..........

……………………………………………………………………………………..........
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At the end of this module you will understand:
• How to follow ethical guidelines in your reporting

• How to avoid charges of plagiarism and defamation

• The difference between copyright and creative commons

Module 4: 

Journalism and ethics

Respect for your sources, your subjects and yourself

As seen in the chapter on writing for change, the written word can be 
powerful. So it is important to respect your sources – the people you 
interview, the reports and other documents – that inform your writing. Also, 
to remember that you can be legally held to account for the words you 
write so you need to understand plagiarism and defamation, and how to  
avoid both. 

And it’s not just about avoiding legal difficulties. The best way to undermine both 
your credibility and the goals connected to what you are writing about is to ignore 
ethical conduct in your reporting. If you are writing to promote change and are 
challenging widely held values and people in power, your writing will be held up 
to even greater scrutiny. This chapter outlines the standards required of citizen 
journalists and representatives of the Key Correspondents network.

Work must be original

Any work you submit in your name must be wholly your own work. This doesn’t 
mean you can’t include information within your story which comes from other 
people, however, you must clearly attribute such information to its original 
source to avoid plagiarism.

Plagiarism is copying another person’s work (whether in part or whole) and 
representing it as your own. It can also include thoughts, ideas or expressions. 
Often the rules and definitions of plagiarism are unclear, so the best way to avoid it 
is to attribute direct quotes by using quotation marks and make sure you cite your 
sources, preferably including a web link, when referring to reports. 

You are not required to cite source material if it is considered factual information 
that is common knowledge, unless you are using the exact words of the source, 
then you must use quotes and cite the source.

Flore is one of the residents at Chagata 
Children’s Home in Abidjan, for children 
living with or affected by HIV, Cote d’Ivoire
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Work must be accurate

Submitting work that you know to 
be untrue, inaccurate or misleading 
seriously undermines your reputation 
and the reputation of the Key 
Correspondents network and must 
be avoided at all costs. Unknowingly 
submitting work that contains 
inaccurate or misleading information 
is not an acceptable excuse and it 
is a sign that sources have not been 
checked correctly.

Sources must be fully  
informed and consenting

Everyone is entitled to respect for his 
or her private and family life. Before 
interviewing or photographing a 
subject they must be fully informed 
how their words and images may be 
used and have given their consent. It is 
unacceptable to conduct an interview 
or photograph individuals in private 
places without their informed consent. 

You must not engage in intimidation, 
harassment or persistent pursuit in 
order to get a story.

In cases involving personal grief or 
shock, enquiries and approaches must 
be made with sympathy and discretion 
and your work handled sensitively.

You have a moral obligation to 
protect sources of information that 
request to have their identities kept 
confidential. This can easily be done 
by using pseudonyms and ensuring no 
identifying features are included in the 
story or photo. It is unacceptable to put 
your source at risk by identifying them.

It is particularly important when 
reporting on issues such as sexual 
assault or gender issues that you 
do not identify the individual without 
informed consent. Informed consent 
means checking the person fully 
understands how and where their 
words or image may be used.

A child under 16 must not be 
interviewed or photographed on issues 
involving their own or another child’s 
welfare unless a custodial parent or 
similarly responsible adult is present.

You must not, even if legally free to do 
so, identify children under 16 who are 
victims or witnesses in cases involving 
sex offences. Care must be taken 
that nothing in your report implies the 
relationship between the accused 
abuser and the child. 

If you are ever unsure as to how to 
work to these standards or need 
advice on ethical conduct contact 
the editor and coordinator of the Key 
Correspondents network.
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Above left: In South Sudan, Betty Scholar 
(with her niece) struggles to find any other 
job than sex work

Above: In Senegal, sex workers arrive for the 
morning clinic at the maternité polyclinique 
de Rufisque (2007)
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Work must not be defamatory

Defamation is a false statement that damages the reputation of an individual, business, 
product, group, government, religion or nation. There are two types of defamation: 
libel and slander. Libel is defamation that is written and slander is spoken. 

You can avoid being prosecuted for defamation by always getting your facts 
right. Make sure the claims you make can be proven and don’t repeat hearsay, 
especially in print. Also avoid exaggeration and innuendo. 

If a source you have spoken to makes a statement that is potentially damaging 
to a reputation, but their quote is central to your story it is important to clearly 
attribute this as an opinion. You should also provide further evidence to the 
validity of this claim, if appropriate, and include the opposing view to balance 
this statement out.

Exercise one

Consider the following paragraphs. Where do you think the author might run  
into trouble?

Last year saw a huge increase in the amount of Global Fund money 
coming into our country to ensure that drugs are available to treat HIV. 
Unfortunately this has not resulted in increased access to medicines, but 
rather several government officials who have started building mansions 
and sending their children to expensive universities overseas.  

There have even been instances where clinics were bought with Global Fund 
money and then subsequently closed down and the properties rented out to 
other businesses. Money hungry individuals have taken advantage of both the 
compassionate funds provided and poor patients that need health services.

1. Would an author be vulnerable to being accused of libel by the way this 
story is written?

2. What evidence would you need and how would you write the story to 
avoid being prosecuted for defamation? 
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In Chipata, Zambia, students at Hillside 
Basic School attend one of their regular 
classes in sexuality and health©
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Work should follow a code of ethics

Morality is broadly defined as a set of rules by which a society agrees to live. 
Moral statements are unequivocal, and ‘to kill is wrong’, or ‘to steal is wrong’, or 
‘to do good for other people is right’, are all examples of moral statements.

Ethics is a related but different notion – here, rules of morality are applied in 
practice. Ethical questions are often based on whether or not a moral rule can 
be challenged. Debates around euthanasia are a prime example. The ethical 
question here is: ‘to kill is wrong, but in this case, might it be the preferable 
option, given that the person is in a coma, and will never wake up?’. Responses 
will likely be in two camps – those who believe moral principles should never 
be broken, and those who believe that if the end justifies the means then in this 
case euthanasia is the best option.

Journalists must consider the ethics they stand by when crafting their story. 
Here are some ethical questions for you to consider:

• Is it okay to investigate the private life of a public person and reveal 
something personal without their consent? Why or why not?

• Do citizen journalists have to adhere to a code of ethics? As you aren’t 
being paid for your reporting, does it have to be ethical?

As citizen journalism is an emerging field, there are no set ethical guidelines as in 
formal journalism.

However, one of the worst things for a reporter – professional or citizen journalist 
– is to have their credibility undermined. It pays to follow a code of ethics.

Citizen journalists may not be paid, but they still have an obligation to their 
communities and wider society to be ethical in their reporting and raising the 
voices of people who don’t always have an opportunity to be heard. 

Understanding copyright and creative commons

Copyright is a way to protect ‘original works of authorship’ of published and 
unpublished work. It allows control over the ability to reproduce, modify, 
distribute, display or perform the work. Copyright locks down a work and makes 
it illegal to modify or use without permission. There is no ‘international copyright’ 
but most countries will respect and protect copyrighted work. 

In the age of the internet, many people have found copyright to be limiting and 
an alternative licensing scheme was created, called ‘creative commons’. It 
provides an author greater flexibility in granting permissions and allowing greater 
freedom for non-commercial use. However, it’s important to remember that 
there are different creative commons licenses and you should visit their website 
(creativecommons.org) if you want to create one for your work.  

If you are interested in modifying or using another author’s work within your 
own, it’s important to check how it’s licensed. If it’s copyrighted, the terms will 
be quite strict and you will need to get direct permission from the author. If it’s 
creative commons, you should check the terms of the license on the creative  
commons website.
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Sulong works on a plantation which employs 
people who use drugs, Malaysia
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Ethical check list

• Tell the truth and don’t make 
things up or guess if you’re  
not sure 

• Get the names of your sources 
correct (spelling and title)

• Make sure you have informed 
consent from your sources

• Respect anyone’s wish for 
confidentiality

• Get facts and statistics right 
and provide web links

• Distinguish between opinion  
and fact

• Don’t plagiarise – always 
attribute copy and ideas that 
are not yours 

• Be aware of the potential 
damage of your story

• Use facts to back up the 
argument, especially when it  
is critical

Exercise two

1. What is plagiarism?

2. What is the impact of plagiarising 
someone else’s work?

3. Is it ever okay to take someone 
else’s words and use them in 
your writing?

4. When do you need to cite 
sources?

5. How do you cite sources?

6. What are the issues around 
accuracy?

7. What is informed consent?

8. How would you proceed if a 
key source for your story was a 
16 year old, illiterate sex worker 
and she seemed nervous about 
talking to a reporter?

9. What is defamation?

10. What would you do if you 
were worried something may 
be defamatory but it’s proving 
difficult to check your facts and 
your editor is pressing you to 
meet a deadline?
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In Zambia, students walk home from 
Chiwoko school following a day of lessons, 
one of which was sexuality and health
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How citizen journalists can help drive the  
news agenda
Blogs can take many different shapes and forms, but they are websites 
where an individual can write stories and share information, opinions and 
ideas. Whereas news reporting requires a journalist to conform to standard 
approaches when writing stories, blogging allows creative freedom and, 
most importantly, is about being an individual and having an opinion. 

Since blogging emerged in the 1990s, it has revolutionised mainstream media. 
Along with other forms of digital media, blogging has broken down barriers 
between content producers and consumers. News is no longer controlled by 
professional media organisations; readers and ordinary citizens now have the 
option to interact, comment and even produce their own stories. 

As long as you have access to the internet, self-publishing is now completely 
affordable and has democratized the process of who controls the news agenda. 
Citizens now have a platform and the potential to reach a global audience with 
the things they want to talk about.

In particular, blogs can play an important role in advocacy. They can be a place 
to gather information and evidence and have even been used in courts of law 
and debates in parliaments. We’ve already discussed one example of this in the 
advocacy module with Noha Atef’s blog Torture in Egypt. Another blog, I Paid a 
Bribe, compiles and collects citizens’ experiences with corruption in India.

The most successful blogs are focused on topics or themes. The better you 
define what you will cover in your blog, the easier it will be to write and to gain 
readers. Think carefully about why you want to blog and the types of stories that 
will help you achieve your objective.   

Every time you write a blog post, you should know (1) why you are writing it, and 
(2) what impact you hope it will have on your readers. 

And, like any worthwhile endeavor, blogging demands discipline. It can be 
helpful to set up a routine and decide how often you will blog. 
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This module will help you understand:
• What a blog is and how blogging has changed the  

media landscape

• How blogging can drive global conversations and social change

• Different ways of telling stories and developing your voice

• How to write for the internet 

• How to build your audience

Module 5: 

Blogging

News stories:

Formal and factual style of writing

Written in the third person  
(he, she, it, they)

Follow the inverted pyramid format

Have a strong news hook/angle

Never contain the opinion of the 
reporter

Any opinions come from quoted 
sources

Blog posts:

Written in the first person (I, we)

Contain the blogger’s opinion as 
well as facts

The writing style reflects the 
blogger’s individual voice, bringing 
colour and personality to stories

No set structure or format

Less time-critical and reliant on 
news hooks



Once you’ve settled on why and 
how often you will blog, it’s time to 
get creative. Start generating ideas 
for stories and thinking about what 
approach to the topic will really 
connect it to your audience. The 
possibilities are nearly endless, but 
here are some standard approaches 
to consider.  

• To create a strong emotional 
response, you might tell a 
story about a deeply personal 
experience, giving details of how it 
impacted you and made you feel.

• To influence your audience’s 
point of view on a particular 
subject, you might write a piece 
that strongly expresses your 
opinion, based on knowledge 
you’ve gained and evidence 
that you can refer to. 

• To educate your readers about 
the impact of an issue and 
the need to address it, you 
might think about an in-depth 
feature. This could incorporate 
your analysis and viewpoints 
from different individuals and 
community leaders along with 
fact-based data that highlights 
a potential solution to the issue.  

