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INTRODUCTION

. Many documents fail because they are so ugly that no one will read

them or so confusing that no one will understand them [...] Poor

documents are so commonplace that deciphering bad writing and bad

visual design have become part of the coping skills needed to navigate

in the so-called information age ...

. Good documents get us to read them, and when we do so, they

communicate: They help us learn, support us in everyday activities,

and enable us to make sense of our world [...] readers deserve

documents that meet their needs, and [...] the people who create the

prose and graphics play a central role in making this happen.

(Schriver, 1997)

Perhaps one of the worst ironies of the information and communications age
in which we live is that all the development in technology has not taught
humans to communicate better. In fact, communication itself has become
more and more complex and varied, and examples of badly written
communication products are to be found everywhere. You have probably
often heard the complaints that pupils cannot write, that students do not have
the reading and writing skills to cope with tertiary education, and that few
people in the workplace are able to write a comprehensible text. Most
probably you have also seen many examples of such texts.

In this study guide we assume that students, teachers, writing professionals
and students wishing to qualify themselves as professional writers are able to
learn to write effectively. In this study guide the focus is especially on the
knowledge and skills that a person needs in order to prepare himself or
herself as a professional writer for the communication industry.

In the first section of this study guide, we look at the writing task in a
systematic way, and teach students how to write different kinds of texts that
can communicate optimally with their target readers, taking into account their
communicative aims and their readers' information needs.

Writing effectively for the newspaper, radio, television, public relations and
marketing, and for the internet and the world wide web requires first and
foremost some knowledge of the different types of texts employed by these
media. Secondly, it requires knowledge and skills in the writing of these
different text types. We cover this knowledge and these skills thoroughly in
the different sections of this study guide.

When you have worked through this study guide, you will be able to

. communicate effectively as a writer in different communicative situations
using different types of texts as communication products

. analyse and evaluate existing texts of different types produced for and by
the communication industry

TEX2601/1 (xi)



This study guide is, however, also aimed at a broader target group than only
professional writers in the communication industry. It is also aimed at
teachers who have to teach writing skills and who have to teach pupils how to
critically analyse and evaluate the mass of information offered in the media.
The apparatus needed for this is also provided in the study guide. In addition,
it is aimed at everyone wishing to improve their writing skills. The general
introduction and the specific writing tasks that are set in the activities of the
different sections offer challenging exercises in writing skills that could be
transferred to any other writing tasks. Writing for the media is an excellent
exercise in the writing of texts that optimally achieve their aims.

Comments from our students on the contents and presentation of our study
guides are very welcome. Please write to us and let us know what kind of
learning experience you have had from this study guide.

EO Saal

Study the 101 tutorial letter before you start work on the study
guide. In the tutorial letter we indicate which sections of this study
guide are compulsory study material for the exam, and from which
optional sections you have to make a choice for the exam.

(xii)



SECTION A

General writing
skills



STUDY UNIT 1

Text, text elements, text
characteristics and effective text
communication

OVERVIEW

In this study unit we will focus on the elements and some general
characteristics of texts.

We will begin our discussion with a working definition of the term ``text'' and
will briefly explain the key elements in this definition, namely verbal and non-
verbal elements. These elements are the main elements writers, irrespective
of the particular language in which they write, have at their disposal to
formally express a message in a text (i.e. to give form and structure to a
message in a text).

We will then briefly look at the non-verbal elements in texts of various types,
particularly illustrations, animations, video, typography and layout. Different
characteristics of texts will then be discussed. We will look at the following:

. content

. structure

. style

. type/genre

. medium and channel

. functions

Finally, we will focus on some of the most important factors that play a role
in effective text communication.

Becauseyouwill oftencomeacrosstheconceptswedealwith inthisstudyunit in
the rest of this study guide, you should study this study unit very well.

OUTCOMES

When you have completed this study unit, you should be able to

. analyse any text in respect of its verbal and non-verbal elements

. indicate how the choice of content, structure, style, type of text, medium
and channel is determined by the functions of the text, the reading goals
of the readers, and the manner in which they read and interpret a text
within a certain communication context

1.1 INTRODUCTION

Of all the possible situations in which people communicate with each other,
the focus in this study guide will be on communication situations in which a
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writer (as sender) communicates with a reader (as receiver) by means of a
certain type of text (for example, a newspaper report, a press release, an
advertisement and a website). The following depicts this schematically:

COMMUNICATION SITUATION

WRITER 3ÐÐÐÐÐÐÐÐ"TEXT 3ÐÐÐÐÐÐÐÐ" READER

The arrows connecting the writer and the reader with the text represent the
writer and the reader's interaction with the text: the writer as the creator of the
text and the reader as the receiver of the text.

In this schematic representation, the text occupies the central position.

1.2 THE TERM ``TEXT''

What is meant by the term ``text''? Researchers have not yet succeeded in
formulating a satisfactory definition of this term, mainly because so many
different things are described as texts (for a detailed discussion on this, see
Carstens 1997:71±78). For the purpose of our discussion, we will initially
define the term very broadly and then focus on different, more specific, uses
of the term.

Aworking definition The term ``text'' will be used in this study guide to refer to any coherent
message in which a writer has created the content with the aid of verbal and/
or non-verbal elements.

1.2.1 Verbal elements

In our working definition of a text the term ``verbal'' refers to the use of
human language to express a message. In human communication the most
important element used to convey messages is natural human language (for
example, English, Afrikaans, isiZulu and Setswana).

Oral versus written

language usage

As far as the verbal part of a text is concerned, we distinguish between two
forms of human language usage, namely oral [or phonic] language usage and
written language usage. In oral language we make use of speech sounds and
in written language we use the letters of the Roman or Arabic alphabet.

1.2.2 Non-verbal elements

The term ``non-verbal'' in our definition refers to all the non-linguistic
elements that writers use in their texts to express a message, such as:

. illustrations

. layout of the text

. typographic elements

The term ``illustration'' is used as an umbrella term for a variety of non-
verbal elements which the writer uses to express his/her message or a part
thereof (for example, photographs, drawings/sketches, figures and tables).
Although some texts consist of illustrations only (for example, a series of
drawings depicting how a video apparatus should be operated), in most cases
illustrations appear together with written language ± even if it is limited to
headings and captions for illustrations.

TEX2601/1 3



Let us first look at an example of a newspaper text in which the information
is expressed by means of verbal and non-verbal elements.

ACTIVITY 1.1

Study the newspaper text below and answer the following questions:

1. What is the topic of the text? (Formulate this in a single sentence.)
2. Which information in the text is provided to the reader by means of

verbal elements (i.e. in natural language)? (Summarise the contents
briefly.)

3. Which information is provided to the reader by means of non-verbal (i.e.
non-linguistic) elements?

4. Is there any connection between the information that is provided
verbally and the information that is given non-verbally?

5. Can the information that is provided non-verbally also be paraphrased
verbally?

TEXT 1

(The Star, 2000±04±28)
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ANSWERS

1. The text focuses on the design of the new coat of arms and its symbolic
meaning.

2. The main part of the newspaper article consists of verbal text (in
English) in which the writer informs the reader of the symbolic meaning
of the coat of arms. Each paragraph of the text focuses on one or more of
the meanings symbolised by the various design elements of the coat of
arms (for example, para 1 states that it symbolises our national identity,
and that it is both South African and African; paragraph 2 states that it is
African and universal).

3. The main non-verbal element in the text is the illustration/depiction of
the coat of arms. A number of non-verbal elements are used in a
functional way. Different types of fonts are used (for example, the title is
in bold and in a larger font than the rest of the text) and the typography
of the body of the text differs from that of the information provided in
the blocks in the lower part of the text. The typography therefore signals
that the text consists of different information chunks. Text blocks are
used very effectively in this article, especially those that are linked with
arrows to different parts of the coat of arms. In the latter, which are
shaded in a lighter hue than the two blocks that contain the headings,
explanations are given of the symbolic meanings of each of the major
parts of the design of the coat of arms.

4. There is a clear connection between the information that is provided
verbally and that which is provided non-verbally. The verbal elements
(texts) detail the symbolic meanings of the coat of arms (i.e. it outlines
what the coat of arms means as it is visually depicted [the non-verbal
element]). This link is strengthened by linking the verbal explanations of
the meanings (which are provided in blocks) with arrows to the design
elements of the coat of arms.

5. Yes, anything that is depicted non-verbally can also be depicted
verbally. However, using non-verbal elements to present information is,
in many ways, a much more concise way of presenting information.

When a text is written by computer, the writer has all kinds of graphic and
iconic symbols at his/her disposal to convey a message. Examples of these
are different bullets and squares that can be used to indicate individual items
in a list, and arrows of various sizes that can be used to depict the phases/
stages in a process.

Iconic symbols are graphic elements with which certain conventional
meanings are associated. For example, a graphic representation of a pen is
used to indicate the act of writing, a ``smiley'' (simple picture of a smiling
face) to express a specific emotion (friendliness), and a combination of a
circle and an arrow to indicate the male gender. Study the examples below:

§ & &"" & { * * a
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To which of these graphic elements can you attach a specific meaning?
Describe the meaning in each case.

Animation/video Besides static depictions of objects, persons or actions in photos and
drawings, writers can use electronic texts (i.e. texts reproduced by computer),
animations (i.e. drawings/pictures creating the illusion of movement) and
video. These visual elements have the additional ability to portray movement
and the passage of time.

By way of illustration: in teaching/instructional material on the Web, some
writers give their readers an option to have (part of) the text content presented
either in written form or as a video insert. In such a case, the reader/viewer
can either read a written passage in which the mechanism of a bicycle pump
is explained or look at a visual presentation of what the different parts of a
bicycle pump look like (and how they work together to take in air and blow it
into a tube).

Sound and video inserts are commonly used in electronic encyclopaedias,
supplementing sections of written text or illustrating specific sections of
written text. Such an encyclopaedia would, for example, have under the entry
for ``hyena'' a written description of the appearance and behavioural
characteristics of the animal, and the animal would be presented visually on
the video ± often with spoken language to elucidate the video material.

Text layout The layout of a text refers to the way in which the parts of the written text and
the text elements that the writer uses to communicate the message (for
example, photos and drawings) have been arranged in relation to one another
in a text. By means of the arrangement of the verbal and the non-verbal
elements, the writer can indicate for the reader which parts of the text

. form a unit, or

. contain the most important information

For example, illustrations can be placed near the written sections of the text
that deal with the topic depicted in the illustration or the most important
information in the text can be placed in such a central position on a page that
the reader will immediately see it.

Typographic elements The use of typefaces/fonts of different sizes, different print styles (bold or
italics) or colour is one of the typographic elements that a writer has at his/her
disposal to give form to the message. A larger size font can, for example, be
used for the headings in a text to indicate the main theme and a smaller size
font for the sub-headings to indicate the sub-themes. The relative size of the
letters therefore indicates the distinction between the main theme and the sub-
themes.

Important information in a text is often marked for the reader by means of
bold print, a larger typeface than the rest of the text or a different character
style. In this regard, most word processing programmes offer writers many
options. A few examples are:

Document designers do it sans serif. (Plain/Normal, Times New Roman)
Document designers do it sans serif. (Italics)
Document designers do it sans serif. (Bold)
Document designers do it sans serif. (10 point)
Document designers do it sans serif. (Arial, 12 point)
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ACTIVITY 1.2

Text 2 is an extract from a brochure of the chain store Pick n Pay's A Guide

to healthy eating ± Fibre. Study the text and answer the following questions:

1. What is the topic of the text? (Formulate it in a single sentence.)
2. Which information in the text is given to the reader by means of verbal

elements (i.e. in natural language)? (Summarise the contents briefly.)
3. Which information in the text is given to the reader by means of non-

verbal (i.e. non-linguistic) elements? (Name each non-verbal element.)
4. In your opinion, does the use of photos contribute meaningfully to

imparting the main theme of the text?
5. Explain briefly how the different font sizes are used in this text to

indicate the main theme and sub-themes.
6. On the second page, the writer provides some of the information

mentioned in the written text in a table. Which information is provided
in the table? Could the writer have formulated the information in the
table in a paragraph by means of ordinary sentences? Why do you think
the writer chose to provide the information in the form of a table?

7. On the first page, the writer provides a lot of information in the form of a
list of bulleted items. What is the function of the bullets? Could the
writer have formulated the information in the list in a paragraph by
means of ordinary sentences? Why do you think the writer chose to
provide the information in the form of a bulleted list?
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TEXT 2
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ANSWERS

1. The main topic of the text is the importance of fibre in a healthy diet.
Notice that this topic is provided in the lightly hued text block at the top
of the brochure and that it is repeated in the main heading, ``Fibre and
your health''.

2. The verbal text addresses a number of topics that are signaled by the
headings and sub-headings in bold: fibre and our health, the reasons why
we need fibre, the two different kinds of fibre and how they contribute to
our health, and the amount of fibre we need in our diet.

3. Firstly, the writer uses different kinds of fonts to signal what the main
chunks of the verbal texts are about. Secondly, illustrations are used to
depict various kinds of fibre-rich foods. Thirdly, a logo is used in the
upper right-hand corner together with information on the hotline one can
contact. Lastly, the writer groups the information on fibre-rich foods
together in a table (a block with headings).

4. The illustrations/photos can be considered functional because they
depict some of the fibre-rich foods discussed in the text.

5. The main topics in this brochure are signalled by means of fonts of
different sizes in bold and reverse fonts (see our discussion on
typography in study unit 4). The title of the brochure (``A Guide to
healthy eating ± Fibre'') is in a larger font than the rest of the text and is
in reverse (white instead of black, set in a text block of a darker hue than
the rest of the text). The main heading (``Fibre and your health'') is in a
smaller font than the title of the brochure and in a larger font than the
sub-headings of the text, which are all in bold and set off from the copy
text (``Fibre and your health'', ``What is fibre'', etc.).

6. The text in the table provides information on the recommended fibre
intake per day. It indicates the amounts that should be included in one's
diet and how much fibre each serving size contains with regard to
different types of food. This information could have been provided in
various ways other than in table format. For example, each food type,
portion and amount of fibre could have been presented in a paragraph
with sentences. Presenting the information in a table has various
advantages: it requires less verbal text to present the information and it
presents an overview of the information in a highly comprehensible
manner. Are there any other advantages you can think of?

7. Bullets are used when a writer has to mention a long list of items. The
function of bullets is to separate the various items that make up the list in
order to focus the reader's attention on each of the items. A writer can
present the same information in a paragraph, but the bulleted list
immediately focuses the reader's attention on the different items in the
list.

Our working definition of the term ``text'' makes provision for the content of
a message to be expressed to the reader by means of any one or a
combination of the following:

. written language usage

. spoken language usage

. non-verbal elements

Multimedia texts In many texts, writers use several of these elements. The term ``multimedia''
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refers to the use of a combination of moving and static images, sound (music
and/or spoken language) and written language to convey a message. A
multimedia text is therefore a coherent message of which the content or
meaning is expressed (or given form) by means of a combination of elements.

Let us look at a few examples

Current computer technology provides writers with the technical means to
express a message in spoken and in written form. Speech synthesising
technology (i.e. technology that makes it possible to imitate human speech)
and recordings of human speech can be used to communicate by means of
spoken language in electronic texts. In the design of a website (see the
discussion in section F of this study guide) part of the message can, for
example, be expressed in spoken language (which the reader will be able to
hear if there are speakers attached to his/her computer) and part in written
language (which will appear on the computer screen).

In some advertisements shown in film theatres and on TV the content is
mainly conveyed by means of oral language and visual material. In some of
these part of the advertisement consists of a piece of written text that is shown
on the screen, while an announcer reads the same text aloud (referred to as a
``voice-over''). In several advertisements on TV this technique is used in
order to reinforce the advertised message.

Certain information can be conveyed more effectively in words (i.e.
verbally); for other information, illustrations or moving images are more
effective. In planning a text the first and most important step is to determine
which information should be included in the text and which information
should be omitted. As a second step, you should decide how you will convey
the information (i.e. verbally, non-verbally or by both means). (Also see the
discussion in study unit 4.)

When making this choice, all kinds of considerations come into play (such as
the level of literacy of the target readers [a large section of the South African
population is illiterate], and whether or not they have access to texts in a
specific medium [for example, a computer with a sound card and speakers,
and a video card to be able to read multimedia electronic texts]).

1.3 OTHER USES OF THE TERM ``TEXT''

In our working definition, we defined a text as any coherent message in
which the content is expressed by means of verbal and/or non-verbal
elements. However, the term ``text'' is also used to refer to messages in
written language only. In this meaning it is used to denote the written part of
a text in contrast to (and excluding) the non-verbal parts of a text (as in texts
1 and 2). In such usage the term is narrowly defined because in some texts
writers convey the message in written and spoken language, and in others by
means of verbal and non-verbal elements.

The term ``text'' is often used in this narrower sense to refer to the written
representation of a spoken message or utterance (for example, when someone
refers to the text of a speech where the speech itself is a form of oral language
usage). Some texts are, in fact, written for oral presentation (such as news
reports that are produced for broadcasting on radio or TV).
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1.4 TEXT CONTENT

In our discussion so far, we stated repeatedly that a text gives expression or
form to a specific content or message. What is meant by the terms ``content''
and ``message''? These two terms can best be explained if we look at the
process by which a text comes into being.

A writer formulates beforehand (or sometimes while writing) a specific
conceptual content that he/she wishes to convey to the reader. This
conceptual content, which consists of concepts and combinations of
concepts, exists as yet only in the writer's mind. In order to be conveyed
to a reader, it has to be expressed by means of verbal and/or non-verbal (i.e.
visual) elements in the text. The terms ``content'' and ``message'' both refer
to this conceptual content of the writer which is expressed in a text and which
the reader tries to elicit and interpret.

Sometimes it is said that a text contains/conveys certain information or that it
contains/conveys a specific meaning content. These terms also refer to the
conceptual content that the writer wishes to convey by means of verbal and
non-verbal elements.

In the remainder of the study guide we will use the terms ``(text) content''
and ``(text) message'' synonymously, and will intend them to mean
everything that may be imparted by means of a text's verbal and/or non-
verbal elements.

Text theme or

sub-theme

As far as content is concerned, a text deals with one or more topics (for
example, ``Road deaths in South Africa'', ``Fluctuation on the stock market''
or ``Price hikes in the transport industry''). Sometimes there is one main
theme with several sub-themes, each dealing with a different aspect of the
main theme. In a report on ``Road deaths in South Africa'' (main theme), the
following three sub-themes could be covered: ``The extent of the loss of life
on our roads'', ``The most important causes of road deaths'' and ``Ways to
avoid road accidents''.

1.4.1 Four aspects of the message

People usually do not communicate with one another for no reason, but
mostly to achieve certain goals with their communication. Some of the main
reasons why writers write texts are to

. inform readers about something (informative goal)

. convey to readers something about their own personality (expressive
goal)

. convince readers of something (persuasive goal)

. rouse readers to action (appellative goal)

. establish a specific social relationship with a reader (relational goal)

In order to achieve these goals, writers give content and form to their texts in
specific ways. Inasmuch as this is reflected in the message of the text, we can
distinguish at least four aspects of the message of a text, namely:

. the referential message (i.e. information that the text contains about
certain facts, phenomena, events or procedures)

. the expressive message (i.e. what the message expresses/imparts about the
personality or identity of the writer; his/her feelings, views, values and
norms)
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. the relational message (i.e. what the message imparts about the way the
writer sees his/her relationship with the reader; and how this relationship
is established, changed or perpetuated)

. the appellative message (i.e. what the message conveys with regard to
what the writer wants the reader to do or not to do)

Readers are sensitive to these four aspects of the messages in a text. They do
not only notice the factual information that is imparted in a text but also grasp
what the writer is imparting about himself/herself, how he/she sees the reader
and what he/she expects from the reader. And they judge a text on these four
levels. Typical questions that the reader might pose when reading a text are
the following:

. On the referential message: Is what the writer is saying here, interesting
and important? Are the facts correct? Do I agree with his/her viewpoint?

. On the expressive message: What do I think of the writer? Is he/she
trustworthy, sincere or compassionate?

. On the relational message: Is the writer's opinion of me correct? Is he/she
insulting me? Does he/she treat me the way I want to be treated?

. On the appellative message: What does the writer want me to do? Does
the writer have the right to appeal to me in this way? Am I willing to
respond to his/her appeal?

The answers the reader may give on these questions could differ from what
the writer intended with his/her message on these four levels or from what he/
she wished to convey. For example, what the writer might intend as a friendly
tone in a letter could be experienced by the reader as disrespectful or
patronising. Readers could have such an aversion to the image of the writer
that they will not accept the information in the message or respond to the
appellative part of the message. When writers create a positive or trustworthy
image of themselves in the text, or when it is apparent that they have the
interests of the reader at heart, it creates a feeling of goodwill in the reader.
This in turn motivates him/her to respond in a positive way to the appeal of
the message.

The reader may be responsible for the incorrect interpretation of any of the
four aspects of the message (for example, if the reader holds different views
than that of the writer).

Readers do not all pay the same measure of attention to each of these four
aspects of the messages in a text. One reader could pay more attention to the
referential aspect of the message (What information does the writer
provide?); another to the expressive aspect (What kind of person is the
writer of this message?); yet another, to the relational message (How does the
writer see me as a reader? How does he/she treat me?). In some texts some
aspects of the message outweigh others. In newspaper reports on current
affairs, it is the task of the journalist to convey only factual information to the
reader. The message will therefore be purely informative and the journalist
will impart as little as possible about himself/herself or about his/her
particular opinion of the readers. He/she will not directly appeal to the readers
to do or not to do something.

Let us look at some other examples to see how these goals are expressed in
the content of different kinds of texts.
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ACTIVITY 1.3

Study the advertisement of a funeral policy from Metropolitan Life and then
answer the following questions.

1. To what genre (text type) does this text belong? What is (are) the main
communicative goal(s) of such texts?

2. How is each goal of the text linked to the way the content is selected and
organised?

3. How do the writers of this text try to persuade readers to purchase the
policy?

4. What kind of relationship does the writer establish with the reader?
(Hint: Look at the use of the pronoun ``we'' in the paragraph on the free
booklet.)

5. How are illustrations used in this advertisement to support and reinforce
the message? (Hint: What do the flame and the extinguished candle
traditionally symbolise?)
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TEXT 3

(Edgars Club Magazine, June 2000)
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ANSWERS

1. This text is an advertisement that is aimed, first and foremost, at
introducing the product to potential customers (informative goal). It
obviously also has the goal to persuade readers to purchase the policy
(persuasive goal).

2. Two communication aims are therefore prominent: the informative goal
(What are the main features of the policy?) and the persuasive goal
(Why should I acquire the policy?). A large part of the content of the text
consists of an exposition of the features of the policy (informative
message). Now make a list for yourself of all the features of the policy
that are described in the text.

3. The first technique which the writers of this text use to try to persuade
readers to acquire the policy is to ask them: ``When a family member
passes away, will you be prepared for the financial burden?'' If the
reader answers either ``No'' or ``I don't know'' to this question, then the
writer probably caught the reader's attention and most probably
succeeded in getting the reader to read further. The second technique
is to point out to the reader what kind of experience he/she would have
in the event of a family member passing away ± a fact of life most of us
are familiar with. The advertisement then mentions a second factor
which will make the situation worse: you are going to experience
trauma, which will be worsened if you do not have the money to give
your loved one a proper burial. On the whole, a picture is painted for the
reader of a problem situation none of us would like to experience. The
message strategy is called the use of a ``fear appeal''.

A further step in the process of persuasion is to offer the policy as the
solution to the stated problem. This is an old advertising strategy for
persuading people to purchase a product or service: you have a problem
and our product/service will solve that problem. The solution is further
reinforced by pointing out the positive qualities of the product (i.e. what
the policy will provide if someone close to you passes away).
When the writer has succeeded in convincing the reader of the
usefulness of the product, the following step is to appeal to the reader to
act. Look at the last paragraph, which has precisely this goal. The
message is: ``Fill in the application form if you want to ensure peace of
mind for your whole family''.

4. The writer tries to establish a close relationship with the readers by
trying to bring over his/her concern about the traumatic experience that
might await them if a loved one dies. This image of concern and
intimacy is strengthened when the writer presents himself/herself as one
of the people who can be affected (see the use of the pronoun ``we'' in
the paragraph on the free booklet).

5. The illustration of the four candles (three burning, one extinguished)
metaphorically presents the idea of a group (family) with one member's
``flame of life'' having been snuffed out. The flames of a candle
(representing those who are left behind) are also used as bullets on the
left-hand side of the text, which may be symbolic of the fact that they
mark important information for those who are left behind.

An organisation or business has (through its employees) its own identity and
culture, and a need to communicate this identity (expressive goal) in order to

TEX2601/1 15



establish a good relationship with its clients (relational goal). The identity of
an organisation can be described as the totality of all the values and norms on
which the organisation bases its own activities and the way in which it treats
its clients. Some of the more specific values that determine the identity of an
organisation and that are often used in external advertising are the following:

. integrity

. quality

. ingenuity

. trustworthiness

. expertise

. service rendering

. sense of social/ecological responsibility

. technical renewal

. value for money

These are also the kinds of values that institutions want to project in
corporate advertising. In the following advertisements the expressive and
relational messages that a company wants to project about itself are
prominent.

ACTIVITY 1.4

Study the advertisement below. It is an example of corporate advertising (i.e.
a form of advertising that is aimed at projecting a positive image of the
organisation/institution). First read the text and then answer the questions
below. Justify each of your answers by referring to specific parts of the text.

1. What is the image that Sasol (a manufacturer of petrol and other
chemical products) wishes to project to the reader about itself?

2. To what values does Sasol commit itself in this advertisement?
3. Do you feel that it is important that South African companies should

hold this kind of view? Justify your answer.
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TEXT 4

(Mail & Guardian, May 26 to June 1, 2000)
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ANSWERS

1. First of all, the image that Sasol tries to project is that of a company that
honours the philosophy of ubuntu as it is symbolised in the person of Sol
Plaatjie. Secondly, it shows that the projects it embarks on are done within
the spirit of ubuntu ± each project in Africa is more thanmerely a business
enterprise and is aimed at fostering the well-being of all Africans.

2. By viewing Sol Plaatjie as the personal embodiment of the philosophy
of ubuntu, Sasol claims to cherish all the values he symbolises (see
paragraphs 1 and 2): an educated man; a champion for human rights;
someone who sought an understanding of his environment, challenged
those who did wrong, had entrepreneurial skills and helped his fellow
human beings. Furthermore, Sasol aligns itself with the spirit of ubuntu
in fostering the well-being of all Africans.

3. By committing themselves to the African spirit of ubuntu, companies
clearly try to project an image of being committed to protecting the
environment (i.e. being a truly [South] African company). Given the
premium that is placed on this kind of commitment in the new South
Africa, it is imperative that companies signal their commitment to this
new dispensation and (more specifically) to the philosophy of ubuntu
that underlies it.

1.5 TEXT COHERENCE

The third term in our working definition of a text that requires a closer look is
``coherence''. We have defined a text as a coherent message.

In the preceding discussion we showed different kinds of elements that a
writer can use to compose/construct a text, namely verbal and non-verbal
elements. The first point to note is that not every collection of verbal and non-
verbal elements constitutes a (comprehensible) text, but only those in which
there is coherence between the verbal elements and between the verbal and
non-verbal elements.

Text structure For example: if a text consists of written sections only (consecutive sentences
and paragraphs), there should be coherence between them. The coherence in
a text is generally referred to as the text structure. This term refers to the
internal or logical coherence of the parts of the text (consecutive sentences,
paragraphs, sections and larger units such as chapters).

Any arrangement of the sentences or paragraphs of a text will not necessarily
produce a comprehensible text, because readers only understand a text if they
are able to grasp the connection between preceding and subsequent
sentences. Various logical relations can exist between the different parts of
a text (for example, a relation of cause and effect, question and answer, parts
of a whole, members of a category, beginning and end).

Structural markers Sometimes this relation is made apparent to the reader by means of
structural markers (i.e. words or expressions that indicate what the
relationship is between two consecutive parts of a text). Conjunctions that
join sentences are the most common kind of structural markers, for example:

. Ivan was terribly embarrassed because he arrived late. (cause ± effect)

. Bill is studying very hard in order to pass the exam. (action ± goal)
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In both these examples the conjunction indicates how the reader should
interpret the relation between the two consecutive sentences.

However, in many cases it is left to the reader to infer from the content of the
text the coherence between its parts. The writer can facilitate this task for the
reader by either inserting structural markers in the text or by using headings.
When using headings, he/she can indicate what the main theme and sub-
themes of the text are, in what order these appear, and how each of them
relates to the main theme.

In study unit 2 we will look in more detail at how fixed text structures can be
used to structure the main outline of a text.

Why is the structure of a text important? The answer is simple: If the
structure of a text does not have a clear order, it confuses the reader and
obscures the message that the writer wishes to convey. A reader can only
grasp a text when he/she has succeeded in organising the meaning of the
verbal and the non-verbal elements in a text into a coherent whole. The task
of the writer is therefore to convey this structure as clearly as possible to the
reader.

Coherence or structure also pertains to texts that consist of sections of written
text and illustrations. If one part of the content is expressed in written text and
another part by means of illustrations, then the reader should be able to
interpret both and to structure both into one coherent message.

Coherence also comes into play in distinguishing texts from each other. A
page of newsprint could contain various reports that are expressed verbally
and non-verbally. How does the reader distinguish between these newspaper
reports as different texts that appear on the same page? In most cases, the
layout of reports and graphic techniques guide the reader so that he/she is
able to distinguish one report from another. However, readers also manage to
distinguish texts as separate reports because they are able to group together
the written texts and illustrations that pertain to the same topic. All the verbal
and non-verbal elements that relate to the same topic form a report, and such
a report can be distinguished from another report that has its own theme and
its own verbal and non-verbal elements.

1.6 TEXT STYLE

The term ``text style'' is an umbrella term for a variety of aspects of a text
that relate to the way in which writers ultimately give form to what they wish
to say (of course, in accordance with their communicative goals and the
communication situation). Defined as widely as this, the term can refer to any
of the particular characteristics of verbal and non-verbal elements that the
writer uses to express the content of his/her text.

Choice of words We will first look at the style of the verbal elements that the writer uses. In
this case the term refers only to the linguistic elements that the writer
employs to give form to the text content. In this sense the term usually refers
to the choice of words, sentence type, punctuation, etc. Examples of elements
of style relating to the choice of words and formulation are the following:

. unbiased language (free from sexist and racist expressions)

. clarity (use of concrete words as opposed to abstract words; specific
words as opposed to more general words; and avoidance of unknown
words and subject terminology)
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. directness (avoiding repetition; choosing shorter statements rather than
longer formulations)

. accuracy (avoiding euphemisms and clicheÂs, palliative or figurative
language and regional expressions)

. correct register

The choice of an appropriate style and register is an important aspect of the
effectiveness of a text. One would write differently for children than one
would for adults, and differently for colleagues than for laymen. The style of
a text should suit the informal or formal nature of the communication
situation. For example, in a business letter (where one deals with formal/
impersonal communication) the salutation should be a formal ``Dear Mr/Mrs
X'' and the entire text should be written in a formal and courteous register.

Writers should note the following aspects of the style of a text:

. degree of difficulty

. density of information

. being attuned to the target readers

. choice of register

Degree of difficulty The target group determines how difficult or simple a text should be. The
question is then: What makes texts difficult or simple?

In the first place, a reader may find a text difficult because of the subject of
the text. For example, if a reader knows nothing about physics, he/she would
not easily understand a text on a topic from the world of physics. If a writer
wishes to nevertheless make a certain topic comprehensible for his/her
reader, the writer should place the topic in context and provide sufficient
explanations, examples and comparisons (especially where subject-specific
concepts are concerned). This kind of approach to the writing task is
especially important in teaching/learning and instructional texts, and in
reporting on scientific topics and events.

A text could also have a high degree of difficulty for readers if it contains
various kinds of terms, difficult words and certain sentence constructions that
make it difficult for them to figure out the text content from the language
used in the text. The task of the writer is to keep his/her choice of words as
simple as possible, to avoid long and complicated sentences and to replace
abstract words with more familiar, concrete words.

Density of information In general, we can say that the density of information in a text depends on the
number of information units (or facts) that is presented. The quantity of
information in texts can be very diverse. Some texts contain very little
information per number of words because the writer elaborates long and
extensively on each little bit of information. We refer to such a text as being
rambling/long-winded or copious/detailed. The risk that the writer of such a
text runs is that readers might find the text long-winded and boring (which
they often do), and that the verbosity might irritate readers or put them to
sleep.

On the other hand, a text with six bits of information per second hardly gives
readers a chance to breathe. Such texts require the utmost concentration, and
sometimes result in readers giving up because the effort it requires is just too
much.
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Often such detailed texts consist of a large number of repetitions: the same
information is presented repeatedly, each time ``packaged'' in different
words. Repetition of the same information with different wording is known
as paraphrasing. Typical textual indicators of paraphrasing are phrases such
as ``in other words'' or ``to put it another way ...''. Paraphrasing can be a
useful aid in certain text types, for example in didactic texts. However,
overuse can induce irritation: some readers dislike receiving yet another
explanation of something they have already grasped.

Long-winded/wordy texts are mostly full of padding (i.e. clauses/phrases
that add nothing but extra words to the text), for example:

. In these modern times in which we are now living ...
Rather: In modern times ...
Or: Nowadays ...

. As far as this state of affairs is concerned, it does not contribute to the
economic development of Africa.
Rather: This (state of affairs) is harmful to the economic development of
Africa.

. With regard to the expansion of the cell phone industry in South Africa, it
may be deduced that its growth has surpassed all expectations.
Rather: The growth of the cell phone industry in South Africa has
surpassed all expectations.

An important characteristic of good style is therefore conciseness.
Unnecessary words, irrelevant information, long and elaborate sentences,
and uncalled-for personal opinions and inferences are factors that promote
verbosity.

Being attuned to the

target group

We mentioned above that one would write differently for children than one
would for adults. If one wishes to reach one's target readers, then one's
language usage should be attuned to their language usage. The tone and the
degree of difficulty of a text will therefore vary according to the composition
of the perceived target group of readers. Obviously, an exposition on the
dangers of drugs that are intended for high school pupils will differ greatly
from a report on the same topic that will be tabled in parliament. Before one
begins to write, one should therefore picture one's target group: For whom
am I writing? For whom is the text intended? How homogeneous is the
group? At what level of understanding should the text be written (e.g. for
primary school children, for students or for colleagues)?

Readers' profile According to Burger and De Jong (1997:32), writers should ask four
important questions in order to form a picture of their readers: What do the
readers know? What do they want? What do they think? What are they
capable of? The authors elucidate each of these questions as follow:
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KNOW:

. What do the readers already know about the subject? The text should
relate to and link up with their prior knowledge.

. What is their level of education (for example, only primary school
level; high school level; tertiary level, or specialist training on the
topic)?

WANT:

. What information do the readers want: facts or critical discussion,
headlines only or background information?

. How do the readers wish to be addressed? Should the writer adopt an
informal, familiar register or should he/she maintain a formal
distance?

THINK:

. What are the readers' attitude to the topic: are they interested,
indifferent, hostile, disapproving, positive or negative?

. Do the readers have prejudices regarding the topic or about you as a
writer?

CAPABLE OF:

. Are the readers capable of reading long texts or complicated diagrams
and tables, or do they require a simple text with lots of illustrations?

. Which level of abstract thinking are they able to handle?

Prior knowledge and

interest of the reader

It is as wrong to treat an adult reader of a text like a minor as it is to use
language that is totally beyond the understanding of the reader. If a brochure
on the prevention of malaria warns that immuno-compromised persons
should avoid malaria areas, one wonders whether the average reader would
understand what is meant by this. If a few persevering readers should at last
discover that the term refers to persons with weak or reduced immunity/
resistance, it would still not help them at all if the brochure does not indicate
what group of people would fall into this category and provides no examples.
The possibilities are legion: pregnant women, persons with diseases of the
immune system, young children, people who have recently been seriously ill,
etc. If the aim of the brochure is to inform its readers and to achieve the text's
goal, then a different approach should be taken.

Choice of register We use the term ``register'' to refer to the use of language that is appropriate
in a specific situation (e.g. formal, informal, courteous, serious or convivial).
The speakers of a language have a choice between different registers. The
topic under discussion and the listeners or readers determine which register is
appropriate. The register of a text or utterance is especially determined by
choices which the writer/speaker makes in respect of words, expressions and
sentence constructions that portray pompousness, gravity, humour, authority,
admonition, friendliness or condescension.

Variation/switching of register is very common in spoken language. A world
of possibilities exists for the choice of register between a politician's formal
address and a father's conversation with his three-year-old daughter. Written
language is often more formal by nature than spoken language and a formal
register of Standard English is mostly used in written texts. However, some
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variation of register may also occur in written texts ± one writes a letter or a
note to a friend in a different register than the register one uses in a letter of
complaint to Telkom or in a report that has to be submitted to a board of
directors.

Although we dealt with various aspects of the style of a text, style is a
concept that is very difficult to define. Many of us recognise texts that are
written in a good style, but analysing what it is that constitutes good style is a
complicated matter.

1.7 TEXT GENRE

No two texts look exactly alike, yet some texts have more characteristics in
common than other texts. A group of texts that share a set of common
characteristics belong to the same text type or text genre.

Among non-literary texts, we distinguish a large number of text types and
often several sub-types. The following are examples: newspaper reports,
advertisements, media releases, direct mail letters, advertising brochures,
agendas and minutes of meetings, annual reports, websites, texts for radio
news bulletins, and documentary programmes.

Each of these text types has certain distinctive characteristics whereby they
can be separately described and distinguished from other text types. The very
characteristics that we mentioned above are relevant here: text content,
structure and style. We can also add: form, typography and layout, the typical
communication situations in which the text is used, the medium in which it
appears (digital or printed) and the particular communication goals for which
it is employed.

It is of the utmost importance that the writer should be familiar with the
characteristics of each text type and with the conventions that apply to each
type. In our discussion on the different text types (from section B onwards),
you will be introduced to these characteristics and conventions.

1.8 MEDIUM AND CHANNEL

Medium The terms ``medium'' and ``channel'' are not always used in a clear or
consistent way in the literature on text communication. We will use the term
``medium'' to refer to the substance whereby text communication takes
place. Written communication mostly takes place on paper by means of
written letters of the alphabet. Other media can obviously also be used, such
as plastic or wood on which a written text can be inscribed. In the case of oral
communication, the message is conveyed by means of speech sounds.
Electronic texts are texts which have been created with electronic instruments
(such as the computer) and which are presented to the reader on a screen,
using the letters of the alphabet or other non-verbal symbols. An electronic
text may also be printed on paper, in which case we refer to it as a paper copy
(or hard copy) of the electronic text.

Channel The term ``channel'' refers to the way in which a text is distributed. For
example, a text can be distributed via one of the mass media (i.e. the radio,
TV, newspaper or Internet) or in printed format to individuals by means of
the postal service. Posters are often displayed on lamp-posts and on trees next
to highways; pamphlets are mostly distributed by hand.
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For the writer, the most important consideration in choosing a channel and
medium (after the production costs) is how he/she can best reach his/her
target public so that they will pay attention to the text and its contents.
Writers sometimes distribute the same text in different media via different
channels. In other cases, different kinds of texts with more or less the same
content are created for different groups of target users, and each of the texts is
then transmitted/send in a medium and by means of a channel in order to
reach the largest number in each target group. An example of this is the
different advertisement texts that are created of the same product for use on
the radio, on TV, in a newspaper or magazine, as a billboard next to a
highway and as a pamphlet. In each of these cases we are dealing with a
different kind of communication situation in which the reader is introduced to
the text (and its content) in a specific manner. In each of these situations there
are a number of factors that determine whether the reader will pay attention to
the text and take note of the content.

Each medium and channel has specific advantages and disadvantages.
Printed texts, for example, can be reread several times by the reader if he/she
does not understand the content. But a listener cannot replay a news text on
the radio and a viewer cannot replay a news item on TV (unless of course it
was taped). A billboard next to a freeway is seen for mere seconds by a
motorist. In all these cases, the writer of the text therefore has to know
exactly how the reader will be introduced to the text, and which adaptations
he/she has to make to the text content and presentation to ensure that the
reader will be able to interpret and understand the text. Which specific
adaptations do you think a writer should make to the content, structure, style
and presentation of a text when it is distributed via one of the channels listed
below?

(a) TV
(b) radio
(c) an advertisement in a film theatre
(d) an advertisement on a billboard next to the freeway
(e) junk mail
(f) sales by telephone
(g) a webpage

1.9 COMMUNICATION GOALS AND TEXT
FUNCTIONS

As mentioned above, people mostly communicate with one another for
specific purposes and to achieve certain goals with their communication.
Some of the most important reasons why writers write texts are to

. inform readers about something (informative goal)

. convey something of themselves to readers (expressive goal)

. convince readers of something (persuasive goal)

. rouse/urge readers to action (appellative goal)

. establish a certain social relationship with a reader (relational goal)

. entertain or admonish/caution readers

Text function In accordance with these communication goals of the writer, one can say that
a specific text (of a writer) has the function to inform, caution, convince, etc.
the reader. Specific text types have specific functions, for example:
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. advertisements do not only have the function of introducing a product to
the readers, but also of persuading/convincing them to purchase the
product

. the function of textbooks is to present certain information on a subject to
readers and to explain the subject to them

. a newspaper report has the function of informing readers about a specific
newsworthy event

. a manual's function is to indicate to the readers which actions they should
perform to achieve a specific result

. a questionnaire has the function of collecting certain information about
the reader

Clarity about the precise function(s) of a formal text is of the utmost
importance when it comes to the writing of effective texts. To illustrate: if a
text has to inform the reader about a topic, then the text should not only
contain the necessary information but also to present it in such a way that the
reader can understand it; a manual should contain not only a set of
instructions but also instructions that are complete, that are formulated in
such a way that the reader can easily understand them, and that will enable
him/her to perform the relevant actions correctly. In short: as far as content,
structure and style are concerned, the text should be formulated in such a way
that its ultimate goal or function can in principle be realised.

Immediate versus

removed aim/function

It is sometimes necessary to make a distinction between the ultimate goal/
function and the immediate goal/function of a text. To illustrate: an
advertisement has succeeded in its goal if the reader purchases the product
that was advertised (ultimate goal). But to get the reader that far, the writer
first has to convince him/her of the usefulness of the product or of his/her
need of the product. This can usually be achieved by informing the reader
first about the (good) points of the product (immediate goal/function). The
immediate aim of an advertisement is therefore informative by nature: to
provide the reader with the necessary information about the product.

ACTIVITY 1.5

1. What is/are the function(s) of texts 1 to 4?
2. Who are the target readers of texts 1 to 4?
3. Analyse this study unit with regard to the following:

. coherence (provide an outline of the content of this study unit by
indicating what structural markers are used)

. text style (comment on the choice of terms and lexical items, degree
of difficulty and density of information)

. how the text is attuned to you, the student

ANSWERS

We can combine the answers to the first two questions in the table below:
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Text : Genre Communicative

goal

Target readers

Text 1: Newspaper

report

Informative General public

Text 2: Brochure Informative General public

Text 3: Advertisement Persuasive Families

Text 4: Advertisement Persuasive General public, but more

specifically champions of

an African identity for

South African companies

This activity is meant both as an exercise in the analysis of texts and to get
your feedback on how effective our study material is. Please feel free to
comment on whatever you find good or bad in this study unit with regard to
the three aspects mentioned above.

1.10 EFFECTIVE TEXT COMMUNICATION

One of the key questions that researchers on writing are trying to answer is:

What determines the effectiveness of text communication?

To date, they have not come up with a simple answer to this question. Nor
have they managed to find a simple recipe writers can follow in all kinds of
communication situations in order to ensure that their texts communicate
successfully with their readers.

What is clear, is that more or less effective text communication takes place
under specific circumstances and that various factors (variables) determine
the effectiveness or success of text communication. Effectiveness should be
seen from two angles: from the angle of the writer and from the angle of the
reader.

Seen from the writer's perspective, communication is successful if the text
has succeeded in its intended function/goal. For example, if an advertisement
has managed to persuade the reader to buy a particular product, then the
advertisement has succeeded in its goal/function. However, the achievement
of this goal is not a simple task. The writer first has to get the reader to pay
attention to the advertisement; to read it, to digest it and to grasp its content;
to spell out the consequences of the content for himself/herself; and, finally,
to take the steps that are needed to acquire the product (see Janssen,
1998:20). The only instrument the writer has in achieving this is the text ±
the text with its specific content, structure and style which, through the choice
of medium and channel, should be employed to achieve this ultimate goal.

From the reader's perspective, the effectiveness of a text is determined by the
particular goal with which he/she reads the text and the extent to which the
text satisfies his/her reading goal. For example, we read the newspaper to
keep abreast of current affairs (reading goal) and a newspaper report is
effective/successful to the extent that it provides us with the facts on a certain
current event without using unnecessary words.

Readers' reading goals also determine how they read a text, select
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information from it and cognitively process that information to achieve their
reading goals. Readers do not read all texts word by word in order to
understand the text as a whole (i.e. study read a text). They usually scan a text
only briefly to search for certain bits of information (scanning, exploratory
reading). Sometimes they use a combination of methods. (For example, the
reader might read the headings and sub-headings in the text in order to
orientate himself/herself regarding the whole content [and its structure], and
then read only the first sentence of paragraphs and some paragraphs entirely.)

In order to be able to communicate effectively with the reader, the writer's
text (as far as content, structure and style are concerned) should be attuned to
the information needs and reading goals of the target readers, their reading
behaviour, and the way in which they elicit and process the information in
texts cognitively. Text communication can therefore only succeed if the
writer's text is attuned to his/her reader.

ACTIVITY 1.6

By way of revising the content of this study unit, briefly define each of the
following terms as they are discussed in this study unit:

. text

. verbal element

. non-verbal element

. coherence

. text content

. text structure

. text style

. text genre

. medium

. channel

. text goal

SUMMARY

In this study unit we focused mainly on the text as an element in text
communication.

Working from our definition of the term ``text'' as any coherent message in
which a writer has created the content of the message by means of verbal
and/or non-verbal elements, we looked at the verbal and non-verbal elements
of a text. Thereafter, we dealt with the terms ``text content'', ``text
structure'', ``text style'', ``text genre'' ``medium'', ``channel'' and ``text function/
goal''.

In the last section we looked at some of the variables that determine the
effectiveness of text communication: the text, the writer and the reader. In
study unit 2 we will discuss the writing process as a variable that
determines the success of the end product ± the text.
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STUDY UNIT 2

Text design: introduction and task
orientation

OVERVIEW

In study unit 1 we introduced you to several terms relating to the text as the

creation of the writer. We looked at the verbal and non-verbal elements that

are used in the formal expression of information in a text. Then we dealt with

various characteristics of texts: their content, structure, style, genre/type,

medium and channel. We also briefly discussed the way in which the target

readers, the functions of a text and the communicative context play a role in

the design of an effective text.

In this study unit and in study unit 3 we will concentrate on the way in which

you, as the writer, can go about a writing task in order to improve the

communicative effectiveness of your text. As indicated in study unit 1, the

communicative effectiveness of a text is influenced by several factors ±

factors which you should continuously take into account in designing and

writing an effective text. The problem which the writer faces can be expressed

in the form of the following question:

How should I design my text in terms of content, structure, style andHow should I design my text in terms of content, structure, style and

presentation (genre, medium and channel) so that it will optimally achieve mypresentation (genre, medium and channel) so that it will optimally achieve my

goal(s) with the intended target readers?goal(s) with the intended target readers?

Most researchers on writing agree that your chances of writing an effective

text are improved if you approach the writing task in a systematic way. The

writing process can be divided into different phases or steps, and in each of

these a specific aspect of the design and writing of a text can be dealt with.

In this study unit we will look at the first step only (i.e. orientation towards

the writing task). We will discuss the other steps in study unit 3.

OUTCOMES

When you have completed study units 2 and 3, you should

. know how to orientate yourself to the writing task and how to draw up a

communication plan

. be able to design a construction plan for a text by taking into account

the functions and target readers of the text, and the communicative

context in which it will be read

. be able to write the text according to this construction plan

. be able to edit the text

. be able to evaluate the texts of other writers
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2.1 HOW DOES ONE APPROACH A WRITING TASK?

ACTIVITY 2.1

1. You were given various writing assignments in school. Try and
remember how you would have gone about writing an essay on the two
topics below and then write down the procedure you would have
(typically) followed ± from thinking about the topic and searching for
information on the topic (if you did follow this procedure) to finally
writing the essay.

The death penalty should be abolished/reinstated
Hard work is the only way to success

2. Did you receive any instruction at school on how to write an essay on
topics such as those mentioned above? If so, briefly describe what you
were taught.

The teaching of writing skills is often neglected at school and even at
university. In the following two study units we will therefore outline a
procedure for writing texts that will enhance their efficacy in meeting their
communicative goals.

In study unit 1 we showed you that writing an effective text (i.e. one that
optimally realises its goals or functions) is determined by several factors.
This is why very few writers are able to write an effective text by merely
taking up the pen (or taking their seat behind the keyboard), formulating a
message and trying to structure it while writing.

The result of such a method is that the text usually has all kinds of defects
that undermine its communicative effectiveness. For example:

. It might not contain all the information required to answer all the reader's
questions on a topic.

. It might not be structured clearly, so that the reader finds it difficult to
figure out how to interpret the proffered information in terms of the
subject as a whole.

. It might contain many difficult terms, words or expressions that the reader
does not understand.

. It might be full of irrelevant information so that the reader has to go to
great lengths to distinguish relevant from irrelevant information.

There is, however, no single recipe or method for writing all kinds of texts
that will always ensure an effective result. Most researchers feel that if one
wishes to increase one's chances of writing an effective text (especially if one
is not a seasoned writer), one should set about the writing task in a planned
and orderly way. This means that the writing task should be divided into
smaller steps or units, and that in each step or phase one should focus on a
particular aspect of the writing task. In this way, the writer can get a grip on
all the variables that influence the effectiveness of a text.

In this study unit we will approach the writing task in this manner. The
process of writing will be divided into the following consecutive steps:
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Steps in the writing process

Step 1: Orientate yourself with regard to the writing task (task
orientation).

Step 2: Design a construction plan for the text.
Step 3: Write the text in full, according to the construction plan.
Step 4: Check the content and formulation of the text.
Step 5: Ensure a good visual presentation of the text.
Step 6: Edit the text and proofread it.

We will now deal with each of these steps in detail.

2.2 TASK ORIENTATION

As in the case of other forms of problem solving, it is essential in any writing
task that the writer first orientates himself/herself with regard to the precise
requirements of the writing task. It is also essential that the writer is broadly
focused on how the function or goal of the text, the target readers and the
communicative context in which the reader will be introduced to the text
determine the content, structure, style and presentation of the text. Such an
orientation to the writing task is important because it is continuously
employed in decisions on how to solve various practical problems in the
process of writing the text.

Under the term ``task orientation'' we therefore understand a broad
orientation with regard to the

. expected readers/public/target readers (For whom will I write the text?
Which requirements could the reader(s) set with regard to the text?)

. goals of the text (What do I want to achieve with the text?)

. situation in which the reader will be confronted with the text (In what
communicative context will the reader be confronted with the text?)

. boundary conditions within which I have to work (How long should the
text be? How much time do I have to complete it? How much money is
available, for example for glossy paper, colour or illustrations?)

Orientation also includes the fact that the writer has to determine how all
these aspects should be taken into account in the planning of the

. content of the text (What should I write about?)

. structure of the text (Which structure will be the best for the content and
for the reader?)

. style of the text (How should I formulate the text so that the readers will
understand the content well?)

. presentation of the text (What will be the most appropriate text type,
medium and channel?)

As you will notice in the discussion below, all these aspects are closely
interrelated. However, you should bear the following diagrammatic
representation in mind throughout the discussion that follows.
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Text function(s) Target readers

TEXT

Communicative Content Boundary conditions
context Structure

Style
Genre
Medium
Channel

For this task orientation, you should find clear answers to the above questions
with regard to the text's functions, target readers, communicative context and
boundary conditions. The answers will enable you to design an effective text
communication plan (albeit only in the back of your mind) when you
continue with the other steps in the writing process.

Time spent on task

orientation

The amount of attention that the task orientation should get will depend on the
extent and the complexity of your writing task. From your experience and
knowledge of your work environment, you will often know precisely what the
goal of a writing task is (informative, persuasive, etc.), for what kind of public
you are writing and what the most appropriate medium is. For example, one
would send a memorandum per e-mail via the Internet/Intranet to inform the
personnel of a corporation of the arrangements for a staff function.

In many cases you would only give proper attention to the task orientation
when you are dealing with concrete problems of choice: How should I
address the readers in this advertisement? Will readers understand all the
technical words in my newspaper article? Will readers know what I expect
them to do?

Informed answers to these questions that will lead you to the correct solutions
are only possible if you do a simple task analysis, even with certain forms of
routine writing tasks.

More extensive and more complex forms of written communication (for
example, an annual report, a brochure, an in-depth article in a newspaper on
the side-effects of testosterone, an educational text on some health risk)
require a more extensive prior analysis of the task because many of the
characteristics of the text are not fixed beforehand. In other cases, a writer
would have to make many choices regarding the content, structure, style and
layout of a text ± even though there are certain conventions that apply to the
specific kind of text.

The result of the task orientation should be a communication plan for the
piece of writing that you have to do. In such a plan you should draw up a
brief formulation of at least the following:

. the target readers and what you expect from them

. a description of the functions/goals of the text

. a short description of the content and structure of the text

. the type of text, and the chosen medium and channel for distribution

Commissioned writing In some cases a writer decides to write a text of his/her own accord. In other
cases, the writer designs a text that has been commissioned by someone else.
In the latter case, the communication originates from an external
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communicator and the communication task commences with the analysis of
the commission. The writer should therefore clarify each of the aspects
mentioned above with the person who commissioned the text.

Let us look at each of these aspects.

2.2.1 Analysing the target readers

Writers should know their target readers very well in order to be able to
communicate effectively with them. Readers seldom form a homogeneous
group. They may display considerable differences in the way in which they
treat a text and you, as a writer, should bear those differences in mind when
designing a text.

For example, readers differ from each other in respect of age, personal
experience, interest, education/training, skills, needs, emotions, values and
norms. They also differ in their preferences for particular media or text types,
their reading habits, and the reading aims and strategies with which they read
certain types of texts. Each of these factors can separately or jointly
determine the effectiveness of the text communication. In fact, most mass
media (radio, TV, newspapers, etc.) annually spend large amounts on
research to determine precisely which of these factors influence readers',
viewers' and listeners' reading, viewing and listening behaviour.

When a writer has to write a text on a specific topic, he/she should take these
characteristics of readers into account in order to try and get a picture of how
any or several of these characteristics can influence his/her communication
with the reader via the text. If the writer would like his/her communication to
be successful, he/she should do a systematic and thorough analysis of the
target group.

2.2.1.1 Influence on text content

Writers should think consciously about how their readers may evaluate the
content/message of a text, which requirements they could set in this regard
and, especially, what the consequences of their judgements will be.
Ultimately, these judgements will determine how readers will respond to
the text.

The question is: How can text writers attempt to achieve the desired effect
with readers on all four levels of a text message (i.e. the referential,
expressive, relational and appellative levels)? Steehouder (1992:36±56) gives
an extended discussion of the strategies writers can follow. We will look at
his arguments below. The main purpose here is not only to increase your
understanding of possible communication problems in a text, but also to
anticipate such problems and to think of strategies to avoid undesired
interpretations.

(1) The referential message

Any text deals with or refers to certain facts, events, phenomena or
procedures that constitute its referential message (for example, a newspaper
report on the war in Cosovo, an article on how to build a push-cart, and a
brochure on guest houses in South Africa).

Readers' reactions How do readers react to the referential aspect of the message of a text?
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Although readers usually want to know what a writer has to say to them, they
are not passive beings who simply register the content of every message they
receive. Readers have their own interests and goals, and they adapt their
reading behaviour accordingly.

Firstly, the reader decides whether or not he/she wishes to read a text. Just
think how many advertisements in a magazine or newspaper you do not read,
or how much junk mail you receive in your post box and simply throw
straight into the wastepaper basket. Research shows that readers quickly learn
that the main goal of advertising is to persuade them to purchase a specific
product. If they recognise a text as an advertisement, they could experience
consumer resistance and ignore it.

Reading goals and

strategies

If readers decide to read a text, they pursue certain reading goals and their
reading goals determine ± sometimes quite unconsciously ± which reading
strategy (scanning, exploratory reading, speed reading or study reading) they
will use in order to best achieve their reading goals. For example, most
people read only the headlines of the reports in a newspaper to bring
themselves up to date as quickly as possible with the news events of the day.
On the other hand, a student will study a prescribed textbook (or parts of it) in
depth (i.e. read each section attentively and process the content) if he/she has
to prepare for an exam. In short: readers' goals determine how (i.e. with what
measure of attention and in how much detail) they will read a text and
process its content.

Janssen (1989:205) advises writers to have an internal dialogue with the
reader. Good writers try to imagine how their readers will react to what they
write. Which questions will the text elicit from the reader, and which
emotions?

Writers should therefore know their readers, especially how readers differ
from one another. Fourie (in Van Schalkwyk & Viviers, 1990:4) gives the
following set of factors in terms of which senders can analyse their receivers
in groups or as individuals:

. demographic factors (gender; age; nationality; occupation; education;
income; residence; social, political and religious affiliations)

. comprehension (age, education, knowledge of topic, language)

. communicational disposition (the attitude/disposition of the receiver
with regard to the topic and his/her attitude/disposition towards the
sender)

Each of these factors has a direct influence on the way in which writers adapt
their texts in content, structure and style so that the texts can be attuned to
their target readers. In addition, these factors serve as clues to determine
whether readers will react positively or negatively to the different aspects of
the message.

Let us now look at a few of these factors.

Demographic factors Differences in the age of readers go hand in hand with differences in
approach, interest, experience, attitude, needs and language usage (all the
factors that are related to a specific age group). Differences in education and
home circumstances bring differences in basic knowledge; differences in
linguistic skills and vocabulary; and differences in opinions, values,
expectations and experience. Differences in intelligence determine how
completely and how quickly someone will grasp something. Differences in
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nationality or ethnic group usually imply differences in approaches,
perceptions and values (which in turn could entail differences in reactions
to messages). In the same way, differences in religious views imply
differences in the value systems and outlook on life with which readers
interpret and judge messages, and differences in their positive or negative
reaction to those messages.

Motivation When readers encounter a text, they deal with it selectively. Selection itself is
influenced by motivation (i.e. readers' wish to take note of a message). This
motivation is reinforced when the content of the text is absorbing or useful.
The text then increases in newsworthiness for the reader. However, when
readers judge a text as not offering them much, their motivation to read the
text weakens.

Rhetoric strategies Given these strategies of readers, the main task of the writer is to ensure that
the reader pays attention to the content of the text. For this he/she should
ensure that the content is attuned to the reader by focusing on at least four
factors:

(a) Choice of theme

Being attuned to the

reader

The topic or question in the text should be attuned to the needs and interests
of the reader. For example, in a (general) student magazine one would not
publish an article on the latest plague-combating methods of maize farmers
because very few students would have any interest in such an article.

Presentation

perspective

Apart from the choice of a relevant theme, it is important that the theme
should be presented from a perspective or angle that corresponds to the
reader's interest in the subject. To illustrate: heart disease is a topic that
interests most people because we are all exposed to it, but different groups
have different interests in the topic: the layman is especially interested in the
prevention of the disease; doctors are interested in the prevention and the
treatment thereof. It is therefore important that if one writes about heart
diseases for the layman, one should approach the topic from his/her interest
or perspective: ``Dangerous heart diseases: How can I avoid them?''

(b) Choice of information

If the writer has an appropriate theme and angle, the following important step
is to give the reader only relevant information (i.e. information that the reader
needs on the topic). Unnecessary details and long elaborations about
unimportant aspects of a theme will cause readers to quickly lose their
interest in a text.