Writing personal stories
In writing for change, connecting to a 
personal story can be a powerful way to 
understand the plights that individuals 
face. You may be blogging from your 
own experience or you may be telling the 
story of someone you’ve interviewed. But 
remember to consider the following:

• What is your role in the 
community? Who are you to the 
readers and how will they see you?

• Why does this story matter  
right now?

• Are there privacy or security 
risks? Should the individual be 
anonymous?

• Does the story have different 
relevance for different readers 
– such as members of the 
community or policymakers?

• Will it help build trust with your 
community or will it alienate you?

Tips for making a personal story powerful:

• Make a confession – write 
something about yourself that 
the reader won’t know

• Talk openly about your experiences 
and how they made you feel

• Leave room for interpretation 
– you don’t have to explain 
everything
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Above left: Youth group member Samson, 17, 
takes part in an Ethiopian coffee ceremony

Above: Sex workers at a brothel in Cambodia 
discuss sexual health issues
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Oksana’s story: inspiring people with HIV
At my eighteenth birthday party, I witnessed my fiancé being stabbed to death 
by a group of guys over an argument about his scooter.

I was deeply traumatised and depressed for months. Eventually my neighbour 
offered me heroin – he said I could take it and just forget about my problems for 
one day. But it didn’t work like that and I became addicted. 

A few years later, I met a guy at a party and we started dating. He had money 
and I would steal from him to buy drugs. When he found out, he tried to get me 
help. Sometime later, he proposed, and we got married. But I was still addicted  
to drugs.

Falling for my dealer

In 2006, when I was 30, I fell in love with my drug dealer and I left my husband. 
Then, eight months later, I was arrested for possession of drugs. While I was 
being held in prison waiting for trial, I found out I was HIV positive.

After six months, my husband found me in prison and I told him about the HIV. 
He forgave me and arranged to get me out of prison. Even though he doesn’t 
have HIV, he took me back. He encouraged me to go to the AIDS centre and 
also helped me get support to quit drugs. We’ve been married now for 13 years, 
and I’ve been clean now for two and a half years.

I knew nothing about HIV when I was diagnosed. I cried all the time and I was 
sure I would die soon. But a few years ago I met Rosa, who co-ordinates the 
Kazakh Red Crescent’s TB and HIV programme in Almaty. She has been living 
with HIV for 15 years. I’d really been thinking my days were numbered, but she 
assured me I could live with this disease.
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Oksana co-ordinates the Kazakh Red 
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Red Crescent support

I attended all the Red Crescent 
campaigns and seminars and started 
to feel more confident. I did so much 
training that I became a trainer myself 
and, about a year ago, I was offered 
a job as a social worker on the TB 
and HIV programme. Because I’m HIV 
positive, people can talk to me and 
there’s more trust.

The people I meet have many 
problems. Maybe they are a drug user 
or an ex-prisoner and they can’t find a 
job, or maybe they are a single mother 
struggling to feed their children. I 
explain about the support we can offer 
– especially as we have a lawyer and 
psychologist on our team.

Our support groups show people that 
they are not alone and there are ways 
to cope and carry on living a normal life.

This is the first job I’ve ever had. 
Before, I was supported by my family 
and then my husband. Now I earn 
money and I’ve even taken a holiday 
to Turkey, which was my life’s dream.  
I love working, especially when people 
come and thank me and tell me they 
have been inspired. It feels wonderful.
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Exercise one

Analyse the effectiveness of Oksana’s 
story:

• What do you think about the 
opening line in this story?

• How would you describe the 
structure of the story?

• How did the story make you feel?

• What do you think of the use of 
language?

• Who do you think was the 
intended audience?

• What do you think was the 
objective of this story?

• Is anything missing from  
the story?

• What would you change about 
the story?

Exercise two

Write your own personal story.

1. Think of an experience you 
have had that is hard to forget. 
Did your attitude or perception 
change at all after the 
experience? 

2. Write a one-paragraph 
introduction that will make the 
reader eager to know more.

3. Now do a speed writing 
exercise. Write as much as you 
can about the experience in  
10 minutes. 

4. After you’ve written it all down, 
read it and decide what’s missing 
or what you could leave out.
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Above left: Women and children wait for 
counselling before having an HIV test 
through the Family Planning Association of 
Malawi’s outreach work

Above: Aida Sow is a teacher at Jamra 
primary school for children whose lives  
are affected by HIV, drugs or poverty,  
Dakar, Senegal
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Writing opinion pieces
When you feel passionate about a 
subject and have a clearly defined point 
of view, particularly on something that 
is topical and/or controversial, it’s worth 
considering writing an opinion piece.

Make sure you include:

• A lead that grabs readers’ 
attention by posing a question 
or making a tight argument

• A clearly defined statement of 
your opinion

• Evidence to back it up

• A rebuttal to existing counter-
opinions

• A conclusion that makes a 
strong final recommendation.

Exercise three

Visit the Key Correspondents 
website and in the search box type: 
A major paradigm shift is needed in 
the politics of HIV. Read this story, 
which was written by Elena Obieta, a 
correspondent from Argentina.

Analyse the effectiveness of the opinion 
piece and answer the following questions:

• What is the author’s opinion?

• Who do you think was the 
intended audience?

• How did the piece aim to 
impact its audience?

• What evidence is provided to 
back up the author’s point of 
view?

• How strong is the case that is 
presented?

• Is there anything missing from 
the piece?

Exercise four

Write your own opinion piece. If you 
choose to write it on an HIV-related 
topic, you can submit it to the Key 
Correspondents editor for publishing.

1. Think of a controversial 
statement that will divide or 
polarise your readership.

2. What opinion do you have? 
Are you for or against the 
statement?

3. List the evidence you have to 
back your own opinion, and do 
any further research needed.

4. Write a lead paragraph that will 
grab your readers’ attention.

5. Spend at least 30 minutes 
writing the rest of the post.

6. Spend 20 minutes editing  
the post.
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Writing a feature story

Features are an opportunity to explore 
a topic in depth, taking a more 
objective viewpoint than in an opinion 
piece. A feature should ideally include:

• snippets of personal stories, 
including quotes

• facts, figures and analysis of  
the subject

• expert viewpoints, including 
quotes

• links between local and global 
impacts of the issue

• links between the issue and policy

• different sides of an argument.

Exercise five

Visit the Key Correspondents website 
and read: Lack of HIV test kits in 
Uganda put unborn babies at risk, 
written by James Kityo from Uganda.

Analyse the effectiveness of this piece 
and answer the following questions:

• What problem does the post 
raise?

• Who is affected by this 
problem?

• Are the individuals quoted in 
this piece credible?

• What evidence is provided?

• How strong is the case that is 
presented?

• Is there anything missing from 
the piece?

Exercise six

Write a feature piece:

1. Make a list of current issues 
taking place in your community. 
Which of these issues do you 
know the most about?

2. Choose a topic and make 
a list of the kinds of people 
impacted and the individuals 
or organisations that are 
responsible.  

3. Think about your readers and 
determine what evidence and 
people will have the most 
influence on your readers’ 
perspective.

4. Carry out your interviews and 
further research.

5. Write a feature (maximum 800 
words). 

6. Pay particular attention to your 
headline and lead.

Creative ways to blog

There are so many different 
approaches you can take to writing 
a blog. Here are a few ideas to spark 
your creativity:

• Photo galleries

• One strong picture and caption

• Five things you need to know 
about...(HIV/using drugs/same 
sex relationships, etc)

• How to... (tell your family you 
have HIV/are gay/are a sex 
worker, etc)

• Ten top tips on... (using drugs 
safely/protecting yourself from 
HIV, etc)

• Why you should care about... 
(HIV/women’s rights, etc)
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Taking regular antiretroviral medication 
alongside a nutritious diet helps people 
living with HIV stay healthy
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Writing for the web

Length: The main thing to remember 
is that people tend to browse the web 
and quickly scan articles, particularly if 
they are long. Therefore, a general rule 
is the shorter the better. Blog posts 
can even be as short as a photo and 
a sentence. It’s important to vary your 
article depending on the subject matter. 
A good guide is 350-500 words. 
Generally avoid going over 800 words. 
If you want to write about something 
in much more depth, it’s worth 
considering writing a series of posts. 

Writing headlines: This is an art and 
the key thing is to be concise. Your 
headline has the potential to be seen 
out of context on Facebook, Twitter 
and Google, so it has to work in those 
places. As a rule of thumb, take the 140 
characters maximum of a tweet and 
subtract the following. You will need 
around 20 for the URL link and 20 for 
people to mention you @username. You 
also want them to say something like 
“Brilliant post!”, so it’s best if you can get 
your headlines down to 70 characters. 
Google displays about 65 characters 
of a headline. The Facebook ticker 
displays even fewer. Above all, if you 
want your content to be shared by a lot 
of people, you need to write headlines 
that challenge people’s assumptions or 
provoke an emotion or feeling in them. 

SEO (search engine optimisation): 
People often search for articles using a 
search engine such as Google. When 
you’re writing your headline, brainstorm 
the words and phrases you think 
people use when they’re searching 
for articles on the topic you’re writing 
about. Make sure you choose phrases 
that will grab their attention.

Comments: What makes writing for 
the web different to traditional media 
is the ability to engage and interact 
with your readers. Ask your readers 
questions and get them to respond. 
A good measure of the effectiveness 
of your writing will be in the quality of 
comments that you get. You need to 
engage readers so they pay attention 
to what you have to say before 
clicking onto something else. The 
trick is to pay attention to what they 
have to say as well, and respond to 
them. People will stop commenting if 
they realise that you rarely respond. 
The only exception to this rule is 
engaging with people who are not 
interested in a civilised conversation/
debate but simply want to rant and 
say nasty things about other people. 
On the internet such people are 
known as “trolls” and it’s best to just 
ignore them.

Global audience: Remember that 
your readers could be located all 
around the world. Making a reference 
to something local might make sense 
to you but it will confuse many of your 
readers. Take this into consideration 
when using words such as foreign, 
domestic, local and international – 
something may be local to you but 
not to your readers. It’s also important 
to remember to add the country 
when stating locations. For example, 
don’t say ‘in the eastern region’; say 
‘in the eastern region of Zambia.’ 
Say ‘Nairobi, Kenya,’ instead of just 
‘Nairobi.’ Also avoid slang because 
it will probably be meaningless—or 
have a different meaning—to people in 
other countries. 

Links: Always make sure you include 
links to relevant organisations, reports, 
infographics, etc. Google pays 
attention to links in articles, so including 
a few of them will help raise the rating 
of your story in Google searches.
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Many grandmothers become the primary 
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How to build your audience

Clearly define your objective by using 
the following formula:

I want my blog to achieve X so that  
Y happens.

For example, I want the Key 
Correspondents blog to be renowned 
as a credible source for the voices 
of people living with HIV so that Key 
Correspondents can influence HIV 
policy, programming and financing.

Deciding what themes you will write 
on and sticking to them will help you 
carve out a reputation as a specialist 
on certain topics. As a result, your 
audience will grow. Ideally you should 
identify three subjects on which you 
blog – then when you sit down to write 
a blog post make sure you are sticking 
to at least one of your themes.

The Venn diagram below gives an 
example of a blog that focuses on three 
complementary themes:

To really optimise your stories and build 
your profile, you want to aim for the 
orange centre of the diagram, stories 
which hit all three themes – though this 
won’t be possible every time. 

Top tips:

• Be memorable.

• Always use photographs with 
your stories.

• Provide links to resources where 
people can learn more.

• Keep the discussion going. If 
people post comments on your 
blog, reply to them.  

• Use social networking tools  
such as Twitter and Facebook  
to let people know about your 
blog posts.

• Find bloggers who write about the 
same topics and leave comments 
on their blogs. Don’t say things 
like “Come visit my blog”; instead, 
really engage with what they are 
saying. By showing them that you 
are interested in the same topics, 
you can build a relationship with 
them and they might begin to read 
your articles and recommend you 
to their readers.
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HIV

Gender

Post 2015

Outreach workers give medical advice and 
condoms to a female sex worker, Ukraine
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Security

• Think about what you want to keep 
private in advance – make a list. 

• Consider blogging anonymously 
if you are writing about anything 
personal or controversial that 
could compromise your safety 
and security. However, you 
should be aware that it is nearly 
impossible to completely hide 
your identity online. In fact, 
blogging anonymously could 
lead people to believe that you 
are hiding more than your identity 
and could tempt them to try to 
expose you.

How to set up your own blog

Wordpress is a great platform for 
blogging. It’s easy to set up and 
has an active support and blogging 
community. It’s also free and uses 
open-source software. For more, see 
en.support.wordpress.com/getting-
started/ and check out the video at the 
bottom of the page.

Media outlets where you 
can self-publish your blog 
posts

Guardian Witness: witness.theguardian.com/ 

CNN iReport: ireport.cnn.com/

Global Voices: globalvoicesonline.org/
for-bloggers/#submitlinks

News Participation: newsparticipation.com/

IndyMedia: indymedia.org/or/index.shtml

Influential blogs from  
mainstream media, NGOs 
and citizen journalists

The Huffington Post

New York Times The Lede

Impatient Optimists

Mumsnet

Yoani Sanchez

Ahmed Al Omran

Atiaf Alwazir

Iris Cecilia Gonzales
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Further reading

Profiles in Blogging: How 
Bloggers around the World 
Practice Their Craft

cima.ned.org/publications/
profiles-blogging-how-
bloggers-around-world-
practice-their-craft

Carnival revellers in Trinidad (2007)©
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In this module you will learn:
• Preferred terminology for reporting on HIV

• How to avoid language that stigmatises people 

Module 6: 

Reporting on HIV

HIV: in the beginning

Since HIV was identified in the 
early 1980s, much of the media 
coverage has been surrounded by 
stigmatisation, discrimination and 
stereotypes. Because the most 
common form of transmission of 
the disease is through unprotected 
sexual intercourse a sense of 
embarrassment and shame has 
become associated with HIV, 
rather than an acceptance that it is 
simply an infection – just like any 
other – to which there should be no  
shame attached. 

When HIV was first identified in the 
United States, the gay community was 
the most impacted. As a community that 
did not live openly because of societal 
repression, they were often denied a 
rational response from medical authorities 
addressing the diseases impact. 

Moral-based arguments were 
attributed to the spread of the disease 
– implying those that contract it are 
somehow sinful and deserving. Even 
the distribution of condoms as a 

preventative measure was met by 
moral outrage. This drove people who 
had contracted the virus underground 
and made it hard to disseminate 
information about sex and how to 
curtail transmission, which contributed 
to the spread of the disease. 

As HIV grew to a global epidemic, 
the stigmatisation has remained and 
marginalised communities around the 
world are the most impacted. Today, 
sex workers, men who have sex with 
men, people who inject drugs, and 
the transgender population remain 
disproportionately affected by the virus. 
And the stigma surrounding their life 
choices and behaviours contributes to 
the wider stigma associated with HIV.

As a result, the disease continues to 
spread and access to treatment in 
marginalised communities remains a 
challenge. This is why it’s extremely 
important to be sensitive to the issues 
of stigmatisation in your writing. 

Condom demonstration with sex 
workers in Bophaleakkloun, Cambodia
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UNAIDS terminology guide

The table below provides a quick guide of UNAIDS’ summary of preferred terms.

Past terminology Preferred terminology

HIV/AIDS; HIV and AIDS Use the term that is most specific and appropriate in the context to avoid confusion 
between HIV (a virus) and AIDS (a clinical syndrome). Examples include ‘people living 
with HIV’, ‘HIV prevalence’, ‘HIV prevention’, ‘HIV testing and counselling’, ‘HIV-related 
disease’, ‘AIDS diagnosis’, ‘children orphaned by AIDS’, ‘AIDS response’, ‘national AIDS 
programme’, ‘AIDS service organisation’. Both ‘HIV epidemic’ and ‘AIDS epidemic’ are 
acceptable, but ‘HIV epidemic’ is a more inclusive term.

AIDS virus There is no AIDS virus. The virus that causes AIDS is the human immunodeficiency virus 
(HIV). Please note that ‘virus’ in the phrase ‘HIV virus’ is redundant. Just use ‘HIV’.

AIDS-infected No one is infected with AIDS; AIDS is not an infectious agent. AIDS describes a syndrome 
of opportunistic infections and diseases that can develop as immunosuppression deepens 
along the continuum of HIV infection from acute infection to death. Avoid ‘HIV-infected’ in 
favour of person living with HIV.

AIDS test There is no test for AIDS. Use HIV test or HIV antibody test. For early infant diagnosis, 
HIV antigen tests are used.

AIDS victim Use person living with HIV. The word ‘victim’ is disempowering. Use AIDS only when 
referring to a person with a clinical diagnosis of AIDS.

AIDS patient Use the term ‘patient’ only when referring to a clinical setting. Use patient with HIV-
related illness (or disease) as this covers the full spectrum of HIV-associated clinical 
conditions.

Risk of AIDS Use ‘risk of HIV infection’ or ‘risk of exposure to HIV’ (unless referring to behaviours or 
conditions that increase the risk of disease progression in an HIV-positive person).

Commercial sex work This says the same thing twice in different words. Preferred terms are sex work, 
commercial sex, or the sale of sexual services.

Prostitute or prostitution These words should not be used. For adults, use terms such as sex work, sex worker, 
commercial sex, transactional sex, or the sale of sexual services. When children are 
involved, refer to commercial sexual exploitation of children.

Intravenous drug user Drugs are injected subcutaneously, intramuscularly, or intravenously. Use person who 
injects drugs to place emphasis on the person first. A broader term that may apply in 
some situations is person who uses drugs.

Sharing (needles, syringes) Avoid ‘sharing’ in favour of use of non-sterile injecting equipment if referring to risk of 
HIV exposure or use of contaminated injecting equipment if the equipment is known to 
contain HIV or if HIV transmission occurred through its use.

Fight against AIDS Use response to AIDS or AIDS response.

Evidence-based Use evidence-informed in recognition of other inputs to decision-making.

HIV prevalence rate Use HIV prevalence. The word ‘rate’ implies the passage of time and should not be 
used in reference to prevalence. It can be used when referring to incidence over time e.g. 
incidence rate of 6 per 100 person-years.

 
For extensive guidance on HIV terminology, refer to the full UNAIDS’ editors’ notes  
for authors, which is on the UNAIDS website.

 



Language on  
‘key populations’
Avoid using jargon such as ‘key 
populations’ and language that 
dehumanises people by turning them 
into acronyms. It is always better to 
describe a person in full, rather than 
use an acronym. For example, say 
a person with a disability rather than 
PWD, and men who have sex with 
men rather than MSM. Below is a list 
of preferred terminology.

Drug use:

‘People who use drugs’ is the preferred 
term. We use this term, influenced 
by the term people living with HIV, to 
assert that people who use drugs are 
more than just a risk group. They are 
people first and foremost.

Sometimes we use injecting drug user, 
a commonly used term to refer to the 
particular subset of people who use 
drugs. Injecting is the behaviour that is 
the focus, and so sometimes injecting 
drug user is more specifically relevant. 
We avoid terms like drug addict, 
drug abuser or junkie as they are 
stigmatising and have negative values 
attached to them.

Sex work:

For adults, use terms such as sex work, 
sex worker, commercial sex, transactional 
sex, or the sale of sexual services. 

The term sex worker is intended to 
be non-judgemental and focuses on 
the working conditions under which 
sexual services are sold. Sex workers 
include consenting female, male, and 
transgender adults and young people 
over the age of 18 who receive money 

or goods in exchange for sexual 
services, either regularly or occasionally. 
Acceptable alternative terms for ‘sex 
worker’ are women/men/people who 
sell sex. Clients of sex workers may be 
called men/women/people who buy sex.

Men who have sex with men:

MSM is a common abbreviation 
used for men who have sex with 
men. The term men who have sex 
with men is used because it is not a 
prescriptive label and can be used 
regardless of whether a man also 
has sex with women and whether he 
identifies himself as gay, bisexual or 
heterosexual. However, as discussed, 
abbreviations should be avoided, so 
don’t use MSM, instead always write 
the term in full.

Women who have sex  
with women:

The term women who have sex with 
women is useful as it includes not only 
women who self-identify as lesbian or 
homosexual and have sex only with 
other women but also bisexual women 
as well as women who self-identify as 
heterosexual but have sex with other 
women. Again, always write out the 
term in full.

Transgender:
A transgender person self identifies 
their gender as different from his or her 
sex at birth.

Transgender people may be male 
to female (female appearance) or 
female to male (male appearance). It is 
preferable to describe them as ‘he’ or 
‘she’ according to their gender identity 
(the gender that they are presenting, 
not their sex at birth).
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A couple who are members of the men 
who have sex with men rights organisation 
PEMA in Mombassa, Kenya 
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Transsexual:

A transsexual person refers to 
a transgender person who has 
undertaken surgery and/or hormonal 
treatment in order to modify his or 
her body to align more with his or 
her preferred gender. But not all 
transgender people want to or can 
afford to undergo such procedures.

Transvestite:

A transvestite is a person who usually 
identifies with their biological sex and 
gender but who sometimes wears 
clothes associated with the opposite 
gender to temporarily assume a 
different gender identity. A transvestite, 
also known as a crossdresser, does 
not necessarily desire a permanent sex 
change or other surgical reassignment.

Exercise

Rewrite the following paragraph to 
avoid stereotypes and stigmatisation:

Betty is a prostitute who works the 
streets to support her drug addiction. 
She became an AIDS victim after being 
paid extra money to have sex without 
a condom. She had no idea the client 
was AIDS infected, as he appeared 
healthy. Her daughter is an innocent 
victim of this transaction, born HIV+ 8 
years ago, she now lives with a foster 
family and suffers from a variety of 
AIDS-related illnesses. Betty herself  
can barely afford treatment, but 
continues to work the streets when  
her health permits. 
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What is reproductive health?

Reproductive health is a state of 
complete physical, mental and 
social well-being and not merely the 
absence of disease or infirmity, in all 
matters relating to the reproductive 
system and to its functions and 
process. Reproductive health means 
people can have a satisfying and safe 
sex life, as well as the capability to 
reproduce and the freedom to decide 
if, when and how often to do so.1

The right to sexual and reproductive 
health was first acknowledged 
internationally as a universal 
human right during the UN’s 1994 
International Conference on Population 
and Development. 

Advancing gender equality, eliminating 
violence against women and ensuring 
women’s ability to control their 
own fertility were acknowledged 
as cornerstones of population and 
development policies. Concrete goals 
of the conference included: providing 
universal education; reducing infant, 
child and maternal mortality; and 
ensuring universal access by 2015 
to reproductive health care, including 
family planning, assisted childbirth 
and prevention of sexually transmitted 
infections including HIV.

Why should reproductive 
health issues concern  
citizen journalists?

Sexual and reproductive health deals 
with the most intimate and private 
aspects of people’s lives, which 
can be difficult to write about and 
discuss publicly. As a result, the public 
misunderstands many sexual and 
reproductive health matters. Cultural 
sensitivities and taboos also surround 
sexuality and often prevent people from 
seeking information and care, and can 
prevent governments from addressing 
the issues.