On the other hand, the writer should take into account the background
knowledge that is needed to understand the content of a text. If the readers do
not have the necessary background knowledge, the writer should provide it;
otherwise the effective processing of the content will be hampered. For
example: if understanding an article on the prevention of coronary heart disease
requires readers to have some elementary knowledge about the physiology of
the heart, the writer should provide this information in the article.

(c) Structuring and presentation of the content

Readers can understand a text only if it has been composed in a logical and
coherent way. (See our discussion on text structure in study unit 1.) With
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longer texts, the reader continuously needs help in order to be able to know
what the main theme of the text is, what the sub-themes are and how the sub-
themes relate to the main theme. The use of fixed text structures, main
headings and sub-headings, and typographic elements (like bold and italics)
are some of the ways in which a writer can clarify the structure of a text for
the readers and thereby help them to comprehend the content of the text.

A writer can always present his/her message in different ways because he/she
has a wide choice as far as verbal cues (words, expressions, sentence
constructions, etc.), and non-verbal cues (illustrations, typographic and
graphic cues, colour, etc.), format and medium (paper, an electronic message,
etc.) are concerned. The reader, however, should harness these cues in such a
way that it will help him/her to process and comprehend the message. For
example, words and expressions should be comprehensible to the reader,
illustrations should help to make difficult concepts clear to the reader, and
headings and sub-headings should be used to indicate to the reader how the
text is structured (i.e. what the main theme is and what the sub-themes are,
how they follow upon each other, and how they relate to one another).

(d) Communication goals

It is also important that the writer's communication goals are attuned to those
of the reader. No attempt to convince a reader will succeed if he/she does not
want to be convinced. Readers may simply ignore such messages or, if they
have other goals with the text, they may easily ignore parts of it.

However, writers can create a receptive attitude in readers if it is not present.
Writers of advertising copy, for example, have a whole arsenal of textual
elements (such as striking illustrations, clever phrases and a clear ordering of
the content at their disposal to attract the attention of readers and to let them
read as much as possible of the text). Another strategy is to disguise the
advertisement, for example by presenting it in the form of a newspaper
report. This is an indication that the reader regards a newspaper report as
more convincing than an advertisement, assuming that the journalist presents
his/her facts correctly and in an unbiased way.

(2) The expressive message

As we mentioned above, texts are created by writers. It is therefore inevitable
that the writer's own feelings, viewpoints, norms, values and knowledge of a
topic will be reflected in his/her texts.

We pointed out that the person or identity of the writer comes to the fore
more clearly in some types of text than in others. In formal texts the writer
can reveal something about his/her person, often in a single word/phrase or
by the way he/she chooses to approach the content of the text.

Readers' negative reactions to the person of the writer can endanger the
effectiveness of the communication, because it can cause the reader to also
judge the other aspects of the message negatively. Two kinds of ``text
behaviour'' that writers should guard against are behaviour to impress and
facade behaviour (Steehouder, 1992:38±39).

Behaviour to impress Behaviour to impress refers to all the ways whereby writers emphasise their
own importance. This happens, for example, when writers boast about their
good qualities (``I have always been led by what is right and wrong.''), their
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knowledge (``This is a complicated problem that you will understand very
little of ...''), or their important friends and acquaintances (``My good friend,
Prof Chris Barnard, said recently ...''). Behaviour to impress is also evident
in an exaggerated attention to detail (displaying the writer's superior
knowledge) or in a considerably difficult presentation of the message (``What
a difficult issue this is! The writer has to be very clever to be able to
understand all of this!'').

Facade behaviour Facade behaviour refers to all the ways whereby writers try to hide their bad
qualities or weak points from the reader. Writers sometimes attempt to
disguise their lack of knowledge on a topic by not keeping to the topic and
elaborating on other issues they know well. Others try to hide their ignorance
in long and complicated sentences (which are actually meaningless) that they
could have stated much shorter and with more precision. Although this kind
of behaviour is sometimes necessary in situations of conflict or negotiation, it
is inappropriate in many other situations. Readers expect writers to be honest
and to be themselves.

Degree of formality Readers expect writers to ``know their place'': to be informal if the situation
allows it and formal if it is required. In a letter about one's taxes that are in
arrears, readers do not expect the writer to first make small talk before
coming to the point. In such a formal situation, they expect the writer to
maintain a formal distance: the problem should be mentioned straightaway
and should be discussed point by point. On the other hand, an advertisement
that is worded in strictly formal terms will most probably not be successful.

Each of us should use the social rules underlying the appropriate degree of
formality in our interaction with other people ± and these rules are just as
valid in written communication. A writer who is perceived as being too
familiar, meddlesome, arrogant, cold or sentimental has not succeeded in
attuning his/her text to the correct degree of formality for specific target
readers.

(3) The relational message

Writers do not work in a vacuum. They communicate with people by means of
their texts.Whenwriting a text, they have a specific image of the reader inmind
and they decide (consciously or unconsciously) how they will behave towards
the reader in a particular communication situation. Readers, in turn, are
sensitive to the way in which writers portray themselves in their relationship
with the reader or to the image they project of the reader in the text.

The reader should answer the following overriding question: ``Does the
writer see me and treat me the way I want to be seen and treated?'' And
readers are particularly sensitive in this regard ± they easily feel threatened,
insulted, criticised or offended.

Steehouder (1992:42±43) distinguishes between two kinds of style that
writers can adopt: the top-bottom style and the against-solidary style. Each
style consists of two opposite kinds of style: top or bottom; against or
solidary.

Top-bottom style The top pole of the top-bottom axis refers to cases where the writer sets
himself/herself superior to or above the reader. With an utterance such as
``This assignment should be done immediately'', the writer confirms his/her
position of superiority with regard to the reader: he/she can give orders or
instructions and the reader, as the subordinate, does not have much choice in
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the matter. The opposite pole on the same axis refers to cases where the
writer sets himself/herself in a subordinate position to the reader. If the writer,
for example, says: ``Will you please do this assignment if you have the
time?'' or ``I will really appreciate it if you could spare the time to complete
the attached questionnaire'', he/she leaves the reader some choice in the
matter. The writer makes himself/herself dependent upon the reader's
goodwill.

Against-solidary style The against-solidary style also has two poles, indicating the way in which
participants are led by opposite or shared interests. People can oppose each
other (``I reject this viewpoint totally!''), but they can also act in harmony
(``Let us see how we can solve this problem together.'').

A combination of these two axes renders four relational styles:

Top

Attacking Leading

Against Solidary

Defensive Obliging

Bottom

(Steehouder, 1992:43)

Aggressive style

Defensive style

These four styles each represents a manner that the writer can adopt with
regard to the reader. If he/she takes on an aggressive/attacking style,
contrasts will be emphasised and attempts will be made to force his/her own
point of view onto the reader, or to force the reader to take certain actions. A
defensive style is recognisable when the writer continually raises objections
and counter-arguments; not wanting to be co-operative, but neither
suggesting new ideas.

Leading style

Obliging style

There is also a leading style: the writer himself/herself takes the lead, makes
suggestions for solving problems, is helpful, wants to solve problems and is
very clear on what he/she expects from the reader. An obliging style can be
recognised when the writer readily admits that others are right, shows
appreciation and respect for others, subordinates himself/herself to others and
leaves the initiative to others.

In any communication situation a writer can use several of these styles in a
text, and also vary the intensity. A point of view can, for example, be stated
in a more aggressive or a less aggressive way (``We do not have any record
of any payment.'' versus ``You have not paid your account.''). In the last part
of such a text, the writer can fall back on a leading style (``Let us help you to
address this problem.'').

The personality of the writer sometimes determines the choice of style,
especially if he/she lacks experience. Choice of style can also be used
strategically by writers to achieve certain communication goals. For example:
an aggressive/attacking style is often necessary to rouse readers to action,
while a leading or obliging style works better to gain their co-operation. The
reader knows that he/she is at fault if he/she has not settled his/her
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outstanding debt and an obliging style (courteously) points this neglect out to
him/her.

Readers' reaction How do readers react to the style of a text? They usually adopt the opposite
style: if the writer is out to attack, the reader will be on the defensive; if the
writer is defensive, the reader will be aggressive. A sharp attacking style will
however elicit an equally aggressive attitude from most readers (``I do not
react to such a blatant and insulting style!''). Reaction and counter-reaction to
the leading and obliging axis are more difficult to predict. If a writer adopts a
leading style, the readers may be either obliging or may offer resistance; if the
writer is too obliging, readers could interpret this as a weakness and might try
to exploit it strategically.

(4) The appellative message

The appellative message of a text is that part of the text in which the writer
appeals to the reader to perform a certain action or not to perform a certain
action: ``Complete the form below.''; ``Send the indicated amount
immediately.'' or ``Do not give your support to this candidate.''.

Indirect appeal In many cases the writer does not expect clear action from the reader ± only
that he/she should take note of the referential message. In other cases, the
appellative message has been disguised to such an extent, or is stated so
indirectly that the reader cannot easily figure it out. For example, if an article
on road deaths in South Africa ends with the sentence ``Urgent attention
should be given to this problem.'', it is not clear who should give urgent
attention to the problem: central government, provincial government or
traffic departments? In other cases, some action or response is clearly
expected from the reader (``If you wish to join this society, phone the
secretary at ...''). Even if it is not explicitly stated, most readers would know
exactly what the appellative message of an advertisement is. (``Buy this
product'')

Readers' perspective For the reader, the key question in this regard is: What exactly does the writer
want to achieve and am I going to respond to that? If I am going to respond,
am I able to react to the appeal?

Readers' resistance Appellative messages will elicit resistance in the reader if it is contrary to
what he/she usually does or thinks. In such a case, the text in fact contains a
condemnation of the existing actions or thoughts of the reader ± a
condemnation that the reader could see as an assault on his/her self-esteem.
For example, smokers generally react negatively to appeals to stop smoking.

If the reader perceives that his/her self-esteem is threatened, he/she could
react in various ways. He/she could

. ignore the undesirable (appellative) message totally, for example by
simply not reading the messages on cigarette packets regarding the health
risks of smoking, or terminate his/her subscription to a political
publication because it does not endorse his/her political views

. ignore the appellative part of the message ± which is easier to do if the
appeal itself is not stated explicitly

. relativise the authority of the writer so that the appeal does not need to be
taken seriously (``This chap doesn't really know what he's talking
about.'')
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Persuasive strategies If the writer really wants the reader to react to his/her appeal, he/she can use a
number of strategies to try and achieve this (i.e. to persuade the reader to
perform the action concerned):

. The writer can state the appellative message as clearly and directly as
possible. This will decrease the chances that the reader will ignore the
appeal (``Now fill in this form.''; ``Pay the amount that is in arrears
immediately.'')

. The writer can ensure that the perceived threatening tone of the appeal is
softened by showing appreciation and respect for the reader and by not
putting him/her under pressure to react. This kind of behaviour increases
the chances that the reader will feel that he/she has a choice in the matter.
Softening the appeal will succeed if the writer adopts an obliging (and not
a leading) style. The following is an example of a leading style in an
appeal: ``Submit your report within seven days.''; an obliging variation
would be: ``I realise that it is a time-consuming task to complete the
report, but I will really appreciate it if you could submit it within seven
days.'' The latter formulation shows an awareness of the resistance that
the appeal could elicit in the reader and tries to soften it.

. The writer can counteract the reader's feeling of being threatened or of
losing his/her self-esteem by offering him/her a number of advantages. In
the text it should then be made clear to the reader what advantages he/she
would have if he/she responded to the appeal.

The following are other means to convince the reader:

. offer a reward for the new behaviour (``If you stop smoking, you will feel
much healthier.''; ``If you settle your account immediately, we could raise
your credit limit.'')

. point out punishment or negative consequences that should be avoided
(``If you do not stop smoking, you will get lung cancer.''; ``If you do not
settle your account, legal steps could be taken against you.'')

. make a connection between the appeal and certain norms and values that
the reader regards as important (``If you make a donation, you will be
helping in the battle against the abuse of women.''; ``Pay your TV
licence ± it's the right thing to do.'')

. try to win the person's trust: if we trust someone, we follow him/her more
easily (``We are aware of the fact that many people find themselves in
financial difficulties, and we want to help you.'')

. indicate that a desired view or action is needed to belong to a certain
group (``Young people like Haha jeans!'' ± and who does not wish to be
young?)

When analysing the target group, the following checklist should be used:

The content

1. The referential message
How are the readers involved in the topic?
What knowledge do they already have on the topic?
What are their views on the topic?
Could certain terms and concepts impede their understanding of the
text?
What would be their goal(s) in reading the text?
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2. The expressive message

What opinions do the readers have of me as a writer?
Do they regard me as an expert, an outsider or as ``one of them''?

3. The relational message
What kind of style do the readers expect from me? Leading
statements or a more obliging approach?

How do I see the readers and what kind of relationship do I want to
have with them?

4. The appellative message

Will the readers have the desired reaction to my text?
Am I perhaps asking something that they will technically and
emotionally (or because of their convictions) be unable to deliver?

(Steehouder, 1992:213)

One or more texts?

An analysis of your target readers is essential to determine whether or not
you are dealing with diverse (heterogeneous) target groups. In some cases the
target groups are so heterogeneous that it is necessary to design different texts
(and/or text types) for the different groups of readers.

If the group is reasonably homogeneous, it is easier to form a clear profile of
the group. With heterogeneous groups of readers, each with their own
interests and needs, it is best to look for common characteristics in the group.
For example, if you have to write a text on the prevention of AIDS, you will
be dealing with diverse groups of readers. However, since all of them share
an interest in the prevention of this disease, you can build on this common
interest and need in your text. Sometimes it will be necessary to write a
different text for each target group. To illustrate: the year end results of a
company will be presented to the directors in a detailed report, to the
shareholders by way of an abridged report in a newspaper and to personnel
only via excerpts in a brief e-mail message.

If the writer is not clear on these matters because of lack of experience with
the target group, he/she should find out where more information can be
obtained (for example, by researching the target market concerned).

ACTIVITY 2.2

Text 1 is a pamphlet that was distributed by the Department of Health as part
of the Khomanani campaign. Study it thoroughly and then answer the
questions below. Justify your answer in each case by referring to specific
aspects of the content, structure or style of the text.

1. Who, in your opinion, are the target readers of this pamphlet?
2. What is/are the primary function(s) of this pamphlet?
3. Which technique does the writer use to attract the attention of his/her

target readers to the content of the text?
4. What kind of background knowledge do you think the target readers

have of the pamphlet's topic?

40



5. In your opinion, is the referential message of the text attuned to the
information needs of the target readers? Justify your answer by referring
to

. the questions that are posed and answered for the reader

. the chosen angle on the topic

. the style of the text (Hint: Look at the words and the formulation of
the text.)

. the structuring of the content (Hint: Refer to the question-answer
structure.)

. the readers' reading goals

6. Do you think the target readers might have other questions on the topic
that are not answered in the pamphlet? Justify your answer.

7. What, in your opinion, is the appellative message of this pamphlet?
8. Why, do you think, did the writer decide to have this text printed and

distributed in the form of a brochure?
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2.2.2 Analysis of the communication goals/functions of the text

In study unit 1 we pointed out that the writer can pursue a variety of goals
with a text, for example to inform or convince the reader, to rouse/inspire
him/her to action or to provide instruction on how to perform certain actions
in order to achieve certain results.

As was mentioned, these aims are often interwoven. Before someone can be
convinced of anything, he/she should first be informed of the state of affairs.
Before someone can be roused/inspired to action, he/she should first be
convinced of the desirability of the action. Giving instructions to someone on
how he/she should go about performing a certain action or accomplishing
something means providing him/her with specific information.

We also pointed out that several different goals can be intended with one text
and that, if the different goals cannot be achieved with one text, the proper
strategy would be to use several texts ± each with its own main goal.

In analysing the communication goals that can be pursued with texts, the
following checklist of control questions can be used, together with an
analysis of the referential, expressive, relational and appellative goals:

Control questions: Analysis of the communication goals

1. What should the target group know about the topic/issue? (knowledge
goal)

2. What attitude should the target group adopt on the topic/issue?
(attitude goal)

3. Which skills should the target group have (before/after) reading the
text? (skills goal)

4. Which actions should the target group take? (behavioural/appellative
goal)

A writer can, of course, also pursue certain goals on how the reader should
see him/her as a writer (the expressive goal) and on the relationship between
them (i.e. between the writer and the reader [the relational goal]).

For the writer, the question should be each time:

What do I want to achieve with the text and how does this aim determine
the content, structure, formulation and presentation of the text?

Let us look at a few examples. If the aim of the text is to inform the reader
about a particular product or service, then the information offered should be
comprehensible: apart from a logical presentation of the facts, it should be
clearly structured and examples, illustrations, etc. should be used to create a
text that is as easy as possible to understand. If it is expected from readers to
respond to the message, the writer should state clearly how and when that
should happen, and with whom. If the reader has to perform specific
procedures with the aid of the text, then clear, step by step instructions are
needed.

A single text can have several goals. A writer's goal could, for example, be to
inform the reader about the activities of a charity organisation, to persuade
him/her to join the organisation or to persuade him/her to make a donation. If
several aims are intended, it is sometimes advisable to take one of them as a
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main aim and to use that as a guideline for the choice of content and structure
of the text.

If the goals are so diverse that they cannot be reconciled in the same text, it is
better to write separate texts that each have their own main goal. To illustrate:
if you wish to inform the trustees of an organisation about the activities of the
organisation, the informative goal will be foremost and the referential aspect
of your message will receive the most emphasis. However, if you wish to
persuade outsiders to make a donation to the organisation, the persuasive goal
will feature foremost and the appellative part of your message will receive the
most emphasis. If the Receiver of Revenue has to pass on new information on
PAYE taxation to both employers and employees, it is almost impossible to
do it in one text: employers would have to know how to apply the new rules;
employees would want to know what effect this would have on their salaries.

2.2.3 Analysis of the communicative context

Writers have to take the communicative context in which the text will
function into account in the formulation of a text. In the formulation of the
message, the sender should take care that the message is attuned to the
knowledge which the reader will need in the communicative context in order
to effectively or correctly interpret the text and/or respond to the appeal made
in the text.

As was mentioned already, no form of communication takes place in a
vacuum. If you place an advertisement in a daily newspaper, the text will
appear amongst many other reports and advertisements. If you write a text on
a particular subject, the readers will read the text with their prior knowledge
of the subject and/or knowledge of other texts on the subject, as well as
possible knowledge about the feelings of certain institutions or society on the
subject.

In the analysis of the context the intention is to determine whether other
senders and messages (or specific and valid political, social or economic
circumstances) are present in the context, which might have either a negative
influence on the effect your text could have or support it in a positive way.

Let us illustrate this with a few examples. If you place an advertisement for
sleeping tablets in a newspaper which also contains an article on the positive
effects of sleep for human beings, it will support your message positively; if
it appears together with an article on how many people commit suicide by
means of sleeping tablets, it will have a negative effect on your message. An
advertisement for eye drops would have very little positive effect (in fact, it
could horrify some people), if it appears next to an article on cruelty to
animals in the laboratories of the manufacturers of such preparations.

When analysing the context, you can use the following checklist:

Control questions: Analysis of the communication context

1. Are there other messages that can have a negative effect on my
message?

2. Are there other messages that can have a positive effect on my
message?

3. Are there other senders with a similar message?
4. Are there other senders with a contradictory message?
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The answers to these questions should be used to determine your approach in
your own text. Should the negative or contradictory messages be countered
with positive or affirmative messages (and exactly how)? If there are
competing senders with the same message, how do I use these messages to
my advantage in my text? If there is another sender with a similar message
that will be in competition with the message of my text, how do I ensure that
my message will take precedence over the other message?

More specifically, you should determine how you should react to the positive
and negative contextual factors (senders and messages) in your text in respect
of its content and presentation.

2.2.4 Choice of medium and channel

If the assignment does not specify what kind(s) of channel and media should
be used, the writer should decide in which of these forms and media the
message will best be conveyed. To this end, the sender should be well
informed about the possibilities that each medium or channel offers. Firstly,
he/she should know which medium and channel to use in order to convey the
message (fax, letter, telephone, etc.). In addition, he/she should know the
advantages and disadvantages of using this channel/medium for the message;
what communication problems can occur with a specific medium and channel;
and which special requirements apply for the use of the chosen channel/
medium. Finally, he/she should ascertain how well he/she has mastered the
medium or channel, and whether experts should be contacted to assist him/her
(for example, an advertising company and designers of websites).

The following checklist of control questions can be used for this:

Control questions: Choice of medium and channel

1. Should I opt for oral or written communication, or a combination of
both?

2. Should I choose verbal or non-verbal communication, or a combina-
tion of both?

3. Will all my target readers have access to the chosen medium and
channel?

2.2.5 Analysis of the boundary conditions

In the planning and writing of extensive texts it is advisable to find out
beforehand which constraints (i.e. boundary conditions) apply with regard to
both the writing process and the text. These include all the contextual factors
that have an influence on the writing of the text and on the text itself.

Process constraints As far as the process is concerned, the writer should know how much time is
available, when the draft text should be completed and what the deadline for
delivery of the final text is. Other matters that should be clarified include
whether he/she can expect any help with the writing of the text, which
sources he/she should consult, whether they are easily accessible and which
media will be at his/her disposal (for example, computer and type of word
processing package).

Product constraints As far as the text itself is concerned, you should know what length the text
should be, what form it should take, whether there are any constraints
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regarding content and style, how it will be reproduced, whether illustration
material may be used and what your budget is.

In order to help you with the task orientation, the checklists of control
questions in the previous section are repeated below as summarised in
Janssen (1989:32±33):

Control questions for drawing up a communication plan

A Analysis of the assignment/task

1 Who gave the assignment?
2 What is the central theme of the text?
3 What is the main goal of the text?
4 Who is/are the target group(s) of the text?
5 Are there conditions/requirements regarding the choice

of communication type or medium? If so, what are they?
6 Are any boundary conditions applicable? If so, which

boundary conditions?

B Analysis of the target group

1 What does my target group know?
About the theme?
What is their level of general knowledge?
What do they know about me, the sender?

2 What is the attitude of my target group?
What is their attitude towards the subject?
What attitude do they have towards the sender?

3 What can my target group do?
Which skills does the writer appeal to?
Do the receivers have the required skills?

4 What kind of behaviour does the target group display?
What specific behaviour does the target group display
with respect to the theme?

C Analysis of the content

1 The referential message

How are the readers involved in the subject?
What knowledge do they already have about the
subject?
What are their views on the subject?
Can certain subject terminology and concepts impede
their understanding of the text?
With what goal(s) will they read this text?

2 The expressive message

What views do the readers have of me as the writer?
Do they regard me as an expert, an outsider or ``one of
them''?

3 The relational message

What kind of relational style do the readers expect of
me: leading statements or a more compliant approach?
How do I view the readers and what kind of relationship
do I wish to establish with them?

4 The appellative message

Will the readers have the desired reaction to my text?
Am I perhaps asking something which they will not be
able to deliver technically or emotionally, or because of
their convictions?

D Analysis of the communication goals

1 What should the target group know about the topic/
issue? (knowledge goal)

2 What attitude should the target group adopt on the topic/
issue? (attitude goal)

3 Which skills should the target group have? (skills goal)
4 Which actions should they take? (behavioural goal)
5 What do I want them to think of me as a writer?

(expressive goal)
6 How should the reader view our relationship? (relational

goal)

E Choice of medium and channel

1 Should I opt for oral or written communication, or a
combination of both?

2 Should I choose verbal or non-verbal communication, or
a combination of both?

3 Will all my target readers have access to the chosen
medium and channel?

4 Is this interpersonal communication or mass communica-
tion?

F Analysis of the communication context

1 Are there other messages that can have a negative effect
on my message?

2 Are there other messages that can have a positive effect
on my message?

3 Are there other senders with a similar message?
4 Are there other senders with a contradictory message?

ACTIVITY 2.3

Text 2 (on page 55) is the community newsletter of Unisa's community
project, which appeared in Tiisanang News (2000±03; vol 11, no 1). Study
the content, structure and style of the text well, and then answer the questions
below. Justify your answer(s) in each case by referring to specific aspects of
the content, structure or style of the text.

1. Who, in your opinion, are the target readers of this article? (Hint: Who are
the readers of Tiisanang News? It is a newspaper that is distributed to both
the personnel of Unisa and the participants in the community projects.)
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2. What is/are the primary function(s) of this article?
3. Does the writer use any technique(s) to attract the attention of the reader

to the content of the text? Justify your answer. (Hint: Look at the title.)
4. What kind of background knowledge do you think the target readers

should have on the topic of the article to understand it correctly?
5. In your opinion, did the writer of the article attune the referential

message to the information needs of the target readers? Justify your
answer by referring to the

. questions that are posed and answered for the reader

. chosen angle on the topic

. style of the text (Hint: Look at the words and the formulation of the
text.)

. structuring of the content (Hint: Refer to the question-answer
structure.)

. readers' reading goals

6. Are there any other questions which the target readers might have on the
topic that are not answered in the article?

7. In your opinion, does this article have an appellative message? Justify
your answer.

8. What kind of relationship does the writer establish with the reader?
9. Why, do you think, did the editor decide to publish this article in this

newsletter?

ANSWERS

1. The target readers of text 2 are all members of Unisa's community
project, more specifically those who are living with HIV/AIDS or are
affected by it. Since HIV and AIDS affects everybody, the rights of
people who are living with HIV and AIDS is of importance to all.

2. The primary function of the article is informative because it aims at
informing the reader of the basic rights people who are living with HIV/
AIDS have in the workplace.

3. In contrast to text 1, text 2 does not use a question as the title to attract
the attention of the reader. It does, however, use the title ``Common
questions about ...'', thereby indicating that it will focus on some critical
information that could be of interest to all readers. Given that HIV and
AIDS is a threat to all of us, one could assume that this title may attract
readers' attention and motivate them to read the article.

4. This article requires some basic background knowledge on employees'
rights in the workplace ± a topic that was discussed a lot with the
introduction of the new Constitution and is kept alive by workers'
unions which see to it that they are not infringed. In this particular case,
though, the reader would also be required to have background
knowledge on how the rights of people who are living with HIV/AIDS
are often infringed and of the legalese (language of the law) in which
such rights and obligations are formulated.

5. The writer has tried to attune the referential message to the target readers
(most of whom are laymen when it comes to issues of labour or human
rights law). The questions that are asked (in the sub-headings) and the
answers that are provided focus on issues that concern the readers as
employees: Can my employer have me tested for HIV? Can he/she fire
me if I test positive? Can I receive medical treatment? Can I be forced to
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disclose my serostatus? Can I be held legally responsible if I infect
another person with HIV? Should I inform my child's school of her
serostatus? Will they discriminate against my child if he/she is HIV-
positive?
With regard to style, it is inevitable that some legal terminology is used
to explain the rights of people who are living with HIV and AIDS.
However, in the article very little is done to assist the reader to
comprehend the complexity of the relevant law ± much of the text is, in
fact, ``paraphrases'' of the relevant clauses.
Since the writer uses the question and answer format, the text as a whole
is logical. After each question, an extensive answer is provided. Because
it focuses on the most common issues that may concern the reader, the
text can be considered as being attuned to the reading goals of the
readers.

6. Whether or not the article covers all the relevant questions which the
readers might have on the topic is difficult to determine without prior
research. The article does not aim to provide all the information about
the relevant laws. As is indicated by the title, only the most common
issues are covered.

7. The main communicative goal of the article is informative. However, by
aiming to increase all the readers' knowledge on the relevant laws
pertaining to discrimination against people who are living with HIV and
AIDS, it can be seen as an appeal not to discriminate against them. The
article can therefore be seen as an appeal ± but this would be a
secondary goal.

8. The writer's approach is very matter of fact. As an expert, she simply
informs her readers about the relevant issues.

9. Obviously newsletters try to address topics that concern their readers.
Given the fact that members of this organisation receive such newsletters
on a regular basis, the chances are that they will be exposed to the article
and will read it in the end.
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STUDY UNIT 3

Text design: planning, writing and
editing a text

OVERVIEW

In study unit 2 we assumed, as our point of departure, that the best method

to approach a writing task is to divide the writing process into a number of

steps. In each step an aspect of the designing, writing and editing of the text

received attention. For this purpose, the writing process was divided into the

following steps:

Steps in the writing process

Step 1: Orientate yourself with regard to the task (task orientation).

Step 2: Design a construction plan for the text.

Step 3: Write the text in full, according to the construction plan.

Step 4: Check the content and formulation of the text.

Step 5: Choose a good visual presentation of the text.

Step 6: Edit the text and proofread it.

In study unit 2 we focused extensively on step 1 (orientation with regard to

the writing task). In this first step the writer should orientate himself/

herself in respect of the

. expected readers public/target readers (For whom will I write the text and

which requirements could the reader[s] set with regard to the text?)

. goals of the text (What do I want to achieve with the text?)

. situation in which the reader will be confronted with the text (In what

communicative context will the reader be confronted with the text?)

. boundary conditions (How long should the text be? How much time do I

have to complete it? How much money is available, for example for glossy

paper, colour or illustrations?)

All these aspects should be taken into account in the planning of the

. content of the text (What should I write about?)

. structure of the text (Which structure will be the best for the content

and for the reader?)

. style of the text (How should I formulate the text so that the readers will

understand its content well?)

. presentation of the text (What will be the most appropriate text type,

medium and channel?)

In this study unit we will discuss the remaining steps in the writing process.
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3.1 PLANNING THE CONTENT AND STRUCTURE OF
THE TEXT

3.1.1 Drawing up a construction plan/outline

In the following phase of the planning of a text you should deal with the
content of your text and its structure. In order to do this, you should use a text
construction plan or outline (i.e. a schematic [summarised] version of the
content and the structure of a text). Look at the example below of a
construction plan.

Topic: Prevention of HIV-infection
1. What is AIDS? (layman's description of the disease)
2. Why is it a dangerous disease? (description of the effect of the disease

on human beings)
3. How does one contract it? (ways in which HIV is transmitted)
4. What are the symptoms? (description of known symptoms)
5. How can one prevent it? (methods to prevent transmission)

A construction plan gives

. a description of the main theme or topic of the text (``Prevention
of HIV'')

. the main questions (and the sub-questions ± above each line) that you
will answer for the reader on the topic and a short description of the key
answers (below the line) to these questions; attuning the questions and
answers to the topic, aim, readers and boundary conditions of the text

. the structure of the text (i.e. the sequence in which you will put the main
and the sub-questions)

Let us look at each of these three aspects.

As indicated in study units 1 and 2, the theme of a text is the main topic that
is addressed in the text. In most writing tasks you will take on, the task itself
will give you an indication of the theme of the text (for example: write an
information brochure on holiday resorts in Gauteng for prospective
holidaymakers, or write a newspaper report about the murder of a married
couple in Johannesburg).

Which considerations should the writer take into account in the choice of the
theme of the text and in delimiting it? As indicated in study unit 2, you can
motivate readers to take note of your text by bringing it in line with their
information needs. You could do at least the following three things:

. attune the theme/question to the information needs and interests of the
target readers

. approach the theme from a perspective or angle that corresponds to the
interest which your readers might have in a topic

. give only relevant information to the reader (i.e. information that the
reader needs on the topic)

Main questions and

sub-questions

One of the strategies that are commonly used to bring the exposition of a
theme in line with the information needs of the reader is to determine which
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questions the theme will evoke in him/her and which answers the text should
provide for him/her. Let us take the theme of our construction plan:
Combating Aids. Typical questions that the medical layman would like to
have answered have been included in the construction plan:

. What is HIV?

. Why is it a dangerous disease?

. How does one contract it?

. What are the symptoms?

. How can one prevent it?

The main questions, together with their answers, therefore indicate what
the most important sub-themes are that should be addressed in the text
content.

Elementary construc-

tion plan/outline

Expanded construction

plan/outline

We can draw up a construction plan for a text by using this question-answer
method. Depending on the need and the length of the text, it can be an
elementary or a comprehensive construction plan. If you have specified the
theme, the main questions and the key answers for the text, you have in fact
drawn up an elementary or a mini construction plan/outline for the text. In
an elementary construction plan, only the theme and main questions are
relevant; in a comprehensive/expanded construction plan, the sub-
questions and their answers will also appear. By ``sub-question'' we mean
a second or third question that could arise from an answer that was given to a
main question. To illustrate: in an exposition of the effects of HIV-infection,
one could be mentioned that the virus affects the immune system of a human
being. Sub-questions that could arise from this are: What is a human being's
immune system? What is its function and how does it work in combating
disease?

Structure The third characteristic of the construction plan is that it gives an indication
of the sequence in which the questions will be answered for the reader by
means of the information in the text. This sequence therefore indicates what
the main structure of the content will be. For this purpose, the writer should
order the questions in sequence according to their importance for the target
readers, and deal with them accordingly. As we have pointed out in study
unit 2, in order to attune the message to the reader, the content should be
structured in such a way that the reader can process it easily.

In a construction plan of a text the writer could of course also structure the
content according to other general principles than question-answer
sequences. Other possible structuring principles are the following:

. thematic (according to the topic or aspects of the topic, e.g. the way in
which different medical textbooks deal with different diseases)

. chronological (in time sequence, e.g. in court evidence or a history book)

. geographical (according to spatial arrangement, e.g. in a travel guide or a
geographical exposition)

. alphabetical (classified according to the initial letters of the topics, e.g. in
an encyclopaedia)

Sometimes more than one way of structuring the content is possible, and you
should make a choice as to what way would be the best for your topic and
your target group. It is, however, important that the different structuring
principles are not mixed in the same text. For example, if you are writing a
book on South Africa and you decide on a geographical structuring of the
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content (per region or per province), then you cannot switch to a thematic
structuring (e.g. mountainous areas, grasslands, coastal forests) or to an
alphabetical classification (e.g. the different cities and towns in alphabetical
sequence) in the middle of the book. As we have indicated, the structure of
the text should help the reader to understand how the different parts of the
text relate to each other. Mixing (muddling) the ordering principles will only
confuse the reader.

3.1.2 Fixed text structures

The above example of a construction plan illustrates a particular aid for
writers to plan the content and structure of a text, namely the use of fixed text
structures. With fixed text structures we mean a model for determining the
main content and ordering the content of a text. We can describe fixed text
structures as general mini construction plans (i.e. as combinations of a theme
with the main questions that frequently occur in such a text).

For certain types of texts, a specific kind of fixed pattern has developed
according to which such texts are usually written (for example, the structure
of a news report in a newspaper, an annual report, or a letter of demand).
Other structures are more text-independent and can be used in various types
of texts, such as the problem structure and the measure structure. From their
experience with texts, readers learn which kinds of structure are typical of a
certain text type and which are of such a general nature that they can be
employed in different text types. If they recognise such a structure in a text,
they are able to anticipate what kinds of information will appear in the text
and in what sequence it will appear.

In their planning of a text, experienced writers take into account the readers'
knowledge of fixed text structures and the fact that readers harness their
knowledge in the interpretation of texts. Fixed text structures can be used in
different ways:

. Writers can use fixed text structures to plan the text content better.

. Fixed text structures can be used as a kind of checklist to check whether
important/relevant points have been left out, or to test the texts of other
writers for completeness and relevance.

. Fixed text structures can help you to generate a good text very quickly,
especially under pressure. For example, if you have to write a text in
which a problem is stated, it is not necessary to spend time working out a
construction plan since only the content would have to be filled in.

In the section below we give you examples of some generally useful fixed
text structures. In the study units in the rest of this study guide, specific text
structures for the different genres will be discussed in more detail. You will
find that the names of the structures that are discussed below give a broad
indication of the kind of theme that the text would typically deal with. Key
questions are provided, which the writer should answer for the reader about
the theme. The sequence in which these questions should be answered is also
indicated.

(a) The question-answer structure

It is necessary that we distinguish between the use of the question-answer
method to find relevant questions for drawing up a mini construction plan of
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a text and the question-answer structure as a fixed structure type. In drawing
up a mini construction plan, the main questions and sub-questions should be
employed to determine which sub-themes should be dealt with in a text. This
method can be used to draw up a mini construction plan for most texts with
an informative aim.

When we talk about the question-answer structure, we refer to the use of the
main questions and their answers as a clear part of the text. See texts 1 and 2
in study unit 2 in this regard. The main questions are used as headings. This
is an effective way to attract the attention of the reader because the questions
mostly relate directly to the reader's information needs. This strategy is
generally used in advertising brochures, pamphlets, and advertisements for
new products or services (look again at the texts in study unit 2). An example
of this is the text in the activity below.

ACTIVITY 3.1

1. The following text is a brochure of Permanent Bank that advertises for
their new service ``Home Values''. Study the brochure well and then
answer the following questions:

1.1 Who are the target readers of this text?
1.2 Which potential questions of the target readers about the service

are answered in the text?
1.3 In your opinion, are there any important questions that the text

does not answer for the reader? If yes, what are they?
1.4 Could the questions and their answers in this text have been placed

in different sequences? If so, why? If not, why not?
1.5 The heading of the first paragraph is not in the form of a question.

What, in your opinion, is the function of this paragraph? Could an
appropriate question have been used as a heading for this
paragraph? If so, which question?

1.6 Study the information provided under each question as an answer.

(a) In your opinion, is all the information relevant (i.e. does it form
part of an appropriate answer to each question)?

(b) Consider, for each answer, whether any information is given
that actually answers another (unasked) sub-question? Could
you have posed some sub-questions under the main questions?
If so, give them here and justify your answer.

2. Find three text types other than an advertising brochure in which the
question-answer structure is used. Show in each case how the question-
answer structure is used to determine and structure the content. See the
analysis of the Telkom advertisement discussed in the answer section of
activity 3.2.

3. What fixed structure(s) would you use to develop a construction plan for
a text on each of the topics below? Motivate your answer. Read through
the rest of this study unit before you attempt to answer this question.

. Holiday destinations in Gauteng

. A new product or service that your business is putting on the market

. The new labour legislation and how it influences the employment of
personnel

TEX2601/1 61



TEXT 1

ANSWERS

1.1 The target readers of this text are prospective home buyers.

1.2 The questions that are answered are signalled in the questions that

are used as sub-headings: the advice Home Values offer, the

special offers they provide and the other kinds of financial support

they give (other than the home loan).

1.3 One of the persuasive techniques used in this advertisement is a

technique that does not directly implore people to take a home loan

(bond) from Permanent Bank. Rather, it focuses on the extra

benefits they offer once you have taken the loan. Because of this
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focus on the benefits of the home loan and not on the home loan
itself, the advertisement does not provide the reader with vital
information about the home loan itself.

1.4 The three sections that follow on the introductory three paragraphs
are ordered according to the sequence in which the topics are
mentioned in the last sentence of the third paragraph: ``... con-
tinues to give you advice, offers and services ...'' These topics
could have been mentioned in any other order and the rest of the
main sections could have been arranged accordingly. Obviously,
though, the writer wants to focus on the benefits Home Values
offers before tackling the financial aspects (which are treated last).
However, the persuasive effect of this ordering of the information
is not clear.

1.5 The writer of this advertisement uses the first paragraph to
introduce Permanent Bank to the reader (cf the heading
``Introducing ...'') and to establish a caring relationship with
him/her. The focus falls on Permanent Bank as an entity that
understands the needs of its clients. A question could most
probably have been used as a heading (``Who are we?''), although
it is difficult to formulate one that is appropriate.

1.6 Each of the three main questions introduces a specific topic
(advice, special offers and financial support) and the answer
section of each question focuses exclusively on these topics. For
the most part, all the information that is provided in the answer
section of the text is relevant.
Because the text under the first two questions is very short, there is
little need to use sub-headings to focus the reader's attention on the
subparts of the text. Such sub-headings could, however, have been
used in the answer section of question 3. Instead of sub-headings,
the writer chose to use bold to highlight the subsections in which
one could have divided the text into answers: Using bold instead of
sub-headings might be a better strategy when one has a very short
text because too many headings can create the impression that the
text is ``over-designed''.

2. When answering this question, you should clearly indicate which part of
the advertisement copy (text) spells out the problem and which part the
solution. You will find that the problem-solution structure is very
commonly used in advertisements. The product or service that the writer
wants the reader to buy or subscribe to is the focus of the solution section.
This section usually indicates how the product or service can address the
problems that are discussed in the problem section of the text.

3. You will notice that very often one can use the same structure to develop
texts for different topics or use more than one structure to develop the text
on a single topic. For example, the problem-solution structure can be used
to develop texts for all three topics. With regard to the new labour
legislation, one could also use the measure structure. Very often the topic
dictates what structure to use; one should try out different structures to
determine which structure will produce the most effective text.
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(b) The problem-solution structure

The fixed structure of a text in which a problem is stated looks like this:

Problem-solution structure
Theme (a problem; an undesirable, harmful or difficult situation)
What exactly is the problem?
Why is it a problem? (consequences)
What are the causes?
What can be done about it? (solutions)

The theme of the problem structure is an undesirable, harmful or difficult
situation (for example, the rationalisation of teaching staff or decreasing
student numbers at tertiary institutions).

What exactly is the problem? This question (the key question) includes
information such as the nature and extent of the problem, and the persons/
organisations involved.

Why is it a problem? This question should be addressed in case not all the
readers are convinced that we are really dealing with a problem. This
question can therefore be omitted if it is obvious why the situation is
undesirable or harmful.

In principle, there are two reasons to regard something as a problem:

. The existing situation has certain undesirable consequences (for example,
tax evasion can be regarded as a problem because it leads to a decrease in
state income, which in turn can result in an increased financial deficit).

. The existing situation is contrary to certain ethical, political, or moral
norms and values. Tax evasion can also be seen as a problem because it is
contrary to the norms of good neighbourliness and honesty.

What are the causes? This question should be addressed because, in order to
be able to solve the problem, its causes should be removed or reduced. A
distinction should be made between major and minor causes.

What can be done about it? This question includes all the solutions that are
mentioned in the text. Very often, different possibilities are mentioned
without a choice being made; sometimes one of the possible solutions is
chosen and then the reasons why it is the most desirable solution are
discussed.

Solutions often consist of measures that are aimed at removing the causes of
the problem. It is, of course, not always possible to formulate solutions that
will remove or address the causes. With problems such as prolonged drought
the solution would be directed at counteracting or reducing its consequences.
We refer to this as addressing/treating symptoms.

The problem structure can be applied to texts where a problem is analysed
without concrete advice or action being sought. In meetings the problem
structure can be a good aid in the image-forming phase of a discussion: the
phase where an attempt is made to obtain clarity about a problem on which a
decision should ultimately be taken.

The problem structure has a number of possible applications. One can, for
example, use it to structure the content of a memo or a letter. Because most

64



people would like to find solutions for their own problems, the problem
structure is very commonly used in advertisements. The strategy of the copy
writer is usually to offer a particular product or service as the solution to the
problem situation. In this way the writer tries to persuade the reader to acquire
the product or service (``If this product/service will solve my problems, then I
should definitely purchase it''.) Let us look at such an example.

ACTIVITY 3.2

1. Below is an advertisement of Telkom for their TalkPlus service. Study
the text well and then do the following:

1.1 Explain how the problem-solution structure is used to structure the
content of this text.

1.2 What is the appellative message of this text? Describe it briefly.

2. Use the problem-solving structure to draw up a mini construction plan
for an advertisement for each of the products below:

. a product for treating acne

. a washing powder
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TEXT 2: The problem-solving structure
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ANSWERS

1.1 In the Telkom advertisement the copy writers divided the copy text
into four paragraphs that each states a problem and then indicates
how a specific service offered by TalkPlus (listed on the left-hand
side of the text) can solve the problem. For example, the first
paragraph can be divided into the following two main sections:

. Need your own personal electronic secretary ± 24 hours a day,
every day of the year? (problem)

. No need to look further ... (solution: Call Answer)

1.2 Obviously the advertisement attempts to convince the reader to
subscribe to TalkPlus and the services it offers.

2. In both cases the advertisement should have a clear indication of the
problem (the many negative effects of having acne; getting dirty
washing clean) and should indicate how the products on offer can solve
the problems.

Other useful fixed text structures are given in the table below.

1 The measure structure

Theme (a measure; a suggestion; an action)
What precisely is the measure?
Why is the measure necessary?
How is the measure executed?
What is/are the effect(s) of the measure?

2 The evaluation structure

Theme (that which is judged/evaluated)
What are its relevant characteristics?
What are the positive characteristics?
What are the negative characteristics?
What is the final verdict on this?
What is decided/recommended as action?

3 The action structure

Theme (an action)
What is the purpose of this action?
What are the conditions for it?
How does the action proceed on the whole?
How are the consecutive actions executed?
How are the outcomes of the action controlled?

4 The design structure

Theme (a design)
What is the purpose of the design?
Which requirements should the design meet?
What means are chosen?
What does the design look like?
What is the value of the design?

3.1.3 A network of fixed text structures

Texts do not always have only one fixed text structure, but may consist of a
network of several fixed structures. Take the measure structure above as an
example. For the second main question (Why is the measure necessary?), the
answer could be: ``To solve problem x.'' This means that a problem structure
could be introduced here. The structure would then look like this:

What precisely is the measure?

Why is the measure necessary?

. To solve problem x.

. What does the problem entail?
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. Why is it a problem?

. What are the causes?

How will the measure be executed?

What is its effect?

In this case, the fourth question of the problem structure (What can be done
about it [about the problem]?) falls away because the measure has been
suggested as a solution.

Other kinds of texts have their own characteristic text structures that differ
from those discussed above. A nurse who is writing a report on a patient; a
police officer who is writing an accident report; a Unisa lecturer who is
writing a tutorial letter ± all make use of certain fixed text structures. If you
often have to write the same type of text, it will be worth your while to take
the time to draw up an appropriate, well-ordered fixed text structure for the
text.

Drawing up a purposeful construction plan is a prerequisite for writing a
comprehensible text. A comprehensible text consists of coherent chapters, the
chapters of coherent paragraphs and the paragraphs of coherent sentences.
Writers often formulate a text sentence by sentence, without keeping the
``bigger picture'' or structure in mind. This often leads to confusing
subdivisions, where it is very difficult for the reader to negotiate his/her way
through the text or where the text is not understood well. A construction plan
simultaneously serves as a preliminary table of contents for the text and
provides a hierarchical arrangement that is necessary to divide a text
meaningfully into chapters, paragraphs and sub-paragraphs.

3.2 FORMULATING THE DRAFT TEXT AND REVISING
THE CONTENT

In this section we will look at

. writing the first version of the text

. adding to the content of the first version

. providing the external structure of the text

3.2.1 The first version of the text (the draft text)

If you have a construction plan for your intended text and you have the
necessary information on the sub-themes, you can begin to write the text. It
might however be wise to execute the task of writing in different rounds (i.e.
not to attempt to write everything in one go). For longer texts, it is almost
impossible to take all the aspects of a text into account in one single writing
session.

Rather do the writing in different rounds/sessions and in each round
concentrate on a specific aspect of the text. First, pay attention to the content
and use the (sub-) themes in your construction plan as the preliminary main
and sub-headings of the text. Then pay attention to the external structure of
the text. After that, check the text for style and punctuation, and look at the
typography and layout. With this modus operandi, each round produces a
version of the text that serves as a base text for the next round.

Naturally, you could notice something to improve in the text in any round
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(for example, a vague or problematic formulation, wrong punctuation, or
content that has to be changed or modified). Make notes as you come across
these problems.

This method is easy if you do the writing task on a computer with a word
processor. You can then easily make additions or modifications to the text,
and print a copy of your text to read or to give to others for comment. If you
are working directly on paper, you should leave enough space around your
text so that you can make notes in the margins for processing later on.

Writing the first version entails converting the key answers to the questions in
the construction plan into flowing prose (sentences, paragraphs and sections),
based on what you know about the theme and/or the relevant information you
have collected. The construction plan outlines the structure of the text (main
and sub-theme[s], their sequence and the answers that you should give to the
reader on each of the questions concerned). Mostly, the result is a relatively
unpolished version of what the text should ultimately be.

Sometimes it is necessary to draw up a more detailed construction plan of the
text. This is especially necessary when the text is long (for example, an
annual report) and its parts should be worked out in more detail. Also, if you
do not yet have all the information for writing the text, it is essential that you
first collect all the relevant information. Based on the information available, it
may sometimes be necessary to modify your construction plan. If there is
simply no information available on one of the key questions, it makes very
little sense to retain it as a sub-theme. It may also happen that important
information which you did not think of comes to light and you should then
incorporate it into the text.

It is not necessary that you write the text in the exact sequence of the
construction plan. Few writers are able to immediately write a gripping
introduction or a dramatic ending on a blank piece of paper or an empty
screen. Rather, begin with an easier section, which might be of a factual
nature, so that the writing process can commence. As you write, you will
often get ideas and insights that pertain to other sections. Immediately make a
note of such a brainwave, and add it to the information of the section or
paragraph concerned. When you come to that part of the text again, work it
into the text.

3.2.2 Additions to the text

In the second round your task is to check whether it is necessary to
supplement your text on certain points of its content, taking into account your
goal with the text and the specific group of readers you are dealing with. For
example: Are you providing sufficient information for the reader so that he/
she will be able to understand the text well? If you want the reader to do
something, are you providing the necessary information so that he/she will
know what to do and how to do it? Will the reader comprehend the content?

The following kinds of additions are relevant:

. providing more details about a matter you discuss

. a clearer formulation of the concepts and terms used in the text

. adding sentences or paragraphs to fill in information where you have left
gaps in your train of thought

. providing arguments to support your viewpoints
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Supplement missing

details

Determine whether reference is made in the text to matters on which the
reader might need more information in order to understand certain parts of
the text or the whole text. For example: you receive a memo in which it is
announced that your office will work on flexi-time as from the following
Monday, but no explanation is given of what the flexi-time system entails or
what you have to do in this regard. As a reader, you will be lost and therefore
the text did not achieve its aim.

As a writer, you can use a number of search questions to track down the
relevant information that is not mentioned (Steehouder, 1992:227±228).
Depending on the theme and goal of the text (and the information needs of
your readers), several of the following questions might be relevant:

Search questions

What is it?
What does it cost?
Which characteristics does it have?
How is it being financed?
What does it look like?
Why?
What does it not look like?
What is its goal?
What does it differ from?
What are the advantages/disadvantages?
How does it work?
Who said that?
What parts does it consist of?
In whose interest/for whose benefit is it?
What kinds are distinguished?
Despite what?
To what kind does it belong?
To what results will it lead?
Where/how/when does it happen?
What is the consequence?

For example: in the case of the memo about the flexi-time system, the
following questions would be relevant: What is flexi-time? How does it
work? What is its purpose? What are its advantages/disadvantages?

Explain

unfamiliar terms, and

difficult concepts

Subject terminology and difficult concepts in texts cause (lay) readers to have
problems comprehending the text. If you wish to improve comprehension,
these terms and concepts should be clarified. Terms (and the concepts they
refer to) can be explicitly explained by giving your reader (understandable)
definitions. For example: corrigendum (``an error to be corrected'').

Other implicit methods of describing or explaining are the following:

. Provide a synonym for the difficult term (with or without further
elucidation), for example: chlorosis (a disease of plants, in which the
green parts lose their colour).

. Make a comparison with a closely related term from the same field or
another area with which the reader is familiar, and highlight the
similarities or differences between the two terms. This technique is
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commonly used in textbooks (for example, comparing the way electricity
works with the flow of water).

. Give a further explanation of the goal, purpose or function of the term.
For example: resin (organic substance, chiefly of vegetable origin, used in
making varnishes, etc.).

. Give examples. For example: examples of fixed text structures are the
problem structure and the measure structure.

. Provide an illustration or a diagram of the process.

When providing this additional material, the first rule is not to provide more
information than what is necessary for the comprehension of the text. The
second rule is not to use terms in your explanation that are unfamiliar to the
reader because this will defeat the purpose. The same applies when you
define a term in a circular way (i.e. using the term itself in the definition or
explanation). To illustrate: bluebird ± A bird that is blue.

Rectify gaps in logic In our discussion on text structure (see study units 1 and 2), we pointed out
that the content of a text should form a coherent whole. In a coherent text one
part or thought follows logically on another. If the writer begins to ``jump
around'' and leaves ``logical gaps'', problems of comprehension can arise for
the reader. This happens when the writer ``jumps'' from one thought to
another without spelling out the interlinked thoughts for the reader ± those
thoughts or information that will give the text its logical coherence. On the
writer's part, this could happen unconsciously or it may occur because he/she
thinks the reader can ``fill in'' the missing information for himself/herself in
order to establish the connection between two thoughts. Something that the
writer thinks is obvious or easily inferable from the text may however create
difficulties for the reader.

The term ``logical gap'' is sometimes used in a broader sense to refer not
only to the absence of information that clarifies the logical relation between
two or more thoughts, but also to all the missing information that is needed to
understand a text properly. An example of this is when a writer makes a
statement such as the following: In South Africa the recycling rate of soft
drink cans is very high because the population is very poor. What the writer
fails to mention here is the fact that poor people often collect cans and then
sell them. Although readers usually try to fill in such missing information in a
text, it is not always a good strategy to rely on ± especially when the text
deals with a topic that might be unfamiliar to the reader and he/she simply
does not have the knowledge to do the correct filling in.

Provide arguments for

viewpoints/statements

Readers do not simply accept whatever factual information a writer presents
to them. Neither do they always agree with his/her point of view. Readers are
wary of information that is based on generalisations/sweeping statements
(``Everybody in Johannesburg loves hamburgers'') or that is suspect as far as
the truth is concerned (``It snows every winter in Johannesburg.'')

The effect of such suspect information is that it harms the reader's trust in the
writer and might lead to the reader passing a negative judgement on the
content of the text as a whole. The writer's task is therefore to verify the truth
or validity of his/her factual information by giving sources for the facts (for
example his/her own observation or authoritative sources such as experts in a
field, well-known publications and information on the Internet [although the
latter cannot always be regarded as an authoritative source]).
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If you state certain controversial viewpoints in your text, it is necessary to
provide proof that those viewpoints are acceptable or true. The best method
for this is to provide valid arguments that support your viewpoint(s). Of
course, you do not have to provide arguments for each and every viewpoint.
Whether it is necessary to provide arguments (and exactly how many) depend
on how contentious your viewpoints are. The more controversial they are, the
more you should support them with arguments ± and indeed with arguments
that the reader will regard as valid.

Control If you have made many modifications to your text during this supplementing
round, it is advisable to check whether the content of your text is still in
accordance with your construction plan. Sometimes a text can begin to
deviate considerably from the original plan and, through the supplements,
give a different perspective on the theme. For example: if you expand too
much on a sub-theme in your text, it could mean that this sub-theme has
taken over the role of the main theme. The question is then whether this new
main theme is the one that you wish to address in your text. If not, it is
necessary that you revise the text according to your original construction
plan. If so, then it means that you should adapt the rest of your text to this and
plan your text anew.

ACTIVITY 3.3

The text below is intended for publication in the newsletter Memos, which is
the newsletter of the Bureau for University Teaching at Unisa and is sent to
Unisa's teaching staff. First study the text thoroughly and then answer the
following questions:

1. In your opinion, who are the target readers of this report and what is/are
its communicative goal(s)?

2. Draw up a construction plan for the text (i.e. indicate what questions are
answered for the reader). What questions would you use as sub-headings
for this text?

3. Does the introductory paragraph state precisely what the topic of the
article is? Substantiate your answer.

4. Give the article an appropriate main heading. Justify your choice briefly.
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TEXT 3

1 Some critics of the World-Wide Web
question its usefulness as a scholarly
resource, especially for undergraduates.
However, despite these criticisms the
Web will continue to affect learning.
Given that scholarly resources abound on
theWeb, does thismean that all resources
on the Web are valuable and meaningful
for learners? How can students be
equipped with the necessary skills to
examine the huge load of information
available on the Web critically?

2 Scholars and librarians clearly must
organise material on the Web in better,
more usable ways for students and
experts alike. In an attempt to make
information easier to find, some acade-
mics have developed Web sites that
include authoritative bibliographies, his-
torical sources, photographs and more.
Other have created Web pages for
academic disciplines that refer visitors
to the best online sites for research in the
discipline. In fact many online library
catalogues now list such web pages and
scholarly sites. The more complete,
effective and up-to-date such sites are,
the more they will replace random
searching ± with erratic and unreliable
search engines ± for doing academic
research on the Web.

3 However, Web pages provided by them-
selves, equip students with critical read-
ing skills. Such sites just make it easier
for students to find material that acade-

mics value. How can students become
more critical of the sources that they
find on the Internet?

4 Kari Boyd McBride and Ruth Dickstein
from the University of Arizona suggest
the following exercises to develop stu-
dent's critical skills. They have asked
their students to do research in a topic
using an array of resources such as
books, articles, reference works, CD-
Rom and the Web. Students are then
asked to report on the resources by
evaluating the reliability and plausibility
of the resource. Boyd McBride and
Dickstein found that their students have
learned to look for and to evaluate
resources and to ask what makes a
particular resource useful by examining
the qualifications of the author as well
as the persuasiveness and logic of the
argument.

5 Inevitably the attempt to equip students
with critical skills about Web resources,
will also change the way academics and
librarians engage with online resources.
Furthermore the explosion of instructio-
nal technologies is also changing the
way in which academics will teach in
future. Collaboration with librarians will
become essential as they are the experts
on using the increasingly complex tech-
nologies. No longer can the academic or
the librarian afford to the Lone Ran-
gers ± students need the skills of both.

(Memos, 99-04-11)

ANSWERS

1. The target readers of this article are the teaching staff of Unisa. The main
goal is an informative one, that is to indicate to academics how students'
competence (skills) in using websites as information sources can be
improved.

2. The problem is stated in paragraph 1 (i.e. the usefulness of websites as
academic sources) and a heading could have been: How useful are
websites as academic resources? Paragraph 1 outlines the different
opinions on the usefulness of websites but also indicates that the
usefulness can be improved.
Paragraph 2 focuses on the first strategy, which is to improve the design
of websites and the quality of the information provided. A possible
heading for paragraph 2 could therefore be: How does one improve the
design of websites?
Paragraphs 3 and 4 focus on developing the critical skills of students as
users of websites. A possible heading for paragraphs 3 and 4 could
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therefore be: How does one improve the critical skills of the users of
websites?
Paragraph 5 stresses the fact that one needs an interdisciplinary approach
to design effective websites, specifically that one needs the input of
librarians (as knowledge brokers) and academics who are users of
instructional technologies. A possible heading for paragraph 5 could
therefore be: How does one improve co-operation between academics
and librarians?
When doing this activity, you should note that one can use other
headings and refine the analysis to a point where one indicates for each
sentence of each paragraph what its topic is (a fine-grained analysis).

3. The introductory paragraph does not clearly indicate the main topic of
the article (i.e. how to improve the usefulness of websites as academic
resources). Furthermore, it lacks coherence: a number of facts are stated
and questions are posed, but the relationship between them is not clearly
indicated or deducible.

4. A possible heading for paragraph 1 could therefore be: How effective is

the Web as an academic resource? A heading for the whole article could
be: Improving the Web as an academic resource. One could have a
problem-solution structure for the article as a whole: paragraph 1 states
the problem and the rest of the article focuses on solutions to improve
the efficacy of websites as academic resources.

3.2.3 Making text structure visible

The structure of a text can be made visible for the reader on two levels:
internally and externally. The former refers to the storyline, the ``red thread'',
the ordering of the train of thoughts. Externally the structure of the content is
made visible in the table of contents, the introduction, structuring text
fragments, headings and sub-headings. In the ideal situation there is a direct
correlation between the internal and the external structure ± the external
structure can be ``read off'' the external markers of the structure.

We already dealt with the structuring of the content of a text in study unit 1.
We will therefore only focus on the way in which the structure of the text can
be indicated visually/externally for the reader. The construction plan for your
text forms the basis of the external structuring of the text. In the section
below we will indicate the means/techniques that are available to the writer to
indicate the external structure in a text.

(i) The title

The title of a text should meet two requirements. First and foremost, it should
be informative: the reader should be able to infer from the title what the text
is about. Secondly, the title should be attractive: it should stimulate the reader
to read the text. These two requirements often counteract each other:
informative titles are often not very attractive (e.g. A methodological

investigation into the effectiveness of educational texts) and an attractive title
is often not informative (e.g. Secret language next to your hospital bed). A
solution is to use an attractive main title, followed by an informative subtitle:
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Secret language next to your hospital bed.
An investigation into the effectiveness of doctor-patient communication

This technique is often used in magazines.

(ii) The table of contents

If your text is longer than five pages, it is advisable to provide it with a table
of contents. The table of contents reflects the construction plan of the text and
gives the reader a preview of the topics that will be dealt with in the text. It
also offers readers an opportunity to decide where to begin with the reading
of the text ± perhaps they are only interested in a particular part of the text or
they wish to read certain main points first before reading the background
information. In a political or business context the reader might read only the
recommendations or may want only an overview of the background of the
problem.

The table of contents can only be finalised once the text has been edited
because only then can references to paragraphs and headings be finalised.
The last task of the writer is to check that the table of contents and page
references are correct.

(iii) The introduction

Every text should begin with an introduction. Such an introduction could
(depending on the length of the text) consist of an introductory sentence, a
paragraph with or without a heading, or an introductory chapter.

In the introduction the writer creates an outline for the reader ± a context
within which the rest of the text content can be understood. In the introduction
it should become clear to the reader where the text meets his/her existing
knowledge of the world. It gives the reader an indication of what prompted the
writer to write the text and also serves as a route description of sorts.

A good introduction should stimulate the reader to read on. If the introduction
does not connect with the world of the reader or does not arouse the reader's
interest, the writer runs the risk of losing the reader even before the text has
actually been read.

(iv) Structuring text fragments

With ``structuring text fragments'', we mean sentences or parts of text in
which no information about the text topic is conveyed but where the reader
gets an indication of how the text is arranged. For example, providing a
summary of the main points of a specific text before starting with a new
section of the text. Cross references can also act as structuring text fragments.
Study the following example.

In study unit 2 we explained how one can draw up a construction plan
for an existing text. In study unit 4 we will deal with the structuring and
formulation of a text according to a construction plan. In this study unit
we will discuss how the internal text structure can be made visible
externally.
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How often a writer should make use of such structuring fragments depends
on the text type. In a newspaper report such fragments are unusual (see the
following fictitious example).

In this news report we will first mention what happened with the bus and
the passengers. Then we will look at whether the bus driver was under
the influence of alcohol. Finally, we will focus on the progress of the
police investigation into the accident.

In didactic texts and investigative reports these structuring text fragments are
very common: the writer continuously tries to put up ``road signs'' for the
readers so that they can follow the writer's train of thought all the time.

Short structuring text fragments can be placed at any point in a text. The
most common types are the advance organiser at the beginning of a text
(or section), the bridge (in which the preceding section is summarised and
there is some advance reference to the following part) and the summary at
the end of a text (or section). The advance organiser looks like the fictitious
news report above. You have probably come across many advance
organisers in this study guide (see the ``overview'' section of the study
units). A bridge consists of a backward view and a forward focus (see the
following example).

... The large number of forged drivers licences is not the only reason for
introducing the credit card type licence. There are two more reasons ...

The summary is a way of briefly repeating the main points of a section of
text, so that the reader can refresh his/her memory with regard to matters that
have been discussed before going on to a new aspect.

(v) Headings and sub-headings

The construction plan has already served as the basis for the table of contents
and the headings obviously follow the same pattern. In this course, we refer
to numbered headings above sections of text as heads/headings and sub-
headings. In the newspaper industry headings that are placed above reports
are referred to as heads.

Headings and sub-headings have two functions: they inform the reader of
the content of a text (or part thereof) and/or they attract the reader's
attention (this is why interesting bits from the text are often used as sub-
heads).

The following is an example of how questions can be used as sub-headings:

76



. For whom is the insurance policy intended?

.............................................................................................................

.............................................................................................................

. How does one apply?

.............................................................................................................

.............................................................................................................

. Double pay-out in the event of an accident

.............................................................................................................

.............................................................................................................

The following is an example of the use of numbered headings and sub-
headings.

1. Transport through the ages

1.1 The discovery of the wheel
1.2 Wagons
1.3 Bicycles
1.4 Motor cars

1.4.1 Petrol motor cars
1.4.2 Diesel motor cars

1.5 Aeroplanes

1.5.1 Propeller aeroplanes
1.5.2 Jet aeroplanes

2. Impact of transport on the environment

Headings and sub-headings can merely reflect a linear relation between parts
of text or indicate hierarchical structuring as in the example above (i.e. to
indicate that one paragraph forms a subdivision of a larger paragraph).
Paragraphs 1.4.1 and 1.4.2 above are subparts of the larger paragraph on
motor cars.

When using headings and sub-headings, we recommend that you do not
use more than three numbers for the hierarchical organisation. A
paragraph number such as 1.1.3.1.6 becomes incomprehensible. If you
nonetheless have to use more than three levels of paragraph numbers, you
could use unnumbered sub-headings for the fourth and fifth levels; or you
could introduce the subdivisions with an asterisk, a dash or another
typographical symbol such as round or square bullets. See the following
examples:
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1.3.8 Text types in the printed media

We distinguish the following types of text in the printed media:

. News reports. This refers to ...

...................................................................................................................

...................................................................................................................

...................................................................................................................

. Editorials. The editorial comment that ...

...................................................................................................................

...................................................................................................................

...................................................................................................................

...................................................................................................................

. Readers' letters. If readers wish to react ...

...................................................................................................................

...................................................................................................................

...................................................................................................................

When drawing up your construction plan also decide on what typographical
convention(s) you will use for each of the levels of headings and sub-
headings. Word processing programs often have a special function (``out-
line'') to specify the typography for headings and sub-headings (capitals and
bold for chapter titles, capitals for first-level headings, bold and lower case
for second-level headings, italic for the third level, etc.). Although the choice
is yours, we would like to point out certain conventions:

. Do not use too many typographical aids for one level (for example, do not
use bold, italic and capital letters in the same heading). Use the same
typography for headings on the same level. Leave more lines open above
the heading than below it.

. Do not use underlining ± modern printing and word processing packages
seldom give satisfactory results with the underline function. It may
however be used in handwritten text, in lieu of bold or italic.

. Work from prominent typographical versions for first-level headings to
less prominent ones lower down in the hierarchy. Capitals are regarded as
very prominent; next in line is bold. Italic is the least prominent.

. Check, by means of the final table of contents, whether the various levels
of headings and sub-headings are used consistently throughout the
document.

Naturally, one does not have all these options available in handwritten texts.
Underlining and the use of capitals should then be alternated.

One last hint: make sure that the headings and sub-headings are not too
vague. Headings such as ``A few factors'' or ``Other aspects'' are actually
meaningless. Try to find a clear yet succinct heading for your paragraph.
Overlapping headings and sub-headings should be avoided. It is not always
easy to find an overarching heading for a number of sub-headings, but avoid
a sub-heading that is the same as the main heading under which it fits. Well-
chosen (sub-) headings provide, via the table of contents, a clear picture for
the reader of the text that follows ± do not cloud it with vagueness.
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3.3 EDITING THE TEXT

If writers go about the writing task in a systematic way, as discussed in the
steps above, there remains only a final phase: proofreading the text (i.e.
checking and correcting spelling mistakes and sentence construction). Most
word processing packages have a spellcheck function (which might include
the checking of grammatical errors) for writers.

However, if you do not go about the writing task in a systematic way ± as
very few people do in practice ± it is necessary to do a more extensive
evaluation of your text during the editing stage and to make the necessary
corrections. This method is briefly explained below (a method that consists
mainly of the steps followed in the writing process discussed above).

Formative evaluation This method is extremely useful if you have to evaluate the texts of others. In
the communication industry it often happens that a draft text has to be
submitted to other persons for evaluation (instructors, other colleagues,
experts on the content, editors, etc.). This form of evaluation of a text is
referred to as the formative evaluation phase.

Formative evaluation is regarded as essential, for example, when a letter has
to be sent to all the clients of an institution; when a memo on an extremely
important matter has to be sent to all the members of an organisation (for
example, regarding retrenchments); or if the cost of printing and distributing
a text (for example, an advertising brochure) is particularly high. Sometimes
people in an organisation are asked to act as critical readers; sometimes one
or more outside readers are used for this purpose. In some cases the text is
also submitted to a selected group of target readers in order to determine
whether they experience problems with the text and whether the text will be
able to achieve its intended functions/goals.

The result of the formative evaluation of a draft text is that you receive
comment on your text, after which you should revise the text and deliver a
final copy of it.

The question is: How do you go about evaluating the text so that you can
detect mistakes, omissions, etc. in it and make the necessary recommenda-
tions for improving its communicative quality?

Steehouder (1992:273±278) suggests a systematic procedure for the
execution of this task. In this procedure no attention is given to checking
the content of the text, because that would require expert knowledge and
knowledge about the communicative situation ± two factors that could vary
from text to text and consequently do not form part of the general procedure.

As far as the other aspects of the text are concerned, the task of the critical
reader is to

. detect problems in the text (problem identification)

. indicate what the causes of the problems are (diagnosis)

. make suggestions for improving the text (rectifications)

For this, it is necessary that the critical reader read the text in different rounds
and in each round systematically look for specific problems in the text.

Round 1

First read the text thoroughly to get a picture of the text as a whole. With the
first reading, clearly mark only the parts that are obviously problematic, but
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do not provide full comment yet. Correct editing or grammatical errors, and
also spelling and typing mistakes, as you come across them.

Round 2

Determine for each problem identified precisely what the causes of the
problem are and suggest a solution if possible.

In such an intensive reading of the text, you should at least identify the most
obvious problems and try to eliminate them. However, it is usually worth the
trouble if you also read the text a third time and systematically check all the
different text characteristics.

Round 3

In this round all the text characteristics are systematically checked according
to the extensive checklist provided below.

The different subsections of this checklist of control questions correspond to
the different text characteristics that we discussed in the planning and
formulation phases (task orientation, drawing up a construction plan,
supplementing the content, external marking of structure, elements of style
and presentation). For each text characteristic, one or more control questions
are asked that can highlight possible problems with the text characteristic
concerned. The issues that we did not treat in depth in the preceding study
units (argumentation and style) will not be brought into the picture here. We
will add a few control questions on the use of illustrations, typography and
layout (see the discussion in study unit 4).

ORIENTATION ON THE WRITING TASK

Text characteristic Control questions

Purposefulness What goal(s) (of the writer, organisation and the reader) should the text achieve?

Which information is superfluous for this/these goal(s)?

Which information is lacking for the achievement of this/these goal(s)?

Given these aims, which information is receiving too little/too much attention?

Being attuned to readers For which target group(s) is the text intended?

Which information could the readers interpret wrong?

Are the register and style appropriate for the target group?

Expressive message How does the writer ``come across''? What reactions could that evoke in the reader?

Relational message What does the writer implicitly or explicitly say about the reader? What reactions could

that evoke in the reader?

Which relational style does the writer adopt? Will it be acceptable to the readers?

Appellative message What precisely does the writer intend? Which devices does he/she use to convince/

persuade the reader? How effective are they?

CONSTRUCTION PLAN OF THE TEXT

Text characteristic Control questions

Theme What is the theme/topic of the text?

Has the theme been defined/delimited precisely enough, taking into account the goals,

needs and interests of the target readers?

Main questions Do the main questions relate to the text's theme?

Has a fixed text structure or a network of structures been used? Has the correct choice

been made?

Which questions can be removed or have to be added?

Details At what point is the text too comprehensive or too scant?

Ordering Where is the sequence of the parts of the text not logical?
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EXTERNAL STRUCTURE OF THE TEXT

Text characteristic Control questions

Structure Does the text contain external structural markers and sufficient structuring text

fragments?

Are all the headings and sub-headings informative and attractive?

Does the text need a table of contents?

Has the text been given an appropriate introduction and ending?

CONSTRUCTION PLAN OF THE TEXT

Text characteristic Control questions

Sub-division of the whole Where are changes needed in the way the text has been divided into chapters/paragraphs?

Where are changes in headings and sub-headings desirable?

Sub-division into paragraphs Where is it necessary to subdivide a paragraph or to conjoin different paragraphs into

one?

Introduction Is there a proper introduction to the text as a whole?

Does the introduction contain all the necessary elements?

Is there a proper introduction for each section/part of the text (chapter, paragraph)? Where

is it necessary to add or modify information?

Conclusion Does the text have an appropriate conclusion? Does the conclusion contain all the

necessary elements?

EXTERNAL FINISHING/ROUNDING OFF

Text characteristic Control questions

Layout; typing/printing Where is the layout, typing or printing untidy, messy or inconsistent?

Illustrations Are all the illustrations meaningful? Which are not?

Which information should rather be elucidated with an illustration?

Which illustration is not clear enough, and why not?

Is every illustration mentioned in the text?

Has every illustration been given a number and a caption?

ACTIVITY 3.4

1. You have been asked to critically read the draft text of a colleague given
below. It is intended as an article for Memos, the newsletter of the
Bureau for University Teaching at Unisa. Read the article in several
rounds as explained above, and use the checklist in round 3 to evaluate
the text systematically and to make suggestions for improving it.

2. Now rewrite the text and make all the improvements/corrections that
you think are needed.
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TEXT 4

(Sunday Times, February 27, 2000)

ANSWERS

Questions 1 and 2

When doing this activity, ensure that the final copy has a number of clear

structural markers to indicate what the structure of the content is. Paragraph 1

outlines bullying as a problem in the workplace; paragraph 2 shows how

widespread the problem is; paragraph 3 provides a definition of bullying;

paragraph 4 indicates how managers typically respond to bullying and the

negative effects of their reactions; paragraph 5 provides reasons for why

people bully others; paragraph 6 indicates where one can get more

information on bullying; paragraph 7 provides information on the different

bullying personality types.

One can organise the paragraphs in different ways. For example, one can

place paragraph 3 as the second paragraph (i.e. first define bullying before

indicating how widespread it is). Furthermore, one can reformulate the last

paragraph and place it before the paragraph that indicates where one can find

more information on bullying.

When you have delivered a final copy of a text, the next step is the

production and distribution thereof. Even if you do not produce the text

yourself, there are important aspects regarding the use of typography,

illustrations and layout that you should decide on (especially because these

devices are used so that the message of a text can be conveyed in the most

effective way possible). In study unit 4 we will discuss the use of typography,

illustrations and layout in detail.
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SUMMARY

In this study unit we first dealt with the steps in the final round of writing a
text, namely:

. writing the first version of the text

. supplementing the content of the first version

. making the external structure of the text visible

. evaluating and revising the text

The second step entailed that the draft text be checked for essential
additions to make it more accessible and comprehensible for the reader. We
looked at:

. providing more details on a matter that is discussed in the text

. describing/explaining the concepts and terms used in the text

. adding sentences or paragraphs in order to fill in information where logical
gaps occur

. providing arguments to support viewpoints

As a third step, we focused on the different ways in which the structure of
the text can be made clearer for the reader. We looked at the use of
appropriate titles, headings and sub-headings, and a correctly structured
table of contents. We also looked at the use of the introduction and of
structuring text fragments.

Finally, we dealt with a procedure for evaluating others' texts and reviewing
one's own text. For this, a text should be read in three rounds. In the final
phase, the text should be systematically checked in respect of all its
characteristics. A checklist of control questions (discussed above) can be
used for this.
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STUDY UNIT 4

Typography, illustrations and
layout

OVERVIEW

In this study unit you will be introduced to the different non-verbal elements

that are used in different kinds of texts. We will focus on the way in which

different typographic cues, illustrations and the layout of a text can be used

to improve the effective transfer of text content.

OUTCOMES

When you have completed this study unit, you should know

. how to choose typographic cues and a layout that is appropriate for the

text type that will help the reader to comprehend the text better

. what types of illustration material are used in texts and what the

function of each type is

. how to choose illustration material for your text and how to use it

effectively

. how text and illustration interact with each other

. where to place illustrations in a text

. which mistakes are commonly made in the use of illustrations and how to

avoid them

. how to use the layout of a text to improve the successful transfer of text

content

4.1 INTRODUCTION

Computer technology offers writers powerful instruments to design and write

documents for the communications industry. The software available for the

design and production of all kinds of documents, access to graphics on the

Internet, and the possibilities offered by scanners and some of the new

printers make it possible for writers to produce a variety of high quality text

types (referred to as ``desk-top publishing'').

Note, however, that in this study unit the focus will not be on the available

computer technology; but on the rhetorical use of typography, illustrations

and layout. Since the functional design of a text organises the proffered

information for the readers, attracts their attention and supports their

understanding of the text, the text layout itself is an important step in the

writing process. Even if you do not handle your own printing, the important

question for writers is not ``What are the possibilities that technology

offers?'' but ``How can I use the available technology to optimally achieve

my goal with a text?''
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The point here is that the utilisation of technical possibilities is no guarantee
that you will end up producing a functional text or that the external
appearance of your document will have the desired effect on your reader. In
fact, in many cases it can actually obstruct your goals. Research shows that
excessive use of typographic devices and illustrations easily confuse readers
and often irritate them (Schriver, 1997). Readers prefer clearly structured and
legible documents in which they can find the information they are looking for
as quickly and as comprehensibly as possible.

Each writer should therefore know how typography, layout and illustrations
can be used to organise a document visually in order to achieve his/her aims
with the text as effectively as possible and, at the same time, meet the
readers' needs, expectations and goals. The writer can help the readers with
this if the document is visually presented in such a way that the structure of
the document is clear and legible. Furthermore, the document should
(through the writer's choice of typography, layout and illustrations) meet the
expectations that the reader has of the appearance of certain kinds of texts in
certain communication contexts.

Schriver (1997:250) points out that the typography, illustrations and layout of
a document all interact to

. establish its sphere, feeling and appearance (e.g. formal or informal,
urgent or relaxed)

. make clear the structure of the document (e.g. the hierarchical structure,
part-whole relations, groupings of related ideas)

. guide the reader to read the document in a certain way (e.g. from top to
bottom, from left to right, column by column)

. indicate the text type of the document (e.g. a business letter or a bus
timetable)

. indicate how the text should be interpreted and used (e.g. that the text
should be taken seriously or that it should be discarded)

. indicate what the writer thought was important (e.g. by how much space
was provided for specific sections of the text, the placement and emphasis
given to illustrations, the extent of graphic contrast to distinguish certain
viewpoints from others)

In this study unit we will first deal with typographic issues, then with the use
of illustrations and, finally, with the layout of a text. Several aspects of the
layout of a text will however also receive attention in our discussion on the
choice of typography and the use of illustrations. In subsequent study units
we will discuss the design and layout of different text types. As far as the
content of and explanation in this study unit are concerned, we relied mainly
on Schriver (1997).

In the discussion below, always bear in mind that the design of a text (its
content, structure, style and presentation) is always determined by the target
readers, the goals/functions of the text and the communication context
(including the medium and channel) in which the reader will interact with the
text.

4.2 TYPOGRAPHY

The typography of a text refers to the way in which the letters (also referred
to as characters) are presented for the reader on paper or on the computer
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screen. A word processing package, together with a good (laser) printer,
offers the writer various choices of typography to use in a text (such as
different typefaces [fonts] and different sizes of typefaces; and also bold,
italic and underlining letters/words). Writers can use these devices to
embellish a text, but it usually distracts from the content of the text. In an
effective text, these typographic devices are used to make the text more
accessible and more comprehensible for the reader.

By way of introduction, we will look briefly at a few terms that are
commonly used to refer to the different form features of characters.

4.2.1 Form features of characters

How do characters differ from each other? There are several characteristics in
terms of which we can distinguish character types. We will first illustrate the
distinguishing characteristics below and then we will provide a short
description of each characteristic.

In our discussion on the choice of the typography of a text, we will refer back
to these characteristics.

The above terms can be explained as follow:

. base line: the imaginary line on which all types of letters (upper case and
lower case) rest

. cap line: the imaginary line indicating the top of a capital letter

. cap height: the height of the capital letter where it touches the cap line

. mean line: the imaginary line which the top of a lowercase letter (without
ascender) touches

. x-height: the height of lowercase letters (i.e. the distance between the base
line and the mean line ± lowercase letters touch the mean line)

. descender: a letterform of which the bottom end extends beyond the base
line (e.g. the ``tail'' of the letter g)

. ascender: a letterform of which the top extends beyond the mean line (e.g.
the upper part of the letter d ± usually such a letter is just as high as the
capital letter, but in some cases it is higher)

. counterform or counters: the completely or partially enclosed space in a
letter (e.g. in the letters a, e, p or G)

. stem: the main part of a letterform; it is made with the aid of a main stroke
(e.g. that of D or t)

4.2.2 Legibility

When choosing an appropriate typeface/font for a text, the main considera-
tion should be its legibility for the reader (i.e. with how much ease or
difficulty the text can be read if it is set in a certain typeface/font). According
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to Schriver (1997:252), the following characteristics of typography affect the
legibility of a text:

. the choice of typeface

. the amount of blank space between the typed or printed lines of text (i.e.
the spaces between the lines)

. the length of the typed/printed lines

The effect of these characteristics on the legibility of a text is demonstrated in
the three paragraphs below. In these paragraphs the choice of the typeface/
font and the space between the printed lines (the ``leading'') are varied. In
each example the following are indicated:

. which typeface/font is used (e.g. Kaufmann, Korinna)

. the letter size (e.g. 12 point)

. the spacing between the lines (e.g. 1 cm, 1.5 cm)

ACTIVITY 4.1

1. Which of the following three texts is the most legible, and why?

Example 1

Spacing is the amount of (vertical) space between the lines of a text. Usually,
one or two points of space are left. If no space is left, the spacing is solid. Even
in such cases, by default, sufficient space is still left around the letters of a line
so that they do not touch the other letters horizontally or vertically.

If five or more points of space are left, a single phrase usually covers the
whole width of a page (as in some advertisements).

(Font: Kaufman Bd Bt; letter size: 12 point; line height: 0,5; spacing between lines: 1,0)

Example 2

Spacing is the amount of (vertical) space between the lines of a text.
Usually, one or two points ofspace are left. If no space is left, thespacing
issolid. Even in such cases, bydefault, sufficientspace isstill left around
the letters of a line so that they do not touch the other letters horizontally
or vertically.

If five or more points of space are left, a single phrase usually covers the

wholewidth of a page (as in some advertisements).

(Font: Korinna BT; letter size: 12 point; line height: 0,5; spacing between lines: 0,5)

Example 3

Spacing is the amount of (vertical) space between the lines of a text. Usually,

one or two points of space are left. If no space is left, the spacing is solid.

Even in such cases, by default, sufficient space is still left around the letters

of a line so that they do not touch the other letters horizontally or vertically.

If five or more points of space are left, a single phrase usually covers the

whole width of a page (as in some advertisements).

(Font: Modern; letter size: 12 point; line height: 0,5; spacing between lines:1,5)

As you probably noticed, the legibility of examples 1 and 2 are extremely
poor.
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4.2.3 Choice of fonts

Most word processing packages offer writers a wide choice of different
typefaces or fonts. Some of these are illustrated in the table below. The
examples illustrate what each typeface looks like in plain type, bold and
italic:

Example 4: Typefaces/fonts

10 point (plain) 12 point (italic) 14 point (bold)

Times New Roman Times New Roman Times New Roman

Arial Arial Arial

Courier New Courier New Courier New

Helvetica Helvetica Helvetica

Korinna Korinna Korinna

Baskerville Baskerville Baskerville

Egyptian Egyptian Egyptian

Times Times Times

Univers Univers Univers

Typeface families In examples 1, 2 and 3, the name of the specific typeface/font is given (e.g.
Kaufman Bd Bt, Korinna Bt and Modern). These names refer to typeface
families (i.e. groups of related typefaces that share the same kind of design
characteristics). A family can (as far as print or colour is concerned) consist
of light, medium dark, dark and black letters; italics and bold versions; and
various other special symbols, such as punctuation signs. Look at the
following examples:

Example 5: Typeface colour

Document designer Document designer

(Futura Bk BT) (Futura Md BT)

Document designer Document designer

(ZapfHumnst BT) (ZapfHumnst Dm BT)

Where italic or bold is not available in a family, it can be created with other
computer functions. In order to be able to use bold for emphasis, the rest of
the text should appear in a lighter variant of a typeface.

A practical way to determine the effect of different colours of a typeface
(plain, dark and black) is to take two pages of text, and to set the typeface to
between 10 and 12 points (see the discussion below) and the distance
between the typed lines to 1 cm or 1.5 cm. The text in the different shades
should then be printed and placed next to each other. The colour differences
will be quite apparent.

4.2.4 Typographic styles

Serif and Sans serif A considerable number of typographic styles can be distinguished. For our
purpose, the most important are Serif and Sans serif because they are suitable
for most text types. Schriver (1997:255) refers to ``Script'' (long-hand
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writing) as a style type which, in her opinion, is only suitable for personal
invitations and menus. Although various ornamental/fantasy letters are used
in advertising texts, logos and trade names, most of them are not suitable for
formal texts. There are also a number of highly decorative and avant-garde
styles which should be used only for very specific purposes because they are
often very difficult to decipher. We will limit ourselves to the first two. Study
the two examples below:

Example 6: Serif and Sans serif

(a) Serif

Document designer
(Times New Roman, 24 point)

(b) Sans serif

Document designer
(News Gothic MT, 24 point)

A serif is a line or a curve that rounds off the (upper or lower) extremity of a
letterform. In our example above, each letter of the words ``document
designer'' in 6(a) has been rounded off with such a serif. Now compare the
separate letters of example 6(a) with the corresponding letters of example
6(b), where such a serif is absent in each case.

Roman style The serif style is also known as the Roman style, because it was a custom of
Roman scribes to finish each letter in stone with such a stroke in order to hide
its uneven appearance.

Function Although there are different serif forms (angular, curly, thick, thin), the
function of the serif is more important for our purposes because it helps the
reader's eye to distinguish between individual letters and gives visual
continuity to the typed words in a line.

Gothic style Sans serif typefaces are also known as Gothic style. The label ``Gothic'' is
often given as part of the name of a typeface to indicate that it is sans serif.
Members of this group share the characteristic that the letterform shows little
variation in the width of the stroke, so that an impression of uniform ``clean
lines'' is created. They also show a clearer contrast between plain and bold
print. This makes them especially useful as headings, sub-headings or
captions to signal a visual distinction between parts of a text and to indicate
their hierarchical relationship. Both styles are often used together in one text:
the sparse sans serif typefaces for headings and sub-headings, and the
visually rich texture of the serif typefaces for the main text.

4.2.5 Letter size

Point size In the English-speaking world, letter size is measured in terms of a point.
There are approximately 72 points in an inch. Most word processing
programs give the user scope of between four and 72 points for letter size.
Letter size is measured from the top of the highest ascender to the tip of the
lowest descender of any character. A further small amount of space above
and below each character is included by default.
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Document designers do it sans serif!

X-height Another distinctive characteristic of typefaces is their x-height (i.e. the height
of the lower case of the typeface, excluding the ascender and the descender).
The x-height of a typeface determines its perceived height. Typefaces with a
high x-height look larger than those with a smaller x-height, even if both are the
same height in terms of points. Even if a typeface with a low x-height is (point-
wise) larger than one with a high x-height, the latter will still look higher.

The advantage of typefaces with a high x-height is that they read more easily.
One can do some experimenting here. If a typeface has a low x-height, a
letter size of 11 or 12 points is preferable; but for those with a high x-height,
nine to 10 points is a suitable size.

A common practice in the design of a document is to choose a larger typeface
for the main part of the text and a smaller typeface for notes or footnotes,
especially if the latter are placed at the bottom of each page of a text. On the
other hand, it is common to indicate the distinction between the main text and
the headings with typographic devices. The main text is usually in 10 to 12
points (in most word processing programs the default setting is 12 points),
and headings and captions are set in a larger typeface (between 11 and 14
points). Letter size is, however, not the only way to clearly signal the
difference between the main text and the headings for the reader. One can
also use the following: typing letters in bold, using capitals or choosing a
different typeface. However, do not use capitals or italic for the entire main
text because this slows down the reader's reading speed (Schriver, 1997:274).

Reversing the type A visual way to give special prominence to text is to reverse the colour of the
typography (usually black) and the background (usually white). See the
example below:

Example 7: Reversing the type

Reversed printing can be used for the headings of the main sections of a
document or to emphasise quotations that are placed outside the main text.
Because this is such a powerful visual cue, the danger is of course that the
rest of the text will appear unimportant by comparison.

4.2.6 Line length

The third factor that influences the legibility of typed text is line length
(measure/column width), that is the length between the left and right margins
of a line of typed text. Line length is measured in terms of picas. Twelve
points make up a pica and there are roughly six picas to 2.5 cm.

Longer lines of typed text generally require a larger typeface and more space
between the lines (``leading'') in order to be legible. If typed lines are too
long (more than 70 letters/characters per line), it makes the reader weary. On
the other hand, if they are too short (for example, less than three words per
line), it encumbers the reading of a text because the visual layout tends to
break up a sentence to such an extent that the syntactic relationships between
words or clusters of words cannot easily be decoded. The ideal length is eight
to 12 words per line (roughly 40 to 70 characters). For computer text, it
should preferably be shorter still (closer to 40 characters per line). Bear in
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mind that if the lines are too long or too short, it can impede the reader's
reading speed. Try to limit unnecessary variation in line length. What works
well is to use the same line length for sections of text with the same rhetorical
function (see Schriver, 1997:274).

Solid text As should be clear from examples 1 to 3 above, the blank space between lines
has a direct influence on the legibility of the text. If no space is left, the text
appears solid. In word processing programs there is, by default, a small amount
of blank space around each letter so that letters in one line do not touch those in
the line above or below. Schriver (1997:261) points out that solid text is often
difficult to read, especially because it lends a grey colour to the page of a
printed text. However, readers also do not like too much space between typed
lines (see example 3). The designer should look at the effect of the size of the
typeface and the spaces between lines on the appearance of the document.

Letter andword spacing In some word processing programs it is possible to vary the letter and word
spacing (i.e. the distance between the individual letters of a word and the
distance between words). Variation in letter and word spacing can be used to
make certain sections of text more prominent.

Justification The letter and word spacing of a document can be influenced by the right and
left boundaries of a line or paragraph. Justification refers to the visual
appearance of the left and right margins ± a setting that can be done with a
word processing program. Justifying a text entails that the text acquires
straight vertical left and right sides (like the printed text in this study guide).
If you justify your text to the left, the right side will have a ragged/irregular
appearance; if you justify your text to the right, the left side will have a
ragged/irregular appearance. Justification to both left and right can affect the
legibility of the text, because it can create unequal spaces between the words
in the same line and between the words of the preceding and the subsequent
lines. This results in a visually disturbing image because the blank spaces of
one line ``run into'' the spaces of the next line, forming ``rivers'' through the
text. See the following examples:

Example 8: Left justification

The letter and word spacing of a document can be influenced by the right and
left boundaries of a line or paragraph. Justification refers to the visual
appearance of the left and right margins ± a setting that can be done with a
word processing program. Justifying a text entails that the text acquires
straight vertical left and right sides (like the printed text in this study guide).
If you justify your text to the left, the right side will have a ragged/irregular
appearance; if you justify your text to the right, the left side will have a
ragged/irregular appearance.

Example 9: Right justification

The letter and word spacing of a document can be influenced by the right and
left boundaries of a line or paragraph. Justification refers to the visual

appearance of the left and right margins ± a setting that can be done with a
word processing program. Justifying a text entails that the text acquires

straight vertical left and right sides (like the printed text in this study guide).
If you justify your text to the left, the right side will have a ragged/irregular

appearance; if you justify your text to the right, the left side will have a
ragged/irregular appearance.
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Example 10: Left and right (full) justification

The letter and word spacing of a document can be influenced by the right and
left boundaries of a line or paragraph. Justification refers to the visual
appearance of the left and right margins ± a setting that can be done with a
word processing program. Justifying a text entails that the text acquires
straight vertical left and right sides (like the printed text in this study guide).
If you justify your text to the left, the right side will have a ragged/irregular
appearance; if you justify your text to the right, the left side will have a
ragged/irregular appearance.

As should be clear from example 10, the irregular and uneven spacing
disturbs the visual rhythm of each line. In addition, the ``rivers'' can distract
the reader's attention from the content of the text. Research shows that the
spacing of words and letters influences both the reader's reading speed and
the reader's comprehension of the text. The best results are achieved when
the words are separated horizontally by equal spaces (regardless of whether it
is justified to the right or to left) (Schriver, 1997:270). Fortunately, most
word processing programs do the hard work for the writer by automatically
leaving sufficient space between the individual characters of a word and
between words. It also ensures the hyphenation of words at the end of lines or
spaces the words in such a way that hyphenation becomes unnecessary.

4.2.7 Choice of a typeface

According to Schriver (1997:268±269), the writer should consider five other
factors (besides legibility) in the choice of a typeface, namely:

. flexibility

. contrast

. distinctiveness

. rhetorical appropriateness

. text type and communication situation

Flexibility A typeface that is flexible, for example Times Roman, is one that can be used
in a variety of text types (such as business letters, reports or memos).

Contrast Contrast refers to the degree of visual difference between the plain, dark and
black versions of the same typeface. Since many documents are designed for
rapid processing, it is essential that the body of the text is clearly
distinguishable from the headings in a text. This enables the reader to
quickly grasp the main ideas and the structure of the text with the aid of the
headings and sub-headings (if they are in bold).

Distinctiveness Distinctiveness refers to the degree to which a typeface stands out among
others. Although a typeface does not have to call attention to itself, the
readers' attention is attracted when a typeface is chosen for a document that
would not normally be associated with a particular kind of text. Specific
typefaces are sometimes created for certain documents (for example, the
worn-out characters of an old typewriter) to create a specific ``feel'' that
matches the content of the text.

Rhetorical

appropriateness

The rhetorical appropriateness of the typography refers to the way in which
the choice of typographic cues, the purpose of the document, the text type,
the situation, and the readers' needs and preferences interact with each other.

In order to be able to choose appropriate typographic devices, one should
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know what the reader will read, why he/she will read it, who will read it, and
where and when it will be read. Therefore, you should choose and use the
typographic elements in such a way that they influence the readers'
perception, processing and (ultimately) remembering of the content of a
document.

How can typography and layout help with this? Typographic elements can be
used to provide clues for the reader about two key features of texts: text
structure and the functions of text elements (see Schriver, 1997:284±286).

As was indicated in study unit 1, text structure concerns the logical relations
between different parts of the text. The parts of a text can, for example, have
a hierarchical structure or can simply elucidate different aspects of a theme.
Besides, certain parts can perform different functions. A paragraph in which
the text is summarised has a different function than that of the body of the
text or the footnotes.

Typographic devices can express these relations and functions of parts of
texts in different ways. We saw in study unit 2 how headings (captions and
sub-headings) in bold or italic can be used for this. Parts of text with different
functions can be distinguished from others with other functions by presenting
them in a different typeface and/or spacing. For example, if a summary
appears in a different typeface than the body of the text, the reader will know
that its content has a different function than that of the remainder of the text.

Typography and layout can also be used to call attention to different subparts
of a text. For this, one can use bold, italics, extra letter and word spacing,
columns and bullet lists (see the discussion below). The status of text parts
that function as supplements to the body of the text (such as footnotes, notes
or addenda) can be indicated by setting them in a smaller typeface than the
main text.

Remember: if the writer does not provide his/her readers with typographic
clues, they have to use additional mental energy to figure out the relations
between the different parts of a text.

The golden rule in the choice of typographic devices is that the writer should
handle them sparingly and consistently. An excess of such devices is always
detrimental because with each new typographic device that crops up, the
reader first has to figure out what the writer wants to express with it or which
function it performs. Inconsistent use of typographic devices confuses the
reader and impedes interpretation.

When creating texts by computer, there are a number of matters that the
writer should consider. Research has shown (see Schriver, 1997:282) that

. documents on a computer screen can decrease a reader's reading speed by
between 20 and 40 per cent

. the reading of long documents on a screen results in eye fatigue

. mistakes (in typing and spelling) are often overlooked

A large part of this has to do with the (weaker) legibility of the typography of
computer documents. This implies that the typography chosen for documents
that have to be read on a computer screen should be as clear as possible.
Also, for the editing of texts, it is preferable to work with a hard copy of a
document.
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4.2.8 Text type and communication situation

Readers have an intuitive sense of the appropriateness or inappropriateness of
a particular typeface for a specific kind of document/text. The choice of
typography can therefore elicit certain emotional and cognitive reactions in
the reader. Warning signs, road signs, business letters and reports should, for
example, never be set in a highly decorative typeface, but in a plain/simple
typeface. Then again, the latter will most probably be perceived as
inappropriate (too ``cold'' or not spontaneous enough) in a birthday card,
where a fancy, decorative typeface will be more appropriate. In some cases,
such as the use of a typeface that looks like the worn-out characters of an old
typewriter, even the legibility of the typeface is put aside for the sake of
creating a certain ``feeling'' or atmosphere ± an attempt of which readers are
well aware when they see such a document.

From the reactions of readers to the choice of typography for specific kinds
of texts, it is clear that they have certain expectations and preferences in this
regard. However, very little research has been done on this and you will have
to rely on your own experience. Remember, though, that in formal
communication the ``decoration'' of a text is usually perceived as
inappropriate. Avoid ornamental styles when it comes to your choice of
typography for formal texts.

ACTIVITY 4.2

1. Study the typography of text 1. These are pages from the newsletter of
the Muckleneuk Lukasrand Property Owners and Residents Association
(March, 2000). Then answer the following questions:

1.1 How many different typefaces can you identify in the text?
1.2 For which functions are plain and bold typeface, and uppercase

and lowercase letters used in the text?
1.3 Does the line length and line spacing differ in the different

articles? Specify.
1.4 How are horizontal and vertical lines used in the document (i.e.

what are the functions of these two kinds of lines)?
1.5 Do the typography and the lines work together in this text to

achieve a certain goal? Explain.
1.6 Which suggestions can you make for the visual improvement of

this document?
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2. Which typographic elements determine the legibility of a text? Name
each one and discuss them briefly. Give suitable examples of each
element.

3. Name the factors that a writer should bear in mind in his/her choice of a
typeface/font for a text. Discuss each one briefly and illustrate them with
appropriate examples.

4. Find three texts with a fair amount of typographic variation and discuss
the use of typography in each. Focus on the following factors:

. choice of typeface and letter size

. choice of plain, italic and bold typeface

. choice of uppercase and lowercase letters

. the function of the typography in respect of the structuring of the
content of the text

ANSWERS

1.1 Precisely how many typefaces are used in this document depends
on how a typeface is defined. If it includes typographic variants
(such as uppercase and lower case, bold and italic) my guess
would be that only one typeface was used but with uppercase and
lowercase, bold and italic, different letter heights, etc. in the
typeface.

1.2 Variations in plain and bold typeface, and uppercase and
lowercase, are used functionally in the various (sub-) headings
of the document that delineate various information chunks. For
example, the first six paragraphs focus on the rules and
regulations pertaining to guest houses. The main heading is
italicised and is typed in bold with uppercase letters; while the
sub-headings are in a smaller font, but also in bold with uppercase
letters. However, the same typographical elements are not used to
delineate the four major information chunks (``Guest houses ...'';
``Useful telephone numbers ...''; ``CID ...''; ``Our pavements'')
from each other.

1.3 All the lines have been justified to the left, with the exception of
the instances where the first line of new paragraphs are indented
(see ``Our pavements ...''). The variation in line length is
therefore a result of the left justification of the lines. The line
spacing varies. In the body of the text, the same spacing is used
but there are variations in the amount of line spacing between
paragraphs and between headings. The first paragraph under the
headings also differs with respect to line spacing.

1.4 Horizontal and vertical lines are used to distinguish the main
information chunks from each other.

1.5 Because the lines are used to divide the page into major themes/
information chunks in the text, typography is used to highlight
the information contained in each information chunk.

1.6 The lack of consistency in the use of typographical elements is a
major problem in this document.

2. The typographic elements that determine the legibility of a text are
discussed in paragraph 4.2.1.
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3. The factors that a writer should bear in mind in his/her choice of a
typeface/font for a text are discussed in depth in paragraph 4.2.7.

4. When analysing the typographic variations in your chosen texts, use the
discussion in answers 1.1 to 1.6 above as examples.

4.3 ILLUSTRATIONS

The term ``illustration'' is used here as an umbrella term for photos, (line)
drawings, schemas, diagrams and graphs. Together with the verbal devices
(i.e. the words, also referred to by some as text), they provide variety to the
way in which the information is structured and conveyed in a text.

Whether you will be able to use illustrations in your text will depend on the
technology that is available to you. Most textprocessing programs that are
connected to a laser printer (and a scanner) offer you a variety of possibilities
to create illustrations and to use them in your text. Several of the
textprocessing programs have a picture gallery with ready-made illustration
material and/or different sets of iconic images (arrows, faces, a house, etc.)
which could come in handy. Graphic material is also available on CD-ROM
and can be downloaded into a text.

A word of warning: The availability of illustration material should not tempt
you to use illustrations without thoroughly considering their functionality
(use).

Research has shown (see Schriver, 1997:410±411) that if illustrations are not
functionally integrated into the text, especially if they are used purely for
decorative purposes, they distract readers' attention from the text and impede
their processing of the text. Documents in which readers have problems
understanding the main points due to the use of text and illustrations, waste
their time. Readers do not like to struggle to see the relation between the text
and the illustrations. In all such cases the writer will lose his/her reader.

The functional use of graphic devices depends on the kind of information you
wish to convey and the kind of text you are dealing with. Numerical
information, for example, is often presented in graphs and tables, and in texts
such as financial reports and memoranda; (diagrammatic) depictions are often
given in instructions (for example how to assemble and operate a video
machine). In such cases the illustrations are usually not included for their
attractiveness, but there are exceptions. If a writer feels, for example, that he/
she should offer ``something more'' (than merely an eye-catching heading) to
draw the reader's attention to the text, he/she can use a striking illustration ±
even if it has very little bearing on the content of the text. On the other hand,
the use of illustrations (such as colour photos) is common practice in
advertising brochures.

4.3.1 Functions of illustrations

In general, illustrations (reproductions, schemas, tables and graphs) in a text
have one or more of the following functions:

. An explanatory function. Illustrations can help to clarify the text content.
They are sometimes clearer than verbal descriptions.

. An attention-seeking function. Illustrations can draw the reader's attention
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to a specific aspect of the message. If an illustration is used on any page in
a text, most readers will look at the illustration first before reading the
text. Imaginative illustrations have the additional function of increasing
the reader's appreciation of the text.

. A simplifying function. Relations between ideas, facts and statistics can be
represented in a very simple way in graphic form.

. A unifying function. Various ideas can be combined or brought together in
one illustration.

. An aesthetic function. The use of attractive, yet functional, illustrations
can increase the attractiveness of the text for the reader.

. A persuasive/appellative function. If illustrations are used to support
certain arguments in a text, they can help to persuade the reader about a
particular point of view (for example, using photos of organs that have
been damaged by smoke to convince readers to stop smoking). On the
other hand, illustrations can also be used to support the appellative
function of a text by creating a particular atmosphere or evoking
associations that can reinforce the appeal. (for example: in a campaign
against drunken driving, horror photos of accident scenes can help to
change readers' driving behaviour).

A pretty, well-designed illustration can simultaneously perform several of
these functions in a text if it attracts the reader's attention, improves the
attractiveness of the text and helps to make the content of the text clearer for
the reader. (See Steehouder, 1990:263±264; Bell, 1992:306.)

In the discussion that follows, we will first look at the use of a logo and then
discuss the use of

. reproductions (i.e. photos and drawings) that depict a specific object,
procedure or process

. schemas that explain aspects of the structure of the text, such as tree
diagrams and flow diagrams

. tables and graphs for presenting numerical information

4.3.2 Types of illustrations

4.3.2.1 The logo

In most business correspondence, the graphic element that occurs most
commonly is the logo (emblem). It can consist of a drawing only or it can be
a combination of a drawing and a text. Study the examples below.

Example 11: The logo
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Distinguishing

function

A logo can have a strong identifying/distinguishing function. A company/
organisation and the logo it uses are closely associated with each other, so
that the logo identifies the company/organisation (as the sender). The logo of
a company/organisation also has the function of distinguishing the company/
organisation from other companies/organisations because each logo differs
from other logos (and is usually protected by copyright).

A logo can, of course, do considerably more: it radiates a certain image,
identity or ``character trait'' of an organisation. Which character trait of the
organisation concerned does each of the logos above evoke for you?

4.3.2.2 Reproductions

Reproductions (i.e. photos and drawings) can be used tomake different kinds of
information more accessible to the reader, such as the appearance of an object,
the course of a process over time, and how instructions should be executed. In
such cases, the reproductions mainly have an explanatory function.

Reproduction of an

object

In the construction plans of different kinds of texts, there is often a question
about what a particular object looks like and what parts it consists of (for
example, a computer or a new product). Answering such questions can often
be quite difficult and can require extensive descriptions. In such cases, the
use of a reproduction (photo or drawing) of the object can be a godsend for
the writer, because the reader will then be able to see at a glance what the
object looks like and will relate the verbal description to the reproduction.

Phases in a process A sequence of reproductions can be used to depict the phases in a process:
each reproduction represents a particular phase in the process and all the
different reproductions together represent the entire process. In such a case,
the sequence of reproductions depicts the process as it proceeds through time
to its conclusion. For example, in order to explain to a reader how a bicycle
pump works, a sequence/series of reproductions can be used in which each
one reproduction depicts a part of the process of sucking in air and ultimately
pumping it out.

Assembling and

operating

Reproductions can also be used to make instructions clear, for example to
show the reader how to assemble a particular product (a video machine or a
vacuum cleaner), and how to use the product. It can also be used to show
how a particular procedure should be executed, for example which actions
should be executed and in what sequence should they be executed in an
emergency situation such as a fire.

Hints The effectiveness of explanatory reproductions is mainly determined by
whether the reader is able to understand quickly and effortlessly precisely
what the reproduction depicts. In order to achieve this, Steehouder
(1992:264±265) gives the following hints:

. Use schematic drawings instead of photos or realistic drawings. The latter
usually contain too many details that are not directly of interest to the
reader. In a drawing the illustrator has more control over what the reader
gets to see. Depict only that which the reader needs in order to understand
the actual text. It is important that the reader should be able to see
immediately what the drawing is a representation of.

. In the verbal naming/description of the parts of an object or of the phases
in a process, naming/description should be done as near as possible to
each part or each of the phases. For the naming of parts, the names can be
connected to the parts with arrows. The description or naming of a phase
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in a process can also be provided directly at the reproduction of the
process. One should avoid merely numbering parts/phases and then
providing the description underneath the drawing. This creates a detour
for the reader in his/her effort to integrate the verbal description and the
drawing with each other.

. Do not try to represent complicated objects or processes in one all-
encompassing drawing/reproduction. For the reader, it is easier to have
several reproductions that each depicts only a part or a section.

. If an object (or process) is shown in several reproductions, the same scale
should be used in all of them so that it is clear to the reader that we are
dealing with the same object.

. If a reproduction explains an instruction or a process, take the logical
sequence into account: from left to right or from top to bottom.

. If a reproduction explains an instruction, the reproduction should be a
depiction of the situation after the action has been performed, and not
before. For example: if the instruction shows how to switch on an
apparatus, show the switch in the on-position (i.e. after the action of
switching on has taken place).

. As mentioned above, reproductions can be used to support a point of view
or an appellative message in a text. However, in the choice of
reproductions for this purpose, the writer should take the following into
account:

± Avoid using reproductions that are too true to life or too extreme
(horrific). Readers sometimes find such pictures unrealistic or
offensive (or simply too terrifying), and then do not pay any further
attention to the text.

± The reproduction should not evoke unintended associations in the
reader, especially not associations that are in conflict with the aims of
the text. Steehouder (1992:265) gives as an example of this in an anti-
smoking campaign where the photo of a well-dressed, attractive lady
who is smoking and very obviously enjoying her cigarette was used.
Most people thought that this was an advertisement promoting
smoking, even though the caption underneath the photo read that
smoking was bad for your health.

Manuals In a manual that explains to the user how a particular item should be
assembled or operated, technical drawings are mostly preferred to photos.
The advantage of drawings is that they can be used to show each part/object
clearly and precisely, and from different angles. By omitting the outer surface
of an object, the reader can also be shown what is underneath or inside the
object.

In technical drawings each part is usually named separately (on the part
itself), and/or numbered so that precise reference can be made in the text to
each of the parts. If parts are numbered only, a legend is provided in which
the meaning of each reference number is explained.

Technical drawings should be so clear that it will be unnecessary to add
descriptive text. In cases where the user is not able to read the text (for
example, small children or illiterate people), a self-explanatory drawing is
even more important. The additional benefit for manufacturers is that such
drawings of products can be used for users in different language
communities. If the drawings contain all the information, the need for
textual descriptions in different languages falls away.
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ACTIVITY 4.3

1. Explain briefly why the purely decorative use of illustration material in
non-literary texts is discouraged.

2. Discuss the functions of illustrations briefly. Provide examples of texts
where an illustration performs the relevant function(s).

3. What is/are the function(s) of a logo? In which text types do
organisations use a logo?

4. When and why is the use of unedited photos or realistic drawings
discouraged as illustrations in a text? Explain.

5. In your opinion, in which text types would photos be suitable illustration
material? Explain why. (Hint: Look at some advertisements of holiday
destinations.)

6. Find an example of a manual with illustrations for operating an
apparatus (for example, a TV set or a microwave oven) and answer the
following questions:

6.1 What type of illustrations (photos or drawings) is used in the
manual?

6.2 Explain, with suitable examples from the manual, precisely what
the function(s) of the illustrations is/are (for example, describing
the parts of the apparatus or depicting how an action should be
performed).

6.3 How are the instructions and the illustrations used together to
explain specific actions to the reader?

ANSWERS

1. Purely decorative illustrations do not necessarily support the commu-
nicative functions of a document.

2. The functions of illustrations are discussed at length in section 4.3.1.
Ensure that the examples you choose illustrate the relevant functions
correctly.

3. The functions of a logo are discussed in section 4.3.2.1. Logos are
commonly used on an organisation's letterheads, other types of
documentation (e.g. manuals or reports) and advertisements.

4. They contain too much distracting detail, which makes it difficult for the
reader to discern the relevant information.

5. When one wants to portray the details of an object, photos work very
well because they can also capture other aspects such as mood.

6. In most manuals drawings are used to depict separate parts of the
apparatus or how an action should be performed. Instructions usually
accompany the separate illustrations (i.e. instructions and illustrations
are grouped together so that the reader has clear visual and verbal cues
as to how to go about performing certain actions).

TEX2601/1 101



4.3.2.3 Schematic representations

Study the example of a schema below.

Example 12: The schema

A schema consists of squares/blocks, lines and arrows in which written text
(and sometimes also illustrations) are placed. The squares/blocks can contain
specific concepts, can refer to phases in a process or can be a representation
of parts of a whole. The lines or arrows indicate the relations between the
squares/blocks. In example 12 squares are used to depict phases and arrows
that show the progress of the phases and the end product of each phase. (This
example was taken from What's the Buzz, Issue no 1, 1997, p 4.)

Graphic computer programs offer the writer various possibilities to elaborate/
vary these three elements of the schema: instead of squares, one can use
circles, ellipses or parallelograms. Different kinds of lines (thick, thin, wavy,
dotted) can be used and also various kinds of screening (different shades of
grey, with diamonds or dots). The golden rule is: use these devices sparingly
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and keep the schema as simple as possible. Do not try to use all the
possibilities in one schema.

Schemas make the structure of information more explicit. In this respect their
main function is explanatory by nature. For example: if you have to give a
description in a text of how lightning is caused, the entire process can be
divided into different phases and each phase can be represented in a square.
The squares can then be connected with arrows to indicate the sequence in
which the phases takes place and how the preceding phase acts as the cause
of the subsequent phase (the consequence). (See also example 12.)

Another use of schemas is to indicate the parts of a whole or the different
items that constitute a category. Sometimes such a depiction is also called a
diagram. Study example 13.

Example 13: A schema/diagram

(Sake-Beeld, 1999-05-04)

As you would have been able to infer, the diagram not only gives an outline
of how the Sanlam group's activities have been restructured into four
industries but also shows who the three members are that constitute the
Sanlam group.

A schema (as in example 13) shows the reader in an immediate and explicit
way how something is subdivided and how each part/subdivision fits into the
whole. The advantage of using a schema/diagram is that it makes the
structure of the information explicit at a glance. Schemas are therefore often
used at the end of a text as a summary of the content of a text.

Flow diagrams Flow diagrams are often used to explain actions that should be performed, the
order in which they should be performed and, sometimes, the conditions
under which they should be performed (for example, how a tax return should
be filled in or how a computer should be used).

In flow diagrams, different shapes are often used to denote the different steps
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or actions in a process. For example: an ellipse denotes the beginning of a
process, squares denote actions and a diamond shape denotes a point of
decision. At such a point of decision, a number of alternatives are provided
for the reader from which he/she has to choose one and then follow the
indicated route further.

When flow diagrams are used, they can totally replace the textual description
(except where the schema contains technical terms that have to be clarified,
or where the descriptions in the squares/blocks are too brief and require
further elucidation).

In the design or choice of schemas, the writer should note the following:

. Schemas should not be too complicated and should not contain too much
information. It is preferable not to include all the information in one
schema, but to provide different part-schemas instead. If you have to
provide an extensive explanation in the text of how the reader should
interpret the schema, you should ask yourself whether the schema is not
complicating the issue instead of simplifying it.

. Keep the text in such a schema as short as possible.

. In some fields of study, certain shapes (such as ellipses and circles) are
used in schemas with conventional meanings. If you are writing for
colleagues, you should take such conventions into account. If you are
writing for the layman, such complicated conventions should be avoided.

4.3.2.4 Tables

Tables are used to present numerical information in a synoptic and easily
comprehensible manner for the reader ± a task that is difficult in ordinary
prose in a text, especially if there is a lot of numerical information.

Tables are easily recognisable. They consist of vertical columns and
horizontal rows. The point where a (horizontal) row and a (vertical) column
intersect is called a cell. Look at the following example.

Example 14: Tables

Table 1: Car hijackings in three cities

Cities Number of car hijacks

Johannesburg 150

Cape Town 134

Sydney 75

This table consists of two columns (one in which the cities are listed and one
in which the number of car hijackings per city is listed) and three horizontal
rows. In each row the name of the city is given and next to it the number of
hijackings in the city appear. Taken horizontally and vertically, and from left
to right, this table consists of six cells.

Pearce, Figgens and Golen (1988:453±454) distinguish between three kinds
of tables: the informal table, the open table and the boxed/bordered table. In
the informal table the data is provided by indenting the text, usually after an
introductory sentence. The table is part of the normal text and does not form
an entity that is separate from the text. For example:
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Example 15: The open table

A survey brought to light the following statistics on car hijackings in
Johannesburg, Cape Town and Sydney:

Johannesburg 150

Cape Town 134

Sydney 75

Because it forms part of the text, such a table does not get a separate heading,
number or captions.

In the ``formal'' table the rows and columns are given headings, and the table
is provided with a number and a title (as above). Example 15 is an open table
(i.e. the rows and columns are not separated from each other by means of
lines). In the boxed/bordered table the table as a whole is boxed, and the rows
and columns are separated by lines. This type of table is used when the
information is conveyed in rows and columns, and the reader has to use the
lines to correlate items in the same row. See the example below.

Example 16: The formal table

In order to ensure that the reader understands what kind of numerical
information has been included in the table, and is able to locate specific
information as rapidly as possible, the following should be done:
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. Provide each row and each column with a descriptive heading, or name

the units that apply in the separate rows and columns (e.g. %, kg). In the

latter case, this information need not be repeated in every cell.

. If the table consists of many rows and columns, the information should

follow some form of classification in order to facilitate the reader's

search. An alphabetical arrangement of verbal/textual elements or

sequencing of the numerical information from small to large (or from

large to small) can be used.

. If there are a considerable number of rows, add a blank line after every

fifth row. This makes it easier for the reader to find information in the

table.

. If the table consists of a few columns and rows only, no lines should be

included between rows and columns. Sometimes, when columns are

grouped together, they are still separated by lines.

. Provide each table with its own number to facilitate cross-referencing.

. State the source of the information in a single line beneath the table. (See

Steehouder, 1992:269±270; Windschuttle & Windschuttle, 1988:271.)

A timetable/time chart is used to show which activities should be completed

in certain time periods. Such a table functions mainly as an instrument for

planning, and is included in project proposals or in progress reports.

ACTIVITY 4.4

1. Find an example of a text in which a schema occurs and then answer the

following questions:

1.1 What information is represented by means of the schema?

1.2 Describe briefly how this information is depicted. (Hint: Note

whether squares/blocks, circles, lines, arrows, etc. have been used

and which information is portrayed with the aid of each of these.)

2. Draw up a timetable of the main activities that you perform on a

weekday and on a Sunday.

3. Study the table in example 16 and indicate which elements it contains to

make the proffered information in the table comprehensible for the

reader. Use the six points mentioned above for this. Which hints would

you suggest should be made in order to make the information in the table

more accessible and comprehensible for the reader?

ANSWERS

1. Ensure that you first identify which information is depicted verbally and

which visually, and whether connections are made graphically between

the verbal and the visual information in the schema. Then determine

how one should interpret these graphical elements.

2. The main activities that you perform on a weekday and on a Sunday can

be captured in a timetable/time chart in which the times of the day are

presented as a column and the activities performed as a correlating

column. The timetable or timechart will have the following two headings

in the top row: Time of day and Activities.
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3. In the design of the table in example 16, the designers did the following:

± Each row and column was given a descriptive heading and the two
main parts of the table were marked with a clear heading.

± A blank line was left between the two parts of the table.
± One would only provide each table with its own number if more than
one table is used in a text.

± The source of the information contained within the table is
acknowledged at the bottom of the table (``Source: STATS SA'').

Personally, we find the information in the table accessible and
comprehensible.

4.3.2.5 Graphs

Another method to represent numerical information visually is by means of
graphs. Graphs are used to make the relations and comparisons between
figures and tendencies explicit. Three kinds of graphs are generally used: the
pie chart for portraying the parts of a whole, and the line graph and bar graph
for portraying numerical changes over time.

Pie charts A pie chart shows how a whole is subdivided into parts and how much, pro
rata, each part forms of the whole (seen in terms of per centages). Look at the
example below.

Example 17: Pie chart

(The Star Technology, 2000-05-02)

What information does this pie chart provide? (PC = personal computer)

It is easy to interpret a pie chart, especially if each subdivision has a
descriptive name and a per centage. Pie charts are used to express static
relations. They are not suitable for portraying changing relations. For that,
one would usually use a line graph or a bar graph.
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Line graphs Line graphs show the relationship between two sets of data (for example
between a certain amount [rainfall, sales] and a particular time period [the
months of the year], or the correlation between the number of accidents and
the age of drivers). Such a line graph has a horizontal axis (the X-axis) and a
vertical axis (the Y-axis). Sometimes a line graph depicts various tendencies
simultaneously in order to make a comparison between the tendencies
possible.

If more than one line is used, the lines should preferably look different so that
the reader can easily keep them apart. A graph is difficult to read if similar
lines are close together. Use different colours, dotted lines or solid lines to
keep the lines apart. Identify each type of line or indicate on each line the unit
that it represents.

Study the example below of a report from the Business Times (2000-05-07).
Note especially which information is represented in the graph and how the
information in the graph links up with the content of the article. What
information is represented in the graph?
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Example 18: Line graph (various tendencies)

In some line graphs two tendencies are compared that are measured
differently. In such cases, the left-hand vertical axis is used to represent one
measurement and the right-hand vertical axis to represent the other
measurement. The purpose is to determine whether there is a relationship
between the two tendencies.

Although the purpose of a graph is to present certain tendencies as clearly as
possible for the reader, statistics and graphs can also be used to bend the truth
somewhat. Bell (1992:307) discusses three techniques that are commonly
used for this:
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. Erroneous relations. This happens when the visual portrayal of the data
does not relate to the statistical data. An example of this is when a wedge
in a pie chart is disproportionately enlarged, while it in fact represents a
very small per centage of the whole.