Yet, sexual and reproductive health 
profoundly affects the social and 
economic development of countries. 
When women die in childbirth, children 
are orphaned. When girls must take 
over care of their siblings, they drop out 
of school. Without an education, girls 
often marry and begin having children 
early, which can jeopardise their health 
and limit their opportunities to add 
productively to their community and 
their country’s development.
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This module will help you understand:
• Terminology used by professionals working in reproductive  

health and HIV services

• Why integration of sexual and reproductive health with  
HIV services makes sense

• The need to concentrate efforts on improving women’s 
reproductive health

• Basic facts for informed reporting on reproductive health and HIV

Module 7: 

Sexual and reproductive 
health and rights

1 unfpa.org

A mother with her daughter at Lean On 
Me, a project in Kenya to support young 
mothers living with HIV 
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Journalists who produce accurate and timely reports about sexual and 
reproductive health issues can: 

• bring taboo subjects out in the open so they can be discussed 

• monitor their government’s progress toward achieving stated goals and 
hold government officials accountable to the public.

Understanding the terminology of sexual and 
reproductive health issues

It doesn’t matter what sector you look at – from health to banking, education 
to the IT industry – people working within a specific area will develop specialist 
and technical language, what communications professionals refer to as ‘jargon’. 
Jargon is language (and acronyms) that seems completely normal to the people 
working within that particular sector – but which mean very little to people outside 
the sector. 

One aspect of the craft of journalism involves ‘translating’ jargon into plain 
English so that everyone can understand the content of a story. But in order 
to do that a journalist needs to have a good understanding of the subject, the 
issues and what the jargon means in the first place. 

Here are some of the commonly used terms, which are important to understand 
when reporting on sexual and reproductive health and HIV:

AIDS (acquired immune deficiency syndrome) is a progressive condition that 
reduces the body’s ability to fight certain infections. It is caused by infection with 
human immunodeficiency virus (HIV). There is no cure for AIDS, but antiretroviral 
therapy can control symptoms. 

Bi-directional linkages and integration means that reproductive health 
components can be linked to HIV programmes and HIV components can be 
linked to reproductive health programmes. For example:

• community health workers refer people with HIV for family planning and 
preventing mother-to-child transmission of HIV

• antenatal clinics offer HIV testing and fast referral for antiretroviral 
treatment for HIV positive women.
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A fascinated community watch a condom 
demonstration in Mozambique
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Dual protection means using both a condom and some other form of modern 
contraception, such as the pill, to protect against both unplanned pregnancy 
and sexually transmitted infections (STIs), including HIV. Health professionals 
recommend dual protection for women because they are not always able to 
negotiate use of a condom. Although other forms of contraception won’t protect 
them from sexually transmitted diseases, they will at least protect them from 
unwanted pregnancies.

HIV (human immunodeficiency virus) is a virus that attacks the body’s immune 
system, making the body unable to fight infection. It can cause AIDS, which is the 
last stage of HIV infection. HIV is the most dangerous sexually transmitted infection. 

Incidence rate is the number of people contracting a disease per 1,000 
population at risk for a given period of time (usually annually).

Integration involves the organisation of policies and programmes to deliver 
comprehensive services which provide a continuum of care for HIV, care and 
treatment, as well as meeting people’s sexual and reproductive health needs. In 
plain English, this means providing a ‘one stop shop’ where reproductive health 
and HIV services are offered all in the same place, or by referrals to other services.

Key populations include both vulnerable and most-at-risk populations. They 
are important to the dynamics of HIV transmission in a given setting and are 
essential partners in an effective response to the epidemic. People living with 
HIV are considered a key population in all epidemic contexts (see reporting on 
HIV module for preferred terminology when talking about key populations).

Lifetime risk of maternal death is the probability of becoming pregnant 
combined with the probability of dying as a result of the pregnancy, cumulated 
across a woman’s reproductive years. 

Linkages refers to the policy, programme and advocacy links between 
reproductive health and HIV. It also involves addressing the social and structural 
issues that make people vulnerable to sexual and reproductive ill-health and HIV.

Only a third of young people 
aged 15-24 have comprehensive 
knowledge of HIV transmission©
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Maternal morbidity refers to illness 
or disability occurring in relation 
to pregnancy, childbirth, or in the 
postpartum period. 

Maternal mortality means the death of 
a woman while pregnant, during delivery, 
or within 42 days (six weeks) of delivery 
or other termination of the pregnancy. 
The cause of death is always related 
to or aggravated by the pregnancy or 
its management; it does not include 
accidental or incidental causes.

Maternal mortality ratio is the 
number of women who die during 
pregnancy, or during the first 42 days 
after delivery per 100,000 live births in 
a given year from any cause related to 
or aggravated by pregnancy, but not 
from accidental or incidental causes. 
The ratio reflects the risk women face 
of dying once pregnant. 

Most-at-risk populations include 
men who have sex with men, 
transgender people, people who inject 
drugs and sex workers. Most-at-risk 
populations are disproportionately 
affected by HIV in most, if not all, 
epidemic contexts.

Prevention of mother to child 
transmission (PMTCT) refers to health 
care that helps reduce the transmission 
of HIV from an HIV-positive mother 
to her child during pregnancy, labour, 
delivery or breastfeeding.

Serodiscordant couples are couples in 
which one partner is living with HIV and 
the other is HIV-negative. A couple refers 
to two people in an ongoing sexual 
relationship; each of these is referred 
to as a partner in the relationship. How 
individuals define their relationships 
varies considerably according to cultural 
and social context.

Skilled birth attendant refers 
exclusively to people such as doctors, 
nurses, and midwives who have been 
trained to proficiency in the skills 
necessary to manage normal deliveries 
and diagnose, manage, or refer 
complications of pregnancy and delivery. 

Unmet need for family planning 
refers to those who are sexually active 
but not using any modern method 
of family planning and report either 
wanting to delay the birth of their next 
child, or not wanting any more children.

Vulnerable populations are groups of 
people who are particularly vulnerable 
to HIV infection in certain situations 
or contexts, such as adolescents 
(particularly adolescent girls), orphans, 
street children, people in closed settings 
(such as prisons or detention centres), 
people with disabilities and migrant 
workers. In each country specific 
populations are particularly vulnerable 
and key to the epidemic and response 
depending on the social context.
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Above left: Lack of knowledge among young 
people, often due to cultural attitudes, is a key 
factor in low contraception use

Above: Esta Mzalezulu is sister in charge at 
the Manukwa Health Centre, in the Chipata 
District, Zambia which has 8,500 patients in 
its catchment area
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Why integrate sexual and 
reproductive health with 
HIV services?

One of the key issues concerning 
professionals in the HIV sector is the 
need to integrate HIV programmes with 
sexual and reproductive health services. 

One of the reasons this makes sense  
is because reproductive health and  
HIV have similar characteristics and 
target populations:

• both mainly serve people of 
reproductive age 

• the majority of HIV infections 
are sexually transmitted or 
associated with pregnancy, 
childbirth and breastfeeding

• risk of HIV transmission and 
acquisition can be further 
increased by the presence of 
certain sexually transmitted 
infections (STIs)

• sexual and reproductive ill 
health and HIV share root 
causes, such as poverty, 
cultural norms, gender norms 
and inequality.

 

Also of importance is the desired 
outcomes for both reproductive 
health and HIV services are the same, 
including improved gender equality, 
and reduction of maternal and child 
mortality. And both rely on community 
participation to address sensitive 
issues of sexuality and factors affecting 
behaviour change. 

The benefits of integrating 
HIV with reproductive  
health services

• Minimise missed opportunities

• Greater support for dual 
protection

• Improved quality of care and 
client satisfaction

• Reduction of HIV-related stigma 
and discrimination

• Better understanding and 
protection of people’s rights

• Improved access to services for 
under-served key populations

• Improved access to and uptake 
of HIV and reproductive health 
services

• Reduced duplication of efforts 
and better use of resources 
(human and financial)
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Reproductive health
• Family planning

• Maternal, newborn  
 and  child health  
 care

• Management of STI’s

• Management of  
 other reproductive  
 health issues

• Safe abortion

• Learn HIV status

• Promote safer sex

• Optimise connection 
 between HIV and STI  
 services

• Integrate HIV with   
 maternal, newborn   
 and child health care

• Promote dual  
 protection

HIV
• Prevention

• Treatment

• Care

• Support

KEY LINKAGES



Increasing women’s access 
to family planning

In 2012, following several years of 
decreasing funding and support for 
family planning, the UK Government 
and the Bill & Melinda Gates 
Foundation hosted the London 
Summit on Family Planning. 

The summit galvanised the 
international community to commit to 
increasing access to family planning 
for an additional 120 million women 
and girls by 2020. 

HIV professionals, advocates and 
activists believe the 2020 commitment 
should also reinforce the importance 
of positioning family planning within 
broader sexual and reproductive 
health and rights. Along with 
preventing unintended pregnancy, 
reproductive health should also 
protect women, girls, their families 
and communities from HIV and other 
sexually transmitted infections.

This approach needs to address 
the rights and needs of all women, 
including those who are particularly 
vulnerable such as sex workers, 
women who use drugs and women 
living with HIV.

The UK Consortium on AIDS and 
International Development produced 
a five-step approach to improving 
women’s health by looking at rights, 
access, investment, security and equity:

1. Respect, protect and promote 
the sexual and reproductive 
rights of women and girls in all 
of their diversity and throughout 
their lives.

2. Overcome structural, legal and 
cultural barriers to accessing family 
planning, sexual and reproductive 
health and HIV services.

3. Invest in quality family planning, 
sexual and reproductive health 
and HIV services, integrating 
these when possible; and 
partnership with networks and 
coalitions of women living with 
HIV and other women most 
affected by HIV.

4. Protect and ensure the safety 
and security of women and girls.

5. Guarantee all people have full 
equity in accessing quality 
family planning, sexual and 
reproductive health and HIV 
services.
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Pregnant women living with HIV receive 
guidance on preventing transmission 
of HIV to their child at Mukono Health 
Centre, Uganda©
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What is Family Planning 
2020? 

Family Planning 2020 (FP2020) is a 
global partnership that supports the 
rights of women and girls to decide, 
freely, and for themselves, whether, 
when, and how many children they 
want to have. FP2020 works with 
governments, civil society, multi-
lateral organisations, donors, the 
private sector, and the research and 
development community to enable 
120 million more women and girls to 
use contraceptives by 2020. 

At the 2012 London Summit on Family 
Planning more than 20 governments 
made commitments to address the 
policy, financing, delivery and socio-
cultural barriers to women accessing 
contraceptive information, services  
and supplies. 

Hosted by the United Nations 
Foundation, FP2020 is based on the 
principle that all women, no matter 
where they live should have access to 
lifesaving contraceptives. 

 

 

To achieve this goal, FP2020 will:

• track progress and report 
on financial and policy 
commitments made at the 
Summit, linking with established 
accountability processes for the 
UN Secretary General’s Every 
Woman Every Child strategy

• monitor and report on global 
and country progress toward 
the FP2020 Summit goals

• identify obstacles and barriers 
to achieving Summit goals and 
recommend solutions

• ensure promotion of voluntary 
family planning and concrete 
measures to prevent coercion 
and discrimination, and ensure 
respect for human rights

• ensure data availability to support 
all of the above, consistent with 
country processes and sharing 
data, such as through a global 
score card

• publish an annual report to 
update the global community 
on progress and challenges.

Find out more at: familyplanning2020.org
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Condom demonstration, Ukraine©
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Basic facts for reporting on HIV and reproductive health

The following information is based on extracts from ‘A Journalists Guide to 
Sexual and Reproductive Health in East Africa’, published by the Population 
Reference Bureau (2011). Most of the information is also relevant to journalists 
reporting outside east Africa. The full guide can be found at: prb.org/
Publications/Media-Guides/2011/east-africa-media-2011.aspx

Maternal health and mortality:

• Worldwide more than 536,000 girls and women die of pregnancy-related 
causes each year—about one every minute—and 99 percent of them are 
in developing countries.

• 20 percent of maternal deaths are due to indirect causes, including 
diseases such as malaria, anemia, AIDS, and cardiovascular disease that 
are aggravated by pregnancy.