. Misrepresentation on the axes. This occurs when the information on the
X-axis or Y-axis is modified to give a more dramatic curve to the line of
the graph. It is usually done by shifting the zero point upwards or omitting
it entirely. To illustrate: if a company has shown only two per cent
growth, then the units of measure on the vertical (Y-) axis are modified so
that the increase looks much more substantial than it actually is.

. Omission of data. Visual aids are simplified representations of data. As
such, they are ideal devices to simply omit neutral or unfavourable data.
To illustrate: a company has had very low sales figures for several
consecutive months. During this period the company received consider-
able tax relief that compensated for the low income from sales. The result
is that over this period, the total income does not look quite so bad. If the
graph shows only income over a three-month period, the decline in sales
can be concealed very well.

Sometimes graphs are provided with additional illustration material (such as
line drawings) to increase their impact. Look at the illustration in example 18.

Bar graphs Bar graphs consist of rectangular bars of equal width that show the
relationship between data. The three most common forms are the simplex bar
graph, the grouped bar graph and the segmented bar graph (Pearce, Figgins &
Golen, 1988:456±459).

Example 19: Bar graph

(Business Times, 2000-05-07)
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Simplex bar graph The simplex bar graph compares two or more values. The bars can be placed
vertically or horizontally, and indicate the values by the height or length of
the bar.

The bar graph also has a vertical axis and a horizontal axis. All the bars are of
equal width and each scale has equal intervals. The end value that each bar
represents is indicated on the bar or is read off the Y-axis. Colour or different
kinds of shades can be used to distinguish the bars from each other. Use a
legend ± preferably in the graph ± to explain how the colours or shades
should be interpreted.

Grouped bar graph In a grouped bar graph two or more quantities are compared with each other,
over a specific course of time or at a certain point in time. In order to avoid
confusion, not more than three items should be compared. The bars can be
coloured or shaded. If colour is used, start on the left with the darkest colour
and use the lighter colours progressively towards the right. Study examples
19 and 20.

Example 20: Bar graph

(Business Times, 2000-05-07)

What information is provided in these two bar graphs? Give an explanation.

Segmented bar graph In a segmented bar graph, a representation is given of the different parts of a
whole. The bar is divided into parts, with each part corresponding to a section
of the whole. The parts can be proportionately larger or smaller in accordance
with the quantity of the whole that each represents. Study example 19 again.
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The bar graph can be used either to compare the different parts of a whole
with each other or to compare the parts of different items with each other.
Each part can be distinguished from the other by using colour or shading, and
the meaning of the colours and shades can be explained in a legend.

Pictograms Finally, we will now look at the use of pictograms. When numerical data has
to be presented to a lay public, picture symbols (for example a car, a house or
an animal) can be used to represent quantities. The more repetitions there are
of an image, the larger is the quantity depicted.

Computer-generated

illustrations

Just as the use of computer and word processing packages has changed the
creation and presentation of documents in the business context, so the
availability of computer software is changing the creation of visual material
for documents. Illustrations can be created with software or by means of
interactive computer-aided design programs. In the first case, schemas and
graphs are automatically generated when the quantitative data is entered. The
illustrations can then be displayed and when they are finalised, they can be
printed or downloaded into another document.

Systems for computer-aided design offer many possibilities. The computer
stores data as X-coordinates and Y-coordinates, but these can be manipulated
by the user according to geometric rules to create lines and symbols. The
generated illustration can then be rotated or enlarged, or the perspective can
be changed. For example, it is also possible to create three-dimensional
illustrations and to zoom in on specific parts of an illustration.

Illustrations that are created by computer are exceptionally effective. An
important advantage is that complex illustrations can be created easily and
quickly, and can be stored for repeated use. The writer should guard against
creating illustrations that might complicate the interpretation for the reader.
This can easily happen if an illustration is multidimensional or contains too
much detail.

The use of percentages Although converting data to percentages helps to elucidate numbers, per-
centages can be used in various misleading ways. Windschuttle and
Windschuttle (1988:261±262) point out the following:

. Omitting the basis of comparison. Any per centage is meaningless if it is
not related to a basis of comparison. Simply saying that sales are up by
20% actually tells the reader nothing. In order for it to make sense, the
writer should state in respect of what this increase is measured. For
example: Is it compared to last year's sales figures, to the sales of the first
quarter of this year or to other figures?

. Using vague categories. If it is not exactly clear in terms of which
category a per centage is stated, the statistics can be misleading. Look at
the following example of Windschuttle and Windschuttle (1988:261):

Sixty per cent of people in the dentistry profession use Zezo
toothpaste.

. On the face of it, this statement seems to imply that 60% of the group
consists of dentists who use Zezo toothpaste; while the dentistry
profession is a much larger group and includes more than just dentists.
It can, for example, include the assistants of dentists, the manufacturers of
material for the dentistry profession, etc. If one does not know what is
included in the basis of comparison (and what not), such a per centage is
meaningless.
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. Misleading comparisons. Many companies use an increase in the price of
petrol as a reason to increase the prices of their products. For example, if
the petrol price is increased by 10c per litre, the cost of products are
increased by 10c. The misleading part of this argument is that it creates
the impression that petrol expenditure is the total expenditure of a
company, while in fact it forms only a proportionate part of their
expenditure. Expenses for the manufacturing of a certain product usually
also include the cost of material, labour, marketing, etc. If the transport of
a product forms only 10% of its price, the increase in the price of the
product due to the increased petrol price should be only 10% of 10c.

. A misleading comparison also occurs when the basis of comparison
differs in two cases. To say, for example, that Frank's alcohol intake has
increased by 100% and Peter's by 10% still does not tell us which one of
the two chaps is still drinking heavily. If Frank's increase in alcohol
intake is 100% of one beer per day, then he now drinks only two beers per
day. If Peter's alcohol intake has decreased by 10% from 10 beers per
day, then he now drinks nine beers per day!

ACTIVITY 4.5

1. What is wrong with the following statements?

. The city council has increased the municipal account by 4%;
therefore, the rent of your flat should increase by 4%.

. Six per cent of married women are unemployed and 20% of
unmarried women are unemployed; therefore, there are considerably
more unemployed unmarried women.

. John has improved his marks by 10%, but Piet's marks have
decreased by 20%. If Piet continues in this way, he and John will soon
be getting the same marks.

2. What kind of numeric information can you represent by means of the
following?

. a pie chart

. a line graph

. a bar graph

3. Study the text in example 18 and answer the questions below.

3.1 Which information in the written text is also represented in the
table?

3.2 Does the table provide any information that is not mentioned in
the written text? If so, indicate which information.

3.3 Would you be able to make any suggestions for improving the
presentation of the information in the table? If so, how would you
improve it?

ANSWERS

1. The problem with the first statement lies in the assumption that
increasing the municipal account by 4% necessarily implies that the rent
of a flat should also increase by 4%. Usually a municipal account is an
account for various services. Given the fact that the person who rents the
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flat uses them, the increase per service should function as a baseline to
determine the increase in the rent for the flat.
The problem with the second statement is that the baseline assumption is
wrong: there might be far less unmarried women, so that 20% of the
unmarried women may be far less than the 6% married women.
With regard to the third problem, one has to know precisely how many
marks each of the two have received before one can actually work out
whether or not the increase in the marks of the one will be equal to the
decrease in the marks of the other.

2. Numeric information can be presented by means of various illustration
techniques:

. Pie charts show how a whole is subdivided into parts and how much,
pro rata, each part forms of the whole (seen in terms of per centages)

. Line graphs show the relationship between two sets of data, for
example between a certain amount (rainfall, sales) and a particular
time period (the months of the year), or the correlation between the
number of accidents and the age of drivers. A line graph has a
horizontal axis (the X-axis) and a vertical axis (the Y-axis).
Sometimes, however, a line graph depicts various tendencies
simultaneously in order to make a comparison between the tendencies
possible.

. Bar graphs consist of rectangular bars of equal width to show the
relationship between data.

3. An accurate portrayal of the data was most probably not the main
concern of the writer in using a graph to accompany this report, although
the data in the report is more or less correctly modelled in the graph. We
used this example to highlight the fact that illustrations such as bars and
pie charts can also be used for other purposes.

4.4 INTEGRATION OF TEXT AND ILLUSTRATIONS

Illustrations can be used together with text in one of two ways:

. As a supplement to the text (or parts of the text). In such a case the main
description is still provided in the text and the illustration serves as an aid
to make the text more accessible.

. As a replacement of certain parts of the text. In this case the illustration
(such as a table or a graph) should contain the main body of information,
but there should still be reference in the text to the most important aspects
of the information in the illustration.

According to Steehouder (1992:272), the kind of information and the type of
text determine which one of the methods will be used. For example,
illustrations of objects, processes and procedures are used in a supplementary
way in theses, reports and scientific articles. The actual description does
appear in the text, but the illustration supports the description and
supplements it.

In business reports numerical information is given in tables. The main aspects
of the numerical information (such as totals, per centages and averages) are
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mentioned in the text, but the complete numerical information is contained in
the table or graph. Graphs fulfil mainly a supportive function; the tendencies
that can be inferred from the graph should also be discussed in the text.

Schriver (1997:412±432) adds to the above list of Steehouder (1992). She
distinguishes five different relationships between the text and the illustration
(or five different ways in which the text and the illustration can be integrated
with each other). These relationships can be referred to as redundant,
complementary, supplementary, juxtapositional or stage-setting relationships.
We outline her discussion below.

Redundant relationship In a redundant relationship the text and the illustration contain more or less
the same content and are a repetition or rephrasing of the same main ideas.
Repetition can be useful when a difficult concept has to be explained to the
reader. By presenting the concept in both the text and the illustration (i.e.
verbally and visually), readers are able to understand and process the same
information in two different forms (media). Readers prefer documents in
which a difficult concept is explained in both these ways (text and
illustration) to having it explained verbally only. On the other hand, if the
content is not difficult to comprehend, then the illustration simply becomes
unnecessary/redundant and does not contribute to their understanding of the
text.

Such cases differ from the use of an illustration at the end of a text where the
illustration (for example a diagram) summarises the main points of a text.
(See the discussion below.)

Complementary

relationship

In a complementary relationship the text and the illustration contain different
information, the one supplementing the other. Together they convey the
message as a whole. The reader therefore needs both media (text and
illustration) to be able to understand the message. A typical example of this is
an illustration of the parts of an apparatus and supplementary text that
explains how the parts should be assembled and how each part works.

A supplementary relationship between the text and the illustration is also
present when the instructions for assembling the apparatus are given step by
step in the text and an illustration of the parts concerned appears next to it.
What we have here is not merely repetition of the same information, because
the information in the text and the information in the illustrations differ. The
illustrations show how you should hold the apparatus, and how you should
open parts or exactly how they should be joined; while the text tells you
where you should look, in what sequence you should perform the steps and
explains exactly what you should do at each stage.

Supplementary

relationship

If there is a supplementary relationship between the text and the illustration,
the one medium (e.g. the text) has a dominant role by providing the main
ideas and most of the content, while the other (e.g. the illustration) supports
the points made and elaborates on them. A typical example is a case where a
text explains a complicated concept and an illustration then provides a
concrete example of the concept.

Juxtapositional

relationship

If the text and the illustration interact in a juxtapositional relationship, there is
a clash or a conflict between the two: the one gives a certain image and the
other makes an opposing statement. Sometimes the relationship between the
two is based on an unexpected synthesis or conjoining of the message in each
medium.
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This technique is often used in advertising. The illustration makes one
statement, the text another, and the synthesis of both renders an interesting
and often surprising message.

Stage-setting

relationship

A stage-setting relationship exists between the text and the illustration when
the one medium creates an atmosphere for the other by predicting its themes
or creating a context in which the other can/should be understood. An
example of this is a photo of a car accident that precedes a discussion on the
effect of road deaths on the country's economy. Other examples are the use
of headings, a list of learning outcomes, flow diagrams, etc. that lead the way
to the subsequent text and illustrations.

In order to optimally integrate the text and the illustration and to ensure that
the reader can use the added illustration(s) (regardless of whether they
supplement or replace the text), Steehouder (1992:273) and Pearce, Figgens
and Golen (1988:453) suggest the following:

. Introduce the illustration. In the text refer to the illustration, preferably
before the information in the illustration is discussed. For example:

The changes in South Africa's balance of trade for the period
January 1998 to January 1999 are reflected in figure 1.

. Placement of the illustration. It is preferable to place the illustration in a
position where it will not disturb the logical flow of the content. Place it
as near as possible to the part of the text where it is introduced and
discussed. Readers need this information before they reach the illustra-
tion. Place the illustration on the same page as the discussion or as soon
after it as possible, so that the reader can look at the illustration while
following the discussion. If the illustration is larger than half a page, place
it on the first full page after the discussion. If an illustration is used as a
supplement only, consider adding it as an addendum to the text.

. Identify the illustration. Provide all illustrations with a number and a
caption, but use separate numbering for each type of illustration (photos,
diagrams, tables, etc.). Put the number and the caption underneath each
illustration. For example: Figure 1: Section of a tree; Table 2: Average
rainfall for September 1999. Choose captions so that the information in
the table or graph will be clear even without the discussion in the text.

. Place the illustrations upright on the page; otherwise the reader has to
continuously turn the book or article to be able to look at them. If an
illustration can only be placed sideways on a page, ensure that the top of
the illustration is nearest to the fold of the publication.

Checklist Bell (1992:308) gives a useful list of questions which the writer can use to
check whether the use or the absence of illustrations is appropriate in a text:
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Control questions regarding the use of illustrations

1. What are the main points of my text?
Which of these should be supported with illustration material?
Will the illustration(s) help me to achieve my aims?

2. Will the illustration(s) clarify my ideas or will they merely support
them?
If the latter is true, should I still use the illustration(s)?

3. Is/are the illustration(s) appropriate and concrete?
Are they informative?

4. Did I take into account the cost, time and planning that the use of
illustration material will entail?
Does the specific form of presenting my message justify the use of
illustrations? Would I not have been able to manage just as well
without some/all of them?

5. Is each illustration in accordance with my aims?
Do they collectively give a better structure to my text?
Are they as simple as possible, or are there complicating typographic
elements, drawings or symbols?
Is additional supplementary explanations needed to make the
illustration comprehensible for the reader?

6. Is the sequence of the illustration material logical?
Are they organised in such a way that they support each other and the
topic of the text?

7. How will my readers react to the illustration material?
Will they understand it and appreciate it?

ACTIVITY 4.6

1. What kind of illustration material will you use in order to give a visual
representation of the following data:

. the parts of a car engine

. the rainfall for Pretoria for the 12 months of 2000

. the distribution of the assets of someone's estate

2. Is the use of illustrations always effective and appropriate in all texts? In
which cases should a verbal description be preferred to a visual
depiction? Discuss.

3. Choose a short text without any illustration material which, in your
opinion, should be provided with illustration material. Create the
illustration(s) yourself, retype the text of the document and then paste
the illustration material where you think it will have the best effect. If
necessary, write additional text to integrate the illustration material and
the text.
Now write a short paragraph to justify your use of the illustration(s).
Also discuss the different possibilities of placing the illustration on an
A4 page.

4. Compile a portfolio of at least 10 different kinds of illustrations that are
used in business texts. You can use financial journals or the business
section of newspapers for this. Write a paragraph to evaluate the use of
illustration(s) in each text.
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5. Choose one of the texts from your portfolio and study the way in which

the illustration is integrated with the text, including the sentences leading

directly to the illustration and those following directly after the
illustration. Write a short paragraph on how well (or not) the

illustration(s) is/are integrated with the surrounding text.

6. Find an illustration in a document that, in your opinion, is difficult to

interpret. Show which aspects of the illustration causes comprehension
problems and make suggestions on how the illustration can be

simplified.

7. Find an example of a text in which the illustration(s) give(s) a

misrepresentation of the facts. Write a short paragraph in which you

explain exactly how this misrepresentation is visually achieved.
8. Which technical devices does a writer who uses a word processing

package have at his/her disposal to create illustration material? Discuss.

9. Visit a computer shop and see what software is available for creating

illustrations for documents. Make a list of the possibilities that these
software packages offer a writer for creating illustration material for his/

her texts.

ANSWERS

1. There are different ways in which any set of data can be illustrated. The

answers below merely indicate how some data can be typically

illustrated.

. the parts of a car engine: a schema

. the rainfall for Pretoria for the 12 months of 2000: a table

. the distribution of the assets of someone's estate: a pie chart

2. Verbal descriptions of information should always be preferred when

illustrations contain too many irrelevant detail or when they can be

interpreted in a variety of ways (i.e. if they are ambiguous).

3±7 Questions 3 to 7 are meant to sharpen your skills in analysing and
improving the design of verbal and visual elements in a wide variety of

texts that have been produced by document designers. These exercises

are also meant to exercise your critical skills in evaluating the texts that

you have chosen.

When doing your analyses, always first read the text critically, analyse
the illustration in detail and then evaluate the relationship between the

two. Always use the evaluation criteria provided in the study guide. As

you will notice, evaluating the use of verbal and visual elements in a text

is not easy ± especially since the evaluation criteria are often vague.
However, practice makes perfect. The more texts you analyse in this

way, the more sensitive you will become to the interplay between the

verbal and visual elements of a text and to when they are successful and

when not.
8±9 Visit a computer shop and see what they have to assist you in designing

illustrations for texts. You will be amazed at both the amount of

programs that are available and at the sophisticated illustrations one can

produce with the aid of these software packages.
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4.5 TEXT LAYOUT

The term ``layout'' refers to the way in which blank space and verbal and

non-verbal textual elements are juxtaposed by their placement in the visual

field on the pages of a document. The layout has an influence on the

. way in which readers see the text (i.e. to which parts of the text they will

pay attention)

. way in which readers will relate the parts of the text to each other

. sequence in which readers will read and process the elements of the text

One only realises how important good layout is when one sees an example of

a less successful layout. Think of instances like the following: brochures in

which the most important information appears in small print somewhere near

the bottom of the page; a letter where the logo and the letterhead take up half

of the page; headings that are disproportionately larger than the rest of the

text; references to illustrations or diagrams that are only provided some pages

further; a text with a table that contains very little data (and merely repeats

information that is already spelt out in the text) but occupies half the

document.

In some organisations a specific layout/format is prescribed for specific text

types. The danger in this is that writers will see it as a construction plan that

should just be ``filled in''. However, as shown above, most textprocessing

programs give you a wide margin of freedom to format your texts yourself

and to experiment with different techniques. In the discussion below we will

look at some tried and tested methods and techniques. First we will look at

some hints of Steehouder (1992:252±253) and then we will look at

suggestions by Schriver (1997:304).

4.5.1 General hints

Choice and colour of

paper

. Regarding the choice of paper, the following are important: Always use

good paper, preferably unlined A4 paper. For letters, memos, faxes and

reports, white paper is preferable to coloured paper ± unless a specific

colour forms part of the in-house style of an organisation. In advertising

texts (for example brochures and advertisements), colour and coloured

paper are used abundantly to increase the attractiveness of the text.

Margins . Use wide margins on each page: top and bottom 2,5 cm; left and right

3 cm.

Space . Space around paragraphs and between columns improves the legibility of

the text. For some documents the rule is: not more than 50% of the page

should be filled with text. For most hard copy documents, this is too high.

Numbering . Number the pages consecutively in Arabic numerals (1, 2, 3, etc.). Most

text processing programs offer the writer a wide choice for the placement

of page numbers: top left, right or centre; bottom left, right or centre.

Paragraphs . Indicate the beginning of new paragraphs clearly. Some publishers prefer

left indenting the first word of a new paragraph (1±3 spaces); others prefer

to separate paragraphs with a blank/white line.

Examples and

quotations

. Mark examples and lengthy quotations clearly. Examples should be given

in a separate paragraph, with a dividing white/blank line above and below

it, for example:
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This phenomenon is also clearly evident in the following sentences:

(35) Our church will have a fe
Ã
te tomorrow.

(36) The church has to be painted.

In sentence (35), church has the meaning of ``members of the
congregation''; in sentence (36) it refers to the ``church building''.

The text designer Schreuder offers the following wise advice:

Long quotations could be blocked/justified on the left, and as a whole
indented by a few spaces. If this method is used, no quotation marks
are given at the beginning and end of the quotation. (Schreuder,
1989:18)

Other methods that are used to distinguish the quotation from the rest of the
text are to type the entire quotation in italic, or to use a smaller or different
typeface for quotations.

Bulleted lists . Do not include long lists of items or points in a sentence; use bulleted lists

instead. Such a list consists of items or points with a bullet in front of each,
as shown in the following example. The list can be indented as a whole
and further indentation under each item can be used to indicate subsections
of a specific point/item:

Illustrations can be used in one of two ways:

. as a supplement to (parts of) the text

. as a replacement of certain parts of the text

Columns . Use parallel columns if lists of information or points should be contrasted
with each other. Modern word processing packages enable the writer to
format columns easily and to fill them in with the contrasting lists of
information.

Words, phrases/clauses

and sentences in a self-

referencing function

. In the example above in which sentence (35) appears the word ``church''
is used in a self-referencing function (i.e. the word refers to itself). In such
cases it is common to type the word in italics. Where the phrases/clauses or
full sentences in a paragraph are used in a self-referencing function, they
should appear in italic. The punctuation mark that ends an example
sentence should form part of the sentence in the paragraph.

Emphasis . If it is necessary to draw attention to important words, they can be underlined
(less acceptable) or typed in bold or italic. CAPITALS can also be used for
emphasis. Two golden rules should be followed: use this typographic device
sparingly (too much impedes the reading process) and be consistent: use the
same typographic device for the same function throughout a specific text. If
several of these typographic aids are used to draw attention to important
words, they might confuse the reader because he/she will not know whether
the writer is using each type with a different function.

4.5.2 A cognitive-rhetorical approach: some general principles

Eye-catchers How can the writer influence the reader with the layout of a text so that the
reader pays attention to the text? One of the recommendations is to choose an

120



unusual design for your text. Readers quickly get bored with the traditional
and stereotyped; therefore, a design that is outside the ordinary will capture
the readers' attention. Such an eye-catcher can be anything that contrasts with
the uniformity of the piece of text, like a photo, a graph, a white/blank
column or a blocked quotation. However, eye-catchers should be placed and
used in such a way that they do not hamper the reading of the text.

Once you have the readers' attention, how can you influence the way in
which they read a text and process its content? According to research on
perception (see Schriver, 1997:303), writers can guide their readers'
perception of a text in two ways:

. by the grouping/arrangement of text elements

. by foregrounding certain units of information and backgrounding others

Grouping Grouping/juxtaposing different text elements (for example a piece of text and
an illustration that are grouped together) help the reader to conjoin the correct
units of information. The sequence in which units of information are placed is
important, because it indicates for the reader the sequence in which he/she
should relate the bits of information to each other. Creating continuous lines
from left to right (horizontally) or from top to bottom (vertically) influences the
sequence in which readers process information. If such a line is needed for the
sequence in which the information should be processed, there should not be
heads or prominent text elements in-between that can disturb the line for the
reader. Another technique is to use ``strong'' figures/shapes in which the units
of information are placed (for example, a rectangle, a circle and a triangle).

Foregrounding versus

backgrounding

The foregrounding and backgrounding of information can be achieved by
contrasting the different units of information. The simplest way is to use the
opposite of an element (for example, by opposing large with small, light with
dark, horizontal with vertical, square with round, closed with open, etc.). Just
think of how a single word in bold catches the eye in a paragraph where the
rest of the letters are in plain print.

Balance A fourth principle is maintaining balance between symmetrical and
asymmetrical elements. Symmetry gives stability and rest to the eye;
asymmetry creates tension and holds the attention. To illustrate: in the layout
of the front page of a newspaper, the horizontal block at the top (i.e. the
masthead with the name of the newspaper) contrasts with the vertical
columns of the main text. These two forms of layout on the same page create
an element of asymmetry on the page. The golden rule here is to try to
balance the symmetrical and asymmetrical elements as far as possible.

One of the ways in which this balance is achieved is to bring text elements in
line with each other (for example, by placing the top edge of a photo in line
with the x-height of the characters in an adjacent column, or by bringing
blocks of written text that are lying vertically above each other in line to the
left or right [ie to justify them]).

Repetition for the sake

of unity

Repeating the main elements of a layout (logo, graphics, etc.) on all the pages
of a document unifies the appearance of that document. For example: the
logo on the front page of a document can be repeated at the bottom of each
subsequent page of the document; a graphic element that appears large and
prominently on the front of a document can be repeated in smaller format on
the other pages of the document. Although this technique creates coherence
in a document/text, it can become boring. Therefore, it is sometimes
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necessary to interrupt this repetitive pattern at strategic points with an
additional illustration.

Using a style sheet Unity in the layout of a document can be achieved in some word processing
packages by using the style sheet function. This function gives the writer the
ability to determine the external features of a text (such as the choice of font,
letter size and spacing) beforehand and to set it up for the document as a
whole. A further advantage of the style sheet function is the fact that if you
change one thing in the typography of the text, it will automatically be
executed throughout the text.

4.5.3 Designing according to a grid

One of the most important aids in page layout is the use of a grid. A grid
divides the page into vertical columns (and, eventually, into horizontal rows).
See the example below.

GRID
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The columns and horizontal rows are used to decide where sections of written

text and illustrations should be placed, taking into account the general

principles for page layout that we explained above.

Where a column and a row intersect, we get a rectangular or square modular

unit or grid unit (also referred to as a cell) in which written text, an

illustration or illustrations with text can be placed. The division into vertical

columns and horizontal rows serves as an aid to place text and illustrations in

such a way that they do not touch but can be brought in line with each other.

In the design above a seven-column grid was chosen. Using this basic

framework, the writer decides where and over how many columns the written

text and/or illustrations should be placed. This page layout is then applied

consistently in the whole document.

Some general hints:

. Use a two-column layout for short newsletters and long articles that

contain little graphics. The letter size and graphics will be (proportiona-

tely) larger than what it would have been if more columns were used. The

symmetry of this layout can be used to create a more formal appearance

for a text ± as might, for example, be needed in an annual report of a

company.

. The three-column layout is often used for newsletters and in certain

magazines. It is a simple and flexible format.

. Four-column and five-column layouts offer the document designer more

scope because he/she can give each page a different layout. Because the

columns are smaller, the letter size will also be smaller. These layouts

facilitate the layout of running text, headings and sub-headings; and the

placement of illustrations. Guard against too much variation because this

can disturb the balance in the appearance of the text as a whole.

Let us look at some examples in the following activity.

ACTIVITY 4.7

Study the layout of the following two examples in which a grid forms the

basis for the layout, and then answer the questions below:

. Example 21 is the front page of the newspaper The Citizen and it

illustrates the typical layout of newspapers.

. Example 22 is the front page of an Internet version of the Daily Mail &

Guardian, and it illustrates the kind of layout that can be used for

electronic newspapers and magazines.

ASSIGNMENT

1. Determine which column layout was used in each example.

1.1 Justify the choice of each layout.

2. Discuss briefly the difference between the layouts of the two newspaper

pages (example 21 and example 22).
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Example 21
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Example 22
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ANSWERS

1. The Citizen uses a seven-column layout, while the Daily Mail and

Guardian uses a three-column layout. The first example is a hard copy
text and the layout is intended (i) to get as much (legible) copy text on a
page as possible and (ii) for intensive reading by the reader. In contrast,
the text of the Daily Mail and Guardian is typical of texts that are
designed for the Web: (i) less information is presented per web page
(and in a bigger font) and (2) easy reading of the copy is facilitated.

2. When you compare the two texts, you will immediately see how they
differ with regard to the amount and density of the content: more
columns are used in the newspaper text than on the web page; the
various articles differ in length (and therefore in content density); articles
in printed text very often span various columns.

In the design of a grid layout you should aim not only for an aesthetically
pleasing layout, but also for one that will

. indicate the relationships (i.e. the structure) between the text elements,
and

. guide the reader in perceiving and processing the proffered information

For this, Schriver (1997) recommends the following:

(1) Make an inventory of the text elements the document requires

First determine the text elements that a document consists of or will consist
of. A text element is any part of the document (verbal or visual) that has a
distinguishing nature, goal or function.

Text types often differ in terms of the kind of text elements that typically
appear in them. For example: a feature article often has a summary, and so
does an annual report (a so-called executive summary); forms contain
questions and spaces for filling in answers. The text elements of a document
can, for example, consist of any one or several of the following, which should
each receive a place on the grid: headings and sub-headings; body text;
footnotes, illustrations (photos, drawings, tables, graphs), bulleted lists,
source references, indented quotations, separate marginal notes, summaries,
special symbols, a table of contents, an index of terms, other front and back
material, page numbers, running headers and chapter divisions.

(2) Organise the text elements into rhetorical clusters

Organise the text elements into rhetorical clusters (i.e. into groups of text
elements that work together as a functional unit to convey information to the
reader). These elements can be verbal or visual, and should often be placed
close to each other. Typical examples are the following:

. illustrations with annotations, captions, source references and numbering

. the body text (with separate paragraphs, footnotes, headings and bulleted
lists)

. instructions, together with visual material and headings, numbering, etc

. the front matter of a feature article (i.e. the main heading, author byline,
quotation, photograph and caption)

In such a cluster the parts interact with each other. The placement (vertically
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and horizontally) of the parts of each rhetorical cluster can be planned on a
grid in such a way that the main element(s) (i.e. the text element[s] that
should receive the most attention) is/are prominent within the cluster.
Elements that are less important should be placed in a position that is visually
less prominent.

(3) Measure the actual print area or display area

Until you know exactly how big the pages will be on which you will print, it
will of course be difficult to design a grid on the correct scale. Bear in mind
that not all documents are in A4 format. There are various other formats for
memos, letters, brochures, reports, books, etc. and the actual size of the page
can place all kinds of limitations on the layout (i.e. on the placement of text
elements). For example: if you make provision for a photo and you have to
reduce it considerably in the end, its function and effect can be totally lost.

(4) Divide the print or display space into columns and rows

The whole purpose of dividing the page into a grid is to integrate the visual
field of the entire page ± to create a sense of proportion, regularity, structure
and rhythm in the document as a whole.

For this purpose, the width of the columns and rows of the grid should be
standardised. The margins, the width of the gutters (i.e. the vertical space
between pages) and the alleys (i.e. the space between columns) should be
taken into account.

The grid modules are the basic units for the composition of the visual field of
a page. Usually the same number of columns and rows are chosen (e.g. 4 x
4). Columns can then be joined to create larger modules or the individual
columns can be retained. Variation in this creates a good contrast in the
layout.

In the placement of the units of rhetorical clusters, it is better to first decide
which elements will need the most space (for example, the body text) and
which the least (for example, the footnotes). Then determine the proportional
relationship between the two within a page (for example, text: 3 and
footnotes: 1). You should use a four-column layout here. The need for this
will soon become clear to you when you are faced with a document where the
footnotes take up almost half of the page.

Typical relationships in which the main and subordinate parts of a rhetorical
unit can be arranged are the following:

. five columns: 4:1 or 3:2

. four columns: 3:1 or 2:2

In this way you can be sure that the most important visual information on a
page forms the main part of the page. It will, for example, prevent you from
making the mistake of letting a less important illustration occupy the best part
of a page, while the most important text is placed in a subordinate position.

(5) Evaluate the elements in each rhetorical cluster in terms of the
minimum and maximum space they will require

Experiment with the maximum and minimum width that a text element will
require. Also, evaluate the effect of moving important and unimportant
rhetorical elements in and out of a prominent position, or of reducing their
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width. Elements that require considerable width (e.g. the body text) will span
several columns and less important elements can be reduced in width. In such
a case they should preferably begin and end on a modular boundary. You
should ensure that your decision about the width of important and less
important text elements is consistently followed on every page.

(6) Consider the rhetorical clusters that contain exceptions or
deviations

In the page layout, provision should obviously be made for exceptional
rhetorical elements. The question is whether they can be fitted into the
established page layout so that the impression of the overall unity of the
document is not negatively affected.

If the exceptional element itself is not a main element or an extremely
important text element, it is better to adapt it (e.g. rewrite a section of text,
redesign an illustration or choose a smaller typeface) so that it will fit in with
the existing page layout. If it is of crucial importance, though, the page layout
should be adapted. Remember that if the structure of the page layout is
disrupted by an exceptional element, such an element requires special
prominence.

(7) Experiment with different spatial orientations for the document

Think of the layout of a page as a guideline for the reader on how he/she
should scan the page. Then plan a ``route'' for the reader's eye over the page.

Decide whether the layout should be horizontal or vertical. Should certain
sections of text not run on vertically from one column to another?

Most word processing programs offer a facility to view a page layout
beforehand so that you can have a bird's eye view of what the printed
document will look like. If you have this function, use it to experiment with
the layout.

(8) Standardise the layout

This point is self-evident. After all the different attempts, you should decide
on a fixed layout for the document and then consistently follow it. At this
stage you may, for example, decide on one layout for all the pages or a
different layout for even and uneven pages.

SUMMARY

In this study unit we discussed three aspects of the design of functional
texts:

. the appropriate choice of typography

. the choice and use of illustration material

. the page layout

In the study units that follow you will be introduced to several text types
that are used in the communication industry for effective communication.
When studying them and when completing the activities, you should also give
due attention in each case to the choice of typography, use of illustrations
and layout.
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SECTION B

Writing for the
newspaper



STUDY UNIT 5

Orientation

OUTCOMES

When you have completed this study unit, you should be able to

. classify newspapers according to the following variables: frequency of
publication, demographic distribution and language of publication

. indicate how the content of a newspaper and its presentation are
determined by its communicative goals and the reading habits and
preferences of its readers

. indicate what determines the newsworthiness of published newspaper
reports

. identify the different sections in a newspaper

. analyse the external structural markers of reports

. indicate how the production of newspaper copy is organised

5.1 NEWSPAPERS IN SOUTH AFRICA ±
A CLASSIFICATION

South Africa has many newspapers that differ from one another in respect of
factors such as:

. frequency of publication (daily newspaper, afternoon/evening newspaper,
weekend newspaper, Sunday newspaper, etc.)

. demographic distribution (national and provincial, regional, city/town and
suburban newspapers)

. accessibility (generally accessible to the public; only accessible to specific
groups)

. language of publication (Afrikaans, English, African language[s] or a
combination of any of these)

Among the largest of these newspapers, measured in terms of circulation and
readership, are a number of daily newspapers (dailies) with a special weekend
edition and weekend newspapers/Sunday newspapers (weeklies) (i.e. news-
papers that appear once a week only). Some of these are distributed
nationally, such as the Sunday newspapers Rapport, The Sunday Times and
The Sunday Independent. The distribution of several others is more localised
and is limited mainly to certain capitals and surrounding areas, such as the
Burger, Beeld, The EP Herald, The Star, The Citizen and the Sowetan.

The largest of the daily and weekend newspapers are published in English or
Afrikaans, but they are read by readers from all language groups.

In addition to these, there are a myriad other regional newspapers and
newspapers for specific target groups (for example, for students, pupils and
employees in organisations) that are much more limited in distribution and
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readership than the abovementioned ones, and are also published in
languages other than English and Afrikaans.

If you are interested in the newspaper reading habits of South Africans, go to
activity 5.1 on page 136. The All Media and Products Survey (AMPS) report
on the newspaper reading habits of South Africans is included in this section.

5.2 NEWSPAPER CONTENT

In the choice of topics or events to report on in daily and weekend
newspapers, the first three determining factors are:

. how newspapers see their own communicative goals (functions)

. readers' interests and preferences

. the newsworthiness of an event or topic

5.2.1 Communicative functions of newspapers

Most large daily and weekend newspapers see it as their task to

. keep their readers abreast of current and newsworthy affairs on the local,
national and international front over a wide spectrum of events and topics
(informative function/goal)

. extend their readers' knowledge on various issues/matters (informative/
educational function/goal)

. influence and persuade their readers (persuasive function/goal)

. entertain their readers

Hard news In accordance with their informative function, newspapers contain large
quantities of hard news (i.e. reports that deal with current, newsworthy
events). Newsworthy events occur in a variety of spheres. In respect of theme
and content, newspapers report on current and newsworthy events on the
political front, crimes that have been committed, court cases, disasters and
wars; and on newsworthy events in the economic, technical-scientific, social,
cultural and sports arena.

Soft news A large part of the content of newspapers also consists of soft news. This
refers to reports or features dealing with topics or events that are often not
published for their timeliness, but mainly for one of the following reasons:

. it deals with matters of general interest

. it provides essential background information on other current events

. it simply wants to make something known about human beings (their
courage, foolishness, etc.)

The following would be grouped in this category: stories of human interest;
articles or regular columns on the culinary arts, gardening, etiquette, chess;
gossip columns (back-page stories). The latter kind of material does not only
have an informative function, but also an instructive and/or entertainment
function.

In addition, some of these articles are attuned to very specific groups of
readers (such as columns for women, teenagers or car enthusiasts); others are
aimed at a wider target group.

Much of this is syndicated copy that is acquired from (inter)national agencies
(for example, comic strips and astrology columns such as ``Your stars'') or
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copy that is submitted to the newspaper (often on a fixed basis) by freelance
journalists or writers. The latter is also known as ``special page material''.
Some of this is exclusively for entertainment, such as comic strips and
crossword puzzles.

Apart from reporting on hard and soft news, dailies and weekend newspapers
also contain an opinion page. The fixed part of this page is the editorial,
which contains editorial comment on one or more topical stories or current
affairs. With such comment, newspapers usually attempt to convince their
readers of a certain viewpoint and therefore seek to influence them.

Besides the editorial, most newspapers also have a letters column in which
readers have their say and where they can comment on certain events or
topics. One or more columns in which certain writers comment on current
affairs (for example on politics, religion or education) often appear adjacent
to this.

The supply of hard and soft news, advertisements, photographs and
illustration material (and any other supplements that appear in a newspaper)
provide variety and balance to the newspaper's content. It also serves to meet
the information needs and interests of as many groups of readers as possible.

Reports versus

features/articles

In the above discussion, different text types that appear in the newspaper (for
example, (news) reports, features, articles, advertisements, editorials, readers'
letters, regular columns and reviews) are mentioned.

In most of the literature on newspapers, a simple distinction is made between
reports and features or articles (with the latter two terms often being used as
synonyms). A report can broadly be described as a text in which a journalist
reports objectively on current/topical events (hard news). On the other hand,
a feature/article is usually described as any text in which an event or topic is
subjectively reported on. In this category one would count any text type in
which advice, comment, viewpoints and value judgements are offered to the
reader.

Advertisements, the editorial, regular columns or reviews should all be
regarded as specific kinds of articles.

In some newspapers the distinction between reports and articles has an
influence on the placement of text: features/articles appear on the feature
page(s), together with the editorial; reports appear in the rest of the
newspaper.

However, several authors have pointed out that the different text types are not
so easily distinguishable from each other and that they can (to a large extent)
actually overlap, as in the case of the news feature (featured news). This
category of features is especially a problem because it is used as an
overarching term denoting a whole series of text types that differ from each
other in a number of ways.

Texts can furthermore be classified and subclassified on the basis of different
variables. News reports can, for example, be further divided according to
their content into categories such as reports on crime, politics and education.
Another division can be made in terms of the ``depth'' of the reporting.

In the study units after this study unit, you will be introduced to the most
important text characteristics of the different text types in a newspaper. You
should always bear in mind that there is considerable variation within each
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text type, and that we very seldom deal with pure or ideal examples of
specific text types when we look at published newspaper copy.

5.2.2 Readers' interests and reading behaviour

For any newspaper, it is of the utmost importance to know who its readers
are ± they are, after all, the group with whom the newspaper wishes to
communicate successfully. Quite a lot of research has been done on

. the race, gender, age, income group and linguistic knowledge of readers

. readers' information needs and interests

. their preferences (likes and dislikes) with regard to reporting on specific
events or topics by means of particular text types

. readers' reading abilities and reading practices

These variables are particularly important because together they determine

. the selection and arrangement of the content of a newspaper, and

. the external and internal structural characteristics of the text types
(reports, features/articles, regular columns) with which the newspaper
conveys its chosen content.

With regard to readers' preferences and reading habits, there are a number of
universal characteristics of the average or prototypical newspaper reader. Let
us look at some of these.

Topics Readers have preferences with regard to the content of reports and articles.
Some of the most popular news reports are those on wars, major crimes and
disasters, the weather, the trials and tribulations of well-known and less well-
known people (i.e. human interest stories), consumer information, and
scientific or technological discoveries. Reports or articles on events in the
business world, agriculture, religion, the arts, music and literature are read by
much smaller numbers of readers.

Reading behaviour It is true that most newspaper readers (may) spend relatively little time during
weekdays on reading newspapers. The average reader spends between 20 and
30 minutes on reading a newspaper (i.e. dailies) during the week. Reading
newspapers during the week is usually fitted in-between other activities (for
example, on the bus or in the train on the way to work, during lunch time or
during TV commercials).

Most newspapers are merely searched/scanned for interesting stories, and
only those are read in more detail. Readers use the heads, second heads,
intros and leads of reports for this search (see par 5.3 of this study unit for a
discussion on these terms.) Also, very few readers read a report right through
to its end. Lengthy reports are read only partially, and readers usually
immediately move to another report when they encounter an uninteresting or
a difficult passage in a report.

Over weekends this pattern usually changes: readers spend more time on
reading newspapers ± it becomes part of their weekend entertainment ± and
several features/articles are read in more detail. Weekend newspapers
consequently adapt their supply for this purpose: more in-depth reports and
features, and various supplements are provided for the entertainment of the
reader.
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5.2.3 Newsworthiness

Newspaper editors determine which events are sufficiently newsworthy to be
reported on in the newspaper. ``Newsworthiness'' is difficult to define.
According to Fedler (1989:174; 179±181), the choice of news for a
newspaper is usually determined purely subjectively. However, judging from
the published reports in newspapers, it seems that they have one or more of
the following characteristics:

. Timeliness

In newspapers the focus falls on current/topical events ± things that happened
today or yesterday.

. Extent and importance

Reports that reach the newspaper deal with events that are important or
interesting to thousands of readers. If 200 people die in an air disaster, it is a
more newsworthy story than two people who die in a car accident. If an event
influences only a few people's lives, it is less important than when a whole
community is affected by it.

. Prominence

Reports on important persons are more newsworthy than those on people
who do not play a prominent role in society, politics or management
structures. In addition, readers have an insatiable interest in the affairs of
prominent and famous people.

. Proximity

Most people are more interested in events in their immediate environment
because it affects their lives directly.

. Oddities/deviations

Deviations from the norm (unexpected or unusual events, conflicts,
controversial matters, dramatic events or changes) are more newsworthy
than the commonplace.

Joseph Pulitzer of the New York Word tried to summarise what is
newsworthy:

A newspaper should seek what is original, distinctive, dramatic,

romantic, thrilling, unique, curious, quaint, humorous, odd, apt to be

talked about, without shocking good taste or lowering the general good

tone, and above all without impairing the confidence of the people in the

truth of the stories or the character of the paper for reliability and

scrupulous cleanness. (Quoted in MacDougall and Reid 1987:1.)

Factors such as these do not only determine what will be reported on in a
newspaper, but also where a report will be placed (for example, as a lead on
the front page, as a front-page story next to the lead or on any other page in
the newspaper).

However, not all newsworthy events are reported on in newspapers. Whether
or not a report is ultimately placed is also determined by other factors such as
available space, a newspaper/publisher's specific publication criteria, the
political and social policy of the newspaper owners, potential pressure from
advertisers or sponsors, balance in the kind of reporting per edition, and the
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news coverage in other newspapers with which a particular newspaper may
be in competition (Anderson & Itule 1988:23).

What the reader is usually spared (although obviously not in all newspapers)
are reports on commonplace or everyday, obvious or routine events; the
obscene; stories that are in bad taste; and gruesome details of accidents.
Editors should continuously take the reaction of their readers to such reports,
and the possible effect it might have on the circulation figures of their
newspapers, into account.

NOTE:

. This section of the study guide only gives you a broad synopsis of a
genre of writing (i.e. writing for the newspaper). It is a scientific
framework that will enable you to critically analyse almost any text
you encounter, either in the more traditional form of a newspaper or
the electronic version thereof.

. Please bear in mind that you are busy with a scientific analysis. You
cannot tackle any of the given activities or questions in a haphazard
or unscientific manner.

. Not all the questions are answered. However, in such cases guidelines
are given to enable you to answer the questions. Many of the
questions form part of the assignments and you will receive the
answers in the tutorial letters.

ACTIVITY 5.1

1. Classify the newspaper(s) that you read daily or periodically according
to the following classification characteristics:

. frequency of publication

. demographic distribution

. accessibility

. language of publication

ANSWER

The information in section 5.1 will enable you to successfully answer this
question. Please remember that this section, as all sections in this study guide,
provides you with general guidelines that will enable you to critically analyse
any given newspaper text.

Your answer will depend on your choice of newspaper(s). Is it a daily
(newspaper), a newspaper from a certain region, an English newspaper, etc?
The choice is very subjective.

Study the following AMPS report about the newspaper reading habits of
South Africans for yourself.
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2. The content of a newspaper is determined by, inter alia, the
communicative/goals functions of the newspaper and the preferences
of the newspaper's target readers.

2.1 Give a brief summary of the communicative functions/goals of
the newspaper and describe briefly what you understand by each
function.

2.2 Give two examples each of a report or feature/article (hard or soft
news) from a daily or a Sunday newspaper that appeared in
accordance with each function.

2.3 The content of a newspaper is also determined by readers'
preferences. Demonstrate in terms of each of the examples you
analysed in (2), for which type of reader or particular information
need(s) of readers the feature or report appeared in the newspaper.

3. The selection of newspaper copy is also determined by the news-
worthiness of a story or theme.

3.1 Explain briefly the characteristics whereby the newsworthiness of
a story or theme is measured.

3.2 Read through the reports below (texts 1±5) and indicate what
makes the events that are reported on newsworthy.

3.3 Choose any newspaper to explain why you think the editor
decided to use a particular report as the lead of the newspaper.
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ANSWERS

2.1 The communicative functions or goals are described in section
5.2.1. Summarise them and give your personal description
thereof. This is the only manner whereby you can find out if
you understand the work and if you are on the right track.

In general newspapers have an informative function; they see it as
their task to

. keep their readers abreast of current and newsworthy affairs on
the local, national and international front over a wide spectrum
of events and topics (informative function/goal)

. extend their readers' knowledge of various issues/matters
(informative/educational function/goal)

. influence and persuade their readers (persuasive function/goal)

. entertain their readers

In accordance with their informative function, newspapers
contain large quantities of what we call hard news and soft
news. Newspapers (e.g. the dailies and weekend newspapers) also
contain an opinion page (e.g. the editorial) that contains editorial
comment on one or more topical stories or current affairs.

Hard news includes reports that deal with current, newsworthy
events. Soft news refers to reports or features dealing with topics
or events that are often not published for their timeliness because
they deal with matters of general interest, provides essential
background to other current events or the journalist simply wants
to make something known about human beings. With comment
(e.g. the editorial) the newspaper usually attempts to convince its
readers of a certain viewpoint and therefore try to influence them.

The supply of hard and soft news, advertisements, photographs
and illustration material, and any other supplements that appear in
a newspaper, provide variety and balance to the newspaper's
content. It also serves to meet the information needs and interests
of as many groups of readers as possible.

Now you should describe briefly what you understand under each
of the mentioned functions. Expand on the functions if you can.

2.2 Clearly distinguish between hard and/or soft news. Then try to find
illustrative examples of each. Describe clearly what each report or
feature/article attempts to achieve. Compare your choice of
examples with the information you gave in question 2.1 in this
regard.

2.3 Section 5.2.2 will help you in this regard. It refers to the universal
characteristics of the average or prototypical newspaper reader.

For any newspaper, it is of the utmost importance to know who
its readers are because they buy the newspaper. They are, after
all, the group with whom the newspaper wishes to communicate
successfully. Your answer will therefore depend on the choice of
examples you chose. (See the accompanying AMPS report.)

3.1 You should study section 5.2.3 to answer this question. Fedler
highlights certain characteristics of newsworthy topics. They are:
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. timeliness

. extent and importance

. prominence

. proximity

. oddities/deviations

5.3 THE FORMAT, STRUCTURE AND LAYOUT OF
THE NEWSPAPER

Format Newspapers can appear in two formats, namely the wide-page format (for
example as in The Star and Rapport) and the tabloid format (which is a
smaller format than the former, for example as in The Citizen and the
Sowetan).

Macro structures Most newspapers can be divided into the following main sections:

. the front page

. the inside pages

. the editorial page/pages

. the back page

The front page The front page of a newspaper is the page that the reader is introduced to first
and it is therefore regarded as the most important page of the newspaper. The
newspaper's name (i.e. the masthead/title piece) and the lead (usually the
first report, of which the head is typographically larger than those of the other
reports) appear on the front page of the newspaper. The lead deals with
events which the newspaper views as the most important news of the day.
With regard to theme, the lead may deal with any important event (crime,
politics, sport, finance, disasters, etc.).

The front page also carries other news reports, together with photos (if they
are particularly striking), important eye-catchers or attention-grabbers which
appear next to the head of the lead. A kind of table of contents (i.e. a teaser
panel), in which other important reports or items/information that appear in
the rest of the newspaper are listed, is often given in a separate column (left
on the page; or across, above or below the masthead). The contents of other
reports in the newspaper are briefly indicated in the teaser panel to attract the
attention of the reader.

In addition, the front page can contain one or more display advertisements

(i.e. an advertisement/advertisements with illustrations).

Study text 6 on the next page.

The editorial page The editorial page or section is the part of the newspaper where comment is
provided. Unlike the objective and purely factual approach that is adopted in
ordinary news reports in the rest of the newspaper, the outstanding
characteristic of the features of the editorial page is their contemplative or
argumentative nature.

On the editorial page(s) one will usually find the following:

. the editorial

. readers' letters

. regular columns of a contemplative, satirical or argumentative nature

. a cartoon
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In the editorial the editor or a member of the editorial staff comments on an
important news event or topic on which there is a report elsewhere in the
newspaper. Readers air their views in readers' letters, which appear in a
separate column or section of the editorial page. Apart from these, many
newspapers also contain one or more contributions from freelance
correspondents/reporters or other members of the editorial staff, in which
they comment on specific topics, on this page. Often the editorial page also
contains a cartoon (which comments in a humouristic way on persons and
events) and other regular columns.

The inside pages, back

page and separate

sections

The inside pages of a newspaper contain news reports, features and
advertisements. Some pages are devoted to specific topics, for example
reports on crime, national politics or international news.

The term ``back-page story'' is used to refer to (gossip) reports about the
antics of well-known personalities. The term derives from the fact that some
newspapers, such as Rapport and The Sunday Times, publish this kind of
report on the back page of the main newspaper.

In addition, most newspapers contain (as part of the main newspaper or as
separately folded supplements/sections) a women's section, a sports section,
a financial/business section and an entertainment section. As the names
indicate, reports and features on specific topics that are of interest to the
relevant target groups are placed on these pages or in these sections.

Most newspapers have a fixed format with which regular readers familiarise
themselves. For example, sports reports are placed on the last page of the
main newspaper and reports on economic matters in a separate supplement;
events on the cultural and entertainment front are covered on a separate page
or in a special supplement. In addition, news on certain themes (for example,
all political reporting) is placed on specific pages.

5.4 EXTERNAL STRUCTURAL MARKERS OF
NEWSPAPER REPORTS AND ARTICLES

In terms of its form a report or article is divided into two parts, namely the
verbal part (written text) and the non-verbal part (which consists of
photographs or other illustration material such as drawings, tables, etc.).

The textual part of a report contains a number of important external markers of
content and structure, which indicate what the content of a report or article is
and/or how the content is structured. The second important function of such
structural markers is that they catch the eye/attention of readers and persuade
them to read further. As was mentioned earlier, most newspaper readers are
only ``skimmers'': they jump from one report to the next and read only those
that really catch their attention. Moreover, a reader wants to reach the gist of a
story as quickly as possible. Besides photos and other illustration material of a
story, the following are used as eye-catchers and indicators of structure:

. the head

. a second ``kicker''/``reverse kicker''

. sub-heads

. the ``deck''

. the author byline

. pull-quotes

. (photo) captions
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. headers and footers

. the jumpline

Some of these indicators of content and structure are shown in the following
example.

TEXT 7

(Sunday Times, 2000-05-07)
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The head/headline The head/headline is the (main) heading of a report. Typographically it is
printed in larger letters than the rest of the report, usually in bold. It gives as
concisely and as succinctly as possible the gist of the content of a report or of
the viewpoint of the newspaper on an event. Instead of summarising the
contents, headlines can also be formulated so that they arouse the reader's
curiosity.

A banner is a main heading that spans the whole width of the newspaper.
The term ``splash headline'' refers to a headline that is larger than the usual
headings of reports.

Sub-headings Below or above the heading, some reports have a second heading or sub-
heading. It is typographically different to both the main heading and the rest
of the text of the report. It is usually in bold, but in a smaller typeface than the
heading and in a larger typeface than the rest of the text of the report.
Sometimes it is in italic.

In English a terminological distinction is made between a kicker (i.e. a line
above the heading) and a reverse kicker (i.e. a line below the heading).

Such a second heading or sub-heading provides the reader either with some
further elucidation on the heading or a summary of a key fact of the event
covered in the report. Another function of the sub-heading is to act as bait to
get the reader to read further.

Sub-heads Sub-heads are the sub-headings within reports or features which separate the
different paragraphs from each other. However, it often happens that reports
or features are so short that no sub-heads are inserted (as in the example
above). Like the heads, the function of the sub-heads is to indicate to the
reader what the content of a subsequent paragraph is (i.e. to organise the
content of the report for the reader). In addition, they also attract the reader's
attention. Given the limited space of a single column, such sub-heads are
usually not full sentences.

Typographically the sub-heads are in a smaller letter size than the heading,
but they have the same typeface (font).

Deck

Intro/lead

The term ``deck'' is used to refer to the short paragraph or quotation that is
placed between the heading (and the second heading, if there is one) and the
introductory paragraph of the report (i.e. the intro/lead). The deck appears in
a smaller typeface than the heading but is in a larger typeface than the rest of
the report. Its function is to highlight the theme/topic of the report, to indicate
the perspective on the theme, or to place an interesting or newsworthy aspect
of the topic in focus.

The deck should be distinguished from the intro/lead, which is the first
paragraph of the report itself. The deck, like the sub-heads, serves as a
transition between the heading and the rest of the report or article. It is not
meant to be a mini summary of the content of the feature. It only indicates for
the reader what interesting topic the article is dealing with and functions as an
eye-catcher.

Pull-quotes Quotations are often used in reports. A sensational statement that a person
makes can be used to attract the reader's attention. A direct quotation of a
person's words can be used in different ways: as a heading, as a sub-heading,
as a deck or as a quotation between two columns in the text. In the latter case,
it will be separated from the rest of the text by a white line and/or a horizontal
line. The quotation is also typographically set apart from the rest of the text: it
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usually appears in italics and in another typeface. Quotations in reports create

visual variation in presentation. By breaking the text of a report, it functions

very well as an eye-catcher. The quotation is usually from an interesting or

important part of a report.

If a quotation spans several columns, it is sometimes referred to as a banner

or streamer.

If a quotation is used as a heading, the deck is used to place the quotation in

context for the reader and to simultaneously give him/her a glimpse of the

content or theme of the report or article.

Sometimes a quotation is used as a deck ± not only to stimulate curiosity but

also, together with the heading, to orientate the reader to the content and

angle of a story.

The author by-line At the top of each report or feature, the writer of the text is named. This is

placed in the author line which is separated from the rest of the report by

means of italics, bold or a larger/different typeface.

Photo captions A photo caption explains the content of a photo or any other illustration. It

can consist of the name of a person only, or of a few lines that explain a scene

or event.

Captions sometimes appear in italic and in the same font as the text of the

report or the headings. A caption appears below or next to a photo (or

graphics) and is separated by a white line from the photo itself. It should

always be clear to the reader which caption belongs to which photo/

illustration.

Headers and footers A header is a text element that appears right at the top of a page and is

repeated on each page of a text (newspaper, book, report, etc.), while a footer

appears right at the bottom of a page. The name of a newspaper and the date

of publication are commonly used as a header in newspapers. Using headers

and footers lends unity to the separate parts of a document. It is especially

useful in a newspaper if the newspaper consists of different (separate)

sections, so that the reader can see at a glance which part of which newspaper

he/she is dealing with.

Jumpline Sometimes a report is not printed in its entirety on one page but partly on one

page, with the remainder continuing on another page. In such a case, a

jumpline is given at the bottom of the report to indicate the page on which the

report is continued. The remainder of the report then starts with a

continuation line: ``Continued from page X.''

A jumpline usually appears in a smaller or larger typeface than the report

text, or it is set apart in some way from the rest of the text.

ACTIVITY 5.2

1. Identify in the following report the content/structural markers. Indicate

what the function of each one is, where they have been placed in the text

and which typographical characteristics they have.
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TEXT 8

(Business Times, 2000-06-06)

2. Carefully read through the report below and provide it with

. a heading

. a sub-heading

. a deck

. one or more sub-heads

. a pull-quote
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TEXT 9
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3. Below is the front page of an edition of The Citizen. Identify the
following, if they occur:

. the masthead/title piece: The Citizen

. the lead: ``Panic calls to SA embassy in Zim''

. illustrations: two photos with captions appear on the front page
(important eye-catchers or attention-grabbers)

. the heading of the lead: a splash headline or large-print heading

. headings of other reports: ``US ready to help SA on Aids'',
``Bishop's plea to Mugabe'' and ``Pilot (78) killed in air crash''

. teasers: a teaser appears in the top left-hand corner of the front page
(i.e. ``Citizen motoring inside'')

. the teaser panel: there is no teaser panel on the front page
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TEXT 10
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ANSWERS

1. See section 5.4 concerning the structural markers of newspaper reports
and articles. Read this section thoroughly because it explains the
fundamental basics of the newspaper report and article. The theory in
this section forms part of the foundation knowledge you should master
in order to proceed with this section. Apply the given information on the
report and compare your findings with the following explanation.

Content/structure of the report:

. The head/headline: ``People really do make the difference''. This
head or headline is the (main) heading of this report. It summarises
the contents precisely. Typographically it is printed in larger letters
than the rest of the report, and in bold. Furthermore, it gives (as
concisely and as succinctly as possible) the gist of the content of the
report. The headline is formulated so that it can arouse the reader's
curiosity immediately.

. The sub-head (a ``reverse kicker'', i.e. a line below the heading): ``A
new study proves that companies which invest in their employees are
more profitable, writes JANETTE BENNETT''. The second heading
or sub-heading appears below the heading. It is typographically
different to both the main heading and the rest of the text of the
report. It is also in bold, but in a smaller typeface than the heading
and a larger typeface than the rest of the text of the report.

. There is no ``deck''.
The author byline: the writer of the text is named in the sub-head (or
the reverse kicker). See the sub-head. No separate or traditional
author byline appears in this instance.

. The pull-quote: ``People feel they have more of a stake in the
company when they have more of a voice''. This is a quotation from
the report. Usually (as is in this case) it appears in italic and in another
typeface than the text, and functions very well as an eye-catcher.

. There is no photo or photo caption in this report. A box (``Return on
improving the 21 capabilities'') contains statistics that is relevant to
the report.

. There are no headers and footers.

. The jumpline: ``Page 2: Why your company must have an Internet
policy.'' The jumpline is given at the left-hand bottom side of the
report, indicating the page on which the report is continued. The
remainder of the report focuses on the Internet policy.

. The intro/lead (introductory paragraph): ``IT IS known that in today's
business world, people are ...'' The intro or lead is the introductory
paragraph of the report. The rest of the report follows after the intro/
lead.

2. You can proceed with this section after carefully reading section 5.4. If
you need further assistance, carefully study suitable and relevant
newspaper reports and articles to assist you.

3. This question is an extension of the previous question. In order to
answer this question, you should study section 5.3 concerning the
format, structure and layout of the newspaper.

150



5.5 LAYOUT

The editor/sub-editor and a layout person decide together how the content of
the newspaper will be made up (i.e. what the layout will look like). (See
study unit 4 of section A for a discussion on the layout of texts.)

Most national and local newspapers use the seven-column layout; others,
especially tabloids, use the five-column format. The tabloid format offers
flexibility for the layout of each page and for different sections of a
newspaper.

With regard to the layout of each page and of the newspaper as a whole, the
chief sub-editor (also called the chief sub ± see the discussion below) decides
on matters such as the following:

. on which pages advertisements should be placed (these pages get
precedence because advertisements form one of the main sources of
income for newspapers)

. on which pages specific reports/articles should be placed (front page,
inside pages, [un]even pages)

. exactly where each report/article should be placed on each page

. what the length and typeface of each report/article should be

. the size and typeface of headings, sub-headings, sub-heads, quotations,
captions, etc.

. which photos or other graphic material should be used and where they
should be placed

. what copy should fill the remaining open columns in a newspaper
(referred to as ``fillers'').

Unless there is a sub-editor for each section of the newspaper, the (chief) sub-
editor decides on the layout of the fixed sections of the newspaper.

In designing each page, care is taken to retain some balance between the
texts, headings and photos (or other illustration material), and that each page
has one or more focal points. Focal points are created with elements such as
photos, headings, black bordering, white space and colour. The team also
sees to it that the importance of certain reports is indicated typographically by
the size and placement of headings.

As should be clear from the above, the design and layout of a newspaper
require specialised knowledge ± not only knowledge of design, but also of
the results of research on how readers read newspapers and how they
cognitively process the proffered (verbal and non-verbal) information.

5.6 THE PRODUCTION AND FLOW OF NEWS

The ability to deliver enough quality copy for a newspaper (on time) is no
easy task! It requires that the activities of a newspaper be well planned and
managed; that each of the different persons who are involved in the
production and publication of the copy is clear about their tasks, and that they
have the expertise to be able to perform their tasks.

How is the work of a newspaper organised?

Of course, newspapers differ in size and in the number of personnel they can
employ for each of the phases in the news production process. Most of the
larger newspapers have the following personnel (see Nel 1998:4±10):
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. An editor-in-chief is responsible for the policy and management of the
newspaper, and is not directly involved in the production of the
newspaper.

. An editorial-page editor is responsible for writing the editorial and for the
editing of any other contributions to the editorial page (i.e. readers' letters
and columns). The cartoonist of a newspaper is responsible for each
day's cartoon, which is planned in close co-operation with the editorial-
page editor and the news editor.

. A chief sub-editor heads the sub-office and is assisted by a number of subs
who are responsible for the layout of the newspaper, the final editing of
stories, writing of headings and sub-headings, and checking facts in
reports and possibilities of libel. At some newspapers, specific chief sub-
editors are appointed for each section of the newspaper (the financial
section, sports section, entertainment section, etc.).

. The news editor heads the news office. It is his/her work to organise the
activities of journalists and photographers who are responsible for local
news. If editors have been appointed for each section of the newspaper
(sports, finance, art, entertainment, etc.), they work closely with the news
editor.

. Personnel in the newsroom. Besides the reporters, the team in the
newsroom consists of photographers, the cartoonist, graphic designers
and a ``copytaster''.

Graphic designers and photographers are responsible for the visual
reinforcement of the reports and articles that reporters produce; although
often some of their work (especially photographers' work) is published on
their own in a newspaper, with only a caption (known as a ``stand alone'').

The reporters of a newspaper usually have specific topics that they cover
(news reporters/``beat reporters''), such as crime, politics, education,
municipal matters, health issues, art and entertainment. A general assignment
reporter has to cover a wide spectrum of topics, while special assignment
reporters are used for in-depth reporting on a particular topic.

A newspaper does not concentrate on local news only, but also on national
and international news. For this, they rely on the news of national and
international news agencies, and it is the task of the copytaster to make a
selection from the masses of international news entering the newsroom.
Otherwise, newspapers make use of national and international correspondents
(i.e. reporters who regularly submit news copy to the newspaper).

Flow of newspaper copy Dailies have a daily meeting (conference) of the news editor and the editors
of other sections of the newspaper to decide on the stories that should be
covered for the day. Specific stories are then allocated to specific reporters
(also, if necessary, a photographer). Otherwise, most news reporters have
specific stories in their field which they follow up in consultation with the
news editor and the editors of specific sections of the newspaper.

Reporters collect the facts of a story, plan their report or article, write and
rewrite it, and then submit it to the news editor for checking. From there it
goes to the sub-editor where it is edited, provided with headings and sub-
headings/sub-heads, and decisions are made about the use of visual material
and the layout of the report/feature on a specific page of the newspaper. If
necessary, a story is trimmed until it fits into a particular space on a page.

When the chief sub is satisfied with a page, a page proof is printed which
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goes back to the subs for a final check before going to the production
department of the newspaper.

In these circumstances everyone works under tremendous pressure: all the
stories have to go through the whole process before the deadline, because the
newspaper has to be printed and has to be on the street in time. In addition,
space in the newspaper is always limited. Stories simply have to be made to
fit these constraints.

5.7 THE WRITING PROCESS

In section A of this study guide we discussed the writing process of any kind
of text thoroughly. These key steps in the general writing process are just as
applicable in the writing of newspaper texts:

. orientation with regard to the writing task

. drawing up a construction plan

. collecting information

. writing the text

. checking and rewriting the text

. editing

Here, too, the beginner journalist should orientate himself/herself to the
writing task: For whom am I writing? What am I writing about? What is my
goal? Which type of newspaper text is the most appropriate for this story? In
accordance with the chosen text type (report or article), a construction plan
should be drawn up of the content and structure of the story. The story has to
be written, and then revised and edited.

SUMMARY

In this study unit we discussed the following:

. a classification of newspapers in South Africa

. the content of newspapers

. the format, structure and layout of newspapers

. external structural markers of newspaper reports and articles

. the production and flow of news.

In the following study units of section B we will look at text types that
traditionally appear in newspapers. Their function, content, structure and
style will be discussed, and some hints and exercises will be provided for
writing each text type.
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STUDY UNIT 6

Newspaper reports with summary and
soft leads

OVERVIEW

If you start analysing the different kinds of reports and articles in a
newspaper, you will soon see that there are many similarities but also much
variation between them. In spite of this variation and the fact that most
reporters have their own personal approach and preferences, quite a number
of sub-types of newspaper texts can be distinguished.

In this study unit we will deal with the content, structure, style and other
characteristics of reports with summary and soft leads.

OUTCOMES

When you have worked through this study unit, you should be able to

. recognise the following kinds of newspaper reports:

± reports with a summary lead and an inverted pyramid structure
± reports with a summary lead and a champagne glass structure
± reports with a soft lead and an hourglass structure

. indicate which of the standard whwh-questions should be answered for the
reader in the leads and also the rest of such reports

. write reports with a summary or soft lead

6.1 INTRODUCTION

In study unit 1 we pointed out that newspaper readers

. do not have much time to spend on reading a newspaper

. (consequently) want to get to the key facts of a news report as rapidly as
possible

. usually read (scan) reports in an exploratory fashion to determine what the
main facts are and whether they find them interesting/important

. use the content of the heading, the sub-heading, the deck and the
introductory paragraph (lead) of a report/article to determine the main
facts

. stop reading a report as soon as they are satisfied that they have grasped
the most important facts

In respect of their content and form, news reports are attuned to the
information needs and reading habits of the reader. Journalists always face
the challenge of giving the most important facts ± mostly on a single event or
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topic ± in as small a space as possible and of structuring the content (ordering
the information) in such a way (by means of structural markers and ``eye-
catchers'') that the reader is able to get to the facts as quickly as possible.

Three common report forms are used for this purpose:

. a report with a summary lead and an inverted pyramid structure

. a report with a summary lead, an inverted pyramid structure and a striking
ending (a kicker) ± that is, with a champagne glass structure

. a report with a soft lead and an hourglass structure

6.2 REPORTS WITH A SUMMARY LEAD AND AN
INVERTED PYRAMID STRUCTURE

Much of the news in newspapers are hard news (see the discussion in study
unit 5). In the reports in main newspapers, various kinds of actuality and
newsworthy events (crime, disasters and accidents, events on the political and
economic fronts, sports, etc.) are covered.

Given the information needs of the reader, it is assumed that a reporter should
provide answers to the following standard wh-questions in respect of such
events for the reader:

. What happened?

. Who was/were involved?

. Where did it happen?

. When did it happen?

. In which way did it happen?

. What is the current state of affairs?

. Why did it happen?

Drop (1973:77) gives the following schematic exposition of the crucial
questions that should be answered for the reader:

As the order of the questions above indicates, the event is generally the main

material (for example, X hit a tree and died; Y married X yesterday; X made the

following important statement; X decided Y). The other questions are aimed at

elucidating the other elements that are relevant to the event: Who exactly was/

were involved? Where and when did it happen? Why did it happen?
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One of the most useful and most commonly used report forms that are
employed for this type of reporting is the report with a summary lead

(introductory paragraph) and the structure of an inverted pyramid, which we
refer to as the inverted pyramid structure.

As indicated in the outline below, the inverted pyramid structure divides a
report into two parts:

. the summary lead (``lede'') in which the most important aspects of the
event are summarised for the reader

. the remainder of the report, which consists of

± one or several documenting paragraphs in which the event is
documented and explained in more detail

± a paragraph/paragraphs in which the event is developed further and
more of the standard wh-questions are answered for the reader, but in
descending order of importance

News reports in the inverted pyramid form therefore end with the least
important details and seldom contain a conclusion or a further summary.

Study the example of this kind of report on the next page:

The first two paragraphs are a summary lead. They answer the two questions:
What happened? Who was/were involved? At the same time, a third question
which the reader might have is answered, namely: Where did it happen?

The rest of the paragraphs are the documenting paragraphs. Their content
provides answers for the reader, in more detail than in the lead, to the
following questions:

Paragraph 3: Who was the alleged murderer?

Paragraphs 4 to 5: The first version of the story as narrated by Inspector
Shiburi is provided. The answers to the following questions are given in a
short chronological narration:

. Who were the victims?

. What happened?

. What was the motive?

. When did it happen?

Paragraphs 6 to 12: The second version of the story as told by the couple's
youngest son, Sandile, is provided. It is also a chronological narration (i.e. the
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story is told as it unfolded in time). The child tells the story in more detail and
mentions another motive for the killings.

TEXT 1

Man arrested over killing of wife, son after argument
By Noxolo Nxusani

(Sowetan, 2000-05-02)
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From the analysis of the above report, it becomes clear that most of the
standard questions are answered in the report (although not necessarily in the
same order).

Characteristics of the

lead

The introductory paragraph of a news report mostly consists of one or two
sentences. Consequently not all the standard wh-questions can be answered
in a single introductory paragraph ± it would make any sentence too long and
difficult to read. The reporter therefore attempts to sketch the most important
aspects (in his/her opinion) of an event for the reader. The reader should
decide whether or not the story interests him/her.

What would be regarded as the most important or newsworthy aspects of an
event, could of course vary from instance to instance. The key question for
the reporter is always:

What is unique about this event, or what is its most important or unusual
aspect?

Besides the event and the persons involved, any of the following can be
important, unique or unusual, and can be mentioned in the lead: the place
(somebody is murdered inside a court room or a police station); the time (the
murder took place in clear daylight); the special circumstances when the
event happened (the murder was committed during lunch hour in a busy
street, while everybody just stood by and looked on), etc.

The lead should never be overloaded with detail, nor be too long or clumsy.
Unless the event requires it, the lead should not be longer than 20 to 30
words. This improves the legibility and comprehension of the lead. Legibility
should, however, never override the truth and accuracy of reporting.

If the introductory paragraph consists of several sentences, an interesting or
unusual aspect of the event is emphasised. Journalists do not only summarise
the most important facts in a nutshell in the lead; in order to compel the
reader to read on, they will highlight the most interesting and important
aspects of an event (for example by mentioning exactly how many people
were involved, the extent of the damage or how large the crowd was).

ACTIVITY 6.1

1. Determine in the examples of summary leads below which wh-questions
are answered for the reader. All the examples have been taken from
reports in the Sowetan (2000-06-8).

1.1 Two Pretoria police sergeants were arrested by members of the

anti-corruption unit for allegedly taking a bribe. (Head: Two cops

arrested for graft.)

1.2 President Thabo Mbeki began a two-day official visit to Denmark

yesterday, during which he is to meet with Nordic leaders to discuss

a plan to buy farms for landless people in violence-ridden

Zimbabwe. (Head: Mbeki visits Denmark.)
1.3 A widow and her seven children, including seven-year-old twins,

have been sleeping in freezing weather outside their house in

Kagiso, Krugersdorp, since Tuesday after having been evicted by a

bank for falling into arrears with bond repayments. (Head: Bank
evicts family of 8.)
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1.4 A jilted high school pupil from Mabopane, Pretoria, shot and killed

his former girlfriend's 19-year old lover on Tuesday night, police

said. (Head: Schoolboy murders his love rival.)
1.5 Former President Nelson Mandela and President Buyoya of

Burundi said yesterday they agreed to two key conditions for

ending a civil war that has killed more than 200 000 people in

Burundi. (Head: Breakthrough for Madiba.)
1.6 A Department of Home Affairs immigration officer, who allegedly

abused his powers by refusing to hand over a passport unless he

was paid money, was charged with corruption and extortion in the

Johannesburg Regional Court yesterday. (Head: Govt official on
extortion rap.)

2. In some leads the persons involved are identified by name (e.g. President
Mbeki) and in others only by means of a general description (e.g. a
Department of Home Affairs immigration officer).

2.1 In which leads are the person(s) involved mentioned by name?
2.2 How are the persons in the other leads identified for the reader?
2.3 Why are details regarding the names of the persons in the other

reports withheld in the lead?
2.4 What effect does this technique of withholding names have on the

reader?
2.5 In your opinion, in which cases will a reporter nevertheless identify

the persons in the lead?
3. In examples (1.1) to (1.6) each lead is provided with a heading that

precedes the lead in the report.

3.1 What is the function of these headings?
3.2 How does the content of the heading link up with the content of the

lead in each of these examples?
3.3 Do the headings in the examples give a better summary of the

events than the leads do? In which cases is this true and in which
not? Justify your answer.

3.4 How many sentences should the lead consist of?
3.5 In your opinion, in which leads are the sentence(s) too long?
3.6 Reformulate the leads you identified in 3.5.

ANSWERS

1.1 Two Pretoria police sergeants (who was/were involved) were arrested

(what happened) by members of the anti-corruption unit (who was/were
involved) for allegedly taking a bribe (why did it happen). (Head: Two
cops arrested for graft)

1.2 President Thabo Mbeki (who was/were involved) began a two-day

official visit (what happened) to Denmark (where did it happen)
yesterday (when did it happen), during which he is to meet with Nordic

leaders (who was/were involved) to discuss a plan to buy farms for

landless people in violence-ridden Zimbabwe (why did it happen).
(Head: Mbeki visits Denmark)

1.3 A widow and her seven children (who was/were involved), including
seven-year-old twins (who was/were involved), have been sleeping in

freezing weather outside their house (what happened) in Kagiso,
Krugersdorp (where did it happen), since Tuesday (when did it happen)
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after having been evicted by a bank for falling into arrears with bond

repayments (what is the current state of affairs). (Head: Bank evicts
family of 8)

1.4 A jilted high school pupil (who was/were involved) from Mabopane,
Pretoria (where did it happen), shot and killed (what happened) his

former girlfriend's (who was/were involved) 19-year-old lover (who
was/were involved) on Tuesday night (when did it happen), police said.
(Head: Schoolboy murders his love rival)

1.5 Former President Nelson Mandela and President Buyoya (who was/
were involved) of Burundi (where did it happen) said yesterday (when
did it happen) they agreed to two key conditions for ending a civil war

(in which way did it happen) that has killed more than 200 000 people

(what happened) in Burundi (where did it happen). (Head: Break-
through for Madiba)

1.6 A Department of Home Affairs immigration officer (who was/were
involved), who allegedly abused his powers by refusing to hand over a

passport unless he was paid money (what happened and why did it
happen), was charged with corruption and extortion (what happened) in
the Johannesburg Regional Court (where did it happen) yesterday

(when did it happen). (Head: Govt official on extortion rap)

You will find a summary of the wh-questions in section 6.2. Study Drop's
schematic exposition of the crucial questions that should be answered for the
reader. Bear these questions in mind when you analyse the abovementioned
summary leads.

2.1 Leads 1.2 and 1.5. Naming people is common practice if the person or
persons are well-known or famous.

2.2 Without giving their names, they are identified by descriptive
expressions.

2.3 By using descriptive expressions, it is clear what their connection or
their role was in any given event.

2.4 The persons involved are not simply referred to as ``Mr X'' or ``Ms Y''.
They are individuals who are identifiable through various means.

2.5 People will be identified if the person(s) are well-known or famous, or if
the reporter can assume that the person(s) concerned will be known to
his/her target readers.

Try to answer each question as honestly and thoroughly as possible,
either from your own experience in this field of interest or from relevant
sources of information. If you need help, try Fedler's ideas on
identification on page 161.

3.1 The heading precedes the lead in the report, thus introducing the central
idea or incident expressed by the lead.

3.2 The heading is a concise extract of the central idea or incident expressed
by the lead. The lead should also be concise. The selection of the content
provides unity to the news report, because its whole focus is on one
matter/event (idea, incident, etc.) only. The details are therefore selected
with great care, so that there is no digression from the central idea or
incident.

3.3 These answers are personal and subjective, and can only be judged when
you send them in for evaluation.

3.4 A lead should preferably consist of one sentence only and should not
exceed 30 words.
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3.5 According to Fedler, the lead should be concise and should not exceed
30 words. The lead in example (1.6) might be a little bit too long and
should therefore be shortened. The lead in example (1.3) is definitely too
long.

3.6 Each question highlights another important aspect concerning key issues
of writing for the newspaper. The characteristics of the lead appear on
page 158. You will find most of the answers to the abovementioned
questions when you study these characteristics. At the bottom of this
page you will find Fedler's hints for writing leads. These hints will also
help you to answer these questions.

Identifying As have already been stated, the above examples show that the persons
involved are not simply referred to as ``Mr X'' or ``Ms Y''. Without giving
their names, they are identified by descriptive expressions so that their
connection or role in the events can be clear to the reader. In many cases the
persons involved are identified by name in the lead. This is common practice
if the person/persons are well-known or famous, or if the reporter can assume
that the person/persons concerned will be known to his/her target readers.

Writing hints Fedler (1989:76±88) adds to the requirements given above, the following
hints for writing leads:

. The lead should be concise. Conciseness increases the legibility of the
report for the reader. An introductory paragraph that is longer than three
lines most probably contains unnecessary words or repetitions of facts
that can be stated elsewhere. A lead should preferably consist of one
sentence only and should not exceed 30 words.

. The lead should be specific. Abstractions or vague generalisations about
the event should be avoided. The lead's first verb should describe the
``what'' of the event and should appear as one of the first seven words.
The introductory paragraph should contain additional interesting details
so that readers can visualise what happened.

. The introductory sentence should be in the active voice. The use of the
active voice increases the dramatic effect of the report.

. Describe the event preferably in the third person and in the past tense.

The reporter may never refer to himself/herself in the hard news story (``I
saw that ...''). The story should therefore be written from the perspective
of a neutral observer. (See the following hint.)

You are writing about events that have taken place, so tell it in the past tense.
There is, however, an exception to this rule. In the atmosphere story the
present tense is sometimes used. Whatever tense you choose, keep to that
specific tense throughout.

. Use concrete nouns and descriptive verbs. Both these kinds of words
increase the vividness of the event for the reader.

. Journalists should be objective. They should convey only the facts to the
readers, and should not interpret them or comment on them.

. Do not bury your lead in the rest of the report. Decide beforehand what
the interesting event is in a story, and use that as the lead for the report.
Do not keep the interesting facts for last.

Because the news report is an objective version of the event, it differs fromother
newspaper sections such as the editorial, readers' letters or columns in which
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the writer's viewpoint is relevant and an interpretation of events are indeed
presented to the reader. On the other hand, in so-called new journalism (with its
subjective angle) the reporter and his/her opinion feature centrally.

ACTIVITY 6.2

1. Leads (a) to (c) below are three attempts by students to write a summary
lead for a report.

1.1 In your opinion, which of the leads do not meet the requirements
for a good summary lead? Justify your answer in each case.

1.2 Improve the leads that do not meet the set criteria.

(a) The biggest aircraft disaster that South Africa has ever

experienced happened yesterday when a SAA Boeing crashed

shortly after take-off at 15:00 from Johannesburg Inter-

national Airport and came down in the Glenville area, where

another 28 was killed and more than 50 houses were burnt

down in a fire which was caused by the aircraft exploding.

(b) Prof Jannie Smit is a well-known archaeologist who

yesterday addressed the Women's Club of Protearand on

his latest excavations.

Prof Smit had made various sensational discoveries. One of

these was his discovery of a skull which according to him is

the missing link in the human evolutionary chain.

(c) The Minister of Defence announced yesterday that South

African troops will be sent to Mozambique to help there with

the resettlement of all the people who lost their possessions in

the floods which racked the country from January to March

this year, and which caused agricultural land to wash away

and almost all the cattle to perish.

ANSWERS

(a) The biggest aircraft disaster that South Africa has ever experienced
happened yesterday when a SAA Boeing, with 200 passengers, crashed
in the Glenville area shortly after take-off from Johannesburg
International Airport at 15:00.

(b) Prof Jannie Smit, a well-known archaeologist who had made various
sensational discoveries, yesterday addressed the Women's Club of
Protearand on his latest excavations, of which one was his discovery of a
skull which (according to him) is the missing link in the human
evolutionary chain.

(c) The Minister of Defence announced yesterday that South African troops
will be sent toMozambique to helpwith the resettlement of peoplewho lost
their possessions in the floods which racked the country from January to
March this year.

See if the abovementioned answers are an improvement on the original.
If not, we would like to see your improvement. Remember that because
you are busy with a scientific analysis of these texts, you should not
tackle any of the given activities or any of the questions in a haphazard
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or unscientific manner. Use the set criteria in your study guide to analyse
the leads, justify your findings and ultimately improve on them.

Documenting

paragraphs

From the news reports analysed above, it should be obvious that
documenting paragraphs have three aims, namely:

. to provide (accurate) detail ± as opposed to the general terms used in the
lead

. to answer more questions for the reader about an incident than is done in
the lead

. to develop the story/event further

The selection of the content provides unity to the news report, because the
whole focus of one report is on one matter/event (idea, incident, etc.) only.
The details given are therefore selected with great care, so that there is no
digressing from the central idea or incident.

Narrative techniques

Factual summary, indi-

rect speech and quota-

tions

As we mentioned earlier, other questions that readers could ask about an
event are answered in the paragraphs that follow on the lead. The journalist
has different techniques at his/her disposal to tell this information as part of a
story. One technique that is commonly used is that the reporter act as narrator
and relate the facts in summary form to the reader (for example: When Mr

Basson entered the room, a baboon was waiting for him).

Reporters usually obtain their facts from what they hear from people who
were involved in an event. The reporter can either present their words in
indirect speech (Mr Basson said that he entered the room and saw a baboon)
or in direct speech by quoting their words directly (Mr Basson said: ``I

walked into the room and got the fright of my life. There this larger-than-life

baboon was sitting. I cannot tell you how my stomach turned!''). Such
quotations not only liven up the story for the reader but also directly reveal
the emotions, experiences and character traits of the persons involved.

Chronological

structuring

The summary lead usually reflects the climax/conclusion of an event. The
paragraphs that follow the lead can also be used to sketch the event for the
reader as it happened in sequence, leading up to the climax (i.e.
chronologically). Such a narration can then be interwoven with an exposition
of the facts relating to the other persons concerned; the place, time and
circumstances of an event; the motive for a particular action; and the causes
that lead to the conclusion of the event.

In the report ``Man arrested over killing of wife, son after argument'' we are
given two chronological narrations of the event. After the summary lead, the
subsequent paragraphs report on the incident as it happened in time. The
presentation of events as they happened lends a logical order to the whole
report. If we are dealing with a suspenseful build-up of events, readers are
captivated and compelled to read the report to the end.

Multiple perspectives In the multiple perspective report a single topic/event is viewed from
different angles (see Fedler 1989:386). An example of this is a story about the
retirement or resignation of an important official. Besides the main message
of the resignation or retirement, the report will contain more information (for
example, a summary of the person's most important achievements; comments
by employers on his/her personnel relationships or whatever interesting
information there is about him/her).
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Since the information in the inverted pyramid structure is ordered in
descending order of importance in the paragraphs after the lead, a sub will cut
such a report from the bottom if it has to be shortened to fit into the available
space on a page.

ACTIVITY 6.3

1. Write a report with a summary lead and an inverted pyramid structure on
the following information:

It happened yesterday in Johannesburg. A woman was on her way to

work in her car. The woman's name was Miss Andietta Smith. It was

raining hard. Her car skidded on the wet road. She lost control of the

car and hit a tree. She lost consciousness. Several other motorists

stopped to help her and one spectator phoned an ambulance. She was

admitted to the Johannesburg hospital. When she regained conscious-

ness, the woman appeared completely conscious, but she started

speaking a strange language. She seemed to understand everything she

was asked, but she answered each time in a strange gibberish. Nobody

can identify the language. Brain tests showed that she had not incurred

any brain damage. She is starting to get very frustrated because nobody

can understand her. A brain specialist, Dr Ferdie Greyling, said that he

has never encountered anything like this. Further tests will be done on

Miss Smith.

2. Texts 2 and 3 on page 160 both report on the same incident, namely a
Chinese teenager who battered his mother to death.

2.1 Analyse both reports (see how text 1 has been analysed) and
indicate the following with respect to each report:

. whether or not the report begins with a summary lead Both
reports start with a summary lead (an introductory paragraph).

. which questions are answered for the reader in the lead

Text 2: Who was/were involved? What happened? Where did it
happen? Why did it happen?
Text 3: What happened? Who was/were involved? Where did it
happen? Why did it happen?

. which questions are answered for the reader in the other

paragraphs

Text 2: Para 2: Who was/were involved? Where did it happen?
When did it happen? How did it happen?
Para 3: Why did it happen?
Para 4: Why did it happen?
Para 6: Shift ± another perspective is given. Under what
circumstances? Multiple perspective report. Official stance.
Text 3: Does this text differ from that of text 2? Show the
similarities and/or differences.

. how the story is told (i.e. what narrative techniques are used)

We see reports with a summary lead and an inverted pyramid
structure. A variation thereof could be that of a summary lead
and a chronological structuring. In such an event the summary
lead usually reflects the climax/conclusion of an event. The
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paragraphs after the lead could then also be used to sketch the
event for the reader as it happened in sequence, leading up to the
climax (i.e. chronologically).

In order to effectively analyse the reports provided, you should
integrate the various subsections that are applicable whilst
analysing this text. Therefore, you should study section 6.2.

2.2 Explain, with regard to the points mentioned in question 2.1, how
the two reports differ from each other.
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TEXT 2

(Pretoria News, 2000-05-03)

TEXT 3

(Sowetan, 2000-05-03)
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ANSWERS

1. Study section 6.2 thoroughly when answering this question. Here you
will find broad guidelines on the structure and contents of a report with a
summary lead and an inverted pyramid structure. In order to succeed in
this attempt, you should improve on or fine-tune your journalistic
capabilities ± especially your linguistic skills. If the reader cannot
improve on your attempt, you have succeeded with the communicative
goals of your report. Then you are ready to enter the harsh, realistic
world of the newspaper journalist or reporter.

A woman from Johannesburg, who was admitted to hospital

yesterday after she lost control of her car and hit a tree, leaving her

unconscious, started to speak in a strange language after regaining

her consciousness, doctors reported yesterday.

Miss Andietta Smith was on her way to ...

This is only a start, an attempt to give structure to a report for the
newspaper. Do you think that there is any merit in such a start? Please
complete this report. Then send in your attempt because we would like
to see the strategy you followed to write this report with a summary lead.

2.2 Please complete this question. Apply the information in question
2.1 to question 2.2. Thus far, you have studied the similarities of
reports. In this question you should focus on the differences.
Highlight the various aspects (differences) methodically. Send
your attempt in because we would like to see if you can apply the
theory in the study guide correctly by answering these questions.

6.2.1 Structural variation

As we stated above, news reports in the inverted pyramid form share the
characteristic that they begin with a summary lead. However, there is much
variation as to content because an event can be described in many different
ways. Texts 2 and 3 are clear examples of this. The following two reports
also illustrate this. First, read both reports carefully.
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TEXT 4

(The Star, 1998-02-10)

TEXT 5

(The Citizen, 1998-02-10)
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Both reports are in the pyramid form: they begin with a summary lead in
which the common fact relating to the two events is stated, namely that in
both cases the man first killed his wife and then himself. In the report from
The Star the death of the black couple is reported first and then the death of
the white couple. In the report from The Citizen that sequence is reversed.
The reports also differ in the details that are provided for the reader.

Multiple/double lead The structure of a report may be considerably more complex, and may show
all kinds of variation when more facts are provided about several events and
each of the events is validated with further documentation. The overall
structure will then take the form of a ladder. On each step of the ladder, the
following main points will be reported on:

1. Lead: Summary of event A and event B
2. Explanatory material, contextualising event A and event B
3. Elaboration of event A
4. Elaboration of event B

A typical example is a report in which the selected main points are stated in
the introductory paragraph/paragraphs and each of them is separately
elaborated on in the subsequent paragraphs (see Fedler 1989:137; Hohenberg
1973:159±165). This structure is especially used when most of the facts of a
report are equally important.

Round-up Instead of devoting a separate report to each kind of event, newspapers often
follow the practice of reporting in one comprehensive and summarising
report on various events of the same kind (car accidents and road deaths
during a week, court cases, murders that were committed, events on the
sports front, etc.). Such a report is known as a ``round-up''. The two reports
above (from The Star and The Citizen respectively) follow this strategy and
both have a ladder structure: the lead contains a summary that mentions the
common element and the documenting paragraphs contain the separate
events. Usually the sequence is determined by what the sub or the journalist
regards the most important event.
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Study the following example:

TEXT 6

(Sowetan, 2000-05-03)

Champagne glass

structure

In reports with an inverted pyramid structure the story peters out in a sense,
because towards the end of the report the facts become less and less
important. In contrast to this, there are reports that end with a kick. After the
summary lead and a chronological presentation of the event, such reports end
in a surprise twist. These reports take the form of a champagne glass (Nel,
1998:56).
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With these possibilities the structural variation of reports with a summary
lead is not exhausted yet. The preceding discussion should, however,
adequately illustrate that all kinds of variation in structure can occur. You can
now search in any newspaper for examples of reports with a pyramid
structure, and see how the theme is expanded and presented in the
documenting paragraphs.

ACTIVITY 6.4

1. Study the two reports below.

TEXT 7

(Pretoria News, 2000-05-03)
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TEXT 8

(The Star, 2000-06-08)

1.1 Do both reports begin with a summary lead and show an inverted

pyramid structure? Justify your answer.

1.2 Indicate which of the standard wh-questions are answered for the

reader in the two reports, and in what sequence.
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1.3 Do the reports have other structural characteristics, such as a

chronological narration or multiple perspectives? Justify your

answer.

ANSWERS

1.1 Both texts (texts 7 and 8) start with a summary lead that reflects

the climax/conclusion of the event. The remainder of the two

reports consist of one or several documenting paragraphs in

which the event is documented and explained in more detail; or a

paragraph/paragraphs in which the event is developed further and

more of the standard wh-questions are answered for the reader,

but in descending order of importance. News reports in the

inverted pyramid form therefore end with the least important

details, and seldom contain a conclusion or a further summary.

1.2 The questions are (not in any given order): What happened? Who

was/were involved? Where did it happen? When did it happen? In

which way did it happen? What is the current state of affairs?

Why did it happen?

1.3 In order to answer these questions effectively, you should study

section 6.2 and the section on multiple perspectives.

Text 7 might reflect characteristics of chronological narration (i.e.

the paragraphs after the lead are used to sketch the event for the

reader as it happened in sequence, leading up to the climax ±

chronologically). Text 8 seems to follow the structure of a

multiple perspective report. In the multiple perspective report a

single topic/event is viewed from different angles (see the text).

6.3 CRITICISM OF THE INVERTED PYRAMID
STRUCTURE

Advocates of the inverted pyramid structure point out that the summary lead

communicates clearly and directly with the reader, and that it is more

appropriate for factual stories (hard news). The problem with other report

forms (see the discussion in 6.4) is that the key information is postponed too

long and that the facts may get lost.

Although the vast majority of news reports begin with a summary lead and

have an inverted pyramid structure, criticism of this form does exist. The

main points of criticism are:

. Too much information is squeezed into the summary lead ± it is like an

overfilled suitcase (hence the nickname ``suitcase leads'').

. It can lead to a repetition of the facts. Because the lead sums up the event,

some of the facts are repeated in the paragraphs where they are discussed

in more detail.
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. All the reports have the same, predictable and consequently boring
structure. The report contains few surprises after the lead because the
main facts have already been provided in the lead. Because the climax of
a story is already given at the beginning, the reader may lack any
motivation to read on.

. It places constraints on the journalist and inhibits the use of other forms to
convey a story in an interesting manner.

. The general standard wh-questions mentioned above are not always
equally appropriate for all topics or events (for example, a report on an
important political meeting, an annual report or a new law).

6.4 NEWSPAPER REPORTS WITH SOFT LEADS AND
AN HOURGLASS STRUCTURE

In order to overcome the limitations of reports with a summary lead,
journalists use a report form which is known as the hourglass structure in
which so-called soft leads appear (or ``Jel-O-Journalism'').

The hourglass structure has three main parts:

(i) a soft lead
(ii) a twist/transition in which the lead is contextualised (a ``nutgraph'')
(iii) documenting paragraphs in which the rest of the story is expanded

Soft leads differ from the summary lead in that they do not sum up the ``who,
what and where'' of a story in a nutshell; but begin with a question, anecdote,
quotation or shocking statement that highlights the most interesting aspect of
the story and attracts and holds the reader's attention.

In the second paragraph of the report the soft lead is placed in context: how
does the stated question/quotation relate to the story; who made the statement
concerned and at which occasion; how is the anecdote related to the story;
etc. Then the story is expanded in more detail and the standard wh-questions
are answered in a number of documenting paragraphs.

The structure of such a report can be depicted visually as an hourglass:

Soft lead

Twist

Further expansion of

the story
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Below is an example of a report with an hourglass structure:

TEXT 9

(The Star, 2000-05-03)

In this report a quotation is used as the lead. In the second paragraph the
quotation is contextualised (who said this and at what occasion). The rest of
the report then gives a further exposition of the event when the statement was
made.

6.4.1 Different kinds of soft leads

There are various kinds of soft leads (see Fedler 1989:115±126). Some of the
most important are briefly discussed below.

(1) The quotation

In a report or article in which a person is usually the focal point, it is often
appropriate to begin the report with a quotation of a statement the person
made. In other cases the report can begin with a statement that is especially
newsworthy, and the best place to put it is in the introductory paragraph.

A quotation is especially suitable for introducing an interview with someone.
The main goal is, once again, to capture the attention of the readers with a
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provocative statement that whets their appetites for what will follow in more

detail in the report. Otherwise the quotation can be used in the conclusion of

the report or article.

Quotations are used sparingly. They usually appear only if they meet the

following requirements:

. if a source states something so effectively that the journalist cannot put it

in a better way

. if the quotation sums up the whole event/theme and is also short and

succinct

. if the quotation is self-explanatory

. if the statement is particularly sensational

(2) The question

A question is a good lead ± especially if it is short, simple and specific, and

of such a nature that readers will feel compelled to answer it. The latter

succeeds especially when the question deals with a controversial matter the

readers are already familiar with.

(3) Descriptive lead

The lead begins with a colourful description of the interesting details of an

incident and then proceeds to a description of the event itself. In other cases a

sketch is given in the introduction of the circumstances or atmosphere that

prevailed at the time of a particular incident (the actual story). Such an

introduction can be used effectively to give more impact to the incident,

which is the actual theme of the report.

(4) The motto or slogan

If a topic is less interesting, the reporter can make the report more interesting

by using a slogan as a beginning. With such a provocative introduction, the

writer usually succeeds in gripping the reader's attention. Sometimes a twist

is given to a well-known slogan.

(5) Suspenseful leads

The reader's curiosity is stimulated or suspense is created by sketching a

strange development in the lead and giving the explanation or deÂnouement

only later.

(6) The shocker (``shocking leads with a twist''; ``ironic leads'')

Such a lead contains a shocking or ironic statement.

(7) The anecdote or example (``delayed/buried lead'')

The introductory paragraph sketches an interesting example (or anecdote)

and thereby establishes the theme of the report. The story returns to the actual

event only afterwards. See the discussion in study unit 7 on the ``Wall Street

Journal'' form. It is a variant of the anecdote or individual case that is used as

a lead.
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(8) Direct address form

The reader is addressed directly and therefore becomes directly involved in/
drawn into the event. This is often done in question format (see the question
form above).

(9) Chronological sequence

The event is narrated in the sequence in which it happened.

(10) Postponement (``suspended interest form'')

In contrast with the standard report in which all the important facts are
provided in the first paragraph, this form works the opposite way: the most
important point (the deÂnouement or solution) is moved further towards the
end of the report. The curiosity of the readers is stimulated right through, but
they are compelled to read the story to its end in order to reach the most
important fact.

Another form that the contents in an hourglass structure can take is to
summarise the main facts in the introductory paragraph/paragraphs and to
then bring in a twist, enticing the reader to read the rest of the report. In the
last part of the report, the writer then gives a ``blow-by-blow'' account of the
event. The report therefore combines two essential elements: the newsworthy
facts are placed at the top so that the reader's time is not wasted and a good
story is then told in narrative form (see Anderson & Itule 1988:107±109).

ACTIVITY 6.5

1. The reports below all have a soft lead and an hourglass structure.
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TEXT 10

(Pretoria News, 2000-05-03)
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TEXT 11

(Saturday Argus, 2000-05-27/28)
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TEXT 12

(The Star, 2000-06-08)

TEXT 13

(The Star, 2000-06-08)
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TEXT 14

(The Star, 2000-06-08)

Indicate in each case

. which type of soft lead is used

Text 10 = quotation
Text 11 = descriptive lead
Text 12 = quotation without inverted commas
Text 13 = descriptive lead
Text 14 = descriptive lead or a shocker

. whether or not you think the lead is effective in attracting the reader's

attention

Text 10 = very effective
Text 11 = very effective
Text 12 = very effective
Text 13 = effective
Text 14 = less effective

These are preliminary suggestions. What do you think? Are these leads
effective? Why (not)?

. in which paragraph the twist or contextualisation of the lead occurs

Text 10 = paragraph 2: ``This is the simple ...''
Text 11 = paragraph 5: ``Physical and verbal abuse of teachers ...''
Text 12 = paragraph 3: ``Judge Kroon gave each of the accused ...''
Text 13 = paragraph 2: ``The famous work ...'' (The twist is delayed.)
Text 14 = paragraph 2: ``Jonathan Stevenson, manager ...''

. how the documenting paragraphs relate to the rest of the report

Apply the theory in the study guide correctly when answering these
questions, especially the last one. If you are uncertain about the answers,
send in your attempt. We would like to see the result.
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In order to answer these questions effectively, you should study section
6.2, section 6.4, the section on multiple perspectives, the section on the
structural markers (section 5.4) and the references to documenting
paragraphs on page 163. Also study the part where reference is made to a
surprise twist in the structure on page 170 and section 6.4.1 on different
kinds of soft leads.

SUMMARY

In this study unit we introduced you to the structure and style of news
reports with a summary lead and an inverted pyramid structure, and those
with soft leads and an hourglass structure.

In the summary lead the most important event of a story is sketched for the
reader in a single sentence or short paragraph of two sentences, and the
most important standard whwh-questions are answered for the reader. In the
rest of the report ± the documenting part ± the standard whwh-questions
that were answered in general terms in the lead are answered in more detail.

Reports with an inverted pyramid structure show much variation. Reports
with multiple leads focus on more than one event in the lead and the events
are then expanded on in separate paragraphs. A report with a champagne
glass structure does not end with the least important information, but with
a shocker or a twist.

With respect to narrative techniques, reporters can tell their stories by
means of factual and summarising statements to convey the event, and by
using indirect and direct speech. The chronological narration of the event and
the multiple perspective narration are two other techniques that can be
used to tell a story.

In reports with soft leads the most important whwh-questions are not
answered in the first paragraph for the reader. The report can, for example,
begin with a quotation, question, comparison or anecdote. Once the soft lead
has been contextualised, the whwh-questions are answered for the reader.
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STUDY UNIT 7

Newspaper articles

OVERVIEW

In this study unit we will focus on a number of different kinds of articles that
can be distinguished from each other according to characteristics such as
the topic they deal with, the ``depth'' of reporting, and the relationship
between one kind of report and others that appear in the newspaper.

We will first discuss the problematic distinction between a report and an
article. Then we will look at the content, structure and style characteristics
of the following:

. human-interest stories

. the profile, particularly the personality profile

. in-depth discussion interviews

. the obituary

. the explanatory article/interpretative article

. the colour story (also called the atmosphere story)

. investigative reporting

. the popular-scientific article

We will identify a few more kinds of articles, namely articles about historic
events (historical articles) and adventures (adventure articles), period
articles (seasonal articles) and how-to-do-it articles.

OUTCOMES

When you have completed this study unit, you should be able to

. identify examples of all the kinds of reports and articles dealt with in this
study unit

. analyse and describe the function, content, structure and style
characteristics of each type

. write reports and articles of each type

7.1 INTRODUCTION

Report versus article There is considerable confusion about the use of the terms ``report'' and
``article/feature'' when describing the text types that occur in a newspaper.

The term ``news report'' is usually used to refer to texts that report on an
actuality or newsworthy event (hard news), particularly those reports with a
summary lead and an inverted pyramid structure. However, we saw in study
unit 6 that actuality news events also feature in reports with a soft lead and an
hourglass structure, although one cannot classify such reports as ``hard
news'' (e.g. murders, burglaries or disasters). If a reporter reports on an
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important court case, or the important resolutions adopted at a political
meeting, and uses a soft lead in his/her article, he/she is still reporting on an
actuality or newsworthy event.

There are, however, text types in the main section of a newspaper that do not
mainly deal with actuality events or topics, but are published for other
reasons. Most of them fall into the category of soft news and they are
presented not as reports, but as articles. According to Charnley (1966:241±
242), the article as a text type can be negatively defined as follow:

... material selected for presentation by a mass medium primarily
because of some element other than the timeliness of its materials ... the
recency of the material is not the dominant characteristic, either for the
medium or the consumer. The peak of interest comes from one or more
other elements. McKinney mentions these other elements in his
description of the article as a form of reporting, ``piercing the peculiar
and particular truths that strike people's curiosity, sympathy, scepti-
cism, humor, consternation, or amazement''. It is in addition a form of
reporting ``(that) finds its impact outside or beyond the realm of the
straight news story's basic and unvarnished who-what-where-when-
why and how.

Fedler (1989:619) mentions that articles

... often describe a person, a place or idea rather than an event. So long
as the stories are interesting, their topics may be older, less important
and less relevant than the topics of news stories. Similarly, some article
stories concern distant rather than local topics, and many appeal to their
readers' emotions rather than to their intellect ... (F)eatures generally
explore their topics in greater depth than news stories and place greater
emphasis upon colorful details, anecdotes, quotations and descrip-
tions ...

What often makes the difference between a report and an article confusing is
the fact that articles often reach the paper precisely because they relate to
some kind of actuality news event, so that the distinction between the
actuality of a story and the general interest or other interesting aspect of a
story can often not be separated.

In-depth reporting Articles are usually associated with in-depth reporting. Anderson and Itule
(1991:499) describe an in-depth article as one ``which through extensive
research and interviews provides an account that goes further than a basic
news story''. The in-depth article therefore goes further in content than the
who-what-where-when-why type of report, precisely because the real or
meaningful aspect of an event or topic is not always visible on the surface.
Kobre (1981:2) sums up the aims of in-depth reporting as follow:

. It reveals new aspects or the roots of the news below the surface.

. It puts the news into perspecive.

. It places spot news in context.

. It presents the causes of news or the problem signalled by breaking news.

. It shows recommended methods for preventing the problem in future.

. It indicates techniques for treating or handling the problem today.

. It forecasts the probable future, based on a study of past events and trends.

Examples of in-depth reporting are reports/articles in which causes are
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probed (for example the high crime figures in South Africa or the crash of the
markets) or reporting from multiple perspectives as when a newspaper reports
on a single event (for example, a natural disaster or an aircraft accident) with
different reports, each covering a specific aspect of the event.

With respect to content structure, articles take on a variety of forms. The lead
can, for example, be any of the leads we already discussed: the summary
lead, using a quotation, an anecdote, examples, questions, description of an
action, a shocker, a descriptive part, etc. Articles also display considerable
variation in their content structure: the pyramid structure, chronological
narration, the multiple perspective, logical deÂnouement of a topic, the
hourglass structure, etc.

ACTIVITY 7.1

1. Study the content and structure of the following two articles. Explain
briefly how both differ from a report with a summary lead.

TEXT 1

(Saturday Argus, 2000-05-27/28)
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TEXT 2

(The Washington Post, 2000-05-02)
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2. The article (text 3) on the next page appeared without a head in the
Sunday Times (2000-05-07). Read it and then answer the following
questions.

2.1 Why do you think the newspaper presents the story of Betty
Nkoane to the readers? Is the article specifically about her story
or do you think it expresses more? Explain.

2.2 How is this story presented to the reader? (What narration
technique is used?)

2.3 What is the function of the quotation preceding the article?
2.4 What is the function of the deck in this article?

ANSWERS

1 A study of sections 6.2 and section 7.1 will enable you to answer this
question adequately.
Both text types are examples of the newspaper article (as opposed to the
newspaper reports with summary and soft leads explained in study unit 7).
The term ``news report'' is usually used to refer to texts that report on an
actuality or newsworthy event (hard news), particularly reports in which
the text begins with a summary lead and follows an inverted pyramid
structure or reports (actuality news events) with a soft lead and an
hourglass structure (although one cannot classify such reports as ``hard
news''). (See study unit 6.)
However, other categories do not mainly deal with actuality events or
topics, but are published for other reasons. Most of them fall into the
category of soft news and they are presented not as reports, but as articles.
See Charnley and Fedler's comments on the article.
Articles are published because they relate to an actuality news event and
are usually associated with in-depth reporting.

2.1 This article falls in the category of the human-interest story. It gives the
reader a glimpse of a section of humanity (i.e. a mother who is in dire
straits after her thoughtless conduct). The reporter might be trying to
gain compassion for this unhappy case by writing about it.

2.2 The article starts with a quotation (a kicker or heading). The deck
highlights the theme or topic of the report, after which the rest of the
article follows. The article itself is written as a (direct) quotation (the
direct words of the mother are used).

2.3 The quotation might act as a heading. A sensational statement made by a
person can therefore be used to attract the reader's attention.

2.4 The deck is used to place the quotation in context for the reader and to
simultaneously give him/her a glimpse of the content or theme of the
report or article. If a deck appears, it is used together with the heading to
orientate the reader to the content and angle of a story.
Read section 7.1 and section 7.2 (the human-interest story). You will
need a newspaper journalist or reporter's sixth sense to extract the
correct information to answer the abovementioned questions. Further-
more, you should read section 5.4 to refresh your mind about the
references to quotation and deck.
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TEXT 3 (continue)

(Sunday Times, 2000-05-07)

Some of the forms of reports that are mostly referred to as ``articles'' are
discussed in more detail in the following section.

7.2 NEWSPAPER ARTICLES

7.2.1 The human-interest story

Human-interest stories offer the reader a glimpse of humanity in all its
facets. Walt Harrington (1997:xiv) refers to this as intimate journalism about
``the stories of everyday life ± about the behaviour, motives, feelings, faiths,
attitudes, grievances, hopes, fears and accomplishments of people as they
seek meaning and purpose in their lives; stories that are windows on our
universal human struggle''.

Charnley (1966:242) offers the following reason for their publication: ``They
get into the news because of their oddity, their pathos, their entertainment
value, rather than because they contribute significantly to knowledge of
ongoing community life.''

Typical examples of human-interest stories are the following:

. a little girl's brave struggle against cancer

. the determined efforts of the fire brigade to save a kitten that got stuck in a
pipe

. the woman who forgot to attend her own wedding because she was
having her hair done
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. the ambulance man who discovered that the victim in an accident was his
son

Stories such as these are described as follow by Charnley (1966:244):

A story strong in human-interest is one that gives the reader or listener a
sense of personal relationship as he responds to the event it describes.
There are often human-interest elements in hard news, elements that
provide the sense of personal involvement to the news consumer. But
the true human-interest story establishes emotional contact quickly with
its audience, and remains primarily an emotional rather than an
informative or intellectual experience. When a story horrifies or amuses
a reader, excites or depresses him, stimulates his sympathy or his sexual
appetites, saddens or angers him, or appeals to his self-interest in any
way, he becomes a vicarious participant instead of an outside observer.
Since such a story allows the consumer to respond emotionally rather
than intellectually, it requires less concentration and effort than are
demanded by hard news.

In your opinion, does text 3 contain elements of the human-interest story?
Explain.

The bright Another genre in this category, especially when it is about the antics of
people, is humoristic reports (also referred to as ``brights''). A bright can
deal with any funny topic. Even if it is sometimes presented in a pyramid
structure, most humoristic stories have some kind of surprising or bizarre
twist, despite the fact that such reports are sometimes only two paragraphs
long.

For writing human-interest stories, a journalist can use any of the structure
types we discussed in study unit 6: the inverted pyramid structure, the
champagne glass structure or the hourglass structure (including all their
variants). Human-interest stories are, however, mostly presented in the
hourglass structure.

7.2.2 The profile

A profile is an article in which personalities, places (cities) or a fashion craze
is reported on.

The personality profile The personality profile (or personality article) is a well-known sub-genre of
the profile. The main aim of the personality profile is to give the reader a
sketch of the character of well-known personalities (politicians, sports stars,
economists, etc.). Articles such as the following are examples of this:

. The making of a monster (Saturday Argus, 2000-05-27/28): a profile of
Foday Sankoh, the rebel leader of Sierre Leone

. The paradox of Comrade Bob (The Star, 2000-05-03): a profile of Robert
Mugabe, president of Zimbabwe

. The Cape's mother of education (Mail & Guardian, 2000-05/6-26/5-1/6):
a profile of Helen Zille, Western Cape MEC for Education

. Life is an endless high note (Saturday Argus, 2000-05-27/28)

. Another first for soccer's ``Iron Lady'' (Pretoria News, 2000-05-3)

Structure and style

characteristics

The most explicit form of the personality profile is an article that is structured
like an interview (i.e. as a series of questions and answers). In this form, the

190



journalist each time asks a question, and the interviewee answers. This form
is commonly used and is especially useful when it is necessary to give more
structure to the presentation of an interview.

As far as form is concerned, journalists have a choice between various
variants (see Van der Spek, 1996:187). Two of these are:

. The interview is presented as a monologue (the ``full-quote interview'').
In this form, the journalist disappears into the background. The interview
starts and ends with quotation marks, and only the interviewee ``speaks''.
This form is especially suitable when a portrait has to be drawn of a
person that sketches his/her entire life in terms of what he/she says (also
known as the personality profile).

. An article with quotations. In this form direct quotations of what the
interviewee had to say are alternated with summaries of what the person
said. This form is structurally quite similar to reports on speeches and
annual reports. It is a particularly useful form when a long interview has
to be shortened and summarised.

In the selection of a structure, the readers' interest is an important factor. What
would they like to knowabout the person; his/her views, achievements, likes and
dislikes, love life, family life, etc.? In an interview the questions can, however,
also be determined by specific events, views, etc. that the person is involved in.
Then the focus will fall upon the event, views, etc. and on the person.

Chronological ordering In the chronological structure the questions are aimed at providing the reader
with a bird's eye view of a historic course of events. The article can be about
a person's career or a development taking place in a specific field that the
person was involved in. For example: a veteran actress has announced her
retirement from the stage and a journalist interviews her about her career.
Typical questions that the journalist could put to her are:

. Where and when did your career as an actress begin?

. What/who had the most important influence on your career in those
years?

. What were the circumstances like when you were acting in those times?

. When did you get your first leading role?

. When and how did a change occur in your career?

. What were the highlights of your career the following 10 years?

. What are your future plans?

Questions such as these act as an aid for the journalist, but any good
journalist will also be led by new angles or interesting aspects that may arise
during the interview and give a different direction to it. The final structure of
an interview is therefore only determined after the interview has been
completed. It is then often necessary to take the most interesting sections of
the interview and move them to the beginning. Here, too, the rule holds that
the reader's attention and interest should be caught with the first paragraph/
paragraphs.

A profile of a person can be presented not as an interview, but as a sketch in
which the journalist selects and presents the available information about the
person in such a way that the whole ``picture'' reveals the many facets of the
person's character to the reader.

We will deal with some examples in the following activity.
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ACTIVITY 7.2

1. Read the article (text 4) below and then answer the following questions:

1.1 Who is interviewed in this article and about what? Why do you
think the journalist is conducting an interview with this particular
person? (What general news value does this article have?)

1.2 How did the journalist go about sketching a profile of Bjork's
character for the reader? Give an exposition, indicating what each
paragraph of the article deals with and how the journalist went
about wording it (descriptions, quotations, etc.).

1.3 What image of Bjork's personality did this article convey to you?
Substantiate your answer by referring to specific parts of the article.

1.4 How does the head of the article link up with its contents? Explain.

2. First read the profile (text 5) below and then answer the following
questions:

2.1 Why do you think the newspaper published a personality profile
of Robert Mugabe at that particular time (May 2000)? Bear in
mind that it was the time before the elections in Zimbabwe, which
was in the news because of the government's occupation of white
farmers' land.

2.2 How did the journalist go about sketching a profile of Mugabe's
character for the reader? Give an exposition, indicating what each
paragraph of the article deals with and how the journalist went
about wording it (descriptions, quotations, etc.).

2.3 What image of the personality of Mugabe did this article convey
to you? Justify your answer by referring to specific parts of the
article.

2.4 How does the head of the article link up with its contents?
Explain.

2.5 How are the facts relating to Mugabe's life presented to the
reader? Why do you think the writer chose this form of
presentation?

3. You are a reporter and you get an assignment to interview Mrs Mbeki
about her life as the wife of the President. You decide to, at the same
time, give the reader a character sketch of her.

3.1 How would you go about planning the interview (contacting her,
researching her life, etc.)?

3.2 What questions would you put to her? List the questions.

ANSWERS

1.1 The personality profile (or personality article) is a well-known sub-genre
of the profile. The main aim of the personality profile is to give the
reader a sketch of the character of a well-known personality (a pop star
in this instance). This profile is an article about the life of ``weird,
wonderful, wacky'' Bjork who has her own followers, especially in
Iceland (the country of her birth). After reading this report or interview
with Bjork, the ``imp of Icelandic pop'', you will know more about her
life than the average person will ever know.
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(Saturday Argus, 2000-05-27/28)

1.2 This article is not presented as an interview, but as a sketch. The reporter
starts off with the highlight ± Bjork received a Palme d'Or award at the
Cannes Film Festival. The sketch includes several interviews, quotations,
etc. with various people (e.g. the Danish director Lars von Trier, stage
pundits and co-star Catherine Deneuve). The reporter fills us in on the life
this eccentric pop star has led so far. This is done by means of a
chronological exposeÂ in which he uses various techniques, quotations, etc.

1.3 The kicker, head and pull quote encapsulate Bjork's traits in a brilliant
way. Which parts of this profile do you think did the trick?

1.4 The head summarise the content of the profile.
Study section 7.2.1 (the human-interest story) and section 7.2.2 (the
profile). Do a scientific analysis or exposeÂ of these texts.

2.1 Timing is the name of the game. The report was written to appear at the
same time as the elections in Zimbabwe. The main intention might have
been to influence the polls (e.g. by discrediting Robert Mugabe). What is
your opinion on this statement?

2.2 This article is a testimonial of thorough investigation. It is a factual
sketch of the life of the person under investigation. This is done in a
logical and chronological manner, but without the quotations of the
previous article.

2.3 The kicker encapsulates the crux of the matter. Do you think that the
reporter succeeded to convey this message in a clear manner?

2.4 Many paradoxes are pointed out to the reader throughout the article.
Please list them.

2.5 The facts are not only presented chronologically throughout the sketch
(although without any quotations), but are also bundled together in a box
at the end of the sketch for easy reference.
Read the questions thoroughly. Only by reading the questions
thoroughly will you be able to grasp the full content of what have
been asked. By dissecting the questions further, you will be in the
position to give an answer on every aspect that was asked. Section 7.2.2
deals with the different aspects of the profile.
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TEXT 5

(The Star, 2000-05-03)
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TEXT 5 (continue)

Profile articles are not only about personalities. They can also cover a city or
a fashion fad.

7.2.3 The theme-oriented interview

The personality profile should be distinguished from interview articles, that is
an interview with someone who is an expert in a particular field, or who has
been approached by the reporter to share his/her views on a specific matter
with the readers (for example, the writer Nadine Gordimer on the future of
Afrikaans). Such an article focuses on the theme or question concerned and is
thematically structured. Through thematic ordering, a number of questions
(which are aimed at unfolding the theme in all its facets for the reader) are put
to the interviewee. The questions are planned in such a way that the person
will reveal as much as possible in his/her answers about his/her views on the
subject.

Interviews of this nature can be about any topic. For the planning of
questions that will reveal as many facets as possible of a theme, the journalist
should make use of the fixed text structures (see section A of this study
guide).
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Let us look at some examples:

A heart surgeon has developed a new procedure for heart transplants. In the
interview the reporter will put his questions in such a way that the reader's
questions about the subject will be answered. Typical questions could be:

. What does the procedure entail?

. How does it differ from existing procedures?

. Is it better/safer/more advantageous than existing procedures?

. Who can benefit from this?

. Where are the operations performed?

. What does it cost?

The same thematic approach can, for example, be used in interviews with
politicians on new or intended legislation; or with leaders of industry on
matters such as new measures, contracts or mergers and the demutualisation
of companies. In choosing the questions, the smart journalist will select and
formulate his/her questions in such a way that the readers will get to know
what they should know on the subject. Any interview requires preparation:
the reporter should know at least what kind of information he/she is looking
for and what questions he/she will ask in order to obtain that information.

ACTIVITY 7.3

1. Read the interview article below and then answer the following questions.

1.1 What is the subject of this article?
1.2 What constitutes the news value of this subject?
1.3 Why do you think the reporter conducted an interview with

President Mbeki on this subject?
1.4 Give a brief explanation of the structure of the article.
1.5 Which sub-themes of the main theme are dealt with in the article?

Give a brief exposition of these, based on the answers President
Mbeki gave on each question.

1.6 List any other questions that you would have liked to ask
President Mbeki on the subject.

2. Which persons would you like to interview on topics of current interest?
List the names of the persons, and the subjects and questions that you
would put to them on the topic concerned.

ANSWERS

1.1 This article focuses mainly on the topic of press freedom.
1.2 In this instance President Thabo Mbeki was approached by the

reporter to share his views on press freedom with the readers. The
head suggests that the delegation from the World Association of
Newspapers might have had certain concerns.

1.3 It might be because President Mbeki is seen as the head of state of
one of a few countries in Africa where press freedom still
prevails. He is also the incentive behind the African Renaissance.
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TEXT 6

(The Star, 2000-05-02)
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TEXT 6 (continue)

(The Star, 2000-05-02)
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1.4 An article like this focuses on the theme or question concerned and is
therefore thematically structured. In the thematic ordering a number of
questions are put to the interviewee, which are aimed at unfolding the
theme in all its facets for the reader. The questions are then planned in
such a way that the person will reveal as much as possible in his/her
answers about his/her views on the subject.
For the planning of questions that will reveal as many facets as possible
of a theme, the journalist should make use of the fixed text structures
(see section A of this study guide).
In choosing the questions, the smart journalist will select and formulate
his/her questions in such a way that the readers will get to know what
they should know on the subject. Any interview requires preparation: the
reporter should know at least what kind of information he/she is looking
for and what questions he/she will ask in order to obtain that
information.