• For every woman who dies, at least 30 others suffer serious illness or 
debilitating injuries, such as severe anemia, incontinence, damage to the 
reproductive organs or nervous system, chronic pain, and infertility.

HIV:

• HIV causes AIDS by destroying certain white blood cells (called CD4 or T 
cells) that the human immune system needs to fight disease.

• HIV is present in blood, semen, breast milk and vaginal fluids of an 
infected person. The virus can be transmitted by:

  Having unprotected sexual intercourse with an infected person.

  Sharing needles or other drug-injecting equipment with an infected person.

  Receiving a blood transfusion that contains HIV-infected blood or   
 receiving a medical injection using equipment that has not been  
 properly cleaned.

  Being exposed to HIV while still in an infected mother’s uterus,   
 during birth, or through breastfeeding.

• HIV cannot be transmitted through casual contact like shaking hands or 
hugging, and it is not transmitted by mosquitoes.

• Women are most commonly infected through hetero-sexual intercourse. 
During vaginal or anal intercourse, tiny cuts and scrapes can open up on 
the skin of the penis, vagina, or anus. HIV enters a person’s body through 
these cuts or scrapes. 

• While any sexual intercourse with an infected person is risky, transmission 
is more likely: 

  during anal sex

  during violent or coerced sex

  in young women who are not fully developed and are more prone  
 to tearing

  if either partner has a sexually transmitted infection that causes open  
 sores or lesions.
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In Bangladesh, the proportion of girls who 
get schooled has increased much more 
than the proportion of boys in recent years 
but the country still has one of the highest 
rates of child marriage in the world
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Adolescents and young adults:

• This is when most people 
become sexually active, which 
makes it a critical time for 
learning about sexual and 
reproductive health risks. These 
risks include HIV and other 
sexually transmitted infections, 
unintended pregnancy, early 
childbearing, and unsafely 
performed abortion.

Sexual health risks:

• Females are biologically more at 
risk than heterosexual men to 
becoming infected.

• Females’ husbands or sexual 
partners tend to be older and 
have had previous sexual 
relationships, making them  
more likely to already be infected 
with HIV.

• Young women often are unable to 
negotiate safer sex and condom 
use with their sexual partners.

• Young women often lack 
access to sexual and 
reproductive health information 
and services.
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Above left: The Addis Beza youth group is 
one of hundreds in Ethiopia helping young 
people to make well-informed decisions 
about their sexual health

Above: Fabiana advises peers about safe 
sex and HIV at The Penthouse nightclub in 
Guayaquil, Ecuador
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This module will help you understand:
• Why social media is a vital tool for citizen journalists

• Twitter: why, how and when to tweet

• Facebook: why, what and when to post

• YouTube: why, what and how to post

• The potential of other social media tools

Module 8: 

Social media

Using social media to network, inspire and  
create change
Social media has drastically changed the way we both discover and use 
news and information. From pictures of your friend’s new baby to political 
upheavals and weather catastrophes on the other side of the globe, you 
are likely to see breaking news first via social media. It doesn’t matter who 
you are – citizen, blogger, professional journalist – social media is now a 
vital tool for keeping up to date and engaging with the news agenda.

Twitter, Facebook and YouTube are a few of the most popular social media 
platforms that allow people to network via online communities, sharing and 
discussing news, information and ideas. The biggest change they bring is that 
citizens are no longer passive consumers of news. Now we can engage with 
stories and even produce our own. 

In fact, social media can be used right from the start to research and identify 
topics and sources for your stories. Melissa Gira Grant is a writer based in 
New York City who blogs about sex worker issues globally. She uses Twitter to 
keep on top of topics relevant to the sex worker community around the world. 
She also uses Storify.com to keep track of what people are saying on Twitter, 
Facebook and other sites. Once she has enough material and feels like she’s got 
something to say, she’ll write a blog post about it. If the blog post gets enough 
attention, she will write a longer feature article such as:

“US policy and the unjust approach to human trafficking of the international 
justice mission” rhrealitycheck.org/article/2012/10/02/unjust-approach-
international-justice-mission

Which led to an invitation for Melissa to contribute to the Guardian’s Comment is 
free blog:

“The truth about trafficking: it’s not just about sexual exploitation” 
theguardian.com/commentisfree/2012/oct/24/truth-about-trafficking-sexual-
exploitation#start-of-comments 

A sex worker gives a drop of blood during 
her HIV test at a mobile clinic parked outside 
her work room, Ivory Coast
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Melissa also uses Twitter and her blog to challenge and debate journalists, such 
as Nick Kristof of the New York Times, whose writing on trafficking focuses on 
sexual exploitation. See: postwhoreamerica.com/nicholas-kristof-half-the-sky-all-
the-credit

As discussed in previous modules, it’s important to know who you are trying to 
reach with your communications and to understand the communication tools your 
audience is using. If they are using social media, what platforms do they prefer? 
And how are they using social media? Are they exchanging personal or professional 
information? What are they interested in and how do they get their news? 

Twitter
Twitter is a public network where you are just as likely to communicate with 
people you’ve never met as your usual circle of friends. It’s a great place to start 
online professional relationships. 

Why use Twitter:

Although social media offers great opportunities to broadcast your message, its real 
value comes in reaching out and engaging with people in two way dialogue. Twitter 
is an excellent tool for listening to and engaging with a diverse range of people. If 
you are writing about an issue or are doing research for advocacy, it allows you to 
learn who is already talking about the issue and what they have to say about it. This 
research can help your reporting by showing you where your audience is, what 
terms they are using, who is an opponent and who is on your side.

Twitter is very much about being ‘of the moment’, so most of the posts centre 
around either ‘I just did this’ or ‘this just happened.’ As a result it’s very helpful 
in staying on top of current events, which makes it valuable for keeping your 
writing up to date. Being able to search for keywords (see hashtags on page 
35) means you can get posts about topics as they happen rather than having to 
follow everyone who might post on the subject.  
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Above left: Members of the Addis Beza 
youth group using their talent for dance to 
communicate safe sex messages

Above: The test fourth from the left  
is a positive HIV test done using rapid 
testing kits
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Setting up your account:

Go to Twitter.com and you’ll see a box that says ‘New to Twit-
ter,’ asking for your full name, email and password. Both your 
full name and your username can be changed later; however, 
your email address can’t be changed, and that is what is used 
to verify your identity.  

Though your username can be changed, it is the way most 
people will identify and find you. If you want to build your 
online presence as a professional and specialist in your 
chosen area, it makes sense to use your actual name – or 
a shortened version if it is long! Twitter only allows 140 
characters in each message you post, so you want to 
make it easy for people to include your username in their 
tweets and still have plenty of space to write their message. 

The first thing Twitter will ask you to do is to choose some 
people to follow. You’ll also want to fill out your profile and 
upload a photo. Both of these items will be important for 
getting people to follow you. A few security-related things to 
think about: do you want to limit who can see your tweets? If 
you do, you may want to ‘protect your tweets’, which means 
that only the people you allow to follow you can see your 
tweets. To activate it, go to the little gear icon at the top of the 
page > Security and privacy> Protect my Tweets. 

If you don’t protect your tweets, anyone can see what 
you tweet. For advocacy purposes and reaching a wide 
audience it is recommended to make your Twitter account 
public, but if you choose to do this it’s important to always 
remember that anyone could read your tweets. For your 
personal security never give away information that could 
identify the address where you live or work, or specifically 
where you are at any given time. Also be very careful about 
what other personal information you choose to share, 
particularly in relation to children. 

In the security and privacy section of Twitter you have the 
option to add a location from your tweets. For security 
reasons, it is recommended that you never do this.

One other thing to consider if you have a public account is 
to never tweet anything that you wouldn’t be happy for a 
future employer to read. 

Some people have multiple Twitter accounts, professional 
and personal. However, you will find it easiest if you set up 
and maintain one account. Popular Twitter accounts tend 
to be ones that sound like a person rather than a corporate 
persona or PR machine. Rather than thinking of your Twitter 
account as personal or professional, it generally works best 
to understand that it is public and permanent. 



How to tweet: 

Twitter, like any network, requires developing, nurturing 
and maintenance. You need to decide who to follow and 
who you need to pay attention to. You should tweet about 
what you’re doing or reading or even thinking. But don’t 
overdo it; tweet what you think people will be interested in. 
Focusing on a particular topic or two can really help.

Until you get more confident with your tweets it can be good 
to craft them offline first of all – though this doesn’t mean 
spend hours agonising over crafting the perfect tweet.

When you’re happy with your tweet – hit the 
‘compose new tweet’ icon in the top right 
hand corner and away you go!

Short guide to Twitter language:

• RT: The letters RT at the beginning of a tweet signifies 
‘retweet’ and this is a way to show you appreciated 
a tweet enough to share it with your followers. If 
someone retweets a post of yours, be sure to thank 
them!  NB: if your tweets are protected, then other 
users are not able to retweet them. 

• MT: This means ‘modified tweet’ and you use it 
when you retweet another person’s tweet but you 
change it a bit – usually to make it shorter so that 
you can add your comment. Be very careful not to 
change the meaning of the original tweet though.

• Via: means you discovered something via someone 
else’s tweet.

• #: The hashtag symbol is used to help people find 
tweets on a particular subject. People will add a 
hashtag such as #worldaidsday or #WAD2013 to their 
tweets which helps people find tweets on that subject 
when they put it into the search function in Twitter. 
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There are lots of tools to help you manage Twitter:

• Favouriting a tweet: shows that you valued the tweet 
but also bookmarks it for later reference.

• Lists are ways of organising people whom you follow. 
For example, you can create a list (from the ‘me’ tab 
in your Twitter account) and call it, for example, ‘my 
heroes’ or ‘HIV advocates’. You can then view the  
list as a feed and you will only see the tweets from 
those people. 

• Tweets can include links to web pages, for example, 
when you publish a story online you can tweet about 
it including a link to encourage other people to read 
it. However, links can be quite long and eat up most 
of your 140-character limit. A link shortener comes in 
handy and Twitter has them built in.

• The following link shortening sites are also useful as 
they make links even shorter than Twitter’s automatic 
shortener and allow you to track how many people 
have clicked on the links: ow.ly, tinyurl.com, bitly.com 

• Applications such as Tweetdeck and Hootsuite are 
free and can be downloaded to your desktop. They 
help you organise timelines, keep track of lists, 
searches, activity and more – all in one place.



When to tweet:

There is an art to timing your updates so that the most people will see them 
and react. Social media is very much about what’s going on right now – literally. 
More people will be online at certain times of the day – like first thing in the 
morning, at the end of the workday and at weekends. You’ll get more people to 
see your posts if they are on that particular social media network at the moment 
you post. Again, it’s about knowing your audience. When are they online, and 
when do they check Twitter? If you have something really important, consider 
tweeting it more than once. Tag it with #ICYMI (in case you missed it) and any 
other relevant hashtags.

Top Twitter tips:

• Be polite. 

• Be entertaining. Humorous and clever tweets are always popular.

• Think before you tweet. Remember – this will be public and permanent.  

• Tweets must stand alone – consider how a tweet will read when it’s out  
of context.

• Public officials tend to have Twitter feeds and it’s a great place to connect 
with them.

• Think in terms of headlines. What will grab readers’ attention and entice 
them to want to know more?

• Be aware that some people online can be verbally abusive, insulting or 
constantly negative. We call them “trolls”. Don’t engage with them. If 
someone is being abusive, ignore them.

For more tips visit Twitter’s own useful beginners’ guide:  
support.twitter.com/articles/215585-twitter-101-getting-started-with-twitter# 
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Above left: Former sex worker Margaret 
Doe now works as a peer educator, telling 
sex workers about the importance of using 
condoms, Ivory Coast

Above: Mark Chilongo from Africa Directions, 
Lusaka, rehearses a play about stigma with 
the drama group which they will perform for 
traditional leaders, Zambia

©
 G

id
eo

n 
M

en
d

el
/A

lli
an

ce

©
 N

el
l F

re
em

an
/A

lli
an

ce



Social media  /   Change the world    71

Facebook
If you are using only one social media 
platform, in all likeliness it is Facebook, 
which is generally used as a more 
personal space. This is important 
to remember as using a more 
professional or serious tone can put 
your friends off, so it’s good to adapt 
your language when posting about 
your HIV and advocacy work.

As well as personal accounts on 
Facebook there is an option to set up 
a Facebook ‘page’, which is slightly 
different from a personal account, 
and they are often used for non-
human entities like organisations 
or companies. Some are set up 
for specific advocacy campaigns, 
such as the ‘Here I Am’ campaign 
which calls on world leaders to save 
millions of lives by supporting a fully 
funded Global Fund to Fight AIDS, 
Tuberculosis and Malaria (facebook.
com/HereIAmCampaign).

A Facebook page allows people who 
are interested in your organisation/
campaign content to ‘like’ the page 
and get those updates. A Facebook 
page also provides helpful stats, so 
you can monitor how many people  
you are reaching.

Why use Facebook:

Over one billion people like and 
comment an average of 3.2 billion 
times on Facebook every day. A 
strong presence on Facebook helps 
you engage in the conversations you 
are interested in and gives you an 
opportunity to raise the profile of issues 
you are passionate about. It provides 
the possibility of the most powerful 
kind of word-of-mouth marketing – 
recommendations between friends.

What to post:

People are less likely to ‘like’ something 
negative. So instead of talking about 
how dreadful a situation is, talk about 
the efforts you and others, including 
people affected by HIV, are involved in 
to make things better.

Obviously not everything you want to 
communicate about HIV will be positive, 
but it’s good to remember that positivity 
will help you be much more successful 
at engaging people. Your goal on 
Facebook is to inspire and excite people 
so they want to share your posts. 

If you are including a link that you want 
people to click on, think about how 
you can provide enough information to 
tempt them to click – but don’t disclose 
everything or they won’t bother!

With little or no sex education in schools 
or at home, the Addis Beza youth club is 
a safe space to debate issues such as the 
right age to start having sex
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Remember that people love photos on 
Facebook and using them increases 
engagement by around 37 per cent. 
Always try and include a photo with 
your post, but remember to credit the 
photographer/organisation if it’s not 
your own photo.

As with all social media, it’s not just about 
posting a statement, more importantly 
it’s about engaging in comments and 
dialogue with other people.

When to post:

Peak use time on Facebook tends to 
be on the weekends. But afternoons 
and early evening during the week are 
also good times to post.

YouTube
The ability to create and share video 
is more accessible than ever. If there’s 
something dramatic happening, a 
video camera never seems far away. 
Video can effectively complement your 
writing, particularly if you have a video 
of an event related to your post.

Why use YouTube:

Twitter will only allow you to post six 
seconds of video via a third party app 
called Vine. Facebook will allow you to 
post longer videos to share with your 
friends but you can’t share the video 
beyond Facebook. If you have video 
content that you want to distribute 
more widely, YouTube is a good place 
to get it out to a larger audience. You 
can also embed a video from YouTube 
directly into your blog post. And you 
can share your YouTube video on most 
other social media networks, including 
Facebook and Twitter. 

It’s also important to note that a video 
posted on YouTube will have a much 
longer life than it would if posted on 
Facebook or Twitter.

What to post:

Generally short videos (1-3 minutes) 
do much better than longer videos. 
Most importantly, videos do well 
when they are entertaining – content 
which is humorous, dramatic, quirky 
or shocking have more potential to be 
shared and reach a wide audience.   

Also, YouTube is the second largest 
search engine after Google. It can 
be an excellent source for finding 
background on subjects for your 
writing. There is an enormous wealth 
of knowledge on YouTube as people 
have developed step by step DIY (do 
it yourself) videos on many subjects. 
So if you want to know how to do 
something, just search YouTube – 
there’s bound to be a video to teach 
you what you need to know!

How to post:

Instead of finding video via a news 
feed (the way you find content on 
Twitter and Facebook), most people 
find videos via searching. So it’s 
critical to use a short catchy title and 
a good description of your video 
when you upload it. You also need to 
appropriately categorise it and make 
use of tags (topics that it might  
fall under). 
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Bloods being tested for CD4 cells, a type 
of white blood cell that fights infection and 
their count indicates the stage of HIV or 
AIDS in a patient
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Other social media tools: deciding what’s useful
While Facebook, Twitter and YouTube get most of the attention, they aren’t the 
only social media tools that you should use. It’s vitally important to pay attention 
to what people are using and what they also find valuable. Use your own 
judgement as to where you invest your time according to your goals and what 
the platform can do for you.

Here’s a list of popular social media tools:

• LinkedIn: A professional network. Mostly people promoting their jobs or 
looking for new ones. Great to find professional sources for stories. Also 
helpful to see how people are connected to you. 

• Flickr: A photo-sharing site. Great for finding images – just remember to 
check for permission for re-use. 

• Google+: Initially started out as a Facebook competitor but has evolved 
into a social media platform for people using Google services. Mostly 
professional interactions.

• Pinterest: Works by allowing you to ‘pin’ images and videos and 
organising them into ‘boards’ that focus on topics.

• Tumblr: Another microblogging service that is a bit of a cross between 
Twitter and Pinterest. 

• Instagram: Another way for people to share photos, short video clips 
and comments. Users can choose from a range of filters to apply to their 
photos, which enhance them and give a more professional feel.

It’s quite easy to link social media services and automatically cross post 
(publish the same stories/links/updates on the different sites). However, use 
these features with caution as it is easy to forget and accidentally cross post 
something you didn’t intend for a wider audience.

Aged between 16 and 18, the Addis Beza 
dancers belong to the first generation that 
has never known a world without AIDS©
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Further reading

• Using social media for big 
listening: bethkanter.org/
upwell-campaign/

• Want more Facebook activity? 
Surprise them: mobilisationlab.
org/want-more-Facebook-
activity-surprise-them-and-
make-em-happy/

• How to deal with trolls: 
theguardian.com/media/2012/
jun/12/how-to-deal-with-trolls 

• Social Media for Social Good – 
Mansfield, 2012

Social media listening 
tools
Here are some tools that can help  
you monitor and organise social 
networking activity:

• Storify: Allows you to aggregate 
and save posts from a variety of 
social media platforms. You can 
organise posts into narratives 
and publish them on the web.

• Netvibes: Allows you to set up 
widgets to monitor a variety of 
different activity on social media 
and the web.

• Commun.it: Monitors Twitter 
activity and will let you know 
who your key followers and 
supporters are.

Remember that social media is  
about an exchange of ideas. It’s great 
to post your stories, but it’s also vital  
to participate in discussions. If you  
start a discussion, keep it going. If 
someone engages you through social  
media, respond.

Exercise one

If you don’t already have a Twitter account:

Set up a Twitter account and find at 
least 50 people to follow who are talking 
about HIV issues. You can start with:

@theKCteam

@theaidsalliance

@UNAIDS

You can look at who the above Twitter 
accounts are following for ideas on 
who you might want to follow.

Send a tweet to @theKCteam to let us 
know you have joined Twitter.

If you already have a Twitter account:

Do a search for #HIV.

Find 50 new people who have 
interesting things to say about HIV.

Find a conversation you are interested 
in and think about what you have to 
say to contribute – then join in. Happy 
tweeting!

Exercise two

Presumably, you have already given 
thought to who your audiences are 
for your writing. So now write a list of 
people you personally know who you 
would identify as your audience and talk 
to them about what social media they 
use and how they use those networks.  

Also think about individuals that 
represent your audience who you 
don’t know. See if you can find them 
on social media networks. What are 
they posting about? Are they making 
comments about your issues. Make 
note of the language they are using 
and key terms about your issue. 

Document and use your research to 
help you connect with people and build 
relationships. Make sure you reach out 
to them directly when you have content 
that you think will interest them.
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This module will help you understand:
• Why photography is important in telling your story 

• The basics of taking a good photo

• How to manage your photos

• The ethical issues of photojournalism

Module 9: 

Photojournalism

Seeing is believing

We are a visual species. Scientific studies show that visual communication 
even trumps verbal as the dominating sense. Our eyes help us pay 
attention, remember and understand the world around us. 

One reason images are great at grabbing attention is they can communicate a 
story in an instant. This can be invaluable in our fast-paced world, where people 
often lack time to read a news story let alone another long advocacy report.

We are also more likely to believe what we see with our own eyes than what 
is merely reported to us by someone else. So although the written word can 
be extremely powerful, when it is coupled with an image the impact on our 
thoughts, emotions and decision-making can be magnified exponentially. Citizen 
journalists who want to change the world – take note!

What makes a good photo?

Think carefully about choosing the subject of your photo according to the story you 
want to tell. When it comes to advocacy and writing for change, generally people 
make the best subject rather than objects or landscapes. A good photo will:

• tell a story by giving context

• show people as active rather than posed

• create a sense of connection and show eye contact 

• capture emotion and expression (excitement, anger, determination etc).

If your goal is to engage people with gritty issues but to motivate them and 
make people believe they can be part of the solution, then it is best to avoid 
shots that show apathy and portray people as helpless victims.

Access to information on sexual and 
reproductive health issues is critical in 
combating the HIV epidemic
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How to take a good 
photo
Every camera is different and you need 
to study the manual and practice taking 
photos to understand the functions and 
how to operate your camera. 

However, taking good photographs 
requires a lot more skill, knowledge 
and experience than simply knowing 
how to operate your camera. The 
best way to improve is to take lots of 
photos and also spend time looking at 
the work of good photographers.

Focus

When you take a picture you want the 
subject to be sharp. This is done by 
pushing the shutter button half-way 
down and it will automatically focus on 
the subject, then you press all the way 
down to take the shot. 

As you can see from the diagram the 
camera is focused on the face of the 
woman (the squares indicate where 
the camera is focused). 

The face will be sharp and the rest of 
the image will not be sharp. It is also 
possible to use manual focus on more 
advanced cameras. However, when 
learning there is so much to remember 
it is a good idea to stick to autofocus.

Depending on how you set your 
camera up (refer to your user manual), 
autofocus will select either the closest 
point (as it has in this example) or the 
centre of the frame, and it could be 
that this is not the subject you want 
the camera to focus on. For example, 
it could be you want the boat to be in 
focus and not the woman. 

It is best to set your camera up so the 
autofocus is set to the centre of the 
frame as this gives you more control. 
Then if you want the woman to be in 
focus, you would:

• put her in the centre of the frame

• press the shutter half-way down 
to focus

• re-frame the shot so she is at 
the side (keeping the shutter 
button half-way depressed)

• once you’re happy with the 
composition, press the button all 
the way down to take the shot .
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Top tips: 
• On most cameras you hold the 

shutter button down half-way to 
focus, then press all the way down 
when you’re ready to take the shot.

• Make sure you have a firm stance 
and concentrate on holding the 
camera as still as possible.

• After taking a photo, check that it  
is sharp and not blurry.

• If it is blurry try again. If you are  
using the manual settings on your 
camera you may need to make 
some adjustments to allow more 
light in, such as changing the 
aperture size, shutter speed or ISO. 

• If you are using the automatic setting 
and you are holding your camera 
really still but the picture is still blurry, 
then think about how you can 
create more light in your physical 
environment. For example, make 
sure your subject is positioned with 
the light source directly on them, 
open curtains and turn on the lights. 
If you are inside and can’t get  
enough light, consider going outside 
if there is more light there. 