1.5 Press freedom: freedom of expression; freedom in general: think and
express freely; liberation of people at large; transformation of society.
Can you expand fully on this theme?

1.6 Focus mainly on section 7.2.3 regarding the interview article. You
should, however, compare the theory in the previous activities
(concerning leads, structure, questions, etc.) with the structure and
contents of the interview article.

2. The answer to this question will be subjective because each student will
approach this question differently. Take special note of sections 7.2.2 on
the personality profile and 7.2.3 regarding the interview article.

7.2.4 The obituary

Newspapers regularly report on the death of well-known persons in normal
news reports. In addition to details about the person's age and a brief mention
of precisely what the person was known for, such reports provide information
on the time and place of death, the cause of death and details about the
funeral. In the obituary, however, the focus does not fall upon the fact that an
important person has passed away, but on his/her life ± particularly on what
made the person an important person in society.

The lead usually points to the fact that the person is dead and to one or
several important or unique characteristics or achievement(s) of the person.
In some cases the focus in the lead will immediately be on the individual's
interests, goals, hobbies or personality.

In the subsequent paragraphs a chronological summary is given of the
person's life. According to Fedler (1989:419), the obituary usually contains
information on aspects such as the following:
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1. full identification of the person (full names, date of birth, address)
2. place of death, cause of death
3. occupation and career history
4. other interests and achievements
5. awards received and important posts held
6. educational history (school/university attended, qualifications ob-

tained)
7. membership of church or community organisations
8. information about the person's marriage
9. details about his/her next of kin
10. anecdotes about the person's life, friends' memories of the person,

other interesting events in which the person was involved
11. details of the funeral

There are other angles too. Let us look at some examples.

ACTIVITY 7.4

1. Read the obituary below (text 7) and determine which of the aspects
listed above are mentioned/covered in the obituary in honour of Sir John
Gielgud.

2. Read the following two reports (text 8 and 9) on the death of Ismail
Meer. Use them as sources to write an obituary in his honour.

3. Compare your own obituary on Ismail Meer with text 10 that appeared
in the Sunday Times. In what respect do they differ and why?

4. Write an obituary on the life of any important person of your choice. Let
the list above with its 11 sub-themes guide you in your search for
information on the persons' life. When you write the obituary, you
should decide which one of these sub-themes you will address in the
lead and how you will structure the rest of the article.

ANSWERS

1. The following aspects are listed, mentioned or covered in this obituary.
1: Sir John Gielgud
2: He died on 21 May 2000, aged 96, ``simply of old age'' at his

home near Aylesbury in Buckinghamshire.
3: He was an actor (see text 7).
4: Too many to recall (see text 7).
10: See text 7.

2-4 Section 7.2.4 briefly sketches the obituary. Take special note of the
aspects Fedler lists that should be included in the obituary. This list
gives basic guidelines which you should follow if you are interested in
this subsection of writing for a newspaper. Scan any newspaper for more
recent examples of the obituary and try to expand on the list given by
Fedler.
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TEXT 7

(Mail & Guardian, 2000-05/06±26 May-B1 June)
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TEXT 8

(The Star, 2000-05-02)
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TEXT 9

(Pretoria News, 2000-05-03)
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TEXT 10

(Sunday Times, 2000-05-07)
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7.2.5 The background story

Articles in this category give a more extensive description or explanation of
subjects or events that are in the news. To illustrate: after a news report on
acts of terrorism that have been committed, an article with an in-depth story
on terrorists' personality traits, tactics and goals may appear.

Study the example below. Two South Africans, together with 19 other
people, were held hostage for many months since April 2000 by rebels on an
island in the Philippines. The developments around the captivity of the
hostages appeared as leads for several days. In the article below the reporter
gives an exposition of the independence struggle in the Philippines as the
background against which this specific incident took place.

ACTIVITY 7.5

1. Read the article (text 11) carefully and then answer the following
questions:

1.1 How was the kidnapping of Carel and Monique Strydom placed
in context by this story?

1.2 In the first half of the article the reporter sketches the conditions
in the Philippines. Does this sketch contain elements of a ``colour
story'' (see the discussion in section 7.2.6) and the human-
interest story? Justify your answer by referring to specific parts of
the article.

1.3 Give a brief summary of the political events that, according to the
article, took place in the Philippines. Who are the main parties
and what are their views and their objectives with the struggle?

ANSWER

By studying the human-interest story in section 7.2.1, the background story
in section 7.2.5 and the colour story in section 7.2.6, you will have the know-
how to answer the abovementioned questions adequately. Focus on the
aspects highlighted by the questions.
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TEXT 11 (continue)

(Sunday Times, 2000-05-28)



TEXT 11 (continue)

(Sunday Times, 2000-05-28)

The sidebar Background stories often appear with a main report in the form of a satellite
report/sidebar, which is set in a separate box near the report (see texts 5 and
11). The sidebar is related to the (main) report on an important event, but is
separated from it because it is less important. It is used for the sake of clarity
because it prevents the main report from becoming too long and too
complicated.

In the sidebar the reader is given additional information about the main event,
usually from a different perspective or source. Charnley (1966:242) mentions
the following in this regard:

Stories like these combine a sense of timeliness with their function of
adding something to the understanding of an event reported elsewhere.
Usually they are strong in human-interest; but they may serve only to
illuminate or supplement the major facts of current news events.

An example of this is a lead that deals with a visit of a prominent person to a
country and in a separate report details are given about the person's previous
visit.

7.2.6 The colour story

The background story about the trauma hostages experience has a lot in
common with the colour story as far as content and style are concerned. The
main aim of the colour story is to give the reader a feeling of the
circumstances (physically, emotionally, etc.) surrounding a specific event. In
order to do this, the journalist has to provide accurate descriptions to make
the readers experience what they would have observed and experienced had
they been there. Charnley (1966:243) describes the goal of this sub-genre as
follow:

The colour story is one that attempts to put the reader or listener
squarely into the setting it is describing. It is essentially a descriptive
story, but one descriptive of a scene or the surrounding circumstances
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of an activity of some current interest. It tries to make the scene audible,
visible, even smellable.

The journalist obviously chooses a certain angle on the event ± the joy,
terror, anger, etc. of the circumstances ± and then attempts to view it from the
reader's frame of reference. With a careful choice of facts, detailed
description and interpretation, the journalist tries to conjure up an image of
the circumstances so that the reader can experience the event as it was.

Other examples of this category are reports/articles on

. the reaction of the spectators at the time of a fatal crash on a racetrack

. life inside a refugee camp in Rwanda

. the atmosphere at an election venue

The ``colouring in'' of the circumstances usually takes place against the
background of a specific news event, but the colour story can also be used on
its own to rouse the readers' awareness of, and interest and involvement in, a
specific matter. An article/report on the peacefulness of the Richtersveld can,
for example, be used to make people aware of the threat of proposed mining
activities in the region.

Ordinary news reports often fall into this category.

7.2.7 Investigative reporting

One of the most important functions of the press in a democratic dispensation
is that it does not only reflect what happens; but also analyses, evaluates and
(where necessary) condemns current events. Investigative journalism is one
of the most important instruments the press uses to do this.

In-depth reporting and investigative journalism are closely related, and
usually overlap in terms of the modus operandi journalists follow to ``get to
the truth''. According to some authors, in investigative journalism the
emphasis falls on exposing corruption, inefficiency or other forms of
maladministration that are deliberately covered up or of which the public (to
their detriment) is unaware (see Kobre 1981:2; Northmore 1996:9±10).

The task of the newspaper is to uncover corruption or to foster a certain
attitude with regard to a viewpoint, cause, etc. in the interest of the public.
Corruption comes in many guises and in many areas. Northmore (1996)
delimits it to corruption of individuals, companies and commercial
enterprises, local governments, health services and in the political arena.
Charnley (1966:280±282) provides a checklist for prospective journalists of
typical ``crimes'' committed in the political arena of local government which
journalists should look out for. Although Charnley (1966) is a somewhat
dated source, the kinds of crimes are still topical:

. Payroll padding. Check whether friends, relatives or political allies are
not illegally on the payroll. Determine who does the appointments and
especially look out for salary increases.

. Personnel. Are there signs of nepotism in appointments? Have clear
criteria for appointments and promotions been defined and are the correct
procedures followed for appointments and dismissals?

. Vacations, sick leave and hours. Is there sufficient supervision of this? Is
it being abused?



. Control over property, perks and kickbacks. What benefits/perks do
employees receive (for example cars)? How is it acquired and paid for?
Who gets the contracts for this and on what grounds? Who has control
over these matters?

. Fraudulent expenditure claims. Do claims correlate with actual expenses?

Reports on this kind of corruption appear daily on the front pages of
newspapers. This kind of article demonstrates the investigative power of
reporters to expose matters which others (politicians, economists, sports
administrators, etc.) desperately want to keep out of the public eye (and, of
course, out of reach of the long arm of the law). Given the interest of any
story on (possible) corruption, this kind of story usually reaches the front
page ± and then in the form of the lead. In other cases, investigative
journalism is the norm in newspapers (for example in the Mail & Guardian).

ACTIVITY 7.6

1. The lead (main report) below, taken from The Star , is a good example
of investigative journalism. Read it carefully, and note especially the
following points.

The lead is supplemented with three satellite reports:

(1) ``These are the offences'', which indicates the terms whereby
the event/practices sketched in the lead are viewed as
``offences''.

(2) ``What the terms mean'', which gives an exposition of the
jargon used in these practices.

(3) ``Incentives are to encourage brand loyalty, firms contend'',
which reflects the reaction of pathology laboratories to these
practices.

1.1 Why is the report broken up into a lead and a number of satellite
reports? (Hint: Read again the above discussion on the function
of satellite reports.)

1.2 How does the reporter in this composite report meet the following
requirements for investigative journalism?

. The grounds on which a specific practice can be labelled as
``corrupt'' should be spelt out clearly.

. The viewpoint of the reporter, others' speculations and what
may be regarded as facts should be clear.

. The journalist should ensure that he/she has sufficient
information to offer readers so that they know precisely what
the report is all about.

. The reporting should be balanced. The point of view of the
accused should also be provided.
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TEXT 12

(The Star, 2000-05-04)
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TEXT 12(1)

TEXT 12(2)

TEX2601/1 213



TEXT 12(3)

(The Star, 2000-05-04)

ANSWER

The foundation and basics you need to answer the questions concerning this
highly satisfying field of journalism (i.e. investigative journalism) can be
found in section 7.2.7.

7.2.8 Newsworthy events in the field of science and technology

Choice of text type In order to be able to report on new and newsworthy developments in the
field of science and technology, journalists have a choice between different
text types: news reports, background sketches, opinion articles, reports on
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published research and interviews, and the popular-scientific article. In
choosing a specific genre, the journalist should be guided by the subject, the
newsworthiness and the information needs of the readers of a newspaper. It
often happens, when there is a sensational and potentially controversial event
in the field of science and technology, that a newspaper employs several text
types in the same edition or in follow-up editions to report on the story.

Such a case in point was the reporting of the first cloning of a sheep named
Dolly. There was immediate speculation about the possibility (and for some
the nightmare) of cloning human beings ± to make identical genetic copies of
human beings. The debate about the desirability or not of human cloning has
increased in intensity with the announcement of individual scientists who
claim that they are in fact ready to clone human beings. The kinds of
questions that readers might ask in this regard, which should be answered for
them in the newspaper, are:

. What is cloning? What does it entail?

. Who or what is being cloned?

. Is it possible to clone human beings?

. Is it desirable to clone human beings?

. What are the advantages/disadvantages?

. How does it concern me, as an individual?

The first three questions refer to the status of the science: the techniques and
processes by which cells are cloned. Answering those questions would
simply entail providing for the reader a description of these processes and
techniques. The last three questions relate to the judging or evaluation of this
technology. The evaluation can be done from different angles (for example
biologically or on a moral-religious level). In answering such questions the
journalist should indicate to the reader which points of view people are taking
and how they support their points of view with arguments.

Newspapers in South Africa reported on the subject of cloning by means of
different text types: ordinary news reports, articles, cartoons, editorials and
columns, focusing on the above questions of readers.

ACTIVITY 7.7

1. Read the texts below and indicate in terms of each text

(1) what type of text it is (news report, article, column, editorial, etc.)
(2) on which aspect(s) of cloning it focuses and which of the

questions on the subject are answered for the reader
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TEXT 13

(The Cape Times, 1998) [http://archive.iol.co.za/Archives/1998/9805/11/hlallodiy.html]
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TEXT 14

(The Star, 1998)

[http://archive,iol.co.za/Archives/1998/9801/4.c40.html]

[http://archive.iol/za/Archives/1998/9801/24/c40.html] 2000/06/05
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ANSWER

In order to answer this question, you should apply the sum total of the
theory and information you gained thus far. Also, study section 7.2.8 on
newsworthy events in the field of science and technology.

General characteristics

of popular-scientific

articles

Writing a popular-scientific article requires that the writer or journalist has
some knowledge on the subject. Sometimes experts in a field are approached
to produce such an article for the newspaper, but often it is written by
journalists who specialise in reporting for the lay public on newsworthy items
in certain fields of science and technology.

Publication of such articles in newspapers is not targeted at experts in the
field, but at the lay reader (i.e. the person who is not an expert in the field
concerned). The choice of subject is usually determined by developments in
science and technology which can be of direct interest to the reader, such as a
development in the field of laser technology for healing/curing skin
conditions, developments in the field of genetics that can be used to treat
blocked arteries, or new developments and their applications in the field of
information and communication technology.

One of the main tasks of the writer/journalist is to make these discoveries or
developments intelligible for the lay reader. To accomplish this, journalists
employ many techniques, for example:

. relating the discovery to the reader's existing knowledge or experience

. providing examples

. making comparisons to things that are familiar to the reader

. avoiding excessive use of scientific terms and definitions

. constructing the exposition systematically and arguing in a logical way

In such articles the main focus is on the importance of the results of the
investigation or the new developments. How does it affect progress in science
and technology? How does it affect the man in the street? These are some of
the questions which the reader would like to have answered.

The external presentation and the structuring of the content of a popular-
scientific article should meet certain general requirements. (See also the
discussion in section A of this study guide.)

The content and the structure (sequence, coherence) should be made clear by
the introductory paragraph (lead), subheads and conjunctions/conjoining
sentences between the different parts of the report/article.

In the first couple of paragraphs, an exposition of the content of the article as
a whole is usually given. The function of this is to indicate immediately to the
reader what he/she can expect in the rest of the article.

If readers do start to read an article, it is important that they have clear
structural markers so that they know exactly where they are in the exposition.
In an article this is usually achieved by linking phrases between paragraphs,
which indicate what new sub-theme will be discussed in each case.
Sometimes such connecting sentences/linking phrases first sum up the
content of the preceding paragraph and then give a preview of the (sub-)
theme that will be dealt with in the subsequent paragraph.
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Another form of ordering/structuring is the question-answer pattern in which
the whole is built up of a collection of questions and answers to these
questions. It is similar to the drawing up of a construction plan for a text by
means of the question-answer method (which is discussed in section A of this
study guide).

In order to stimulate the reader's curiosity, eye-catchers/attention-grabbers
are used, namely:

. a head that immediately grips the reader

. a second head, relating to the first but offering a bit more information to
the reader

. a striking intro/lead

. using a deck and quotations between the columns of the copy streamers

. using sub-heads

. interesting illustrations

Elling (1983:117±118) points out that one of the biggest problems in writing
popular-scientific texts is that the norms and conventions of the specialist
subject text (scientific article, report or thesis/dissertation) are transferred to
the popular article ± a practice that can immediately estrange the lay reader
from the article.

Writers of popular-scientific articles therefore try to avoid the descriptive,
objective and abstract kind of style that one would find in formal scientific
texts. What they do aim for is a style in which the focus is on the ``human
element'', so that the reader is able to ``enter into the event''. The style is also
not strictly formal. It is rather a light-hearted kind of easy style which allows
for anecdotes, humour and figurative language.

7.2.9 The ``Wall Street Journal'' form

Nel (1998:158±165) distinguishes as a specific article form the ``Wall Street
Journal'' form, which is named after the well-known newspaper that uses this
form in abundance. This form is similar to reports that contain an anecdote or
an example as a soft lead.

What is characteristic of an article with this form is that any story is
approached from the angle of how an individual, as a representative of a
larger group, may be affected by an event. In the lead/introductory paragraph
the focus is therefore on an individual and how he/she is affected by a
particular matter before the journalist proceeds to discussing the matter in
general.

To illustrate: If a report contains only a statistical exposition of malnutrition
among South African children, the statistical material as such will have very
little impact on the reader. However, the article will have an impact if it first
sketches for the reader how malnutrition affects one specific child in specific
circumstances (for example, how little Andries arrives at school hungry, the
physical effect that malnutrition has on him, the projections about the effect it
will have later in his life, the particular social circumstances he finds himself
in [unemployed father, insufficient income of mother, etc.). Instead of
immediately confronting the reader with the most important statistics or
findings of the report, the story focuses instead on the ways in which these
facts affect the individual.
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Only after giving this ``dramatisation'' of the theme of malnutrition does the
report proceed to explain all the facets of the problem of malnutrition in
South Africa, as contained in the report. Between the lead and this exposition,
the transition is stated with a transitional paragraph (a ``nutgraph''), for
example: ``This problem does not affect Andries alone. X percent of South
African children are suffering from malnutrition.''

In structuring the paragraphs in which the more comprehensive theme is dealt
with, the statistical information is then ordered according to the inverted
pyramid structure (i.e. from the most important to the least important).
However, this form requires a conclusion with a punch. Usually this is
achieved by returning to the fate of the individual who was the focus in the
introductory paragraph(s), for example: ``What hope is there for Andries for a
better spiritual and physical future?'' Or the journalist can give a brief
summary of the most important aspects of the wider subject/phenomenon.

The characteristics of the ``Wall Street Journal'' form are therefore:

. focus on an individual

. transition to the more comprehensive subject/phenomenon

. exposition of aspects of the more comprehensive subject/phenomenon

. conclusion: return to the individual on whom the focus was in the
beginning or give a summary

ACTIVITY 7.8

1. Read the article below and indicate whether it meets the ``Wall Street
Journal'' format. If it does, indicate in what way.
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TEXT 15 (continue)

(Sunday Times, 2000-04-30)
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7.2.10 Other sub-genres

The different text types discussed above do not exhaust all the different types
that appear as articles in newspapers. There are also types such as the
following:

. Articles about historical events/historical articles. An example of this is
an article that deals with an historic event or the commemoration of the
death of a person who is of historical interest.

. Adventure articles. Articles on unusual and interesting experiences (for
example, someone who has survived an aeroplane crash or who has
climbed a mountain, sailed around the world, etc.) would fall into this
category.

. Seasonal articles. Such articles deal with seasonal events or special
holidays/periods (for example, Christmas and Easter; the summer
holidays at the coast).

. How-to-do-it articles. Articles in this category show readers how to go
about performing certain tasks (for example, buying a house, creating a
vegetable garden or investing on the stock exchange).

If you read newspapers regularly, you will come across more of these types.
Collect some good examples of each type and try to classify them according
to text type. Note especially the following characteristics of articles: subject,
text function, content, structure (how the different parts of the story are
connected to each other), method of narration (summaries, quotations, etc.)
and style (light-hearted, formal, descriptive, etc.).

SUMMARY

In this study unit we introduced you to the typical functions, content,
structure and style of several kinds of articles:

. human-interest stories

. the profile, especially the personality profile

. theme-orientated interviews

. the obituary

. background stories/explanatory articles

. colour stories

. investigative reporting

. the popular-scientific article

Most of these articles have an informative function. In study unit 8 we will
look at the distinctive characteristics of some argumentative text types in
the newspaper.
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STUDY UNIT 8

Persuasive newspaper texts:
editorials, readers' letters,
reviews and columns

OVERVIEW

In study unit 5 we pointed out that newspapers do not only aim to inform
their readers, they also try to persuade them about certain points of view.
We also pointed out that in ordinary reporting, reporters are expected to
report objectively on an event or matter (i.e. without taking their own
viewpoint into account).

There are, however, text types in the newspaper in which the editorial staff
put their views across: the editorial and the persuasive columns of individual
writers. The cartoon in a newspaper provides (humoristic) comment on the
events of the day. In readers' letters, readers can share their views with
other readers or a publication.

In this study unit we will look more closely at these text types.

OUTCOMES

When you have completed this study unit, you should be able to

. identify the point of view that is put across in an editorial

. indicate the arguments with which the viewpoint(s) in the editorial are
supported or refuted

. evaluate the argumentation in the editorial

. write a reader's letter to a newspaper in which you put across a clearly
formulated viewpoint on a matter, supported with acceptable arguments

. identify reviews and persuasive columns based on their text characteris-
tics, and describe their characteristics

In reviews you should further be able to

. indicate the value judgement of the critic/reviewer

. set out the arguments supporting this value judgement

. indicate which evaluation criteria the reviewer/critic employs in his/her
value judgement or in his/her arguments

In the case of an argumentative column, you should be able to

. indicate what viewpoint is put forward in the column

. indicate with which arguments the viewpoint(s) are supported or refuted

. evaluate the arguments on their acceptability
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8.1 THE STRUCTURE OF THE EDITORIAL

Journalists are expected to state the facts in news reports as objectively as
possible. Their own views about an event are not relevant in the news report,
and they are not expected to attempt to provide reasons to the reader as to
why certain events did take place or what the consequences of such an event
could be.

This aspect of topical or contentious events is left to the writer(s) of the
editorial of a newspaper. In such an article the editor or a member of the
editorial staff does not only reflect the facts, but also gives a reasoned
viewpoint on the facts. Consequently, the editorial is a combination of facts,
in which an event is sketched or a topic is elucidated, and viewpoints or
opinions about the event or topic.

The fact that the editorial is a combination of facts and views determines its
content structure: a short presentation of the factual event or topic, the
viewpoint of the newspaper on the event/topic concerned and an
argumentation of the point of view taken.

The standard form of the editorial with these three components can be
summarised as follow (see Wagner 1979:46):

1. Factual situation

a. A short description of the facts or situation which precede the
viewpoint and which gave rise to the editorial comment.

b. The question/viewpoint that the editor states on account of (a).

2. Argumentation

Support the viewpoint with (usually) three arguments or give three
reasons for taking this view.

3. Conclusion

a. State again the editorial viewpoint.
b. If appropriate, appeal to the readers to respond in a particular way.

This schema represents an ideal structure for the editorial. Of course, in
practice not all editorials have this structure, but the ideal structure offers
critical readers a measure for analysing and evaluating an editorial.

Let us now look at the parts of this structure in more detail before we discuss
some variations on it.

Factual situation and

editorial questioning

In the first part the reader is informed about the specific event or topic on
which the editor is taking a stand or commenting. The editorial usually
provides comment on an event/topic that is (factually) reported on in the rest
of the newspaper. It is, however, necessary to repeat the essential aspects of
such a report ± here still objectively ± in the editorial, so that the reader will
be able to follow the argument. For this the writer should decide beforehand
exactly which information he/she can presuppose the reader has and which
information he/she should provide (in any case) for the sake of the argument.

Writers usually attempt to emphasise in the factual version the importance of
the topic for the reader, especially if it is about a matter which the reader
might not be familiar with or if it is not already a contentious matter in the
community. Readers are therefore not confronted straight away with the
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editorial viewpoint or arguments. They are introduced to the subject and
specific aspects are highlighted for the purpose of comment/criticism.

The editor's question is intended to formulate the editorial stand very clearly
for the reader. At the same time, it is an opportunity to involve the reader
directly in the event. Ideally it should be the kind of question about the matter
that will compel readers to give an answer (i.e. which will guide the readers
to take a stand themselves). Typical questions would, for example, be:

. Should the death penalty be reinstated?

. Should abortion on demand be legalised?

. Should smoking be banned in public places?

Such a question could be answered with a simple ``yes'', ``no'' or
``perhaps''. It invites readers to take a stand, either for or against the editorial
viewpoint. Any of the answers should represent a valid or defensible point of
view.

It is however also possible that the editorial can deal with a matter on which it
is not so easy to take a stand. In such cases the question can be such that it
provides various viewpoints, and arguments for or against the matter.

In the standard editorial, the editor chooses only one point of view from
different possibilities and this point of view is stated in one clearly
formulated sentence.

Because the editor/writer should be mindful of possible counter-arguments
against the point of view the newspaper takes, the choice of a specific
viewpoint usually takes place after a meaningful consideration of all the
alternatives. It is common practice to spell out alternative viewpoints,
especially to indicate that all possibilities have been considered.

The argumentation

phase

In the next phase the editor should demonstrate to the reader with clearly
formulated and tenable arguments why the newspaper is taking this particular
point of view. Without supporting arguments, he/she has no chance of
persuading the readers to adopt their view. However, it is also common
practice for an editor not to follow the way of reasonable, supporting
argumentation. He/she may try to play on the emotions of the reader, or try to
entice them to take a view based merely on their own authority or that of
others.

In the choice of arguments two aspects are taken into account: quantity and
quality.

As far as quantity is concerned, three arguments are the ideal (according to
Wagner 1979:55±56) and this is based on the following reasons:

. If only a single argument is offered, it can create the impression that the
argumentation is without substance.

. Several independent arguments will prevent the possibility of a reader
automatically rejecting the entire viewpoint because of rejecting one of
the arguments.

. Psychologically, three arguments create the impression that the
argumentation has depth. Three arguments are on average as many as
readers are able to remember with ease. Three good arguments also have
more impact than a string of numerous trivial arguments.

The quality of the arguments relates to the depth to which an argument is
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developed (for example, the way in which each argument is built up
logically) and supplemented in each step of the development with supporting
material.

The depth of content and scope is determined by the subject, the target
audience and the aim of the argumentation. To illustrate: in order to persuade
tobacco companies to stop sales of cigarettes, arguments about the health risk
of smoking and its negative economic and social consequences should be
developed in depth according to scientifically acceptable data on the negative
consequences of smoking. On the other hand, an attempt to persuade voters
to register for an election will rely on arguments of a more general and even
emotional nature (such as readers' responsibility and privileges in a
democratic dispensation).

According to Wagner (1979:57), it is important that the writer of an editorial
does not belabour the argumentation ± because of the danger that the reader
might get bored.

In presenting the arguments, as in the case of all reasonable argumentation,
the rule applies that the writer should clearly show the reader how the data is
relevant to the argument.

Where necessary, the status of the evidence/supporting material should be
spelt out, that is what its source is (person, book, report) and how recent it is
(date of publication). Where a person is named as a source, the editor/writer
should indicate why the person can be regarded as an expert in the field.

The argumentation phase is concluded with a summary (even if it is only a
single sentence) of the main arguments. Such a summary is especially
important if the argumentation section is quite long, and there is a danger that
the reader can lose his/her grasp or general overview of the viewpoint and the
separate arguments.

Conclusion In the conclusion of the editorial the reader is briefly reminded of the
viewpoint the editor is taking with respect to the event(s) or topic(s)
concerned. At the same time, it serves as a reminder of the viewpoint that the
editor would like the reader to adopt. If applicable, the readers can be roused
to a particular action.

One of the main characteristics of an editorial is the fact that it is short
(approximately 500 words). Each of the main parts occupies not more than
one or two paragraphs; and a paragraph often consists of only one sentence.
Its brevity requires from the writer that the article be well planned and that
each point be clearly and well formulated.

The above exposition provides only an outline of the standard structure. In
some editorials both the main components and the subsections are presented
in different sequences, and there is considerable variation in the way the point
of view and the arguments are ultimately put into words.

The limitation with regard to length means that the arguments for the
viewpoint in the editorial are often not fully developed and mostly only stated
in one sentence. The reader is expected to figure the argumentation out for
himself/herself and to, where necessary, supplement it by making the tacit
presuppositions explicit.

Counter-arguments The editorial viewpoint is still only a viewpoint and any reader can hold a
counter-viewpoint. For the evaluation of the argumentation, the reader should
test the arguments (i.e. determine whether the arguments that were advanced
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are acceptable). This evaluation can be approached systematically by testing
each of the separate arguments for acceptability and then evaluating the
whole accordingly.

Let us first look at some examples.

ACTIVITY 8.1

1. Read the editorials below and then answer the relevant questions.

1.1 Indicate for each of the editorials the following sections (if they
are present):

. description of the factual situation

. viewpoint taken by the newspaper

. arguments advanced for the point of view

. concluding remark(s)

1.2 How acceptable/unacceptable do you find the arguments or
reasons put forward in each of the editorials? Discuss.

1.3 Give at least one good counter-argument against each of the
viewpoints stated.
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TEXT 1 TEXT 2

(The Star, 2000-05-02)

(Pretoria News, 2000-05-02)
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TEXT 3

(The Citizen, 2000-06-03)

ANSWER

``It is expected of journalists to state the facts in the news reports as

objectively as possible.'' Section 8.1 (and section 8.1.1 on variations on the

standard structure) will give you guidelines on how to find a balance between

objectivity and subjectivity, or being acceptable or unacceptable. The

structure and other aspects of the editorial are dealt with in this section. Here

you will find the guidelines that will enable you to answer these questions

satisfactory.
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8.1.1 Variations on the standard structure

Anticipation of counter-arguments

In many editorials the editor, after presenting supporting arguments for the
point of view taken, also deals with possible counter-arguments. This is often
referred to as ``the 3 and 1 model'' ± three arguments for, one against. In this
way, the editor attempts to prevent the informed and critical reader from
rejecting his/her viewpoint out of hand, even after the supporting
arguments ± a step which sceptical readers often take straight away.

The presentation and evaluation of counter-arguments is, of course, also a
persuasive technique. According to Wagner (1979:70), it creates the
impression with the reader that the editor has thoroughly considered
alternative viewpoints and arguments before deciding on this particular
viewpoint. Usually the counter-argument is the most obvious one or one that
can be refuted most easily ± and not necessarily the most important or the
strongest one.

Another step that can be followed in the argumentation is that an existing
counter-argument is pointed out and its validity granted. An experienced
writer can, however, employ the existence of such counter-arguments to his/
her own advantage if he/she shows that the counter-arguments cannot hold
their own against his/her supporting arguments. If this strategy is followed, it
becomes so much more important that the writer should highlight his/her own
arguments and their weight in the summary in section 3.

Double viewpoint format

In this variant two sides of an issue are put as objectively as possible, so that the
readers can decide for themselves which viewpoint they wish to take. In the
argumentation phase the alternative viewpoint and arguments are each weighed
up against the others. In the introduction the way is usually paved for several
viewpoints to be put and it is left to the readers to make their choice.

In order to establish a balance, each viewpoint should preferably be
supported by three arguments that are more or less of equal weight or
importance. If this is not the case (for example, if one viewpoint is supported
by a number of insubstantial arguments), the balance is disturbed in favour of
the other viewpoint.

There are various ways of ordering the viewpoints with their supportive
arguments. One viewpoint can be presented first with its supporting
arguments and then the counter-arguments for that point of view can be
presented. An alternative is to advance an argument and its counter-argument
in pairs. However, it should always be clear for which viewpoint an argument
serves as support or as a counter-argument, so that the reader does not
become confused in the process.

Some topics are of such a complex nature that more than one point of view
can be valid. In such a case it is necessary to offer various viewpoints,
arguments and solutions in the argumentation phase. Each viewpoint that is
advanced should then be supported with arguments of equal weight.

8.2 READERS' LETTERS

An interesting column in any newspaper or magazine is the one that presents
letters written by readers. It can be named ``Letters column'', ``Letters from
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readers'' or ``Readers' Forum''. Such letters are usually written to put
forward a point of view (in a polemic), to draw the public's attention to a
particular event or fact, or to air a grievance.

Characteristics of a

reader's letter

When a letter is written to the press, the reader does it because he/she is of the
opinion that something he/she views as important should be brought to the
attention of all the other readers of the newspaper. The letter is therefore
addressed to a large number of persons who will most probably think
differently about the issue at hand. Hence a formal tone is maintained
throughout. The writer should not use a style of address that is too informal
or familiar.

Courtesy It is important to be very courteous. Even if a polemic is literally driven to a
crisis with the pen, it should not happen with the mouth also. Nothing may be
written that can be interpreted as being libellous. If you write a reader's letter,
you should take care that your choice of words is such that someone cannot
later sue you or the editor of the publication for libel. One should be able and
willing to accept responsibility for everything one writes.

Function Most letters to the press are not only written to bring some matter, issue or
fact to others' attention. The purpose of such a letter is usually also to
convince the other readers of a particular viewpoint; they have to be
persuaded to reason like the writer of the letter. This places readers' letters in
the category of persuasive texts. Such a letter aims to incite the readers to
action or to open their eyes to a particular threat, fallacy, blunder, etc. The
style can therefore be persuasive, vehement and even fiery (but never
discourteous or insulting). The type of letters that only praise sunny South
Africa are not the subject of our discussion here ± we will focus only on
persuasive texts.

Conciseness Since space in a newspaper or magazine is extremely limited and expensive,
a reader's letter should be to the point and concise. Quite often, letter writers
are too long-winded and their letters are then shortened at the discretion of
the editor, with a brief note below (for example: Letter shortened. Ed.).

What the reader has on his/her mind should be stated in a clear and
unambiguous way. Just as in the editorial, the writer should explain in the
first paragraph what the purpose of the letter is and should contextualise his/
her comment. Is he/she reacting to a previous writer; to a newspaper or
magazine article/feature or report? Or is he/she stating a point of view on
matters that have not yet been debated in the newspaper? The function of the
first paragraph is to place the letter in context for the reader and the writer
should therefore indicate to which polemic it relates. Then the argumentation
is presented: as with the editorial, the viewpoint is stated and then supported
by arguments. In the last paragraph the point of view can again be
summarised succinctly or a positive solution for the problem can be
suggested.

Formal characteristics As far as the external form is concerned, remember that a reader's letter is not
published in its entirety, with all the details that the writer gives in the letter.
There is a special form for readers' letters so that it is easy for the editorial
staff to distinguish the section that should be published from the rest of the
information. Most newspapers publish the content of the letter and the name
or nom de plume of the writer, sometimes adding his/her address.

An effective form for a reader's letter is the following:
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. Provide the letter with a ``heading'' in which the name of the publication
appears, for example:

To the Editor of the Mail & Guardian

. In order to make it easy for the newspaper staff to isolate the section
meant for publication, no address(es) should appear at the top of the letter:
neither that of the publication nor that of the writer. After the last
paragraph, the name of the place should appear to the left of and on the
same line as the writer's own name or pseudonym (if he/she prefers that
the letter be published under a pseudonym; however, some newspapers do
not publish letters under a pseudonym). Underneath that, a line should be
drawn across the page to indicate that the section for publication ends
there. Just below this line, against the margin, the signature and name of
the writer should appear, together with his/her address and the date. It is
important to bear in mind that no letter to the press will be published if the
writer does not furnish his/her name and address. This information is
absolutely confidential and it will only ever be divulged to third parties at
the discretion of the editor.

. The contents of the letter should not only be concise, well argued and
convincing; the language and punctuation should also be impeccable. No
attempt at motivating or inspiring the readers will impress them if it is
presented in poor sentence construction and grammar.

Schematically, a letter to the press should follow the following format:

To the Editor of the Mail & Guardian

Dear Editor

HEADING: DESCRIPTION OF CONTENT

The letter starts here

_________________________________________________________

_________________________________________________________

_________________________________________________________

_________________________________________________________

_________________________________________________________

_________________________________________________________

_______________________________________________________ etc

Name of city/town Name/pseudonym of writer

SSamuels (Signature)

S. Samuels (Initials and surname)

PO Box 78998 (Address)

LYNNWOOD RIDGE

0040 (Postal code)

22 September 1998 (Date)
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Here is an example of a reader's letter. See if you can recognise the following
in it:

. the article/polemic that it relates to

. the reader's viewpoint

. the supporting arguments

. a suggested solution for the problem

To the Editor of the Mail & Guardian

Dear Sir

I refer to the recent article about the legal aid that people in South Africa have
access to. To my mind, this system of legal aid and the requirements to qualify
for it are totally inadequate, especially seen against the background of the high
rates lawyers charge.

In most Western countries access to the legal system is seen as a basic human
right. Also, in South Africa everyone can turn to the law if they feel that their
rights are prejudiced.

However, the high cost of legal representation and the inadequate provision of
legal aid to less affluent people place access to the courts out of the reach of
everyone except those in the highest income groups. It deprives ordinary people
of the opportunity to see that justice is done and means, in practice, that they
have to accept injustice in silence because they cannot afford to sue.

Nobody begrudges lawyers and advocates professional remuneration for their
services, but receiving tens of thousands of rand for a few days' work does
sound exorbitant to me. I suggest that legal representatives should receive
payment only if they win a case. In this way, unnecessary litigation will be
avoided because lawyers will not take on a case if they know beforehand that it
has no chance of succeeding. Legal representatives will then also be forced to
give sufficient attention to every case they take on.

The ridiculously low income limit whereby a person qualifies for legal aid
should be drastically increased to approximately R4 000 per month. Legal aid
bureaus should be financed by the state and should be freely accessible.

If steps are not taken to ensure each citizen's access to the courts, business
practices in this country will become more and more suspect. Fraud and poor
service will increase, because the culprits know that they will probably not be
sued. The current situation affects the very essence of our judicial system and
urgent action has become necessary.

Beaufort West S. Samuels

S Samuels (Signature)

S. Samuels

30 De la Rey Road

BEAUFORT WEST

6970

20 February 2000

ACTIVITY 8.2

1. Choose one of the readers' letters below and analyse it in respect of the
argumentation contained therein.
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TEXT 4

(Sowetan, 2000-05-02)
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TEXT 5

(The Star, 2000-05-04)
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TEXT 6

(The Star, 2000-05-03)
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TEXT 7

(Sunday Times, 2000-05-07)

2. Write a letter to a newspaper about a matter you feel very strongly about.
Use the correct form and construct the content of the letter according to
the guidelines set out in this section.

ANSWER

All the necessary information to answer these questions is in section 8.2 on
reader's letters. You will find that aspects such as characteristics, function,
form, etc. are addressed in this section.

8.3 REVIEWS

Newspapers also inform their readers about current events in the field of arts
and culture. Reports on literary and non-literary publications, art exhibitions,
stage productions, musical performances and new film releases usually have
a regular spot in a newspaper or is the main content of an extra supplement.

Two main kinds of reports can be distinguished on such pages, namely those
that mainly have an informative function and critical reviews. The former is
simply meant to keep readers abreast of happenings in each of the different
fields of arts and culture. Usually the facts are merely stated, such as which
artists are exhibiting, which new books have been published and by whom,
and which dance group is currently visiting where and when they will
perform.

Although critical reviews also contain purely informative sections, their main
aim is to give the reader an expert's value judgement on a book, art
exhibition, performance, film, etc. Such a value judgement is aimed at
helping the reader to make his/her own choices within the wide choice
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offered in the area of arts and culture. Sales and attendance figures are duly
influenced by positive or negative reviews that appear in the press.

What requirements can one ideally expect of the content and structure of a
review?

Brandt (1994) created an ideal model for literary reviews in daily
newspapers, but the model is set up in such a way that it can serve as a
general guideline for the structure of a review on any aspect of the arts.

Ideally, a review should consist of four main parts: a factual component, a
value judgement, the arguments to support the value judgement, and the
evaluation criteria underlying the arguments and/or the value judgement.

These four content components and the criteria set for each are summarised
in the (modified) schema of Brandt (1994:130) below:

Subsections of the review

(1) Information

The reviewer should inform the reader where necessary and should ensure that

the facts are correct.

(2) Value judgement

The value judgement of the reviewer should be justified or supported with the

necessary arguments. In addition, his/her value judgement should be

recognisable as such and should be formulated in an unambiguous way.

(3) Argumentation

The arguments for the value judgement should relate to aspects and/or

characteristics of the work itself. Arguments should be clearly recognisable.

(4) Evaluation criteria

a The reviewer should take care that his/her evaluation criteria are clearly

stated.

b The reviewer should apply his/her evaluation criteria consistently.

Let us look at the subsections of this schema in more detail.

Information In order to be able to follow (and evaluate) the value judgement and the
argumentation of a reviewer, it is necessary that the reader obtain all kinds of
(background) information on the work, exhibition or performance concerned.
One would expect the reviewer not only to provide such information, but also
that the information is correct. These informative parts of a review contain
items such as the facts about a book (its author, date of publication, publisher,
price), an art exhibition (artist(s), theme, venue/gallery), a film (director,
actors, theme), etc.; background information to contextualise the book, film,
etc. concerned for the reader. Any descriptive section (such as a summary of
the story of a film or book) and the programme content of a recital will form
part of this background information.

Value judgement The next two main components of the review as an argumentative text is the
reviewer's value judgement of the quality of the work, performance, etc. and
the arguments that support his/her value judgement. Although some readers
in time come to accept the value judgements of certain reviewers, it remains a
requirement that the value judgement should be argued and substantiated.
The reviewer cannot disguise his/her value judgement (be it negative or
positive) or arguments ± the value judgement and the arguments should be
clearly recognisable and should be stated unambiguously. This enables the
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reader not only to follow the reviewer's argumentation, but also to determine
whether the arguments do serve as sufficient justification or support for the
value judgement.

Evaluation criteria Although there always is a measure of subjectivity in the evaluation of any
work of art or performance, the reviewer should be clear about the evaluation
criteria underlying his/her value judgement and/or argumentation. These
evaluation criteria arise from the specific views that the reviewer holds on a
particular field, for example, what he/she would regard as criteria for a good
literary work (of a specific genre) or for the performance of a specific piece of
music. Readers and critics often differ in this respect and, consequently, also
in what they regard as (valid) evaluation criteria. If the reader and the
reviewer differ radically in their views and evaluation criteria, then there is
very little chance that the reviewer will convince the reader of his/her value
judgement and/or arguments.

As was mentioned, Brandt's (1994) model is seen as an ideal model. In
practice, reviews seldom meet these criteria. The usefulness of such a model
is that the reader can employ it as an instrument to analyse and evaluate
reviews. The model can also serve as a kind of checklist when you write a
review yourself.

Reviews vary a lot in the way that they deal with these four elements (if at
all). Rivers (1988) discusses exactly how they should ideally be dealt with in
reviews on books, films, TV and theatre productions, musical performances
and the fine arts.

Let us look at a few examples.

ACTIVITY 8.3

1. Read the article below in which an advertisement is reviewed and then
answer the questions.

1.1 What is the author's judgement about the advertisement?

1.2 What are the criteria according to which the author judges/
evaluates advertisements? Study the review and list all the criteria
you can find in the review.
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TEXT 8

(Saturday Business Report, 2000-06-03)

2. The following texts are reviews of a film (text 9), a theatre production
(text 10) and an orchestral performance (text 11). Choose any one of the
three and indicate whether it meets the requirements set for reviews in
Brandt's model.
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TEXT 9

(Sunday Times, 2000-06-03)
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TEXT 10

(The Citizen, 2000-06-03)
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TEXT 11

(The Star Tonight, 2000-05-04)
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ANSWER

The review is a highly interesting field of journalism. You will find more
information on this subject in section 8.3. Various aspects of the review are
addressed here.

Once you have figured out what the evaluation criteria in a review are, the
second question is of course: Are these evaluation criteria acceptable? This is
just as important a question as the first one, because many polemics in
newspapers about reviewers' value judgements occur precisely because
readers, experts in the field and artists sometimes hold other evaluation
criteria. In many cases they do have the same evaluation criteria but differ
about the application thereof. How many times have you enjoyed a film,
book or recital irrespective of the negative criticism voiced in reviews?

Book reviews As mentioned above, Brandt's model is a general model for writing a review
of any book, film or performance. There are, however, also more specific
models for reviews of each of these. We will focus on one such model,
namely Drop's model for reviewing a literary work (Drop, 1974:80). Study
the schematic diagram below:

(Adapted from Drop, 1974:80)

The model consists of two parts:

(i) An identifying part, in which various aspects of the characteristics of a
literary work are dealt with for the reader (for example, its genre, time and
place of origin, characteristics of form, main theme and presentation).

(ii) A part in which the reviewer expresses an opinion/value judgement
about the work. The judgement component is subdivided into two parts:

. summary of the positive and the negative characteristics of the literary
work

. a final judgement based on these positive and negative characteristics

As the arrows from the judgement to the identification part indicate, the value
judgement is supported by the identification part (i.e. the description of the
characteristics of the literary work is used as a justification or basis for the
value judgement).
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This is also a normative model (i.e. a model of what a literary review should
ideally look like). In practice, though, it often happens that not all these parts
of the model appear in a literary review, and that the value judgement and
identification (or description) alternate.

ACTIVITY 8.4

1. Text 12 is a review of a literary work. Study it carefully, and do the
assignment below by following Drop's model.

1.1 Indicate

. which identifying information is provided for the reader about
the literary work

. whether the positive and the negative characteristics of the
work are highlighted for the reader, and how this is done

. what the reviewer's final judgement is

. whether the value judgement of the reviewer is supported by
references to the characteristics of the literary work, and how
this is done

TEXT 12

(Sunday Times, 2000-04-30)

2. Write a review of a book you read recently. Use the model of either

Brandt or Drop for this.
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ANSWER

This activity is an extension of the previous activity. See section 8.3 for more

detailed information on the review.

8.4 PERSUASIVE COLUMNS

Many newspapers have regular columns by specific journalists or freelance

writers in which they give their personal analyses and opinions about

actuality events or controversial matters. Thematically, such columns cover a

variety of topics on the political, social, cultural or economic fronts.

Sometimes a highly personal experience of an everyday event is recounted;

sometimes such a column focuses on actuality topics in one field and is

aimed at a specific group of readers.

There is much variation in the contents and in the tone and style of such

columns. They can be satirical or serious, argumentative or descriptive, and

are often controversial. The one outstanding characteristic of such columns is

that we are always dealing with the journalist's personal viewpoint ± who

does not necessarily agree with the official view/stance of the newspaper.

In the paragraph below we will look at one type of column only, namely the

argumentative column. This is a column in which the writer states a specific

viewpoint or opinion, and supports this viewpoint (or these viewpoints) by

way of arguments. Such columns often follow the content structure of the

editorial, which can be presented as follow:

. The cause. A sketch of the discovery/development/event that caused the

polemic or was newsworthy.

. The problem and/or context. What does the event or topic entail? What

problems does it create?

. Opinions on the matter. Viewpoints for and against; arguments from both

sides; own views, arguments against others.

. Rounding off. Summary/repetition of viewpoint.

(See also Van der Spek, 1996:192.)

In most of these columns, the viewpoints and argumentation are more

complex and are probed in more depth than in a relatively short editorial.

Still, you should use the same skills for analysing its content as that which

you have already acquired for analysing editorials, readers' letters and

reviews. In order to analyse and evaluate the argumentation in such a column,

you should determine the following:

. what the author's viewpoint(s) is/are

. what the supporting or refuting arguments are

. whether the arguments are acceptable, that is whether they do indeed

support or refute the viewpoint(s)

. which counter-arguments can be offered

In your analysis you should take care to keep the different viewpoints and

their arguments apart.
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ACTIVITY 8.5

1. Read the three columns below and analyse the argumentation in each
one, as set out above.

TEXT 13

(Saturday Star, 2000-06-03)
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TEXT 14

(The Sunday Independent, 2000-04-30)
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TEXT 15

(The Star, 2000-05-04)

ANSWER

You will find all you need on the persuasive column in section 8.4. After

reading this section, continue analysing the texts/columns.
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SUMMARY

In this study unit we introduced you to four text types that occur in
newspapers and in which the writers state their own opinion on matters,
namely:

. the editorial, which contains editorial comment

. readers' letters, in which readers state their opinions on certain topics

. the review, in which a reviewer states his/her value judgement on a film,
literary work, musical recital or theatre performance

. the argumentative column, in which the column writer states a certain
viewpoint and supports it with arguments

As we have indicated, argumentation forms the basis of all these text types
(i.e. the writer states a viewpoint/value judgement and supports his/her
point of view with acceptable arguments).
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SECTION C

Writing for
broadcasting



STUDY UNIT 9

Orientation

OVERVIEW

In the previous study units we introduced you to the characteristics of the
newspaper as a form of mass communication. In this study unit we will look
at radio and TV as forms of mass communication. We will deal with the
following:

. the distinctive characteristics of radio and TV

. the functions of radio and TV

We will discuss these aspects on the basis of examples from the medium of
radio and TV.

OUTCOMES

When you have completed this study unit, you should be able to

. distinguish the medium of radio and TV from other forms of mass media

. determine the target groups of radio and TV

. identify the functions of radio and TV

In recent years South Africa has shown remarkable growth as far as the
number of radio and TV stations is concerned. With the beginning of TV in
South Africa in 1976, the only TV station was the South African
Broadcasting Corporation Television (SABC TV). (The equivalent Afrikaans
acronym SAUK-TV has been removed and the English acronym SABC TV
is currently the only official acronym for the station.) South Africa currently
has the following stations: SABC TV, e-tv, M-Net, DStv (satellite TV). For
these last two stations (M-Net and DStv), one needs a decoder and a satellite
dish respectively to obtain access to the channels. M-Net and DStv are
mainly focused on entertainment and include various sports programmes and
films. The national broadcaster (SABC TV) has three channels: SABC 1, 2
and 3. SABC 1 and 2 are multilingual channels, and Afrikaans programmes
are broadcast on SABC 2. SABC 3 is unilingually English. SABC TV
broadcasts a wide range of programmes such as news and actuality
programmes, talk shows, drama series, educational programmes, films,
documentaries and game shows. E-tv offers the same kind of programmes as
SABC TV and therefore provides fierce competition for the national
broadcaster. It works on the same principles as SABC TV because it is an
independent station that broadcasts country-wide and does not require any
subscription. For our purposes, we will work mainly with example texts from
SABC TV.

South Africa has a large number of radio stations ± too many to list here. The
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radio stations can be categorised as national, regional and community radio
stations. National stations include RSG (Radio sonder grense) and SAFM. A
wide variety of regional stations exists, such as 94.7 Highveld Stereo and
94.2 Jacaranda FM in Gauteng; Good Hope FM in the Western Cape; OFM
94±97FM in the Free State; 94±95 East Coast Radio in KwaZulu-Natal; and
Algoa FM in the Eastern Cape. Community radio stations include stations
such as Radio Lotus and Tuks FM. No less than 35 commercial radio stations
exist in South Africa (excluding community radio stations).

9.1 CHARACTERISTICS OF THE RADIO AND
TV MEDIA

Radio and TV are electronic media directed at mass communication. We use
the term ``mass communication'' to refer to the use of one of the mass
media (the press, radio, TV, the Internet, posters, brochures, etc.) as a
medium for communication with the public at large. Based on the senses that
the listener uses, radio is classified as an audio medium while TV is an
audiovisual medium (TV is commonly described as an extension of the
human ear and eye).

Before we discuss some of the characteristics of the radio and TV media, first
try to do the following activity:

ACTIVITY 9.1

Suppose that you are working as a journalist for a certain English newspaper.
You wish to make a career change and are especially interested in the
broadcasting industry (i.e. radio or TV). What do you think are the
differences between the broadcasting medium and the printed medium
(newspapers and magazines)?

The differences between the newspaper and broadcasting as mass media
include, amongst others, the following:

(i) Radio uses sound while TV combines sound and image in messages.
(ii) In the printed media (such as newspapers) the reader can see the words

(i.e. a word can be reread or looked up in a dictionary), while the listener
of the radio and TV media usually only hear the words.

(iii) The TV and radio media appear to be segmented.
(iv) The radio and TV media create the feeling that it is always ``live'' or in

the present tense, while the newspaper always contains ``yesterday's''
news.

We will mainly look at characteristics (i), (iii) and (iv) which give the
broadcast medium its distinctive character. We will discuss characteristic
(ii) fully in study unit 11, and the writing of specific radio and TV texts in
study units 12 and 13.

Our discussion will be based mainly on John Ellis's (1982) exposition of the
characteristics of TV in his book Visible Fictions.
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9.1.1 The segmental nature of radio and TV

Definition of the term

``segments''

In contrast to the cinema film which forms a single, coherent text, radio and
TV offer separate segments. The term ``segment'' is used here to refer to
small, consecutive units of sound (or image and sound). A clear example of
the segmental aspect of programmes can be seen in news programmes. In a
news programme the standard approach is that each news item/segment is
separated from the others. It is very seldom that two news items/segments are
related to each other. Each news item is organised in such a way that it gives
a total image, but no overall image is created by the juxtaposition of
segments. The different news segments usually do not form a single, coherent
text. Each news item is of course inherently coherent, but it often has no
bearing on the news segment that follows.

Advertisements contribute in the same way to the segmental image of radio
and TV. The different advertisements that are flashed in-between
programmes (a news programme, a TV series or film, phone-in programmes,
etc.) and that are sometimes so irritating have no connection with each other.
There is no coherency between the different advertisements that are shown. It
never happens, for example, that during a particular hour-long programme,
only advertisements on the theme washing powders are shown. The
advertisements that are shown have no connection with each other and
therefore contribute further to the segmental nature of radio and TV.

These segments are organised into groups that are either cumulative (like
news programmes and advertisements) or that have some element of
repetition or sequence, (such as the groups of segments that make up a
soapie).

ACTIVITY 9.2

Look at any English news programme or soapie on TV and then try to
determine or identify an overall theme. Can you, for example, say that the
19:00 news on SABC 3 dealt exclusively with the theme Floods. If not, why
do you say so?

Segmentising fictional

programmes

In contrast to the abovementioned non-fictional programmes, there is
coherence in fictional programmes such as TV soapies and radio dramas.
Even fictional programmes can be regarded as consisting of different
consecutive segments. A soapie (or radio drama) has different storylines
(each consisting of consecutive segments) that bear no or very little relation
to each other. Each storyline develops on its own and often has no connection
with the others. In contrast to non-fictional programmes, there is some
narrative progression in fictional programmes. The different consecutive
segments, for example in a soapie or radio drama, show progression
(although at a terribly slow pace) and there is a measure of development in
the storyline. Whereas there is one overall theme in a cinema film, the soapie
or radio drama does not have an overall theme. The soapie or radio drama
contains different storylines, each with its own independent theme. These
themes often have no bearing on each other, so that no overall theme can be
identified. One cannot therefore say that a certain soapie or radio drama deals
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with theme X only ± just as a news programme, advertisements, etc. do not
deal with one theme only.

A significant part of radio and TV consists of small segments that fill the
gaps in-between programmes: the continuity presenter or announcer who
gives information about the programmes that will follow, short extracts from
the evening's entertainment, etc.

9.1.2 The use of sound in radio and TV

The main difference between radio and TV is that radio only relies on sound
to attract the listener and hold his/her attention. Unlike when you watch TV,
you can listen to radio from anywhere in the house; you do not have to be in
the same room as the radio to listen to it. If you want to watch TV you have
to be in front of it. The question arises: How does TV attract the viewer's
attention? TV can use sound and image to attract the viewer's attention. But it
also relies on sound to attract the viewer's attention.

TVviewersareusually indomesticenvironmentsandwatchTVinnormal lighting.
These domestic environments and normal lighting create various ``problems'' for
the viewer. Answer the following questions before you read further.

ACTIVITY 9.3

1. When and where do you listen to the radio?
2. When listening to the radio, what attracts your attention most?
3. Do you watch TV with sustained concentration or do you do other

activities at the same time?
4. If, for example, you sit and read a newspaper in front of the TV while it

is on, what will catch your attention and compel you to look at the TV
screen (for a while or even longer)?

5. What elements do you think the TV medium can use to catch and hold
the viewer's attention?

Low levels of

concentration

The fact that a TV is on does not necessarily imply that it is being watched.
TV viewers do all kinds of activities in front of the TV: they eat, read the
paper, leave the room and return, etc. TV (and radio) is mostly treated as an
incidental/casual communicator, so many things can distract the viewer when
he/she watches TV. Consequently, his/her sustained attention level is
relatively low. For this reason, the role of sound in this medium is extremely
important. The term ``sound'' refers to elements such as programme
announcements, music, signature tunes and other sounds such as explosions,
people yelling, etc.

Sound induces

concentration

The role of sound in this medium relates to the fact that sound has the ability
to resound in all directions, while the TV image is more limited. Direct eye
contact with the TV set is required to be able to see the picture. Sound can be
heard where an image cannot be seen. Sound is therefore used to ensure a
certain amount of concentration from the viewer and to bring viewers back to
look at the TV image. Sound can hold the attention of the viewer more
consistently than an image can. Many TV programmes use sound as the most
important carrier of information and to ensure continuity in viewer
concentration.
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9.1.3 Radio and TV create a feeling of immediacy and intimacy

Radio (as opposed to TV) is by far a live medium. Even if some programmes
are pre-recorded, the listener experiences these programmes as live. The TV
image, on the other hand, creates a feeling of immediacy because the
impression is created that the TV image is always live. Although it is
normally only news and sports coverage that are broadcast live on TV, the
concept of TV as a live medium is so strong that viewers experience various
TV programmes (which are not live/direct) as live.

TV creates a feeling of

immediacy

TV creates a feeling of immediacy through the directness of the TV image ±
it addresses its viewers as if it is conducting a conversation with them. This
relationship between the viewer and the TV creates a feeling of intimacy and
familiarity. The following factors contribute to this feeling of immediacy and
intimacy:

Direct address . TV often uses direct forms of address by one individual (with a close-up)
to other individuals who are sitting in front of the set. To the viewer it
seems that presenters and news readers speak directly from the set
because they simulate the eye contact of everyday conversation by
looking straight out of the set and sometimes also looking down.

. Advertisements also contain elements of direct address such as questions,
admonishments and warnings. Sometimes advertisements even go further
by providing jokes and riddles that are based on the presupposition that
viewers share the same frame of reference. Think in this regard of the
Toyota Corolla advertisement on SABC TV in which Lance Klusener and
Allan Donald act. The song ``Pack up all your troubles in your old kit bag
and smile, smile, smile'' refers to the disastrous last run in the semi-finals
of the Cricket World Cup tournament in 1999 when South Africa needed
only one run to win and Donald was run out. In this advertisement the
producer assumed that the viewer shares the same frame of reference and
will see the humour (even mockery) in it. This type of presupposed shared
knowledge is also a form of direct address: it is presupposed/assumed that
the viewer shares the same knowledge and he/she is addressed as an
equal. The presupposition that is made on behalf of the viewer in many
advertisements is more or less: ``We all know what we are talking about''.

. The most obvious form of direct address on TV is the use of ``I'' and
``you'' which is reserved for specific persons. It is used by people who
are regarded as politically neutral figures (such as TV news readers) or by
those in the highest political positions (such as heads of state). Another
strategy of direct address that is used more commonly by politicians is,
for example, to appeal to ``common sense''. Interviewers often ask
questions on behalf of the viewers, for example: ``What the man in the
street would like to know is ...?''

TV's perpetual

presence

. TV's perpetual presence (the fact that TV is there every day of the year)
and its series format (such as in never-ending soapies) enhance the feeling
of immediacy and intimacy. The fixed programme schedule of most TV
channels means that a viewer who watches a particular programme has to
be present at a specific time; otherwise he/she will miss it. This increases
the feeling that TV is alive ± that TV is in the present. The popular TV
dramas work within the framework of perpetual presence and immediacy.
Soapies have this element of perpetual presence (they are there almost
every day of the week). The open-ended series format of sitcoms or drama
series creates a feeling of immediacy by being presented as if it has no
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definite ending ± it is presented as something that is happening now and
is continuing as part of life itself.