• For night time and early evening 
shots, you will need to allow for 
slower shutter speeds. In low light 
take every opportunity to steady your 
arm, for example by using a wall, 
windowsill or tree to lean against.
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A mother in the Ivory Coast washes her 
two-month old baby
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Light and exposure

Light is very important as a photo is made by capturing light on film or the 
sensor of a digital camera. Photographers speak of the golden hours which are 
around sunrise and sunset, because at these times colours are at their best and 
you will get the most beautiful pictures. In the middle of the day when the sun is 
high in the sky it creates shadows and it can be difficult to take portraits. Photos 
will lack depth and will look flat with faded colours. It is always worth taking your 
photos early in the morning or at the end of the day whenever possible. 

Normally the rule is to always have the sun from behind you or from the side. If 
you take a photo of a subject with the sun from behind the subject, the subject will 
be black and you will only see the sun. So always be aware of where the sun is in 
relation to your subject. You can also deliberately take a photo directly facing the 
sun for a nice sunset or when you want the subject to be just a silhouette. 

Exposure consists of three elements:

1.  ISO: the measure of digital camera sensor’s  
 sensitivity to light 

2.  Aperture: the size of the opening in the lens  
 when a picture is taken 

3.  Shutter speed: the amount of time that the  
 shutter is open

If you are using the automatic setting on your camera you don’t need to worry 
too much about exposure. If you are using manual settings then it is important 
to remember that a change in one of the elements will impact the others. This 
means that you can never really isolate just one of the elements alone but 
always need to have the others in the back of your mind.

1. ISO

In digital photography ISO measures the sensitivity of the image sensor. The 
same principles apply as in film photography – the lower the number the less 
sensitive your camera is to light and the finer the grain. Higher ISO settings are 
generally used in darker situations to get faster shutter speeds (for example an 
indoor sports event when you want to freeze the action in lower light) – however 
the cost is shots which are grainier. 

It’s best to shoot at the lowest ISO setting of the camera, this is usually 100. If you 
go higher you will get more noise (weird pixels/grains) in your images. This is no 
problem during day time but indoors or at night time this might result in moved/
blurry photos because the shutter time was too long and the camera has moved 
while capturing the image. In these circumstances you can use a higher ISO 
setting, such as 400. Remember, the higher you go with the ISO the chance of a 
blurry picture is less but the quality will go down, especially with cheaper cameras. 

2. Aperture

Aperture is the size of the opening in the lens when a picture is taken. When you 
take a picture (by hitting the shutter release button of your camera) a hole opens 
up that allows your camera’s image sensor to catch a glimpse of the scene you 
want to capture. 

Under exposed

Correctly exposed

Over exposed
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Setting the aperture changes the size of the hole; the larger it’s set the more light 
gets in, the smaller the hole the less light.

Aperture is measured in ‘f-stops’ also referred to as ‘f/number’ – for example 
f/2.8, f/4, f/5.6,f/8,f/22 etc. Moving from one f-stop to the next doubles or halves 
the size of the opening in your lens (and the amount of light getting through). 

One thing that causes a lot of new photographers confusion is that large 
apertures (where lots of light gets through) are given f/stop smaller numbers and 
smaller apertures (where less light gets through) have larger f-stop numbers. So 
f/2.8 is in fact a much larger aperture than f/22. It seems the wrong way around 
when you first hear it but you’ll get the hang of it.

 
3. Shutter speed

Shutter speed is the amount of time that the shutter is open, which means the 
length of time the image sensor ‘sees’ the scene you’re attempting to capture.

• Shutter speed is measured in seconds – or in most cases fractions of 
seconds. The bigger the denominator the faster the speed (ie 1/1000 is 
much faster than 1/30).

• In most cases you’ll probably be using shutter speeds of 1/60 (which 
means it is a sixtieth fraction of a second) or faster. This is because 
anything slower than this is very difficult to use without getting camera 
shake. Camera shake is when your camera is moving while the shutter is 
open and results in blur in your photos.

• If you’re using a slow shutter speed (anything slower than 1/60) you will 
need to either use a tripod or some type of image stabilisation.
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f2.8
more light less light

f5.6 f8.0 f11

A slower shutter speed captures the 
motion of this fisherman in Bangladesh 
throwing out his net©
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• Shutter speeds available to 
you on your camera will usually 
double (approximately) with each 
setting. As a result you’ll usually 
have the options for the following 
shutter speeds – 1/500, 1/250, 
1/125, 1/60, 1/30, 1/15, 1/8 etc. 
This ‘doubling’ is handy to keep 
in mind as aperture settings also 
double the amount of light that 
is let in – as a result increasing 
shutter speed by one stop and 
decreasing aperture by one stop 
should give you similar exposure.

• When considering what shutter 
speed to use in an image you 
should always ask yourself 
whether anything in your scene 
is moving and how you’d like 
to capture that movement. If 
there is movement in your scene 
you have the choice of either 
freezing the movement (so it 
looks still) or letting the moving 
object intentionally blur (giving it 
a sense of movement).

• To freeze movement in an image 
you’ll want to choose a faster 
shutter speed and to let the 
movement blur you’ll want to 
choose a slower shutter speed. The 
actual speeds you should choose 
will vary depending upon the speed 
of the subject in your shot and how 
much you want it to be blurred.

• Motion is not always bad. There 
are times when motion is good. 
For example when you’re taking 
a photo of a waterfall and want 
to show how fast the water is 
flowing, or when you’re taking 
a shot of a racing car and want 
to give it a feeling of speed. 
In these instances choosing 
a longer shutter speed will be 
the way to go. However you 
need to use a tripod or you 
run the risk of ruining the shots 
by adding camera movement 
(a different type of blur than 
motion blur).

• Focal length (zoom) is another 
thing to consider when 
choosing shutter speed. Longer 
focal lengths will accentuate 
the amount of camera shake 
you have and so you’ll need 
to choose a faster shutter 
speed. The rule of thumb to 
use with focal length is to 
choose a shutter speed with a 
denominator that is larger than 
the focal length of the lens. For 
example if you have a lens that 
is 50mm then 1/60 is probably 
okay, but if you have a 200mm 
lens you’ll probably want to 
shoot at around 1/250.

Top tips:
• The light source should be on the 

subject (sun behind you).

• The first two hours and the last two 
hours of daylight are the best time 
for taking photos.

• Bright sunlight can lead to harsh 
shadows and the subject squinting. 
Try putting the subject in the shade 
for a softer more flattering image.

• Switch off your flash, unless you 
have professional equipment and 
know how to use it.

• Study your camera manual and 
learn how to change the ISO, 
shutter speed and aperture so you 
can adjust the exposure.

A faster shutter speed freezes the action in 
this game of tag - a game used by Sports 
in Action to educate youth about HIV©
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Composition

The rule of thirds is an excellent guide for creating compelling compositions. 
The basic principle is to imagine breaking an image down into thirds, both 
horizontally and vertically, so that you have nine parts. 

    

  

              Diagram 1                 Diagram 2

As you frame your shot, imagine this grid overlaid on what you see as you look 
through your viewfinder or on the LCD display. With this grid in mind you can 
identify four important points in the composition where you should consider 
placing the most interesting parts of your subject. For example, when taking 
photos of people you should consider positioning their eyes on one of the top 
two intersections as you frame your image – see diagram one.

The second diagram shows four lines which are also useful for positioning 
elements in your photo.
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Top left: Young woman on an early 
morning errand in Sierra Leone

Above: In Sierra Leone a mother with 
a baby strapped to her back washes 
clothes in the river



Photojournalism  /  Change the world    81

The theory is that if you place points of interest in the intersections or along the 
lines that your photo becomes more balanced and helps a viewer interact with 
the image more naturally. Studies show that when viewing images people’s eyes 
usually go to one of the intersection points most naturally rather than the centre 
of the shot – using the rule of thirds works with this natural way of viewing an 
image rather than working against it.

The rule of thirds applies equally to photos in a landscape composition (see above 
opposite), as well as portrait composition (see opposite). However, for the Key 
Correspondents website (and for most websites) always try to take a landscape 
composition, as this works better due to the design and layout of most web pages. 

The rule of thirds technique is just as important for shots of landscape as those 
of people and horizons should be positioned along one of the horizontal grid 
lines, which you can imagine being overlaid on the two shots above.

One of the most common mistakes in photography is forgetting to pay attention 
to getting the horizon exactly horizontal. As you can see in the picture above 
right, it’s an easy mistake to make. When framing your shot, always think about 
the rule of thirds and always double check your horizon.

Using the rule of thirds can take a little time and practice for it to become 
second nature. The most important questions to ask are:

• What are the points of interest in this shot? 

• Where am I intentionally placing them?

Top left: A community affected by a 
cyclone along Bangladesh’s coast in the 
Bay of Bengal 

Top right: A boat moored at a jetty at a 
lake in Guatemala
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Background

Backgrounds present both 
opportunities and challenges to 
photographers. On the one hand they 
can put a subject in context and make 
it stand out in a way that highlights it 
wonderfully – but on the other hand 
backgrounds can overwhelm subjects 
and distract from them.

Strategies for dealing with distracting 
backgrounds:

Checking the background before 
taking the shot is vital to avoid making 
mistakes in photographs. Look for 
colours that don’t fit with the rest of the 
image, bright patches that might distract 
the eye, lines that clash, people that 
don’t belong, trees or poles sprouting 
out the top of people’s heads etc.

Changing your shooting angle if 
you have distracting elements in the 
background of a shot is probably 
the first thing you should consider. 
This might mean rotating around 
your subject but could also include 
getting down low to make the sky the 
background or even getting up high 
and shooting down onto your subject 
to make the background the ground.

Moving your subject is a simple 
technique but can make a huge 
difference to the background and is 
another effective strategy. Often asking 
the subject to take a step to the left or 
right will fix things either by putting the 
distraction behind them or by putting it 
out of frame.

Using aperture to blur backgrounds 
is one of the most useful techniques to 
learn as a way to combat distractions 
in backgrounds (and foregrounds). 
What you’re trying to achieve is a nice 
blurred background where you can’t 
really make out what’s going on. The 
easiest way to do this is to use a wide 
aperture. The wider your aperture 
the more blurry your background will 
become. Remember a wide aperture is 
denoted by a low f-stop, such as f2.8.

Using focal length to blur 
backgrounds is another way to help 
get your backgrounds nice and blurry 
and requires a lens with a long focal 
length which you use to zoom in. 

Placing subjects in front of open 
spaces will also help to make the 
background more blurry. For example 
if you have the choice between 
shooting your subject standing right 
in front of a brick wall or standing in 
front of an open field – the open field 
shot will have a much more blurred 
background simply because the brick 
wall is just centimetres from your 
subject and inside the focal range 
whereas an open field stretches off 
into the distance where everything will 
be out of focus.

Filling your frame with your 
subject is one of the most effective 
ways of removing distractions from 
backgrounds. Get up close and/or 
use your zoom lens to tightly frame 
the shot and you’ll not only remove 
distractions but could end up with a 
high impact shot as well.

Woman standing outside her home in 
Sierra Leone
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Point of view

One of the most effective ways to make your images more interesting to the eye 
is to change the angle that you’re shooting from. 

These photos of boats in Malaysia illustrate this point. Of course perceptions 
about photos are subjective and the angle you choose will also depend on the 
context and story you are trying to communicate. 

In the first picture taken with a wide angle you get a sense of setting, scale and 
landscape, but there is little indication of the human element of the story. The 
second picture taken much closer up gives a completely different feeling. You 
see the fishermen and you get a different sense of the scale of the fishing boats 
in relation to the people and the work involved.

Not only does changing the angle you shoot from impact the feeling of size 
of your subject but it also affects the light and shade and patterns. Always try 
taking shots of your subject from different angles. While standard wide angle 
shots can be good for context, getting in really close and finding unusual angles 
can bring a ‘wow’ factor to your shot.

The variety of perspectives that you can shoot images from is only limited by  
your imagination. 
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Top tips
• Move in close: get physically close 

or zoom in on your subject to 
reveal interesting details, such as 
a person’s freckles, wrinkles or an 
arched eyebrow. 

• Move your subject from the middle: 
the centre of your picture is not 
always the best place for your 
subject. Bring your photos to life by 
simply moving your subject away 
from the middle of your picture. 
Remember the rule of thirds.

• Lock the focus: if your subject is 
not in the centre of the photo, you 
need to lock the focus to create 
a sharp picture. First, centre the 
subject and press and hold the 
shutter button halfway down. 
Reposition your camera (while still 
holding the shutter button) so the 
subject is away from the centre and 
press the shutter button all the way 
down to take the picture. 

• Be ready: keep your camera on  
you and not packed in your bag 
so it’s easy to take a shot at short 
notice. Ensure that you have 
enough batteries, film or memory  
to last the day. 



Storytelling
A photograph has the ability to convey 
emotion, mood, narrative, ideas and 
messages – all of which are important 
elements of storytelling.

The gift of storytelling isn’t something 
that just happens – good storytellers 
are intentional about learning how to 
tell stories and practice their craft. 

Stories come in all shapes and 
sizes. Some are long (novels or even 
trilogies of novels) but others are short. 
Thinking photographically, short stories 
might be just one or two images.

Single image stories

• Most newspaper photography 
fits into this category of 
storytelling – one image that 
attempts to capture the essence 
of an accompanying written 
story. They don’t have the luxury 
of multiple frames to introduce, 
explore and conclude so almost 
always tell the story of a single 
event rather than a longer one.

• Such shots need to have 
something in them that grabs 
the attention of a viewer. They 
also will usually have visual and/
or narrative focal points that 
lead the viewer into the photo.

• Short story photos are often 
shots that leave the viewer of the 
photograph wondering about 
what they are looking at – not 
because they don’t understand 
it but because they intrigue and 
leave people imagining what is 
going on behind the image and 
what other future images of the 
scene might look like. In a sense 
these single image stories are 
often just as powerful because 
of what they don’t include in the 
shot as to what they do include.

• When telling a story through 
a single image think about 
including more than one person 
in the shot – when you do this 
you introduce ‘relationship’ into 
a photo which will conjure up all 
types of thoughts in the viewers 
of your shots.

• Having said that, sometimes 
carefully framing a second 
person out of your shot can add 
to the story you’re trying to tell. 
Leaving evidence in the shot of 
a second unseen person can 
add questions to your viewers’ 
minds. Unseen elements of a 
photo can add a lot.

• Also think about context 
– what’s going on around 
your subject? What’s in the 
background? What does the 
other elements of the photo 
say about your subject and 
what’s going on in their lives? 
Of course you don’t want to 
be too obvious about setting 
your background up – doing so 
could lead to clichéd shots.

Multiple image stories

• One of the mistakes many new 
photographers make is that 
they find they need to put every 
possible element of a story or 
scene into each photograph 
that they take. This leads 
to photos that can be quite 
cluttered, that have too many 
focal points and that confuse 
the viewer.

• One way to avoid this and still 
tell a story with your images is 
to take a series of shots. In a 
sense what you’re doing here 
is a step towards shooting a 
movie (a movie is a sequence of 
many thousands of images run 
together to tell a story).
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Rachel, 30, at home in Walvis bay, Namibia.

As a transgender woman Rachel was rejected 
by her own family at age 12. Here she is with 
her neighbour’s baby.

She likes the attention she gets as a sex 
worker. “I feel a diva, I feel like a celebrity, I 
feel like Beyoncé! When Beyoncé walks into a 
room everyone turns and looks at her.”
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• Series of shots used to tell a 
story can be anything from 
two or three shots arranged in 
a frame or collage through to 
hundreds of shots arranged in 
an album (online or printed).

Structure

Good stories don’t just happen. 
They take planning and some 
type of structure. Before you start 
photographing your story consider 
what type of shots you might need to 
tell it. Basic stories will usually include 
the elements of: introduction, plot/body 
and conclusion.

1. Introduction

These shots put the rest of the 
images into context. They introduce 
important characters, give information 
about the place where the story is 
happening, set the tone of the story 
and introduce the themes.

Introductory shots need to lead 
viewers into the body of the story. 
If you think about a good novel, it’s 
often the first few paragraphs that 
determine whether people will buy 
and read the book in full or not – 
the same is true with visual stories. 
Introductory shots should give people 
a reason to go deeper into the story.

 

2. Plot

Good stories explore ideas, feelings 
and experiences on a deeper level. 
Plot shots will make up the majority of 
your photographic story. They show 
what happens but also explore themes 
and ideas:

• Issue themes – the crux of the 
story, the main subject.

• Visual themes – perhaps colors 
or shapes that come up again 
and again.

• Stylistic themes – repetition of 
photographic techniques and 
styles. 

• Locational themes – reoccurring 
photos from similar types of 
places. 

• Relational themes – shots that 
focus upon a person or people 
over time. 

3. Conclusion 

Good storytellers are quite intentional 
about the way they end their stories. 
Last impressions count and it’s worth 
considering what lasting image you want 
to leave with the viewer of your photos.

By no means do you need to tie 
up your story neatly (good stories 
sometimes leave people feeling 
unsettled and wanting resolution) but 
do consider how you want to end.

Rachel routinely tests for HIV and advises 
other sex workers to do the same, as well as 
using condoms to prevent HIV: “I can’t do a 
risky job and ignore my health.”

She has established ‘Voice of Hope’, a 
community-based organisation which aims 
to increase sex workers’ access to health 
services, and improve their knowledge of their 
fundamental human rights.

Rachel is a strong role model: “Let’s be proud 
of who we are, as a sex worker, as a trans-
woman, but first and foremost a human being, 
with dignity and integrity.”
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Managing your photos

Editing

Novels never go to press in their original form. They generally take a lot of 
reworking and editing to get them into a form that will work. The same is usually 
true with photographic storytelling.

Editing happens on a number of levels and ranges from the editing of single 
photos (cropping, sharpening, enhancing of colors etc through software 
programmes such as Photoshop) through to the editing and presentation of the 
overall series of shots.

Good photographers take a lot of photos, but they know they won’t all be 
winning shots. The most important part of the editing process is being ruthless 
with your selection of photos. Remember photos should grab attention and 
increase the impact of a story.

Always keep two sets – one with all your images and one with your carefully 
edited selection of the very best shots.

Crediting and captions

Crediting photographs is standard international practice. Crediting, and the 
inclusion of the copyright symbol – © – in the credit, is especially important 
on the web, because of the ease with which images can be copied. Crediting 
also facilitates the subsequent identification and tracking of the image, and 
acknowledges the photographer. 

Captions are important because they provide additional context about the 
image. Whenever possible, a caption should include the name and age of the 
principal subject(s) and the country and locality where the image was taken. 
If a photograph is older than the text story it accompanies, it is important to 
also reference the year the image was taken. Do not repeat information that 
is already evident by looking at the image: use captions to make an additional 
advocacy point about your subject.
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Young people aged 15-24 account for 40% 
of new HIV infections globally. Over half of 
Ethiopia’s population is in this age group©
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When taking a photo this is the basic information you should always try to write 
down to help with filing and captioning your photos at a later date. For people:

• Name

• Age

• Family (brothers, sisters, parents) 

• Where do they live (country/city/region) 

• Job, volunteering or family responsibilities

• Description of what they are doing in the photo

• How are they linked to any project/programme

• Photo number (from the camera) 

For location:

• Area (village/town/city/country)

• Interesting facts on community/population, history, special features

• Photo number (from the camera)

Photojournalism and ethics 
The motivation for using an image should always be well thought out. Ask 
yourself, what does the image add? Does it enhance the viewer’s understanding 
of a situation? Does it allow the viewer to learn something about the subjects, 
how they live or their attitudes?

Most importantly, be sure to use images in their accurate context. Your 
photographs should be documentary depictions of real people, in real situations. 
Misrepresenting that situation, by – inadvertently or intentionally – implying your 
subjects are someone, or somewhere, or implicated in something, that they are 
not, is a violation of their right to fair and accurate representation, as upheld in 
many national laws. Finally, image misrepresentation can weaken your credibility  
as a reliable source of information. 

Above left: Momina walks her six year old 
son Rapira to school

Above: Youth club dancer Samson wants to 
make Ethiopian culture known to the world
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The need for special protection of children and women depicted in images is 
especially crucial when addressing controversial or culturally sensitive topics, 
such as child labour, sexual exploitation, gender violence or discrimination, 
recruitment of child soldiers, trauma, and the stigmatising impact of these and 
other issues, such as HIV.

When photographing or filming a child, the child’s best interests should always  
be the primary consideration. Filming or photographing a child should be a 
positive experience for them and they should always be accompanied by a 
parent or guardian. Informed consent (including a signed model release form) 
must be obtained for all vulnerable people and children (see module three on 
interviewing for further information).

It is important that images of children portray the reality of their lives but also 
respect their dignity, privacy and rights. Children should never be depicted in 
erotic, seductive, provocative poses or contexts (even if illustrating the trafficking 
of girls, for instance).

Ensure that all children represented in images are fully dressed. Do not use 
images of nude children, children that appear to be wearing no clothes, children 
in transparent clothes or children with their genitals or upper body uncovered. 

Children that have experienced violence, exploitation or have been otherwise 
abused should not have their faces displayed or be represented in a way that 
may lead to their identification. Where possible, show children being active and 
resourceful and where relevant, include families, parents or guardians.
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Tips for photographing 
children:
• Avoid looking down on children – 

use low angles

• Try to get natural candid shots 
when they are not posing

• Get permission from them and 
their guardian – make sure that 
telling their story and revealing 
their identity will not bring 
repercussions within  
their community

A young girl in remote village in Mali drinks 
water from a small bucket during a food 
crisis (2012)
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While some images have to illustrate 
reality and need, they shouldn’t 
compromise a person’s dignity. 
Images of ‘needy’, vulnerable 
people, may generate support in 
the short-term, but they can often 
perpetuate the negative opinion 
that a poor country’s problems will 
never be solved. This doesn’t help 
the efforts of countries that are 
seeking international investment, and 
a stronger voice in global decision-
making processes. 

Key Correspondents should think 
about how their imagery can promote 
gender equality by showing women 
as equal to men, actively engaged in 
their community and bringing about 
change. Think about challenging visual 
stereotypes of women as powerless, 
passive or dependent victims. 

Always ask yourself: ‘If I was this 
person, would I want my story told in 
this way?’

If your story focuses on a specific 
individual, but they do not want to be 
identified in a photo, you have to find 
a different way to tell the story visually. 
You could ask them if you could take 
a photo from an angle that would not 
reveal their identity. 

However, if your subject is not 
comfortable being photographed at 
all, then you need to get creative and 
think about the different elements in 
the story. Can you photograph their 
anti-retroviral medication, or their drug-
using equipment? Does the story refer 
to a specific clinic? Could you go there 
and ask for permission to photograph 
the waiting room? Is hunger a big 
issue in the story? If so get a picture of 
the subject’s empty bowl.

Rashida, a young transgender woman 
from Mymenshing, Bangladesh, finds it 
challenging to be accepted for who she is 
in a very conservative society
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Exercise

You have one hour to take 50 photos. 
This is an opportunity to experiment 
and try out different techniques, such 
as choosing a subject and taking  
many shots from different angles,  
for example:

• climbing above it 

• finding a weird angle

• lying or crouching in front of it 

• putting the camera on the 
ground and chancing it.

Also, remember to try:

• the rule of thirds

• blurring the background

• playing with different light 
sources.

Resources:

These resources provide excellent 
information to further develop your 
photojournalism skills:

Resource Media

Seeing is believing: a guide to visual 
storytelling best practices:

resource-media.org/visual-story-lab/
report/

World Pulse

This citizen journalism curriculum has 
many excellent modules, including one 
on multimedia storytelling:

worldpulse.com/pulsewire/
solutions/71046
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Rapira wants to be a doctor when he’s 
older so that he can treat people like his 
mother who is living with HIV
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