The use of the concept

of family

. The feeling of immediacy and intimacy is further reinforced by TV's
constant use of the concept of family. TV has penetrated the domestic
domain and has internalised it in its portrayals, for example by basing its
dramas on it. Centering TV dramas around the family (the domestic
scene) creates a feeling of intimacy; it creates a bond between the
viewer's view of himself/herself (or how he/she should be) and the
programme's central interest. Think here mainly of soapies (Days of our
Lives, The Bold and the Beautiful, Generations, etc.), and how viewers
identify with certain characters (by warning them, advising them, pointing
out dangers to them, etc.) and condemn, hate, criticise, etc. other
characters. It creates the illusion that the viewer is not an outsider, but that
he/she is (jointly) present in the events and adventures of the character(s).
When TV does not address the viewer directly, it creates a feeling of
familiarity between its fictional dramas and the viewer ± a feeling of
familiarity based on the concept of the family which is shared by all.

Radio creates a feeling

of intimacy

Radio, on the other hand, does not have to create a feeling of immediacy
because it is a live medium by far. Unlike TV that has to create the illusion of
immediacy (of being live), radio is by definition always immediate. For radio
it is important to establish a relationship of intimacy with the listener. This
intimacy (personal relationship) can be created by several factors:

. Radio creates the feeling that it is a normal physical interaction during
which one person talks to another. Radio therefore simulates real-life
interaction. The voice of the presenter is a very significant part of the
radio experience. For the listener, the presenter's voice is talking directly
to him/her. Daytime radio presents itself as offering friendship and
company to its listeners who are engaged in day-to-day activities, and in
so doing it establishes an ongoing personal relationship with the listener.
The fact that you can listen to the radio from basically anywhere
reinforces the feeling of radio as a friend: ``someone'' who is always there
to keep you company.

. The linguistic code of radio is very much that of human interaction. You
will find in radio that a team of presenters will make jokes, gossip and
chat informally with one another; and the listener will feel part of the
conversation. The fact that you respond to what has been said on the radio
(for example by laughing or making comments) as if the presenters can
hear you signifies the personal relationship that has been created between
you and the radio. This type of conversation is a simulation of real-life
human interaction and the listener feels part of this experience.

. Radio listeners can interact with radio programmes. The listeners are
sometimes invited to phone-in to give their view, to make a request for a
certain song, etc. Talk radio obvious uses calls for greater participation
and involvement. By picking up the phone and phoning the radio station,
the listener comes into direct contact with a human voice (the voice of the
presenter) and this reinforces a relationship of intimacy between the radio
and the listener.

. Radio listeners can join a programme at any time without having
difficulty to follow the programme, because most radio programmes have
no narrative structure. The radio listener (unlike the TV viewer) can
therefore, for most radio programmes, tune in at any time without
affecting his/her understanding of the programme content. The listener
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can also leave the programme at any time. This is, to a certain extent, also
true of human interaction where you can join a conversation at any time
and leave it whenever you feel like it. In order to join an informal
conversation, you do not have to be there at a certain time and leave at a
certain time. Informal conversations are not structured and have no clear
narrative structure. (Wilby & Conroy 1994, chapter 2)

ACTIVITY 9.4

Listen to any radio programme or watch a TV programme (TV films
excluded), and determine how many of the characteristics mentioned above
you can identify/locate in them.

9.2 LISTENER'S PROFILE

Radio and TV are mass media with a heterogeneous mass audience that
includes listeners of different age groups, gender, social classes, language
preferences, etc. Everybody who owns a radio or TV set becomes a member
of the heterogeneous mass audience.

Radio stations develop their own identity which is directed at a specific target
group. It is impossible to identify a target group for radio as a whole. Each
radio station has its own niche market that it aims to reach. The type of music
that a radio plays, the type of language it uses, the frequency of jingles, the
competitions, the way the programmes are structured, the presenters, etc. are
all factors that make up the identity of a radio station. A station such as Radio
sonder grense with its actuality programmes and panel discussions is perhaps
aimed at a more mature audience, while YFM 99.2 focuses on young people
as their target audience. Even a radio station such as Radio sonder grense has
a wide variety of programmes that are aimed at different audiences. As
listeners, we tend to tune in to radio programmes that relate to our
experiences, values and taste in music.

Albarran and Pitts (2001:7) identify two types of radio listeners: preset
listeners and scanner listeners:

Preset listeners

Scanner listeners

. Preset listeners identify six to eight stations and set the preset buttons on
their radios accordingly. Usually one or two of the presets stations are the
listener's favourite stations; but when these stations do not fulfil his/her
particular need, he/she will move on to another preset station.

. Scanner listeners are people who do station hopping: jumping from one
station to another. These listeners are not loyal to a specific station(s).
Scanner listeners are not concerned with who (i.e. what station) they are
listening to, but with what (music or other programmes) they are listening
to. For scanner listeners, music plays an important role in their selection
of a station.

Where do you fit in?

Conventional family TV presupposes that its domestic audience takes the form of a conventional
family (Ellis 1982:113) and that the conventional family therefore forms the
core of its audience. As indicated in 9.1.3, TV programmes are aimed at a
general audience in a very specific way, namely isolated nuclear families in a
domestic environment. As was shown, this concept of the family forms the
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basis of TV programmes. Examples of programmes where this concept of the
conventional family features strongly are soapies (as discussed in 9.1.3
above).

This image of the conventional family is not depicted in all programmes, but
the family structure remains a dominating and important theme in several TV
programmes. In a sitcom such as Frasier, the ``family'' consists of a divorced
man (Frasier) and his dad (and the latter's dog) who lives with him. However,
Frasier is looking for the perfect partner/mate ± a search for the conventional
family as TV usually portrays it (man, woman and children). In earlier
episodes of the drama series Ally Macbeal the search for a life partner (and
consequently for a family) was a dominant theme.

ACTIVITY 9.5

1. Try to determine in how many TV programmes (TV films excluded)
homosexual couples (as opposed to heterosexual couples) are depicted
as a family.

2. Can one argue that TV programmes are beginning to cater for a broader
view of the concept of family? If yes, provide examples.

When we look at the programme schedule of SABC 1 (TV Talk 2[4], April
2000), different target groups can be clearly identified.

TEXT 1

SABC 1

06:00 Music (E) 17:10 Days of Our Lives (E)

06:30 YO-TV: Bonkers (E) 1 18:00 The Bold and the Beautiful (E)

07:00 Doug (E) 1
07:30 Infomercial (E)

18:27 The Jewish Voice (M/L)

08:00 Days of Our Lives (E) 1
18:30 Saved by the Bell: The New

Class (E)

08:50 TheBold and theBeautiful (E)1 19:00 The Hughleys (E)

10:15 Generations (M/L) 1 19:30 News (X)

10:45 Music (E) 20:00 Generations (M/L)

13:00 Yo-TV: Triplets (E) 1 20:30 Unyana Womntu (X) 1

13:30 Magica (E) 21:00 Ezodumo (M/L)

14:00 C Bear and Jamal (E) 21:30 Jika Jika (E)

14:30 Star Search (E) 22:00 Sisters (E)

15:00 Little Mermaid (E) 1 23:00 Star News (E)

15:30 Goof Troop (E) 23:30 Perfect Alibi (E)

16:00 Echo Point (E) 01:00 Music (E)

16:30 Take 5 (E)

Morning entertainment

6:30±7:30 Various children's programmes (for toddlers and children of
school-going age at primary level)

7:30±10:15 Infomercials and soapies: targeted at those who are at home
during the day (mainly housewives and pensioners)
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Afternoon entertainment

13:00±17:10 Various children's programmes

17:10±18:30 Soapies: adults (and adolescents)

Evening entertainment

18:30±23:30 Family entertainment (husband, wife and child[ren], usually
including adolescents)

With regard to the younger soapie fans (such as adolescents), Hilliard (2000:395)
points out that ``in recent years the subject matter of daytime TV has changed and
becomemuchmorerelevanttotheinterestofyoungviewers ... the`generationgap',
abortion, obscenity, narcotics and political protest are now commonly discussed
and dealt with on the soap operas of TV''.

In the category ``evening entertainment'', a subcategory of ``late evening
entertainment'' can be distinguished which has adults as a target group.
Various late night programmes have an age restriction.

ACTIVITY 9.6

Study the programme schedule of SABC 3 (TV Talk 2[4], April 2000) below
and identify the different target groups.

TEXT 2

SABC 3

06:00 CNN International 18:30 Isidingo: The Need

08:00 AM Shopping 19:00 Family Hour: Murder,
She Wrote10:00 The Liberty Life Learning

Channel 20:00 News (E)

11:30 BBC Learning Zone: Learning
History

20:30 Dharma and Greg
21:00 Frasier (PG: L)

12:30 CNN International 21:30 Ally McBeal

13:00 News (E) 22:30 News Headlines (E)

13:30 CNN International 22:35 Business Brief

15:55 News Headlines (E) 22:50 Computer Chronicles 1

16:00 Sunset Beach 23:20 Larry King

17:00 National Enquirer 00:05 PM Shopping

17:30 Empire 00:35 CNN International

18:27 News Headlines (E/Si) 03:00 BBC Learning Zone: Open
University (Li)

After identifying the different target groups, the question arises: Which TV
programmes and radio stations do adult listeners most like to listen to?
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ACTIVITY 9.7

1. List the types of programmes that you watch on TV and then compare

your preferences with the discussion below.

2. Which radio stations and programmes do you listen to, and why?

Programme

preferences

In an attempt to answer the question on the TV programme preferences of

adults, we will look at the AMPS measurement during the week of

12 December 2005 to 18 December 2005, which were done by the South

African Advertising Research Foundation (SAARF). The following gives an

indication of what the most popular TV programmes for adults are:

SABC 1: Generations

The Bold and the Beautiful

SABC 2: 7de Laan

Muvhango

SABC 3: Isidingo: The Need

Survivor: Palau

e-tv International Smackdown

Live Lotto Draw

MNet: Egoli: Place of Gold

Extreme Makeover: Home Edition

From the above figures, it is evident that soapies are by far the most popular

programmes on every channel (except e-tv).

For radio stations (excluding community radio stations) with the highest

listenership, the RAMS measurement reveals the following:

Ukhozi FM: 20,4%

Metro FM: 17,5%

Umhlobo Wenene FM: 15,4%

Lesedi FM: 12,2%

Thobela FM: 9,7%

Motsweding FM: 9,6%

94.2 Jacaranda FM: 8,0%

94±95 East Coast radio: 6,6%

Radio sonder grense (RSG): 6,0%

5FM music: 4,2%

Is the radio station that you listen to in the top 10? We all listen to different

radio stations, depending on the radio station's identity and our listening

experience. If a radio station attend to your experiences and needs (whether

it's your taste in music, talk shows, actuality programmes, competitions or

language preference), you will tune in to that station.
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9.3 THE FUNCTIONS OF RADIO AND TV

Radio and TV fulfil a wide variety of functions. As listeners, our needs are
not always the same, and radio and TV have to cater for a wide variety of the
listener's needs and experiences

ACTIVITY 9.8

Why do you watch TV or listen to the radio? What expectations do you have
of the radio and TV media? Make a list of all the functions that you think TV
and radio should fulfil.

Windschuttle (1984:179) identifies, amongst other things, the following basic
needs that the media should fulfil:

. Cognitive needs: obtaining information and knowledge.

. Affective needs: the need for emotional and aesthetic experiences, love,
friendship, the desire to see ``beautiful'' things.

. Social integrative needs: the need for strengthening contacts with family,
friends and others.

. Tension-release needs: the need for escape.

Entertainment value

and provision of

information

The primary function of radio and TV is to entertain (the affective need) and
to provide information (the cognitive need). The phrase ``provision of
information'' does not only refer to news and other actuality programmes,
but also to programmes with an educational and guidance function. The fact
that there is such a wide variety of entertainment programmes (such as
sitcoms, drama series, soapies, game shows and music shows) emphasises the
dominant focus of radio and TV on the affective need. Next to this, there is
the focus on the cognitive need: news bulletins and other actuality
programmes, sports, the weather bulletin, etc. keep the listener up to date
on things that happen in his/her country and in the world.

ACTIVITY 9.9

Study again the programme schedule of SABC 3 in activity 9.6 above, and
try to determine which programmes fall in the category of information and
which in the category of entertainment.

``Infotainment'' The difference between entertainment programmes and information pro-
grammes is not always clear. Many programmes with an informative value
also have an entertainment value. In this regard, Jon Baggaley (1989:302±
306) asserts that these functions were artfully combined during the eighties in
the form of ``infotainment''. According to Baggaley, this is typical of the
American style: the news and other informative programmes are interspersed
with advertisements and are presented with a light touch (compare the
entertainment style and content of the American news network CNN with the
more formal, conservative style and content of the British news network
BBC/Sky TV). On SABC TV, news programmes and some of the other
actuality programmes are still presented in a more formal style; and the focus
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is mainly on the provision of information, with very little or no entertainment
value. A good example of what Baggaley calls ``infotainment'' can be seen
in talk shows. Their primary aim is to make a contribution on a specific
subject under discussion (i.e. to provide information), but many talk shows
(on radio and TV) have the characteristics of ``show business''. The
entertainment value is very high in such programmes, so that it is not always
easy to determine where the information ends and where the entertainment
begins. According to JJ Jordaan in Onderrig op pad na 2000: a brave new

world (as quoted by Du Toit, 1994:43), this mixing of information and
entertainment can (firstly) lead to impaired quality in the provision of
information and the obtaining of knowledge. Secondly, the emphasis on
entertainment means that the listener's feelings (the listener's affective side)
are addressed rather than his/her reason (the cognitive side). This, in turn,
leads to intellectual passivity and an uncritical acceptance of information.

Several secondary functions of radio and TV can also be distinguished, such
as persuading or to improve communication (the social integrative need) and
to serve as an escape mechanism (the need for tension-release).

Persuasion Radio and TV are an expensive medium and therefore commercialisation on
various levels is inevitable. One of the direct results of a commercialised
medium is the use of commercial breaks/advertisements. A large part of radio
and TV's income comes from advertisements. Advertisements are aimed at
persuading the listener to acquire an advertised product. Programmes such as
AM shopping and Infomercial on SABC TV show extensively how a
particular product (for example, the Bauer pan) is manufactured, what it can
be used for, why it is so much better than other similar products, how good it
really is, how the listener cannot do without the product, etc. The aim is to get
the listener to buy the product.

Promotes social inter-

action

Radio and TV can encourage discussion (the social integrative need). Radio
and TV do not only help to promote communication between family
members; but also between friends, strangers, people from different cultures,
etc. The soapies, news, sports, music, jokes, prank calls and other actuality
programmes offer listeners an experience everybody can talk about. Common
interests and experiences also promote bonding in any fragmented and
divided society. We all experienced how the Rugby World Cup in 1995
bound our country's people together. Everybody was talking about the
Amabokkobokko's victory, people from different cultures celebrated
together, and a feeling of harmony and reconciliation took hold of the
nation. Many politicians often use sports as an example of a unifying factor
of the South African nation.

Escape mechanism Because of the emphasis on entertainment value, radio and TV offer the
listener an opportunity to escape and to get away from present problems (the
need for tension-release). Radio and TV mainly provide a way to relax. The
viewer can make himself/herself comfortable in his/her recliner chair in front
of the TV and, by pressing a button (on the remote control), he/she can tune
in to entertainment programmes. He/she can escape from reality completely
by avoiding news programmes. Many different TV-channels and radio
programmes offer the listener an opportunity to watch and listen to
entertainment programmes all day without having to watch or listen to news
once. If you wish to get away from reality, then radio and TV offer you a
fictional reality where you can laugh or cry with the characters in a fictional
world and, for a few hours, forget your own problems (and responsibilities).
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SUMMARY

In this study unit we looked only cursorily at some of the distinctive
characteristics of the radio and TV media: their segmental nature, the role of
sound and their perpetual presence. We also looked at how radio and TV view
their target audiences and how provision is made for their audiences in their
programmes. Finally, we focused on the different functions of radio and TV,
with an emphasis on the two primary functions: to entertain and to inform.
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STUDY UNIT 10

The news bulletin (1): the
preparatory phase

OVERVIEW

Before we can begin with the actual writing of news programmes, there are
important decisions and selections that should be made in the preparatory
phase. In this study unit we will deal with some aspects that are important
in the preparatory phase of news programmes. The following two phases will
be explained with concrete examples:

. the decision-making process

. the planning, compilation and format of radio and TV news

OUTCOMES

When you have completed this study unit, you should be able to

. identify the communication goal of the different news programmes

. identify the different types of news sources

. identify newsworthy stories

. organise a news programme

. know the formal (and technical) aspects of radio and TV news

. identify and apply the different formats for radio/TV news programmes

In this study unit and in study units 11 to 12, the terms ``news bulletin''``news bulletin'' and
``news report''``news report'' (also referred to as news segment) will often be used. In order
to be able to understand the discussion, it is important that we first define
these terms. The term ``news report/news segment'' refers to a specific news
story or news item with a particular theme. The term ``news bulletin'' (also
``news programme'') encompasses the following: all the news reports, sports
news (if applicable) and the weather report in a particular radio/TV news
broadcast.

10.1 THE DECISION-MAKING PROCESS

The preparatory process of news programmes entails different decisions that
have to be made before the actual writing of the news programme can
commence. The decisions can relate, amongst other things, to questions such
as the following:

(i) Should the station include news in its programme schedule?
(ii) What kind of news should be included and how much?
(iii) When should news be presented?
(iv) Should news material be purchased, and from whom?
(v) What stories should be selected for the news programme?
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Questions (i) and (ii) are fairly obvious. SABC TV and radio have news
programmes in its programme schedule, including news bulletins of five
minutes, 10 to 15 minutes, or 30 minutes. The quantity of news in the news
bulletin is mainly determined by the duration of the news bulletin. A news
bulletin that is half an hour long will certainly contain more news (and also
more in-depth discussion) than a five-minute news bulletin.

We will briefly discuss questions (iii) to (v) above.

10.1.1 The scheduling of news bulletins

Morning news

bulletin

The type of audience/target group of a news bulletin is a determining factor
in the scheduling of news bulletins. The morning news bulletin is usually for
people who are getting ready to go to work. The news bulletin can therefore
not be half an hour long, but should be relatively short (approximately five
minutes at the most). The morning news bulletin will usually start with
``hot'' news (if there is any), a summary of the headlines of the previous day,
the weather, information about the traffic and information about news events
that can follow in the course of the day.

Evening news

bulletin

The evening news bulletin on TV is usually half an hour long, while it can be
10 to 15 minutes long on the radio. It provides a full account of the day's
most important news events. The audience is interested in the main hard news
of the day and wants to be kept up to date with what is going on in the world
(on that specific day).

On SABC TV the half-hour news bulletin is the main news bulletin and it is, as
was mentioned, broadcast in the evening. The time slot for the different main
news bulletins onSABCTV is from19:00 to 21:00. TheEnglish news bulletin is
broadcast every day at 19:00 on SABC 3. The time slot of 19:00 to 21:00 for
news bulletins on SABCTV falls inside the family entertainment slot. The target
group here is therefore the ``family'': Mom and Dad have returned from work,
and the children are home from school.

10.1.2 Identifying news sources

Reporter The most important news source of the station is of course the reporter.
Where possible, the reporter should experience the news events first-hand.
Even if the news is not live, the recorded story gives a feeling of immediacy
because the reporter reports from the scene itself. If the reporter is not present
on the scene while ``the story'' is happening, the second best thing is to
record eye witnesses, people who were involved and any continuing activity
on the scene.

News agencies Other news sources are the news agencies that supply news to the stations.
These agencies include: Associated Press (AP), Reuters, British Broadcasting
Corporation (BBC), Worldwide Television News (WTN) and Cable News
Network (CNN). For TV there are three important networks: ABC, NBC and
CBS. This network-news sourcing happens through network affiliation.
News wire services such as AP, Reuters and United Press International
distribute news to stations that have subscribed to their services. For example,
SABC TV and radio use the following news agencies: Reuters and the South
African Press Association (SAPA). These agencies supply news to SABC TV
and radio every day of the week. The station's decision regarding which
news agency to purchase news from is based, amongst other factors, on
which news material will reach its target group the best (Walters, 1988:297).
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Many stations use all these means of obtaining news: their own acquisition of
local and international news by their own reporters, and news that is
purchased (be it via a network and/or from news wire services).

10.1.3 Selection of newsworthy stories

In section B of this study guide we discussed five criteria that (can) play an
important role in determining and selecting stories that can be regarded as
newsworthy. The criteria include: timeliness, extent and importance,
prominence, proximity and oddities/deviations. Study those criteria again
and then do the following activity.

ACTIVITY 10.1

The following stories all appeared in a local newspaper. Imagine that you are
the producer of an English news programme on radio or TV. Which of the
stories would you include in your news programme and why?

Story 1: There is tremendous optimism about South Africa's chances to

get the bid to host the Rugby World Cup in 2011.

Story 2: A serial killer is sowing panic amongst Pretoria's female sex

workers.

Story 3: South African girl in USA collects money after floods in

Mozambique and the Northern Province of South Africa.

Story 4: Fourteen men yesterday briefly appeared in a London court on

a charge that they hijacked an Afghan aeroplane last month.

As we mentioned earlier, all four the above stories appeared in a local
newspaper. However, of the four stories, only stories 1 and 2 actually got
coverage on SABC radio and TV. We will now try to find out what the
determining factors for this could have been.

If we look at the five criteria for newsworthiness that were mentioned above,
story 1 meets the following criteria: timeliness, extent and importance,
prominence and proximity. The story is undoubtedly timely/topical. As far as
the extent and importance of the story are concerned, it is clear that the story
is of national interest. Thousands of South Africans (sports enthusiasts,
businessmen, entrepreneurs, etc.) have a direct interest in the story.
Everybody wants to know whether South Africa will get the bid for the
Rugby World Cup in 2011. Therefore, this story duly featured as one of the
main stories on national TV and radio. The story would certainly not have
been as popular if it had been about France's bid to host the World Cup. The
reason is simply because that would not have entailed any benefit to our
country. The criterium of proximity therefore gives the story an aspect of
importance/prominence. Because South Africa is involved, the story gains
greater newsworthiness.

Story number 2 meets the following criteria: timeliness, importance and
proximity. Hard stories with themes such as floods, murder and killings, and
rape have a dramatic element and receive greater news prominence. Hard
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news with these themes always grip people's imagination. Hilliard
(2000:119) points out that ``the story with an obvious conflict (war,
murder ..., a divorce case ...) attracts immediate attention''. If such hard news
is also accompanied by dramatic visual material, the story gets greater
prominence. In the words of Martin Lewis (a BBC newsreader): ``The bigger
the tragedy, the greater the images of the disaster, the more prominence it
acquires'' (as quoted by McQueen, 1998:97). Story number 2 is also a story
of national interest and South Africans have a direct interest in the matter.
People want to know whether there is a serial killer in a certain area, where he
is, whether he has been caught, etc. Story 2 will be presented with visuals,
and could include interviews with the sex workers and the police.

Story 3 appeared in a newspaper with a large black and white photograph. If
we look at the five criteria again, the story meets only the criterium of
timeliness. As was mentioned earlier, the story did not get news coverage on
SABC radio and TV. The person who had raised the money was not a
prominent person. However, if an important figure in the USA had raised the
money, it might have received radio or TV news coverage. The story is not of
national interest, so a national broadcaster such as SABC radio and TV
would not have considered giving airtime to the story. Neither is it a ``human
interest story'' that would have gripped the imagination of listeners or would
have moved their feelings. Even if there had been visual material available, it
is still highly improbable that the story would have received TV news
coverage. The visual material would probably not have contained any
dramatic element, which could have been a determining factor here. (The
aspect of the determining influence of dramatic visual material is discussed in
more detail further on.)

Story number 4 meets the criterium of timeliness, yet this story also did not
appear on radio and TV news. The same arguments that were mentioned
above apply here: the story was not really of national interest to South
African listeners: the aeroplane had not been hijacked in South Africa and the
hijackers were not tried here. The hijackers were also not prominent persons.
The story would most probably have received radio and TV news coverage in
a country such as Afghanistan, because the hijackers are Afghan citizens ±
the criterium of proximity would have been applicable. What is interesting
about the story, though, is that the hijacking drama of the Afghan aeroplane
(by Afghan hijackers) did get quite a bit of news coverage on SABC TV. The
plane landed at London airport to refuel, but the British authorities refused to
grant the aircraft permission to take off. The hijackers kept the passengers
hostage for six days in the aircraft. Such news provides an element of drama
and suspense, because everyone wants to know how it will end. Of course,
visual material of the hijacked aircraft increased the element of suspense.
There is a possibility that if visual material of the trial of the 14 Afghans was
available, it might have gotten TV news coverage here as a follow-up of the
broader news coverage which the hijacking of the Afghan aircraft had
received earlier in the news media.

With TV news it is often not only the abovementioned five criteria that are
important/crucial in the selection of newsworthy stories; there are also other
determining criteria, such as available visual material and simplicity. The
importance of visual material in TV news should not be underestimated.
Visual material is often the overriding principle in deciding whether or not a
story should get TV news coverage. We will now briefly look at two
additional criteria that can be crucial in the selection of TV news.
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(i) Availability of visual material

The availability of visual material, especially of dramatic visual material, is
an important consideration in the selection of stories for news coverage on
TV. Floods, for example, affect many people and provide dramatic visuals.
The destruction of forests, on the other hand, which often leads to floods, is a
daily reality but it is less dramatic as far as visual material is concerned ± and
consequently it features at a lower priority in TV news coverage. McQueen
(1998:102) gives the following example of how dramatic visual material can
be the decisive factor in getting news coverage: violence which erupted
among Hong Kong citizens who were queuing for documentation in front of
the British Consulate got TV news coverage in Britain because a camera team
happened to be there to record the ``dramatic event''. If the camera team had
arrived five minutes later, the story would most probably not have received
news coverage, for the simple reason that there would have been no dramatic
visual material.

(ii) Simplicity

TV news prefers simple stories to complex stories. This is understandable,
given the time constraints of the medium. It is relatively easier to focus on
visual material of people who suffer as a result of wars than to investigate the
more complex causes of their suffering (such as Western ``aid'' in the form
of arms and government subsidies with respect to arms). In this regard, TV
news tends to be more reactive than investigative.

ACTIVITY 10.2

You are the producer of SABC 3's English news programme. Which of the
following stories would you give TV news coverage, and why?

(i) A march by Alexandra school pupils to avenge the death of a fellow
pupil culminated in a bloody shootout with police that claimed the life of
one pupil and injured nine others yesterday. (Due to various factors, no
visual material is available for the story.)

(ii) Outgoing Greater Johannesburg Metro Council Executive Committee
Chairperson Colin Matjila has accepted a top-notch job at Kopano Ke
Matla, the investment arm of the Congress of SA Trade Unions. (No
visuals are available.)

(iii) Four men were arrested for possession of two unlicensed firearms on
Monday. Police were manning a roadblock on MC Botha Drive when
they stopped and searched an Opel Astra with four occupants. (Visuals
are available.)

(iv) President Jacob Zuma had spoken to Saudi Arabia and Nordic countries
to provide capital to buy farms in Zimbabwe for resettlement. (Visuals
are available.)

(v) Eleven-week-old Sheldon Treble is probably the youngest criminal in
the world ± at least his mother thinks so. Born in Taiwan, he was
declared an illegal alien there at the age of only six weeks and was
deported to South Africa earlier this month. (Visuals are available.)

(vi) Rome's city council has withdrawn its support for World Gay Pride
celebrations, scheduled to take place in the Italian capital from July 1 to
9. (No visuals are available.)
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10.2 THE PLANNING, COMPILATION AND FORMAT
OF RADIO AND TV NEWS

10.2.1 The structuring of the news bulletin

(i) The line-up

After news reports have been selected, a line-up (i.e. a list of all the stories)
of the news bulletin usually follows in preparation for the organising and
writing of the news bulletin.

Planning of news

bulletin

Putting together line-ups for radio news bulletins are not as extensive and
time consuming as line-ups for TV news bulletins. Radio news reports are
usually five minutes long and do not require such an extensive line-up. In
radio news writers themselves can put the stories for a five-minute long news
report in the order it will be read on air; while in TV news bulletins putting
together a line-up involves writers, anchors and producers. There are no right
or wrong for organising stories in a news bulletin. Usually the most important
story is at the top, while the least important story is at the bottom. The last
story in a news bulletin is usually a light-hearted one (i.e. a human interest
story).

We will look in particular at the line-up used in TV news bulletins.

The writing of the TV news bulletin that is read on air is only the final phase
in a long, difficult and sometimes complicated process. The planning and
development of a news bulletin that will be read in the evening sometimes
commence early in the day.

This includes a line-up with information on the most important stories of the
day and who has to write which story. The line-up could obviously change
during the day, depending on how stories unfold during the day. The news
editor determines how the line-up of the news bulletin will look like.

Until shortly before going on air, some revisions can still be made to the line-
up in order to incorporate late changes.

Look at the following example of a line-up for the 20:00 English news
programme on SABC 3.
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TEXT 1

2000 English Display 2
2000 English Line-up 04/05/00

NO STORY TITLE *DUR TAPE ID C STAT VT TYPE GRAPHIC CLOCK WRI
SEGMENT 1

AA N-LOGO 00:12 A200 VT START 20:00:00
00:00 20:00:12

1 HEDS 00:30 V/O 20:00:12
H/MBEKI 00:01 90 VT START 20:00:42 NBL
H/HOSTAGES 00:01 91 VT START 20:00:43 VCA
H/ASMAL 00:01 92 VT START 20:00:44 JBU

00:00 20:00:45
2 E-MBEKI 02:00 30 PRE VT MBEKI 20:00:45 NBL
3 E-ZIM 01:30 31 PRE VT ZIMBABWE 20:02:45 NTA

00:00 20:04:15
4 E-HOSTAGES 01:30 32 PRE VT STRYDOMS 20:04:15 VCA
5 E-LOCKERBIE 01:30 33 PRE VT LOCKERBIE 20:05:45 NBL
6 E-BASSON 01:30 34 PRE VT BASSON 20:07:15 RMU

00:00 20:08:45
7 E-ASMAL 01:30 35 PRE VT ASMAL 20:08:45 CWA

00:00 20:10:15
8 TEASERS 00:20 V/O COMING UP 20:10:15

H/CRICKET 00:01 93 VT START 20:10:35 NBL
H/SWEAT 00:01 94 VT START 20:10:36 NBT

BB 1-BREAK 02:00 20:10:37

SEGMENT 2

CC N-BUMP 00:06 501 VT START 20:12:37
00:00 20:12:43

9 E-RECAP 00:30 90 PRE VT 20:12:43
00:00 20:13:13

10 E-MUTUAL 01:30 36 PRE VT IDEAS 20:13:13 VCA
11 E-BANK 01:30 37 PRE VT WORLD BANK 20:14:43 RMU
12 E-LAND 01:30 38 PRE VT LAND BANK 20:16:13 NBL

00:00 20:17:43
13 E-WAKKER 01:30 39 PRE VT WAKKERSTROOM 20:17:43 JBU
14 E-FARMER 01:30 40 PRE VT FARMER 20:19:13 CWA
15 E-BENNI 01:30 41 PRE VT PAGAD 20:20:43 NBL

00:00 20:22:13
16 E-SWEAT 01:30 42 PRE VT SEX WORKERS 20:22:13 NBT
17 E-STORMER 01:30 43 PRE VT KEMPSON 20:23:43 JBU
18 E-CRICKET 01:30 44 PRE VT BACHER 20:25:13 RMU
DD S-BUMP 00:06 502 VT START 20:26:43

00:00 20:26:49

19 E-GOLF 01:30 45 PRE VT GOLF 20:26:49 JBU

00:00 20:28:19

20 E-COULTHARD 01:30 46 PRE VT COULTHARD 20:28:19 JBU

00:00 20:29:49

21 E-SMELL 01:30 47 PRE VT 20:29:49 RMU

22 OUTRO 00:12 20:31:19

EE I-SLOT 00:12 A505 VT START 20:31:31

FF 2-BREAK 02:00 20:31:43

SEGMENT 3

GG W-BUMP 00:06 504 VT START 20:33:43

23 WEATHER 01:50 LIVE 20:33:49 CWA

HH M-CLOSE 00:06 A510 VT START 20:35:39

OUT 00:00 20:35:45

START 20:00:00 TOTAL 00:35:45 STORY REM: 00:00:00 SHOW 00:00:00

END 20:30:00 OVER/UNDER: +00:05:45 STORY ELP: 00:00:00 SEG: 00:10:37

(Adapted material used with the necessary permission of the English news desk at SABC TV)
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The abbreviations used in the line-up represent the following:

. NO: the number of the story.

. DUR: the duration of the story.

. TAPE ID: the number of the relevant videotape recording.

. VT (``videotape'') refers to the visual material on videotape.

. V/O (``voice-over'') refers to voice-over (i.e. visual footage that has been
voiced-over) (the term ``voice-over'' will be discussed in 10.2.2).

. WRI: the writer of the story concerned; the abbreviations (such as NBL
and CWA) below the sub-heading are the abbreviations of the writers'
names (for example, NBL refers to Nadia Bilchik).

. H/HEDS: the headlines of the news programme.

. TEASERS: refer to the stories that will follow after a commercial break.
Just before a commercial break the anchor will give an indication of some
of the stories that will follow after the commercial break. This is done to
hold the viewer's attention for the rest of the news programme.

There is an important difference between the following concepts: VT START
and PRE VT. VT START is used in cases where the visual material on video is
voiced-over by the news reader in the studio (i.e. while the visualmaterial on the
videotape is shown to the viewer, the news reader verbally presents the story).
PRE VT (also refer to as `package') refers to a pre-recorded story that is
presented by the reporter (i.e. while the visuals on the videotape is shown, the
reporter verbally presents the story).

Look at story 2 above in the ``line-up'' for the 20:00 English news
programme on SABC 3.

The story title (also called a slug) of this news report is Mbeki. The duration
of the story is 2:00 minutes. The visual material on video for story 2 can be
found on tape 30. Story 2 was pre-recorded (i.e. the voice-over was done by
the reporter). In contrast to story 1 where no graphics were used, story 2 is
supported by graphics. Story 2 was written by NBL (Nadia Bilchik). Story 2
therefore starts at 20:00:45 and ends at 20:02:45.

At the end of the ``line-up'', a summary of the duration of the news
programme appears. In this case the news programme is 5m:45s too long.
The news crew will have to make modifications in order to fit it into the total
time of 30 minutes allocated for the news programme.

The line-up consists of three segments (or three news blocks). The segments
are chunks of news that are separated by commercial breaks. After segment 1
and 2, commercial breaks follow.

(ii) Placement of news reports in the news programme

News reports are not placed in the line-up in an arbitrary manner, but
according to a particular structure. It is not merely by accident that the story
on the Land Bank in the line-up above is story number 12 and not story
number 3. We will briefly look at different ways of approaching the
placement of news reports in the news programme.

ACTIVITY 10.3

Study any TV or radio news programme and try to determine how it is
structured. How does the news programme start, and what follows
afterwards? Is all the international news presented first and then the local
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news (or is it the other way around)? Where are the sports stories placed, and
with what kind of stories is the news programme concluded?

Different approaches The news bulletin should have an obvious and logical structure that is
consistent so that the listener's expectations are not disrupted. The news
bulletin can be organised in different ways, for example:

. Stories can be arranged from more important to less important (for the
target group concerned), and can be presented in that sequence.

. A structure that is often used is the following: (1) the most important
reports/lead stories ± regardless of whether it is international, national or
local; (2) international; (3) national; (4) regional; (5) local; (6) sports;
(7) conclusion (usually a human-interest story or any unusual/odd event
or issue); and (8) weather.

It is however the newsworthiness of a story that determines where it will be
placed in the line-up. A human-interest story could, for example, feature early
on in the news bulletin depending on the dramatic nature and newsworthiness
of the story.

The 20:00 English news programme (of 13/03/00) on SABC 3 was structured
as follow:

. The news programme starts with a brief summary of the main stories of
the news programme.

Tonight in the news: there is great optimism that South Africa might win the bid
to host the Soccer World Cup in 2006.

A serial killer is creating panic amongst Pretoria's female sex workers.

And the South African queen of beauty products speaks about the dark clouds
gathering around her business enterprise.

. After this, the full news reports follow. The news programme starts with
the most important news/main story of the day (for example, South
Africa's bid to host the Soccer World Cup in 2006).

. After the main story, other important news reports follow ± usually of a
national or international nature (in sequence of importance).

. Then a summary follows of other international news. The transition to news
from across our borders is clearly demarcated (for example, the news reader
could say something like: ``And now, some news from abroad'').

. After this, there is a commercial break. Before going to a commercial
break, an indication is given of some of the most important news reports
that will follow after the break. In the line-up above, this is called the
TEASER. For example: ``Right after this, in the news: the police cracks
down on hundreds of illegal immigrants in the Johannesburg suburb of
Hillbrow'' and ``The fall of Bloemfontein exactly a hundred years ago is
commemorated in the Free State capital''.

. After the commercial break, a short summary is again given of the main
news story. This is indicated in the line-up above with the following: E-
RECAP.

. Then news of a local nature follows.

. Then business news follows.
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. The sports news follows directly on the last news report. The beginning of

the sports broadcast is clearly demarcated with music and graphics.

. The news is concluded with a human interest story or any other event of

an extraordinary or deviating nature. For example: Max, the gorilla, who

caught a thief in his cage in the Johannesburg Zoo or the baby who

weighed 7 kg at birth.

. A commercial break follows, after which the weather report has its slot.

The structure that SABC3news followed here can be summedup as follows: (1)

a summary of the main stories of the day; (2) the most important news report/

main story of the day; (3) national or international news in sequence of

importance; (4) international news; (5) a repeat of themain story; (6) local news;

(7) business news; (8) sports; (9) conclusion: a human interest story; and (10) the

weather.

By giving an indication of the main stories in the news programme, the

producer attempts to stimulate and hold the viewer's interest. The main

reports are placed in different positions in the news programme, with the

intention of forcing the viewer to watch the whole news programme. The

news programme starts with the first lead story; while the second main story

follows after the first commercial break and the third main story only near the

end of the news broadcast. Therefore, if the viewer is interested in the main

stories, he/she will be compelled to watch the entire news programme.

The practice at SABC 3 news to announce before a commercial break some

of the items that will follow after the break (called a ``teaser'') is also an

attempt to hold the viewer's attention.

The practice at SABC TV to give a summary again after the break of the most

important news events of the day enables the viewer who tuned in late to still

catch up.

ACTIVITY 10.4

Take any English newspaper and study the news reports on the first two

pages. Select and organise the reports so that they will be suitable for a half-

hour TV news programme. Determine what the main story will be and then

structure the rest of the news programme according to any of the approaches

we discussed.

10.2.2 The format of TV and radio news

The main difference between radio and TV is that TV combines words and

pictures. TV is an audiovisual medium, while radio is only an audio medium.

When combining words and pictures, clear instructions are needed to ensure

that these two components complement each other. It would be a disaster if

an anchor reads a story on the local elections, while the video footage is

about veldfires in Cape Town. TV news scripts differ from radio scripts in the

sense that TV news scripts contain both the words that the anchor will read

on TV and an explanation of how the video will be used (White 1996:118).
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ACTIVITY 10.5

1. Do you know what the following terms mean?

. a slug

. voice-over

. sound bites

. an actuality

. a wrap

. a copy story

2. Which of the above terms are used in radio news and which are used in
TV news?

The answers to these questions are discussed below.

(i) TV news: two-column format (the split page)

TV news uses a different page format than radio news: TV news uses a two-
column format (also called a split page) to write a news programme.
Because TV deals with both visual and sound elements at the same time, a
two-column format is the ideal vehicle. The two parts of the news text
include the following: VIDEO and AUDIO. Under VIDEO, all the technical
information is given (aimed at the technical personnel in the control room),
while the actual news report (as it will be read) is given under AUDIO.
AUDIO also refers to the information that the news reader can hear,
including instructions and information from the control room. Study the
following two-column format (split page) of SABC TV:

TEXT 2

E-TEMPE A
E-TEMPE
NEWSCAST = English 20:00
PRESENTER = 2/shot
WRITE = jbu
GRAPHIC = @ TEMPE

(***TEMPE***)
(***NADIA***)
A Judicial inquiry into the shooting

at the Tempe military base in September
last year which left nine people dead got
underway at the High Court in
Bloemfontein today.
(***PAT***)
Lieutenant Sebusiso Madubela gunned

down twelve white soldiers and one
civilian before being shot dead by one
of the wounded soldiers on September
the 16th last year.
The Inquiry is scheduled to continue

until the 19th of May ...
(***PAUSE***)
(***TAPE ROLLS***)

ROLL TAPE # = 34 DUR = 01:16
UPS DUR = 01:16
INCUE = The shooting ...
SUPER = 1-Tempe/Bloemfonein; 00:08±00:12
SUPER = 1-Colin Steyn/State advocate; 00:59±01:03
OUTCUE = Richard Newton, SABC, Bloemfontein.
TOTAL = 01:38
DATE = 02/05/00

(Material used with the necessary permission of SABC TV.)
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Information in

the left-hand column

The information in the left-hand column is all the technical information
(video information) which is intended for the technical staff in the control
room. Please note that all the information in the left-hand column is written in
capital letters. The rule is that non-spoken information should be in caps, and
spoken information should be in upper and lowercase letters. The following
information is provided in the left-hand column:

. The title of the news segment/report ± also referred to as the slug (E-
TEMPE). The E- refers to English and the news report is about the
massacre at the Tempe military base, where a soldier shot and killed
several co-soldiers. Each news segment has its own title, which appears at
the top of the news segment.

. The time of the news programme (NEWSCAST = ENGLISH: 20:00).

. The camera shot that will be used (PRESENTER = 2/shot). In cases
where the complete news segment is read by one news reader, the name of
the news reader (e.g. NADIA) is inserted at the category PRESENTER; in
cases where two news readers will read the news segment, the camera
shot is inserted at PRESENTER (as in the text above).

. The writer of the news report (WRITER = JBU).

. The graphics that will be used (GRAPHIC: @TEMPE).

. The number and duration of the relevant videotape (ROLL TAPE # = 34
DUR = 01:16).

. The incue (the first few words) and the outcue (the last words) of the
relevant videotape (INCUE = The shooting ... OUTCUE = ... Richard
Newton, SABC, Bloemfontein).

. The information that will be shown on the TV screen and how long it
should be on the screen (SUPER = 1-Tempe/Bloemfontein; 00:08±
00:12). In this case the information will appear on eight seconds (after the
start of the news segment) and will remain on the screen until the 12th
second. It will therefore be on the screen for four seconds. The term
SUPER (abbreviation for ``superimposition'') is used to refer to the
technique of showing information (of an identifying nature) on the TV
screen (for example, in an interview with the Minister of Sport, Fikile
Mbalula the following identifying information will be shown while the
Minister is speaking: Fikile Mbalula/Minister of Sport).

. The total duration of the news report is given. This includes the duration
of the news report read by the news reader(s) in the studio and, if
applicable, the duration of the insert on videotape (TOTAL = 01:38).

. The date of the news broadcast (DATE = 02/05/00).

Information in the

right-hand column

Voice-over

In the right-hand column the actual news report follows as the news reader
will read it. Above the news report the title of the report is again given
(***TEMPE***). In this news programme there are two news readers and
therefore who has to read which part of the news report is indicated
(***NADIA***) or (***PAT***). The news report also contains pre-
recorded video footage which the reporter Richard has put together. The VO
stands for ``voice-over'', which refers to the playing/showing of video
footage while the news reader presents the story. The news reader is not
shown on TV; only the video footage is shown. (The term ``voice-over'' will
be discussed further in study unit 12.)

Sound bite A voice-over report can include sound bites (referred to as VO-SOT: voice-
over sound on tape). The term ``sound bites'' refers to any sound (such as an
interview with a person) other than that of the reporter or news reader/anchor.
Any comments or selected pieces of an interview made by persons other than
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that of the reporter and the news reader are therefore referred to as sound
bites. (See the discussion on this in study unit 12.)

Computer programs of TV news desks are set up in such a way that all this
technical information is contained in it. The writer merely has to insert the
necessary information or text, (such as the wording of the news report, the
beginning and final words of an insert and information that should be shown
on the screen [the SUPER technique]). The computer program is set up in
such a way that if a news report and a news programme are written, it also
indicates what the duration of that news report and news programme will be.
However, it remains important that the writer take note of the technical
information when writing news programmes. One can use an aid so much
more effectively if one knows what it can do.

ACTIVITY 10.6

1. What does the following technical information mean in a TV news
report?

. GRAPHIC: @ UNION BUILDING

. the slug: E: UNISA

. INCUE and OUTCUE

. ROLL TAPE # = 4 DUR = :49

. SUPER: Mosiua Lekota/Minister of Defence: 00.49±00.52

. VO

. TOTAL: 02.50

2. What is a sound bite?
3. Why is a split page used for TV news reports?
4. What type of information generally appear on the left-hand side and the

right-hand side of TV news reports?
5. What is the purpose of the SUPER-technique?
6. What is the purpose of a line-up?

(ii) Different radio news formats

Copy story The basic radio news story is called a copy story. A copy story does not
include any sound (such as interviews) and is read by the news reader in the
studio. Compare the following:

TEXT 3

South Africa ± floods/Copy
June 20, 2005 ± 15:00
Nadia

The Director General of the Department of Provincial and Local Government,
Zam Titus, says the floods which have ravaged large parts of South Africa since
January have cost the country about 2,2 billion rand. Titus told a parliamentary
committee that the figure is very much an estimate because the exact extent of
the damage is still being calculated. The department's Chief Director of Disaster
Management, Louis Buys, told the Local Government Portfolio Committee that
health ministers from all flood-affected countries in Southern Africa are
coordinating efforts to combat the expected malaria risk.
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Radio news reports include the following information:

. A slug (i.e. the title of the story): South Africa ± floods.

. The slug is followed by the date (June 20, 2005) and time (15:00) of the
story, and the name (or surname) of the news writer.

. The term ``copy'' is included to indicate the story's format (i.e. a story
with no sound).

Other radio news formats include the actuality and the wrap (also called the
wraparound).

Actuality The term ``actuality'' refers to a news story that includes sound (an
interview with a survivor of a car crash, comments by the President, etc.).
The actuality is therefore any other sound (such as comments and interviews)
made by persons other than the anchor or the reporter. A news report can
have more than one actuality. In TV news we refer to these sounds (such as
comments, interviews from people other than the reporter or the anchor) as
sound bites (see the discussion in study unit 12), but in radio news it is called
an actuality. Compare:

TEXT 4

Whites-out/Actuality

June 20, 2005 ± 15:00

Nadia

Violent attacks on white farmers are continuing in Zimbabwe. A farmer active

in the opposition Movement for Democratic Change, Ian Kay, has been

ambushed on his farm by 30 armed men and severely beaten up. Kay's hands

were tied with wire during the attack. Kay says because of his opposition to the

government, he is exactly the kind of man President Robert Mugabe doesn't

like.

INCUE: ``They started ...''

OUTCUE: ``... life.''

DUR: 00.17

It is not necessary to transcribe the actuality. The technician or the anchor
will only physically push the button or click the mouse to play the actuality
on air (White 1996:43). Only the first words of the interview or comment (the
INCUE), and the last words of the interview or comment (the OUTCUE) are
given. In this actuality Ian Kay comments on the situation in Zimbabwe.
Please note that Ian Kay is not the reporter, but someone other than the
reporter or the anchor who is giving his comments on the situation in
Zimbabwe. The duration of the actuality is also indicated: in text 4 the
actuality lasted 00.17 seconds (DUR: 00.17).

The wrap The term ``wrap'' refers to a radio news report which consists of an
introduction (also referred to as the lead-in ± see study unit 12) that is read by
the anchor in the studio and is followed by the reporter's story. The reporter's
story is either pre-recorded or live. In a wrap there are always two voices that
are heard: the voice of the anchor, followed by the voice of the reporter. The
anchor only provides the introduction (the lead-in) for the story that will be
told by the reporter.
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TEXT 5

Chatsworth/Wrap

June 20, 2005 ± 15:00

Nadia

Durban's Chatsworth Police Commissioner, Meshtrie Perumal, has been

transferred with immediate effect in an attempt to restore the credibility and

service delivery of the local police station. This follows a series of complaints

and charges made against local police officers. Subry Govender reports.

INCUE: ``The latest ...''

OUTCUE: ``... Subry Govender, SAFM News DBN.''

Dur: 00.55

The wrap (in this case a pre-recorded report) is only indicated by the incue

and the outcue words. It is only important for the anchor/news reader in the

studio to know when the report begins and when it ends, therefore only the

incue and outcue are provided. The wrap is introduced or set up by the anchor

in the studio with the words: Subry Govender reports. A wrap should always

be introduced or set up by the anchor, so that the listener will know that the

next voice he/she will hear will be the voice of the reporter. A wrap can also

include actualities.

ACTIVITY 10.7

1. Define the following terms:

. incue and outcue

. a slug

. a copy story

. an actuality

. a wrap

2. What is the difference between an actuality and a wrap?

3. Look again at the radio news reports in texts 3 and 4. What does the

following information mean?

. Whites-out/Actuality (text 4)

. Chatsworth/Wrap (text 5)

4. Which term do we use in radio news to refer to sounds (such as

comments and interviews) by persons other than the reporter or news

reader?

5. Which term do we use in TV news to refer to sounds (such as comments

and interviews) by persons other than the reporter or news reader?

6. Which term do we use in radio news to refer to a pre-recorded story by a

reporter?

7. Which term do we use in TV news to refer to a pre-recorded story by a

reporter?
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SUMMARY

In this study unit we looked at a few aspects that are important in the
preparatory phase of news bulletins, before the actual writing process. We
looked at aspects in the decision-making process (such as the scheduling of
news bulletins, the identification of news sources and the criteria for the
selection of newsworthy stories). We focused on the planning, compilation
and format of TV and radio news, which included the line-up of TV news
bulletins, the placement of reports in the news bulletin, the two-column
format of TV news and the different radio news formats: the copy story, the
actuality and the wrap.
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STUDY UNIT 11

The news bulletin (2): broadcast
news writing style

OVERVIEW

In the previous study unit we looked at some aspects that are important in
the preparatory phase of the broadcast news bulletin. In this study unit
general broadcast style guidelines are provided. We will look at

. the influence of the receiver on the writing process

. various style guidelines when writing for broadcasting

The writing process will be explained by means of concrete examples.

OUTCOMES

When you have completed this study unit, you should be able to

. identify the differences between news reports in the newspaper and radio/
television news reports

. recognise and apply certain broadcast writing styles when writing radio
and television news reports

11.1 THE INFLUENCE OF THE RECEIVER ON THE
WRITING OF NEWS BULLETINS

In section B of this study guide you were introduced to the different
structures of newspaper reports. There are important differences between the
writing of a news report for the newspaper and the writing of a radio/TV
news report. In this section we will investigate the crucial influence that the
receiver (listener) has on the writing of broadcast copy.

The ability of the receiver to control the reception and processing of the
message is an important difference between the printed media and the
broadcasting media. The reader of a newspaper report can manipulate the
reading of the report, while this is not possible in the case of the receiver of a
broadcast copy. The latter has to process the verbal and non-verbal
information as it is presented to him/her in ongoing time.

ACTIVITY 11.1

1. For years, you were a reporter for the newspaper The Nation. You
applied for a position at a broadcast station as a news reporter and were
fortunate to get the job. However, you know that the type of receivers of
the message could have a definite influence on how a news report should
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be written (read section B again). What differences are there between the
receivers of the two media (i.e. print and broadcast)? (Think of the
differences between the reader of a newspaper report and the listener/
viewer of a radio/TV news bulletin. What can a reader of a newspaper
report do that a listener/viewer of a radio/TV news bulletin cannot do?)

2. In the activity above you compiled your own list of differences between
the two media. Compare that with the table below. Complete the table
by making a cross in the appropriate column.

Differences in the reading and liste-

ning of news reports

Readers of newspaper reports Listeners/viewers of radio/TV news

reports

(i) receiver can determine the

speed of reading/listening

himself/herself

(ii) receiver can stop at any time

with the reading/listening and

continue later

(iii) receiver can determine the

time of reading/listening him-

self/herself

(iv) receiver can skip certain sec-

tions

(v) receiver can determine the

sequence in which he/she

wants to read/listen to the

report

(vi) receiver can reread a particu-

lar word/sentence/paragraph

(vii) receiver can look up unknown

words in a dictionary without

losing the storyline

(viii) receiver can only hear words;

he/she does not see them

(ix) receiver cannot ask for a

repetition or clarification

(x) receiver gets only one chance

to understand the report

(xi) receiver cannot see the struc-

ture of the report

(xii) receiver has to be guided

through the sequence of the

report

In the activity above you became acquainted with some of the problems in the
writing of radio and TV news reports. There are typical differences between the
twomedia (newspaper and broadcast) that have a direct influence on the writing
of a report. As a radio or TV news reporter you should be continually aware of
these differences. We can summarise the characteristics of radio and TV news
reports (versus the printed media) as follows:

. Thewords that are used and the sequence inwhichnews reports are presented
can usually only be heard, and are not seen. Of course, there are exceptions
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(for example, information such as telephone numbers, statistics, etc. are
usually shown on the TV screen). (Study again the role of sound versus the
role of visual images, as discussed in study unit 9.1.2.)

. The words and sequence (of radio and TV news reports) are presented to
the listener only once. There is no opportunity for the listener to have a
message repeated.

. Usually there is no mechanism for immediate feedback (from the listener),
and therefore no opportunity for the writer to change his/her message
during a broadcast. (News programmes are not presented to a select
audience before the time, in order to get feedback.)

. Although radio and TV have a mass audience, the average audience (at
each broadcast point) consists of a small group of individuals. (Study
again section 9.2 on the listener's profile.)

This means that writers of broadcast copy should strive for maximum clarity
in their formulations so that their messages can be conveyed as successfully
as possible. Because there is no opportunity for the listener to review the
content, to reread the message or to look up unfamiliar words in a dictionary,
the message should be clear. Anything that can obstruct the comprehensi-
bility of the message should be sacrificed for the sake of clarity. For example:
a radio or TV news report consisting of events, names, dates, statistics,
opinions of experts, etc. should offer the information in a certain sequence:
familiar (old) and unfamiliar (new) information should be related. New
information should be understood within the framework of the story (for
example, you cannot introduce a new name without first explaining the
relationship of the new person to the other persons in the story). If a listener
experiences problems in understanding or following a report, he/she might
easily switch off the radio or TV (or switch to another station).

Now we will look at techniques that writers of radio and TV news reports can
use to convey their message as clearly as possible.

11.2 STYLE GUIDELINES FOR WRITING BROADCAST
COPY

In this section we will look at general broadcast writing styles that apply to
both radio and TV.

ACTIVITY 11.2

See if you can spot what is wrong with the following sentences. These
sentences appeared in original broadcast news copies. The answers are given
below.

1. Teams of traditional dancers from various parts of Kenya exposed
themselves to world scouts delegates in a grand performance.

2. About 50 students broke into the college, smashing glass and
chanting ``No cuts, no cuts''. A porter had his hand injured ...

3. The consensus of opinion is that the war will be over within a few
months.

4. Under a plea bargain deal, he could spend as little as 20 years in
prison.
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5. A nasty storm is moving in, thanks to a strong cold front.

6. The board revealed for the first time that the back section of the

plane hit the water first.

7. There is new information tonight, and new concern, about the safety

of some of the top-selling vehicles in this country.

8. There are disruptions to report tonight to airline services at

Johannesburg International Airport.

9. And grieving in Japan for a deadly outbreak of E-coli food

poisoning ...

10. There may be more fighting to be done in Iraq, but the fall of Tikrit

must surely be a major milestone.

(Boyd, 1994:17; White, 1996:23; Block, 2005)

ANSWERS

1. This sentence is ambiguous: it could be interpreted as stating that the

traditional dancers indecently displayed themselves in front of the

world scout delegates.

2. This sentence is also ambiguous: chanting ``no cuts'' could be

interpreted as meaning that the students were not physically hurt when

they smashed the glass.

3. In this sentence the phrase of opinion is redundant, because consensus

means ``general agreement''.

4. Deal is redundant (a plea bargain is a deal) and 20 years is not so little.

5. We do not give thanks to a negative event, rather use because of. The

phrase due to has a positive connotation that means ``owing to'' and

should rather not be used for a negative event.

6. The phrase for the first time is redundant, because reveal already

implies that the information is made known for the first time.

7. The phrase there is new information does not give any information.

Just give the information. Avoid using the dead phrase there is to begin

your sentences (Block 2005). The use of the word new is redundant:

news is supposed to provide us with new information and there is no

need to say ``new information''.

8. See the comments for 7. Avoid the phrase There are/is .... Just report

what is happening: Airline services at Johannesburg International

Airport have been disrupted because of ...

9. Grieving for an outbreak is unheard of.

10. The phrase to be done should be deleted. Major is redundant. Ever

heard of a ``minor milestone''?

How did you score?

. 8±10: You have the potential to become a very good broadcast

copywriter.

. 5±7: You are not far off, but you still need to do some work on your

writing skills.

. 1±4: You need to work hard on your writing skills, but you canmake it.
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11.2.1 Writing for the ear

Writing for radio and TV news means that you are writing for the ear, and not
for the eye. Always remember this simple rule in broadcast writing: you are
writing for the ear, therefore write in a conversational style. Your broadcast
copy should ``read'' natural. Keep the copy plain and simple. Read your copy
aloud to hear how it sounds. If you find it difficult to pronounce the words,
stumble over the words, gasp for breath or if your copy does not sound
conversational, there is something wrong with your report. ``The ear, not the
eye, is the best judge of a well-written broadcast copy'' (White 1996:14).

ACTIVITY 11.3

Read the following newspaper report aloud:

President Robert Mugabe of Zimbabwe, besieged by tenacious domestic

rebellions that continued to threaten his control of key cities, Saturday

promised broad political reforms that he said would transform his

totalitarian regime into a multiparty democracy. (Adapted from White
1996:15)

1. Which words caused you to stumble: besieged, tenacious, domestic

rebellions or totalitarian regime? Did you also gasp for breath when
reading this sentence? What do you think is wrong with this sentence?
How many thoughts are expressed in this one sentence?

2. Rewrite this newspaper report as a broadcast copy that will sound more
conversational. Hint: split the sentence into two sentences so that each
sentence only expresses one thought. The first sentence should express
the main thought of the story.

Here is one possibility:

Zimbabwe's President Robert Mugabe promises sweeping political

reforms that he claims will lead to a multiparty democracy. Mugabe

made the promise Saturday as rebels continued to threaten his control

of key cities. (Adapted from White 1996:15)

Read this broadcast copy aloud. How does it sound? Is it more conversational
and natural? Could you see that the difficult phrases (``besieged by tenacious
domestic rebellions'' and ``totalitarian regime'') were dropped and replaced
by more conversational words?

11.2.2 Keep it simple

Broadcast copywriters agree that writing for broadcasting should be concise,
clear and simple. What does this mean?

. Avoid overloading your broadcast sentence with too much information:
try to keep to one thought per sentence (where possible). See again the
example in activity 11.3 where we split a long sentence into two
sentences, each with a different thought. How long then should a
broadcast sentence be? There is a difference of opinion on how long a
broadcast sentence should be in order to still be understood. As a general
rule, we will follow Canada's Broadcast News organisation's recom-
mendation that the sentence should not be longer than 30 words.
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. Relative clauses that are introduced by relative pronouns (such as which,
whichever, whatever, that and who) can lead to information overload. It is
sometimes better to split sentences with relative pronouns to avoid
possible misunderstandings. Relative pronouns refer back to someone or
something mentioned earlier in the sentence and in broadcasting listeners
can find it difficult to make the link, leading to misunderstandings and
them possibly missing the rest of the story.

. Avoid the use of difficult, hard to pronounce words. Keep your sentences
concrete, and avoid abstract words or phrases. You should paint a picture
with words for the listener. The listener should be able to picture in his/
her mind what you are talking about. Abstract or unfamiliar words (such
as tenacious, besiege obliterate and intercede) should be replaced by
more familiar words. Expressions or phrases that sound abstract should be
related to things people are familiar with. (See the example in activity
11.4 below.)

. When writing for broadcasting, it is always good to visualise one person
(preferably someone you know) whom you are writing for. This will help
you to tell your story in a conversational manner and makes the report
more personal.

(White, 1996:13; Boyd, 1994:43; Whitaker, et al 2000:223; Wilber & Miller, 2003:187)

ACTIVITY 11.4

1. Rewrite the phrase ``the 281 meters long Nelson Mandela Bridge'' to
make it more concrete. Paint a visual picture with words for the listener.
Split the sentence into two sentences.

The 281 meters long Nelson Mandela Bridge symbolises freedom

for those who had to free South Africa of apartheid.

2. How can the following sentence be improved for broadcasting?

Die Son, an Afrikaans weekly tabloid that publishes on a Friday

and usually features a topless girl on page 3 reported that Eugene

de Kock, who is serving his 20-year term in Pretoria's C-Max

prison is writing as a freelancer for the paper during the practical

component of his course in journalism.

3. Rewrite the following newspaper report for broadcasting. First read the
report aloud and then identify words or phrases that are difficult or hard to
pronounce and replace them with more conversational alternatives. You
should break up the sentence into two sentences. Determine which one is
the main thought of the report and start your broadcast report with it.

The Conservative Party of the Spanish Prime Minister, Mr Jose

Maria Aznar, has claimed a historic victory in the general elections

yesterday, which gives the rightists a majority in the legislative

authority as never before since the reinstatement of democracy

after the death of Franco in 1975.

ANSWERS

1. The Nelson Mandela Bridge is a symbol of freedom for those who fought

against apartheid. The bridge is almost the length of three rugby fields.
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2. The Afrikaans tabloid newspaper Die Son reported that Eugene de Kock

is writing for them as part of his practical studies in journalism. De

Kock is currently serving a 20-year jail term in Pretoria's C-Max

prison. Die Son is an Afrikaans weekly newspaper known for its topless

girls on page 3.

3. The Conservative Party in Spain has had a clean sweep in the country's

general elections. This is the first time that the Conservative Party achieves

a clear majority in parliament since Spain's return to democracy in 1975,

after the death of the rightist dictator Francisco Franco.

Can you see how we replaced the difficult words ``legislative authority'' and
``reinstatement'' with ``parliament'' and ``return'' respectively? We also did
not include the name and title of the person in the broadcast copy because it
would clutter the information. You should decide whether information such
as the name and title of the person is newsworthy and should be included. In
this copy the focus is on the overwhelming majority achieved by the
Conservative Party in Spain in the country's general elections, a first since
1975. See the discussion below on how to deal with names, titles and
attribution.

11.2.3 Use of attribution

Look at the following two sentences. Which one do you think will be better
for inclusion in a broadcast copy?

(i) Police say the 13-year-old hijacker held a knife to the driver's throat.

(ii) The 13-year-old hijacker held a knife to the driver's throat, according to

the police.

In broadcasting the general rule is to put the attribution (i.e. ``the WHO says
it'') at the beginning of a sentence, such as in the first sentence. ... Avoid
beginning sentences with ``according'' (Boyd 1994:44). Just state who says
what: Experts say ...; President Robert Mugabe claims ...; SAPA reports ...;

etc. (Can you see how we refer to age in broadcasting? We place the person's
age before the noun: 13-year-old hijacker and 15-year-old Nimish Reddy.We
only include age in broadcasting when it is newsworthy. In this case the age
is included because hijackers are not usually children or teenagers.)

Too much attribution can clutter a sentence and make it difficult for the
listener to absorb the information. Compare the following two examples.
Which one will you use in a broadcast copy?

(iii) The Home Affairs department's Director General, Jeff Maqethuka,

confirmed that 12 officials were suspended on charges of corruption. He

told reporters a short while ago that the department is taking a zero-

tolerance stance on corruption.

(iv) Twelve officials in the Department of Home Affairs have been suspended

on charges of corruption. The Department's Director General Jeff

Maqethuka said at a press conference a short while ago that the

department is taking a zero tolerance stance on corruption.

In example (iii) the sentence begins with the name of a not so well-known
official. Boyd (1994:70) points out that ``the message is often more important
than the messenger''. In example (iii) the WHAT (the suspension of corrupt
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officials) is more important than the WHO (Home Affairs department's

Director General, Jeff Maqethuka). In example (iv) the WHAT is reflected in
the first sentence. It is only in the second sentence (in example [iv]) that the
``who says it'' is introduced. As you can see from example (iii) names and
titles can clutter the information unnecessary. You should determine when a
person's name or title is newsworthy and whether it should be included in the
leading sentence. If the listener knows the person's name better than his/her
title or organisation, his/her name should be given first (and vice versa). A
well-known name such as Nelson Mandela, President Jacob Zuma or
President Barack Obama of America can be included in the leading/first
sentence. However, in example (iv) we first provide the name of the
organisation (Department of Home Affairs), followed by the title (Director

General) and then the name (Jeff Maqethuka), because the listener will be
more familiar with the organisation and title than with the person's name.
The golden rule is: Begin with the familiar and then work your way through
the unfamiliar. You will find that in broadcasting the title usually precedes
the name, for example: The Transport Minister, Sibusiso Ndebele, confirms

that ... or The Health Minister, Aaron Motsoaledi, told the international

delegates ...

When should you use attribution? Boyd (1994:70) and Whitaker et al

(2000:227) give the following guidelines for making attributions:

. Obvious facts or uncontested facts do not need to be attributed: Twelve
officials in the Department of Home Affairs have been suspended on

charges of corruption.

. When a statement is controversial or contentious, an attribution should be
included: Police say they have evidence linking the 13-year-old hijacker

to other crimes in Gauteng.

. Statements that are clear opinions (not facts) should be given an
attribution. In this case the attribution serves as a signpost to indicate that
we are dealing here with an opinion: Police spokesperson, Wicus

Holtzhausen, says today's operation was successful.

. Stories should only begin with the name of a person if the person is
widely known, such as Nelson Mandela.

. If the name of the person is not known, but his/her title and/or
organisation is widely known, then the attribution should begin with his/
her title and/or organisation's name, followed by his/her name (if
necessary): The Education Minister, Angie Motshekga ...

. If the person's name is not well-known but important, then an identifier
should be used before the name: Last night's winner of the 16-million-

rand jackpot, Melville Meintjies, says ...

. Another way of dealing with unknown names, is to provide a warm-up
lead and to then use the person's name: A local doctor has appeared in

court on charges of sexual harassment of several of his patients. Randall

Jacobs has pleaded not guilty on all the charges.

Attributions in radio and television operates differently: in radio the title and
name of the interviewee should be spelled out verbally, while on television
the name and title of the interviewee can be displayed on the television
screen, and the interviewee need not be verbally introduced (Boyd 1994:70).

Closely linked to attribution is the use of quotes. In broadcast reports quotes
are usually paraphrased. Look at the following two examples and identify
which one will work better in broadcast copy:

290



(v) ``I think all of us will agree that it is better to have instability rather than

to have corruption,' President Zuma said.

(vi) President Zuma said that it is better to have instability than to have

corruption.

In example (v) the words of President Zuma is quoted directly. On radio or
television this quote could easily be misunderstood because the quote would
be made by the newsreader.

Example (vi) is a paraphrase of example (v). Example (vi) begins with the
attribution and therefore makes clear from the onset who said it. Rather use
paraphrasing in broadcasting, because it can eliminate unnecessary words
and enhance clarity (Whitaker et al 2000:226).

ACTIVITY 11.5

Improve the attribution in the following sentences.

1. Several firearms were confiscated and minibus taxis were impounded in

the first crackdown on the violent confrontation between taxi and bus

operators, according to police and security personnel.

2. The police operation follows yesterday's high profile meeting between

Bheki Cele, the national Commissioner of Police, Sibusiso Ndebele, the

Minister of Transport and Jeff Radebe, the Minster of Justice.

3. The chairman of Business SA, the Director General of AMB Industry,

Claude Hendricks, has called on the Government to provide tax

concessions to make businesses in South Africa more profitable. He has

called on Government to implement tax concessions as soon as in the

following tax year (adapted from Boyd 1994:70).

ANSWERS

1. Here the attribution should be placed at the beginning of the sentence:
Police and security personnel have confiscated several firearms and

have impounded minibus taxis ....

2. Here the titles should precede the names of the persons: The police

operation follows yesterday's high profile meeting between the national

Commissioner of Police Bheki Cele, the Transport Minister Sibusiso

Ndebele and the Justice Minister Jeff Radebe.

3. There is a cluttering of names and titles in this sentence. Split the
sentence into two sentences. Begin the sentence with the reference to
Business SA itself rather than a name and a title. Listeners may be more
familiar with Business SA than with ``the Director General Claude
Hendricks'': The chairman of Business SA is calling for tax concessions

to make business more profitable. Claude Hendricks, Director General

of AMB Industry, wants Government to implement tax concessions for

business as soon as 2006.

You will see in example 3 that the name ``Claude Hendricks'' precedes
the title ``Director General of AMB Industry''. The reason for this is that
the title is not important. By beginning the second sentence with the
person's name, the report is personalised by providing a name for the
phrase ``the chairman of Business SA''. The title ``Director General of
AMB Industry'' is not important and can easily be omitted.
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11.2.4 Creating a feeling of immediacy

In order to create a feeling of immediacy, broadcast reports frequently use the
present tense (or the present perfect tense). The present tense gives the
impression that the event is ongoing, even if the story is already several hours
old (Wilber & Miller 2003:185). Compare the following two examples:

(i) A woman was shot and wounded earlier today as she walked past a

house in Thabong. (Past tense)
(ii) A woman has been shot and wounded earlier today as she walked past a

house in Thabong. (Present perfect tense)

The present perfect tense in example (ii) creates the feeling of immediacy.
Rewrite the following report by giving it a sense of immediacy. Begin the
report by focusing on the event as if it is ongoing.

(iii) Police called off their search for the missing 6-year-old girl who went

missing on Friday night. The search will continue tomorrow morning.

The best way to create a feeling that the event is still ongoing is to begin this
broadcast report with the search that will resume the next morning: Police
will resume their search tomorrow for the 6-year-old girl who has been

missing since Friday night.

Creating a sense of immediacy in your reports does not mean that all the
sentences should be in the present or present perfect tense. It is acceptable to
mix tenses in your broadcast report, but begin your report in the present tense
whenever possible.

White et al (2000:33) and Boyd (1994:71) warn against using the word
``yesterday'' in broadcast news reports because it takes away the feeling of
immediacy. Never begin your sentence with this word. Try to freshen up your
story and see if you can avoid using it. If it is not possible to avoid using
``yesterday'', it should appear further in the story and never in the leading
sentence. Look at how the word ``yesterday'', which appears in the
newspaper report, is avoided in the broadcast copy:

Newspaper report

The Conservative Party of the Spanish Prime Minister, Mr Jose Maria Aznar,

has claimed a historic victory in the general elections yesterday, which gives

the rightists a majority in the legislative authority as never before since the

reinstatement of democracy after the death of Franco in 1975.

Broadcast report

The Conservative Party in Spain has claimed a historic victory in the

country's general elections. This is the first time that the Conservative Party

achieves a clear majority in parliament since Spain's return to democracy

after the death of Francisco Franco in 1975.

If the story is about something that happened a short while ago or is still
happening while the story is being aired, you could stress the immediacy of
the story with specific time phrases such as ``a short while ago'', ``earlier this
evening/morning'', ``at this very moment'', ``any moment now'' and ``just
after midday''. (See examples [i] and [ii] above to see how the specific time
reference ``earlier today'' is placed close to the verb[s] it describes). Specific
time references heighten the effect of immediacy of news reports (White et al
2000:32±33).
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11.2.5 Use the active voice

The use of the active voice puts the focus on the action rather than on the

process. The active voice makes the report more concrete and lively. Which

one of the following two examples will you include in your broadcast copy?

(i) Three motor coaches and three trailers were damaged by angry

commuters. (Passive voice)

(ii) Angry commuters damaged three motor coaches and three trailers.

(Active voice)

The second example places the focus clearly on the action. The focus is on

the ``angry commuters'' and is followed by the result of that anger: damaged

coaches and trailers.

The active voice is used more frequently in radio and TV news reports than

the passive voice. This is understandable if one bears in mind that the active

voice is more dynamic and has greater impact. It also lends a more ``lively''

character to the news report: the listener experiences the news report as if it is

still happening, while most news reports are of course not ``live''. By using

the active voice (as opposed to the passive voice), we are not implying that

the passive voice is redundant.

ACTIVITY 11.6

1. Rewrite the following sentences in the present tense to create a feeling of

immediacy.

(a) When we spoke to the Coca Cola Company, they said that they

would continue with development projects in Mozambique.

(b) The South African cricket team wrapped up their tour in

Australia earlier today and headed home.

2. Rewrite the following sentence in the active voice.

An extensive agreement of co-operation has been announced a little

while ago between the Italian industrial giant Fiat and the world's top

motorcar manufacturer General Motors.

ANSWERS

1. (a) The Coca Cola Company say they will continue with development

projects in Mozambique.

(b) The South African cricket team are on their way home after

wrapping up their tour earlier today.

(In sentence [b)] the focus is placed on the continuing action, namely

that the players are on their way home.)

2. The Italian industrial giant Fiat and the world's top motorcar

manufacturer General Motors have just announced an extensive

agreement of co-operation.
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11.2.6 Use strong, descriptive verbs

Which of the following examples would you choose for broadcasting?

(i) Aid workers are still finding villages that are inaccessible because of the

floods.

(ii) Aid workers are still finding villages that have been cut off from the

outside world by the floods.

The verb ``cut off'' in example (ii) does not only say what happened, but also
``how'' it happened. The expression ``cut off'' has a definite connotation and
gives the listener a sharp visual image: the verb does not merely tell the
listener what happened, but also gives him/her a ``feeling'' of what
happened: it was a drastic, sudden ``cut off'' from the outside world.

11.2.7 Limiting use of adjectives, adverbs and figurative speech

As we already said, broadcast news reports should be concrete and simple.
Frequent use of adjectives, adverbs and figurative speech can obscure the
listener's understanding and provide unnecessary detail. The use of adjectives
and adverbs are only justified when it adds to the meaning of the report.
Overall, adjectives, adverbs and figurative speech should be avoided.

Compare the following examples.

You can describe Zuma's inauguration as president as follows:

(i) The title of a Charles Dickens novel could today be the hallmark of the

majority of South Africans as the new day unfolds over the long

oppressed country. ``Great Expectations'' are floating through the

valleys, over the hills and through urban ghettos; while President Jacob

Zuma is being inaugurated, the dawning of a new dispensation for the

majority of the South African nation.

However, if you describe the inauguration as follows, you will convey
more information more clearly and in much less time:

(ii) South Africa's President Jacob Zuma today took the oath of office and

committed himself to what he called a ``new'' nation. Zuma says he

wants to accommodate all South Africans in the new government. He

also committed himself to creating new opportunities for disadvantaged

communities.

11.2.8 Use of numbers and statistics

Numbers should be rounded off. Use approximations such as nearly, almost
or more than to simplify numbers (Whitaker et al 2000:228). Wilber and
Miller (2003:189±190) provide the following basic rules for numbers and
statistics:

. Numbers should be rounded off: 1 824 000 should be given in
approximations such as just more than 1,8 million or nearly two million.

. The convention is to write out numbers as follows:

± numbers one to eleven should be written out in words
± numbers 12 to 999 should be written in figures (and be rounded off,

where possible)
± numbers over a thousand should use a combination of both, for

example: 23-thousand rand, 23 million rand; 23-point-five million
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rand; two-point-one million rand (rounded off as: just more than two

million rand)

. Numbers that show specific differences should remain exact. For

example: The final score was: Blue Bulls 10, Free State Cheetahs 9.

. For numbers that tell time, a combination of word and numerals should be

used (in accordance with the guidelines given under the second bullet

above). For example: The rugby kicks off at five-15 P-M on Saturday.

But: The rugby kicks off at five o'clock P-M or The rugby kicks off at 12

o'clock P-M. (A-M and P-M are hyphenated to make it easier for the

news reader to pronounce.)

. Do not say a million but rather one million. Listeners can easily confuse a

million with eight million (see Boyd 1994:76). The use of a (as in a third,

a million) should be replaced by one (as in one third, one million) when

used in combination with numbers.

When using numbers in broadcasting, listeners should be able to grasp the

numbers or statistics easily. The numbers should paint a clear picture in the

listener's mind.

ACTIVITY 11.7

1. Rewrite the following numbers for broadcasting:

(a) Aznar's party drew 48,5% of the vote and the Socialists 32,1%.

(b) His basic salary is R12 245 567.

(c) In Gauteng 246 543 people are without jobs.

(d) There were 48 964 people at the Currie Cup final at Loftus.

(e) The Scorpions recovered 11,5 million rand this year.

2. Rewrite this story for broadcasting.

The rate of inflation has continued to rise over the past 6 months,

according to figures by the Reserve Bank, which show that the retail

price of staple foodstuffs has increased by 13 per cent ± 4 per cent

higher than the average inflation price (adapted from Boyd 1994:50)

3. Rewrite the following story for broadcasting.

Thunderstorms that rage through the Northwest Province, and bad

weather elsewhere, have been blamed for at least 96 deaths and the

presumed drowning of a man from Brits swept away by a swollen creek

the night before he was to be married (adapted from White 1996:25).

11.2.9 Use of pronouns

Pronouns (she, he, him, it, her, etc.) can be very useful in broadcasting

because it eliminates the need to repeat a person's name. The problem with

pronouns arises when they are used too far from the person's name they refer

back to, or when two or more names are mentioned in the same sentence. In

which of the following two examples does the pronoun causes difficulty?
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(i) Kekana claimed it was his partner Fido Baloyi who had forced him to

commit these crimes. He was shot in the leg when police tried to arrest

him.

(ii) Judge Leeuw found Kekana guilty on several charges of rape and

murder. He was sentenced to 15 years' imprisonment.

It is only in example (i) that the pronoun he causes difficulty because we do
not know who was shot: Kekana or Baloyi? By replacing the pronoun with
the name Baloyi or Kekana, the necessary clarity is provided.

ACTIVITY 11.8

Use the broadcast style guidelines discussed above to improve the following
reports so that it is suitable for broadcasting. You can add or omit information
where necessary.

1. Today a self-confessed rapist was found guilty in the Temba Circuit

Court of the brutal slaying of an infant, her mother and her

grandmother in a spree of rape and murder that shocked the nation.

William Kekana who had attempted to blame his dead accomplice,

Charles Fido Baloyi, for the murders, rapes and abduction of Janine

Drennen, her one-year-old daughter Kayla and her grandmother

Hester Rawstone in July 2003 was described by Judge Monica Leeuw

as a ``pathological liar'' and ``highly incredible''.

William Kekana was found guilty on all the charges that he faced by

Judge Monica Leeuw in Temba Circuit High Court.

The Drennen family waited in silence for the verdict, but often details

of the occurrence made them gasp in shock and at times sobs of loss

and sadness could be heard.

``I am fortunate to have my wife, family and friends with me here

today to support me through this terrible ordeal. I am, however,

happy that he will be punished for the crimes he has committed'', said

Cliff Rawstone, father, fianceÂ and son of the victims.

2. Police from the Western Cape are looking for a man who

impersonated a police officer, a N-I-A agent, and a census taker to

get into the homes to assault female residents.

Police believe all four break-ins were by the same perpetrator. Three

of the victims were Sepedi speaking women, leading police to believe

that the attacks were not done at random.

Police said sexual assaults have taken place twice and were

attempted in the other cases.

Gauteng police are also talking to investigators to see if there is a

link between these and the September 15th, 2005 slashing of a Sepedi

speaking flight attendant in her Johannesburg apartment.

Police advise residents not to open their doors unless they are

absolutely sure who their visitors are.

[Adapted from Attkisson & Vaughan 2003:32]
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Possible answer to question 2:

The hunt is on for a man who impersonated a police officer, a NIA agent and

a census taker to get into homes and assault women. Authorities believe the

same man is responsible for four separate break-ins. He may be targeting

Sepedi speaking women because three of the four victims are Sepedi

speakers. Two were sexually assaulted. The police is investigating the

possibility that the cases are linked to the murder of a Sepedi speaking flight

attendant in her Johannesburg apartment last year. (Adapted from Attkisson
& Vaughan 2003:32)

SUMMARY

In this study unit we highlighted the determining influence that receivers of
radio-TV news bulletins have on the writing of radio-TV news reports. We also
looked at specific broadcast style guidelines such as:

. a conversational writing style

. writing direct and simple

. the use of attribution

. creating a feeling of immediacy

. the function of the active voice

. the limited use of adjectives, adverbs and figurative speech

. the use of numbers and statistics

. the use of pronouns

In the next study unit we will apply these guidelines in the actual writing of a
radio/TV news report.
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STUDY UNIT 12

The news bulletin (3): writing
radio and TV news reports

OVERVIEW

In the previous study unit we looked at broadcasting style guidelines that

are helpful in writing radio and TV news reports. In this study unit the actual

writing of radio and TV news reports will be our focus. We will look at the

differences between radio and TV news bulletins.

OUTCOMES

When you have completed this study unit, you should

. have some knowledge about the differences in writing for radio and TV

. be able to write radio and TV news reports

12.1 WRITING RADIO AND TV NEWS COPY

Where should we begin? When writing radio and TV news reports, it is

important to determine what the main point of the story is. You should be

clear in terms of what point you want to convey.

12.1.1 The lead sentence

The opening sentence (called the lead sentence) is themost important part of the

news report and should grab the attention of the listener. You should decide

whether you want to use a hard lead or a soft lead. A hard lead gives the vital

details of the story, while a soft lead uses a more subtle approach and ``warms

up'' the audience to the news that will follow. The soft lead does not actually

contribute to the facts of the story and can easily be omitted. It gives the listener

time to shift his/her attention to the news (White 1996:38±39).

Hard lead: At least 30 people were injured when a building collapsed in

downtown Johannesburg today.

Soft lead: A building collapsed in downtown Johannesburg today. 30

People have been injured.

The problem with the soft lead is that it can slow down the news report and

take up valuable time in the news cast. On the other hand, the soft lead adds

variety to the news report. The hard lead is used more often in hard news

stories (such as in crime or accident stories), while the soft lead is used for

soft news stories (such as human-interest stories).
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As we explained in section B, the lead has to provide answers to at least the
following questions: Who, What Where, When and Why (the 5 Ws), and How

(referred to as the 5 Ws and H rule).

. What happened?

. Where did it happen?

. When did it happen?

. Who was involved?

. Why did it happen?

. How did it happen?

In the lead At least 30 people were injured when a building collapsed in

downtown Johannesburg, the following wh-questions are answered:

. What has happened? 30 people injured when building collapsed

. Where did it happen? Downtown Johannesburg

. When did it happen? Today

How manyof the 5Ws

and H questions should

be in the lead sentence?

The question is: How many of the 5 Ws (What, Who, Where, When, Why) and
H (How) questions should be answered in the lead sentence of radio and TV
news reports? Including all six of the W and H questions in a radio and TV
news report might be overwhelming for a listener. Individual listeners are
simply not able to process so much information so rapidly, especially at the
beginning of a story where he/she still has to figure out what the story is all
about. Remember that listeners hear the news only once and therefore cannot
return to certain points for clarification, as in the case of the printed media.
The listener should be able to grasp the lead the first time he/she hears it. The
writer should determine which two or three questions are the most important
in each story. Usually the following 4 Ws get answered in the lead: What,

Who, When and Where. There is too little time in news reports to elaborate on
the Why and How questions. These two questions are usually answered in the
body of the report. By the end of the report, all the Ws and H questions
should be answered.

The lead sentence should be no more than 30 words (where possible); should
be simple and direct; and should grab and hold the listener's attention (Boyd
1994:55). You should decide what the main point of the story is and where to
put it in the lead: right at the beginning or later in the lead sentence. Some
writers believe that by putting the main points at the beginning of the lead
sentence, the risk is that the main point may easily slip by unnoticed for
listeners (Boyd 1994:57). However, by putting the main point at the
beginning of a sentence, he/she can heighten the immediacy and interest in
the story, and grab the attention of the listener immediately. Compare:

(i) At least 30 people have been killed when a building collapsed in

downtown Johannesburg. (main point at beginning of lead sentence)
(ii) A building collapsed in downtown Johannesburg today, killing at least

30 people. (main point at end of lead sentence)

ACTIVITY 12.1

Use the following information to write a hard lead sentence that is suitable for
a radio or TV news report. You may omit information which you think are
unnecessary. First determine what the main point of the story is.
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1. Police say a truck carrying toxic waste overturned on the N1 near

Roodepoort, Johannesburg, producing smoke that could be deadly.

Rescue workers have been dispatched to the scene, but it's unknown if

there are any injuries. No other information is known right now.

(Adapted from Attkisson & Vaughan 2003:131)
2. A lone gunman who held 25 children hostage at a day care centre in

Kuils River has been shot and wounded by police earlier today, ending a

28-hour siege by the lone gunman. All hostages were freed and taken to

hospital for observation.

ANSWERS

1. Rescue workers are now rushing to the scene of a truck accident near

Roodepoort in Johannesburg where possibly toxic smoke is billowing

from the scene of the accident.

2. Police has ended a 28-hour hostage drama at a day care centre in Kuils

River, Cape Town, earlier today where a gunman held 25 children

hostage.

12.1.2 The lead-in

ACTIVITY 12.2

1. Compare the radio and TV news reports in texts 1(a) and 2(a), and
identify the lead sentence in each. Which W-questions (Who, What,

Where, When and Why) are answered in each of the lead sentences?
2. Compare the two radio news reports (i.e. texts 1[a] and 1[b]) and

identify the structural difference between the two reports. Pay particular
attention to how the reports are structured/organised. (Do not focus on
the difference in content.)

3. Compare the two TV news reports (i.e. texts 2[a] and 2[b]) and identify
the structural differences between the two reports. Pay particular
attention to how the reports are structured/organised. (Do not focus on
the difference in content.)

TEXT 1(a): Radio news report

CHATSWORTH/Wrap
May, 10, 2011 ± 15h00
Mansfield

Durban's Chatsworth Police Commissioner Kay Naidoo has been transferred
with immediate effect in an attempt to restore credibility and service delivery to
the local police station. This follows a series of complaints and charges made
against local police officers. Subry Govender reports.

INCUE: The latest ...
OUTCUE: Subry Govender, SAFM news
Dur: .40

(XXX)
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(The report section that is presented by the reporter Subry Govender in the
radio news report above is not transcribed for the news text. The material can
be pre-recorded or be live, and the story is told by the reporter; it is not
necessary for the news reader in the studio to have a fully transcribed version
of the story. only the opening (incue: The latest ...) and closing words
(outcue: Subry Govender, SAFM news) of the reporter's story are given.)

Answer to question 1:

Lead sentence: Durban's Chatsworth Police Commissioner Kay Naidoo

has been transferred with immediate effect in an attempt to

restore credibility and service delivery of the local police

station.

W-questions answered in lead sentence:

Who: Durban's Chatsworth Police Commissioner Kay Naidoo

What: Chatsworth's Police Commissioner has been transferred to

restore credibility and service delivery of the local police station

Where: Durban, Chatsworth

TEXT 1(b): Radio news report

CELL/Copy
May, 10, 2011 ± 15h00
Mansfield

Minister Ivy Matsepe Casaburri has dismissed claims that there was political
interference in the process of licensing the third cellular operator. Casaburri says
weekend newspaper reports about the alleged political interference misinformed
the nation. Last month, SATRA named Cell-C as the preferred bidder. The
reports said that SATRA was to have made a final recommendation on Friday to
Matsepe Casaburri, but was apparently forced to postpone the move.

(XXX)
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TEXT 2(a): TV news report

E-SPAIN

BULLETIN = English 19:00

WRITER = SDK

PRESENTER = TUMI

GRAPHICS = @ AZNAR

(***SPAIN***)

(***ANCHOR***/TUMI)

The Conservative Party in Spain has had a clean sweep

in the country's general elections.

This is the first time that the Conservatives achieve a

clear majority in parliament since Spain's return to

democracy in 1975, after the death of the rightist

dictator Francisco Franco.

(***PAUSE***)

(***TAPE ROLLS***)

(***VO***/***REPORTER: SEBETSO****)

The centre-rightist People's Party of the Prime Minister,

Jose Maria Aznar, has walked away with 183 seats ± 7

more than was necessary for an outright majority and

more than opinion polls predicted.

ROLL TAPE# = 106 DUR 1:07

UPS DUR = 1:07

INCUE = The centre-rightist ...

SUPER = 8-MADRID; 00:00±00:04

OUTCUE = ... Sebetso, reporting, Madrid.

TOTAL = 01:25

DATE = 13/03/11

This means that Mr Aznar is no longer dependent on

the support of Nationalists in the regions, who helped to

maintain his minority government in its first term.

Experts say the 47-year-old Mr Aznar's government is

one of the very few conservative governments in

Europe where there has been a swing to the left in

recent years.

The Socialists who have been in power for almost 14

years, have lost 16 seats; and the United Leftist Party's

support has decreased from 21 to only 8.

The percentage vote was 70% which, according to

experts, has been to the advantage of the Conservatives.

Mr Aznar's policy is based on solid economic progress.

Sebetso, reporting, Madrid

(The news report section that is presented by the reporter in the TV news
report above is usually not transcribed for the news text. In the above TV
news report the reporter's story is transcribed only for the purposes of the
discussion below. The reporter's story can be pre-recorded or live, and the
story is told by the reporter. It is not necessary for the news reader in the
studio to have a fully transcribed version of the story; only the opening
(incue: The centre-rightist ...) and closing words (outcue: ... Sebetso

reporting, Madrid) of the reporter's story are given. A transcribed text for
the visual material on video is only provided if the TV news reader in the
studio does the voice-over.)
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Answer to question 1:

Lead sentence: The Conservative Party in Spain has had a clean sweep in

the country's general elections.

W-questions answered in lead sentence:

. Who: The Conservative Party

. What: A clean sweep in the country's general election

. Where: Spain

TEXT 2(b): TV news report

E-HOSTAGE

BULLETIN = English 19:00

WRITER = SDK

PRESENTER = TUMI

GRAPHICS = @ HOSTAGES

(***HOSTAGE***)

(***ANCHOR***/TUMI)

Tensions remain high on the Philippine islands of Jolo

and Basilian where two groups of hostages are being

held.

ROLL TAPE# = 91 DUR = 30

VO DUR = 00.25

TOTAL = 00.36

DATE 13/03/11

(***VOICE-OVER***/TUMI)

There have been conflicting reports that some hostages

have been killed and others wounded in bloody clashes

between government troops and rebels.

Explosions have been reported on other nearby islands.

One group of 21 mainly foreign hostages on Jolo

island, and foreign diplomats, have pleaded with the

Philippine authorities not to consider military options.

But despite their pleas, hundreds of Philippine army

reinforcements landed on the island today.

Structure of radio news

reports

With regard to the two radio news reports (texts 1[a] and 1[b]) above, the
main structural/format difference is that the radio news report in text 1(a)
consists of two parts:

. the first part of the report consists of the section that is read by the anchor
(news reader) in the studio (refer to as a lead-in)

. the second part of the report consists of the reporter's story (which is not
fully transcribed in the radio news report; only the incue [The latest ...]) and
the outcue [Subry Govender, SAFM news] of the reporter's story are given)

As we said in study unit 10, a radio news report that includes a story by the
reporter is called a wrap. The radio news report in text 1(b) is called a copy
story (i.e. the news report is read by the anchor in the studio, with no
reporter's story).
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Structure of TVnews

reports

With regard to the two TV news reports (texts 2[a] and 2[b]) above, the main
structural/format difference is that the TV news report in text 2(a) consists of
two parts:

. the first part of the report consists of the section that is read by the anchor
(news reader) in the studio (refer to as a lead-in)

. the second part of the report consists of the reporter's story (the package)
(which is transcribed here); usually only the incue (The centre-rightist ...)
and the outcue (... Sebetso reporting, Madrid) of the reporter's story are
given

The TV news report in text 2(b) consists only of a report that is read by the
anchor in the studio (with no reporter's section). Part of the TV news report
in text 2(b) is provided with voice-over (VO) (i.e. while the anchor [in the
studio] reads the report, videotape footage is shown of the story).

Not all news reports are only read by an anchor in the studio. Most news
reports consist of two parts:

(i) a section that is read by the anchor in the studio (the lead-in), and
(ii) a section that is presented by the reporter (called the package)

Definition of lead-in In both radio and TV news reports lead-ins are used (see texts 1[a] and 2[a]).
Can you spot the lead-in in texts 1(a) and 2(a) above? The lead-in is the
anchor's (i.e. the news reader in the studio) introduction to a reporter's story.
The lead-in also refers to an anchor's introduction to a television sound bite
or a radio actuality (Attkisson & Vaughan 2003:128). The lead-in sets up the
story for the listener and the listener knows he/she can expect the next voice
to be that of the reporter (or a sound bite or actuality). The lead-in by the
anchor is usually not more than 20 seconds (i.e. not more than 60 words).

In the radio and TV news reports above, the lead-in is of course the whole
section that is read by the news reader.

Difference between

lead-in and first sen-

tence of reporter's story

The lead-in provides the background of the report, which is followed-up by
the reporter. The lead-in cannot be an exact repetition of the first sentence of
the reporter's story. In the above TV news report you can see that the lead-in
is not an exact repetition of the first sentence (i.e. the lead sentence) of the
reporter's story . Compare:

Lead-in by anchor (news reader) in studio

The Conservative Party in Spain has had a clean sweep in the country's

general elections. This is the first time that the Conservatives achieve a clear

majority in parliament since Spain's return to democracy in 1975, after the

death of the rightist dictator Francisco Franco.

First sentence of reporter's story

The centre-rightist People's Party of the Prime Minister, Jose Maria Aznar,

has walked away with 183 seats ± 7 more than was necessary for an outright

majority and more than opinion polls predicted.

The first sentence (the lead sentence) of the reporter's story contains mainly
the same core information as the first sentence (lead sentence) of the anchor's
lead-in, namely that the Conservatives have won with a clear majority in the
general elections. But the information in the first sentence of the reporter's
story is not an exact repetition of the lead-in; it also contains new information
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such as the exact number of seats (namely 183) that were obtained and the
fact that the seats were 7 more than what would have been needed for an
outright majority. The repetition of the core information (the Conservatives

have won with a clear majority) in the first sentence of the reporter's story
helps the listener to process and retain the essential information.

Important: Do not get confused with the terms ``lead sentence'' and ``lead-
in'': a lead-in always include a lead sentence, and not the other
way round. A lead-in that consists of only one sentence is also a
lead sentence. Usually lead-ins are two or three sentences long,
which means that the first sentence is the lead sentence.

ACTIVITY 12.3

Write the lead-in for the following radio and TV news reports. Only the
reporter's story is provided. You have to write the lead-in that the anchor will
read in the studio. The lead-in should be no more than 40 words. Remember:
the lead-in provides an introduction to the reporter's story. First determine the
main point of the story. You may add information.

TEXT 3: Radio news report

CHASE/Wrap
May, 10, 2011 ± 15h00
Mansfield
(Write the lead-in)

(Reporter's story)
This is the mess left behind after police say 24-year-old Jeff Carter and 30-year-
old Wayne Minnaar barrelled down the busy main road in Johannesburg at more
than 180 km per hour.
Six elderly people were injured as they tried to get out of the way.
They were rushed to the Johannesburg Medical Clinic where they will be kept
for observation. Officials say one of them is in a critical condition.
The names of the injured haven't been made public.
Subry Govender, SAFM news

INCUE: This is the mess...
OUTCUE: Subry Govender, SAFM news
Dur: 00.20

(XXX)

(Adapted from Attkisson & Vaughan, 2003:58)
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TEXT 4: TV News report

E-TRANSPORT

NEWSCAST = ENGLISH 19:00

WRITER = RKN

PRESENTER = TRACY

GRAPHICS = @BUS

ROLL TAPE # = 103 DUR = 1:17

UPS DUR = 1:17

INCUE = The operation ...

SUPER = 1-Wicus Holtshauzen/

Superintendent :30-:35

OUTCUE = ... SABC, Cape Town

TOTAL = 01:38

DATE = 08/06/11

(***E-TRANSPORT***)

(***TRACY***)

(Write the lead-in)

(***PAUSE***)

(***TAPE ROLLS***)

(***VO***/***REPORTER: MODODA)

The operation was launched in the early hours of this

morning in the Delft, Crossroads and Khayelitsha areas

in an attempt to end the two-month transport conflict.

The operation follows yesterday's high profile meeting

between national Commissioner of Police, Bheki Cele,

and provincial stakeholders.

Although motorists were targeted, commuters were not

spared.

Despite the inconvenience caused, the public welcomes

the effort.

(SOT) (Sound on tape = sound bite)

``It is about time, this is the type of transport in which

they transport the guns and everything ... doing the

wrong things.''

Police spokesperson, Superintendent Wicus Holtshau-

zen, said today's operation was successful.

(SOT)

``It depended on the police, the defence force, law

enforcement, the traffic department. We are happy and,

I think, if we can maintain this we might be able to

solve the problem and the conflict between the buses

and the taxis.''

Police say they will continue to maintain a strong

visibility in the affected areas till the situation

normalises.

Meanwhile Minister of Police, Nathi Mthethwa, held a

closed meeting with the affected parties.

The meeting has renewed hopes of finding a solution to

the conflict.

Vuyisele Mododa, SABC, Cape Town
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ANSWERS

A possible lead-in for the radio news report in text 3:

1. Six people are hospitalised and two men are in jail after a destructive

car chase through Johannesburg's busy main road. Reporter Subry

Govender has the latest from the scene.

(Please note the main point of the story in text 3 is the car chase which
left some people hospitalised. This should be reflected in your lead-in.)

2. You will find the lead-in for the TV news report in text 4 later in this
study unit.

12.1.3 Developing the rest of the story

The introduction (the lead-in) is the most important point of the news report.
In the introduction you should tell the story in brief and it should grab the
attention of the listener. Start with the most significant point and decide
which angle you will follow in your lead sentence. Compare:

(i) A multiple car crash in Johannesburg city centre this morning claimed

the lives of eight people.

(ii) Eight people have been killed in a multiple car crash this morning in

Johannesburg's city centre.

(iii) This morning eight people have been killed in a multiple car crash in

Johannesburg's city centre.

Each of the three lead sentences has a different angle:

. Story 1 focuses on the crash and locality. Where it happened becomes
central.

. Story 2 focuses on the people that were killed.

. Story 3 focuses on the time aspect (this morning) to heighten the
immediacy of the story.

If we look again at text 4 in activity 12.3, the main point of the news report is
the police operation to end the transport conflict in Cape Town. The lead-in
should contain this main point, but should not be an exact repetition of the
first line (the lead sentence) of the reporter's story. The lead-in could read as
follow:

(***ANCHOR***)

Additional security has been deployed in areas that have been affected by
the transport conflict in the Cape Peninsula.
Police and security personnel confiscated several firearms and
impounded minibus taxis in the first crackdown on the violent
confrontation between taxi and bus operators.

The main point of the story the police operation to curb the transport conflict
should be fleshed out further in the rest of the report.

It is important that you spend time to get the lead-in right. After the lead-in by
the anchor, the rest of the story (usually the reporter's story) follows.

TEX2601/1 307



TheWHAT formula In developing your news report, you can follow the what formula. The what
formula stands for:

. W: What has happened? In your introduction (the lead-in) give the main
point of the story. Just tell the story in brief.

. H: How did it happen? Explain the immediate background or context.

. A: Amplify the introduction. Flesh out the main points in order of
importance.

. T: Tie up any loose ends. The last line of the story should give some
future perspective, indications of any future developments (e.g.
Sentencing will be heard tomorrow.)

(Boyd, 1994:58)

``The art is to decide on the one lasting impression you want to leave your
audience, which will usually be the main point of the story, and then to subtly
push that point home throughout ... The skill lies in highlighting and restating
the main points without making them sound like repetition'' (Boyd,
1994:59±60). You should write up your information according to an order
of importance.

Let us try to apply the what formula to the TV news report below.

TEXT 5

E-TRANSPORT

NEWSCAST = ENGLISH 19:00

WRITER = RKN

PRESENTER = TRACY

GRAPHICS = @BUS

(***E-TRANSPORT***)

(***TRACY***)

Additional security has been deployed in areas that

have been affected by the transport conflict in the Cape

Peninsula.

Police and security personnel confiscated several

firearms and impounded minibus taxis in the first

crackdown on the violent confrontation between taxi

and bus operators.

ROLL TAPE # = 103
DUR = 1:17
UPS DUR = 1:17
INCUE = The operation ...
SUPER = 1-Wicus Holtshauzen/Superin-

tendent :30±:35
OUTCUE = ... SABC, Cape Town

(***PAUSE***)
(***TAPE ROLLS***)
(***VO***/***REPORTER: MODODA***)
The operation was launched in the early hours of this
morning in the Delft, Crossroads and Khayelitsha areas
in an attempt to end the two-month transport conflict.
The operation follows yesterday's high profile meeting
between national Commissioner of Police, Bheki Cele,
and provincial stakeholders.
Although motorists were targeted, commuters were not
spared.
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TOTAL = 01:38

DATE = 08/06/11

Despite the inconvenience caused, the public welcomes

the effort.

(SOT) (Sound on tape = sound bite)

``It is about time, this is the type of transport in which

they transport the guns and everything ... doing the

wrong things.''

Police spokesperson, Superintendent Wicus Holtshau-

zen, said today's operation was successful.

(SOT)

``It depended on the police, the defence force, law

enforcement, the traffic department. We are happy and,

I think, if we can maintain this we might be able to

solve the problem and the conflict between the buses

and the taxis.''

Police say they will continue to maintain a strong

visibility in the affected areas till the situation

normalises.

Meanwhile Minister of Police, Nathi Mthethwa, held a

closed meeting with the affected parties.

The meeting has renewed hopes of finding a solution to

the conflict.

Vuyisele Mododa, SABC, Cape Town

. In the lead-in (the anchor's introduction) the listener is told what has
happened. In the lead sentence the main point of the story is reflected: A
police operation has been launched in the transport conflict-ridden areas

of Cape Town. The next sentence indicates what the police operation
entails.

. The reporter's story is structured as follow:

± The first line of the reporter's section repeats the main point (the what
has happened): A police operation has been launched in the transport

conflict-ridden areas of Cape Town. The first sentence of the
reporter's report is not an exact repetition of the lead-in, but provides
some additional information (such as when the operation took place
[in the early hours of the morning], where exactly the operation took
place in Cape Town [Delft, Crossroads and Khayelitsha areas] and
why the operation has been launched [to end a two-month conflict]).

± In the second sentence (The operation follows yesterday's meeting ...)

the How did it happen is explained. The immediate background/
context of the current operation is given. The police operation is the
result of a meeting between the Commissioner of Police and
provincial stakeholders.

± In the following sentences (from Although motorists were targeted ...

to ... the affected parties) the introduction is amplified: the people
who are targeted (motorists and commuters) and the public's views
on the operation are followed by the views from the police, how long
the operation will continue and efforts to resolve the transport conflict
(a meeting with the affected parties).

± The last sentence of the report points to some future developments:
the renewed hope that a solution will be found soon.
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Thematic sequence The news report in text 5 follows a thematic sequence. The report begins
with a main theme, which is followed by a number of sub-themes that are
linked in a logical order to the main theme. To illustrate graphically:

Main point:

A police operation has been launched in the transport conflict-ridden
areas of Cape Town

Sub-themes:

. the operation was the result of a meeting between Police Commis-
sioner and provincial stakeholders

. motorists and commuters were targeted

. views from the public on the operation

. views from the police

. duration of operation

. efforts to resolve the transport conflict

Other methods that a writer can use to organise his/her story are the
chronological sequence and the effect-cause-sequence.

Chronological

sequence

The chronological sequence is appropriate for stories where there is a
sequence of events. It is usually used for crime or disaster stories, or for
stories about an accident scene. Study the following news report and indicate
which words in the report point to a chronological sequence.

TEXT 6

E-FIFA

NEWSCAST = ENGLISH 19:00

WRITER = SHA

PRESENTER = PAT

ROLL TAPE # = 109 (DUR 1:47)

UPS DUR = 1:47

SUPER = 1-Allan Gusberk/Fifa; :00±:04

SUPER = 1-Nelson Mandela/Ex-President

of South Africa; :09±:13

(***E-FIFA***)

(***PAT***)

There is still a glimmer of hope that South Africa could,

after all, host the coveted World Cup Soccer Tourna-

ment in 2006, but the country's ± and Africa's ± soccer

fans will only know by September.

(***TAPE ROLLS***)

(***VOICE-OVER***/***PAT***)

Tomorrow there is a news conference of the Fifa

delegation where there might be a better indication than

the Minister of Sport's statement today that he is

hopeful.

The delegation, under the leadership of Allan Gusberk,

was received by the mayor of Cape Town, the Cape

``Coon'' Band and a group of supporters.

Then they went to a hotel where they met Ex-President

Nelson Mandela. And Madiba emphasised how impor-

tant it was that South Africa should host soccer's

greatest spectacle in 2006.
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TOTAL = 2:08

DATE = 13/03/00

(...) The delegation viewed the city's practice facilities

and then visited Newlands for a presentation by

SARFU.

Officials of Cape Town and East London (PE) also did

presentations.

The six members of the delegation are the guests

tonight of the Deputy President, Jacob Zuma, at a

formal banquet in Tuinhuis

In the above news report the video footage is voiced-over by the news reader
in the studio and therefore the text has to be completely transcribed for the
news reader.

The chronological sequence of events is usually expressed by conjunctions
such as today, yesterday, tomorrow, tonight, now, then, next week and later.

Effect-cause-sequence We are used to the opposite phrase: cause-effect. With TV news the sequence
is usually effect-cause: the effect is given first and then the causes that led to
the effect(s) are explained. By mentioning the effect first, the viewer's
attention is captured and he/she listens with interest to find out what caused
the effect or what the causes were that led to a specific effect.

TEXT 7

E-OBED

NEWSCAST = ENGLISH 19:00

PRESENTER = NADIA

WRITER = SHA
1-SHOT (***E-OBED***)

(***NADIA***)

A South African photographer, Obed Zilwa, was arrested

today in connection with a bomb blast in Zimbabwe last

week.

ROLL TAPE # = 102 (DUR 00:48)

BACKGROUND SOUND

VO DUR = 00:43

SUPER = 1-Obed Zilwa/Photographer;

:007:04

TOTAL = 01:06

DATE = 02/05/11

(***TAPE ROLLS***)

(***VOICE-OVER***/***NADIA***)

Zilwa was arrested after being one of the first people on

the scene following the bomb blast outside the Daily

Newspaper offices.

Zilwa said he had just driven past the newspaper offices

when he heard the loud noise and stopped to ask a

police officer what had happened before racing back to

the hotel to fetch his camera.

Zilwa said he suspected that one of the reasons for his

detention was that he had tried to leave Zimbabwe

shortly after the blast.

In the above news report the video footage is voiced-over by the news reader
in the studio and therefore the text has to be completely transcribed for the
news reader.
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This news report has an effect-cause-sequence. In the lead-in of the news

report the effect is mentioned first: The arrest of the South African

photographer, Obed Zilwa. The cause(s) are then explained in the voiced-

over section of the report: in the voiced-over report, Obed Zilwa himself

indicates what the sequence of events was and the possible cause which led to

his arrest.

12.2 WRITING WITH VIDEO FOOTAGE

The main difference between TV news and radio news is the use of visual

footage on videotape in TV news. We are now going to focus on the different

ways that a news report can be supported by visual material.

12.2.1 No visual support

There are reports that are presented by the news reader (the anchor in the

studio) without any visual support. These reports are shorter, less important

reports or late news items (late-breaking news) for which visual material is

not yet available. Usually such reports are referred to as a reader or copy

story.

12.2.2 Use of graphics

However, increasingly it occurs on TV that news reports for which there is no

visual footage are supported by some form of graphics. The most common is

the use of a single sketch or photo in the background, right behind the news

reader's shoulder. When a new report begins, new graphics are shown to

indicate the transition. The graphics form an integral part of the report and

help to communicate the content of the message.

12.2.3 The stand-up

If a report does not have a strong visual content, the stand-up is another

technique that can be used. The reporter stands in front of a building (for

example a court building) and reports on the court case that is being heard

inside the building. Stand-ups can be used for the full report if no other visual

footage is available. Usually stand-ups are used only for the beginning

(referred to as the stand-up open) and the closing (referred to as the stand-

up close) of the report, or as a transition between two parts of a story

(referred to as a bridge), while the rest of the report is filled by videotape

footage. One advantage of the stand-up is that it increases reporter

involvement. News editors believe that if the viewer sees the reporter

involved in the process of obtaining news, it contributes to the credibility of

the report.

12.2.4 Use of voice-over

Another technique which occurs regularly is voice-over. The news reader

presents the story while the visual footage on video is shown. The news

reader is not seen, only heard, while the video footage is shown. Most TV

news reports are told by means of this technique. Most commonly, though,
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they use visual material on videotape that was shot when the story was

obtained (``shot on location''). This visual footage on video is sent to the

station where it is edited and fitted into a certain time slot. The broadcast

copy should complement the video footage. Do not repeat the obvious. Do

not tell the viewers what they can see. Avoid phrases such as What you can

see here is the Blue train that derailed last night; rather tell the viewers what

they do not see on the video footage: The Blue train derailed last night near

Colesberg. At least 20 passengers were injured. They were all admitted to

hospital but were discharged this morning.

12.2.5 Use of sound bites

Voice-overs often include sound bites (referred to as VO-SOT: voice-over

sound on tape). The term sound bites refer to an interview or any other

comment made by persons other than the reporter. Sound bites contribute to a

greater credibility, impact and personalisation of the report. These are the

actual people who were involved in some or other way in the event/story: a

reporter can, for example, conduct an interview with an eyewitness of a car

hijacking or approach political analysts for comment on the budget speech.

Sound bites add variation to a report ± in this way, it is not only the voice of

the reporter that can be heard. A sound bite should not be too long because it

could then take away the reporter's control of the story.

Eyewitnesses and other experts who are not used to speaking on radio and

TV could speak a bit haltingly or in a fragmented way, and may take long to

get to the point ± which might make it difficult for the listener to follow. If

such a sound bite is broadcast as is, it can slow down the progression of the

report considerably. It is better to use two or three short quotations than one

long chat. Choose sound bites which contribute information and credibility to

the report, and place them in logical positions in the report where they can

also add some variation.

Sound bites need to be

set up before they are

introduced

Sound bites that appear in TV news reports have to be set up before they are

introduced. Remember that we call a ``sound bite'' in radio news reports an

actuality. Actualities have to be introduced before they are heard. As a news

writer, you should clearly set up or introduce the sound bite (in TV news) or

the actuality (in radio news) so that listeners can be clear about whose voice

they will hear next. The introductory sentence for the actuality or sound bite

should not be an exact repetition of the sound bite or actuality. Compare the

following examples of a sound bite and actuality that have been properly

introduced (the sentence that set up the actuality and sound bite is in italic):
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TEXT 8

Actuality (in radio news report)

Whites out/Actuality
April 20 ± 15:00
Mike

Violent attacks on white farmers are continuing in Zimbabwe. A farmer active in
the opposition Movement for Democratic Change, Ian Kay, has been ambushed
on his farm by 30 armed men and severely beaten up. Kay's hands were tied with
wire during the attack. Kay says because of opposition to the government, he is

exactly the kind of man President Robert Mugabe doesn't like.

(Actuality)

INCUE: ``They started ...''
OUTCUE: ``... get away with this.''
DUR: .0017

``They started beating us and threaten our lives. My children were fortunately
not on the farm when they attacked us, but they even beaten up my wife for no
reason. It is a disgrace that people can just force you off your land and threaten
you as they wish. They will not silence me. I will oppose the government and
expose all these gross violations of human rights. The government of Robert
Mugabe will not get away with this.''

(The actuality is transcribed for discussion purposes. Normally it is only the
incue and outcue of the actuality that are given.)

TEXT 9

Sound bite (in a TV news report)

E-TRANSPORT

NEWSCAST = ENGLISH 19:00
WRITER = RKN

PRESENTER = TRACY

GRAPHICS = @BUS

ROLL TAPE #= 103
DUR = 1:17
UPS DUR = 1:17
INCUE = The operation ...
SUPER = 1-Wicus Holtshauzen/

Superintendent :30±:35
OUTCUE = ... SABC, Cape Town

(***E-TRANSPORT***)
(***TRACY***)
Additional security has been deployed in areas that
have been affected by the transport conflict in the Cape
Peninsula.
Police and security personnel confiscated several
firearms and impounded minibus taxis in the first
crackdown on the violent confrontation between taxi
and bus operators.

(***PAUSE***)
(***TAPE ROLLS***)
(***REPORTER***/MODODA)
The operation was launched in the early hours of this
morning in the Delft, Crossroads and Khayelitsha areas
in an attempt to end the two-month transport conflict.
The operation follows yesterday's high profile meeting
between national Commissioner of Police, Bheki Cele,
and provincial stakeholders.
Although motorists were targeted, commuters were not
spared.
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TOTAL = 01:38

DATE = 08/06/11

Despite the inconvenience caused, the public welcomes

the effort.

(SOT) (Sound on tape = sound bite)

``It is about time, this is the type of transport in which

they transport the guns and everything to ... doing the

wrong things.''

Police spokesperson, Superintendent Wicus Holtshau-

zen, said today's operation was successful.

(SOT)

``It depended on the police, the defence force, law

enforcement, the traffic department. We are happy and,

I think, if we can maintain this we might be able to

solve the problem and the conflict between the buses

and the taxis.''

Police say they will continue to maintain a strong

visibility in the affected areas till the situation

normalises.

Meanwhile Minister of Police, Nathi Mthethwa, held a

closed meeting with the affected parties.

The meeting has renewed hopes of finding a solution to

the conflict.

Vuyisele Mododa, SABC, Cape Town

12.2.6 The package

The term ``package'' is used in TV news reports and refers to a reporter's
pre-recorded story. In text 9 above, the news report is introduced with a lead-
in (i.e. the report is read by the anchor in the studio) and is followed by
reporter Mododa's package. The reporter's package is a voice-over with
sound on tape (i.e. the voice-over includes sound bites). The reporter's
package can begin with a stand-up (i.e. the reporter appears on camera) that is
followed by a voice-over (with sound bites) and closes with another stand-up.
To begin a package with a stand-up is very rare in news reports; the stand-up
close is used more frequently. A reporter's package can also consist of only
voice-over footage (with no sound bites). If asked to write a package script,
you should write the reporter's story of the news report.

12.2.7 General guidelines

The following guidelines are important when you have to write a report that
is accompanied by visual footage:

. The visual (videotape) footage and the narration should correspond with
each other. The narrative part should be in accordance and should tie in
with what the viewer sees. It should introduce, explain, elaborate and
create a transition ± this means that the viewer should be given the facts
that he/she cannot see. It should not be a repetition of what he/she can see.
Let us say that we have a story about President Zuma leaving for a
holiday in the Kruger National Park. We have visual footage of where
President Zuma boards the helicopter, waves to the people on the lawn in
front of the Union Buildings and the helicopter taking off. The narration
should not say: ``... and the President boards the helicopter, waves to the
people on the lawn and departs to the Kruger Park'', since all that is
clearly visible on the screen. You could say the following, accompanied
by the visual footage: ``The President will be holidaying for 10 days in
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the Kruger Park, which he describes as a `working holiday'. During this
time he has to decide whether he will veto the new legislation on abortion
or ...''

. Do not offer too much information too fast for the visual material on tape.
Viewers need time to process the information. Generally, images/photos
should be on the screen for at least three to five seconds ± this could of
course be longer, depending on the importance of the report; otherwise
the viewer gets the impression that it is a series of quick images without
focus of content.

. Do not begin writing a report if you have not viewed all the available
visual material to determine which footage you will use. Be careful not to
use visual footage just for the sake of the material itself. The visual
footage should form an integral part of the report and should be able to
tell the story on its own. You might have good visual material; but if it
does not promote the progress of the storyline, it should not be used.

. If you do not have visual material for a certain report, you should try and
find additional material. We have already referred to the use of graphics
and stand-ups. Archive material can also be useful here. If you decide to
use archive material (for example, of floods), you should clearly indicate
for the viewer that this is visual footage taken the previous year (or
whatever the case may be).

. The aspect of time is an important factor for the writer. Be sure to have
the exact duration of the visual material concerned. You do not want to
write a voice-over that is longer or shorter than the visual footage.

. Do not repeat information. If you make use of a sound bite, guard against
the introduction to the sound bite becoming a repetition of the information
contained in the sound bite itself.

. Select a strong visual sequence. This usually means that you begin with a
certain shot, then use medium shots for factual representations with close-
ups for emotional reaction (where appropriate). The visual structuring
should, of course, correspond with the basic structuring of the narration ±
whether it is chronological, effect-cause-sequence, etc.

12.2.8 Most frequently used text structure for TV news reports

From our discussion above, it seems that TV news reports can have different
text structures. It is true that not all reports follow the same structure, but one
can regard the following structure as a basis for the writing of news reports:

. A lead-in that is provided by the news reader in the studio, followed by ...

. The reporter's package. This is usually presented by means of a voice-
over with sound bites.

. The closing, possibly a stand-up which places the story in perspective.
The last line of the story usually gives some view on what will happen or
what can be expected (i.e. a view on the future).

ACTIVITY 12.4

Study the newspaper reports below about a racial row in the Cape Judiciary.
Rewrite the information so that it is suitable as a

(i) 50-second radio news report (i.e. not more than 150 words) (the radio
news report should be in the form of a wrap)

(ii) 2-minute TV news report (i.e. not more than 360 words)
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The news reports should focus on the following:

. The meeting of the country's head of courts where Judge Hlophe was
given an opportunity to discuss the race allegations made against him.

. Judge Hlophe ``storming out'' of the meeting.

. Acting Judge Tandazwa Ndita's silence on the race matter.

. The Black Lawyers Association's (BLA) position regarding the
chairperson of the General Council of the Bar, Norman Arendse.

For the radio news report (which is shorter than the TV news report), you will
be able to select only two or three of the four items in the bulleted list.

For the TV news report, you should include one sound bite in your voice-
over report. The sound bite should include an interview with Judge Pius
Langa.

You may add (fabricate) any information if you feel it is relevant or omit any
information in the newspaper reports.

TEX2601/1 317



TEXT 10(a)

(Pretoria News, 2005±10±18)
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TEXT 10(b)

(Pretoria News, 2005±10±17)
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SUMMARY

In this study unit we looked at the actual writing of radio and TV news
reports. When writing radio and TV news reports, it is important to determine
the main point of the story. The main point of the story should be reflected in
the lead-in of the report. We highlighted that the development of the report
can follow a thematic, chronological or effect-cause sequence. Lastly, we
provided some guidelines on writing news reports with video footage.
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STUDY UNIT 13

The talk show

OVERVIEW

In the preceding study units we looked at some aspects in the preparatory
phase of news programmes and the writing of news programmes. In this
study unit we will see which aspects form part of the preparatory phase of
talk shows, and we will provide a few guidelines on the presentation of
interviews and discussion programmes.

OUTCOMES

When you have completed this study unit, you should

. be able to determine the communicative purpose of talk shows

. be able to identify the target audience of the programme

. know how to select the topic and guests

. be able to structure a talk show

. know how to present talk shows

13.1 THE PREPARATORY PHASE

Definition of the term

``talk show''

The concept ``talk show'' refers to programmes where the primary content
and focus of the programme is ``talking''. Three forms of talk shows can be
distinguished: the speech (monologue), the interview and the discussion
programme. In other programmes (such as news programmes, documentaries
and educational programmes) people also make use of ``conversational
material'' but it does not form the primary content of the programme ± it is at
best supportive.

In the following discussion our focus will be on the interview and the
discussion programme. We will use the term ``talk show'' to refer to both
these types of talk shows: the interview and the discussion programme.

ACTIVITY 13.1

Given the above definition of the term ``talk show'', identify all the talk
shows on SABC radio or TV. Try to determine what the communicative
purpose of each is: informative, entertaining or persuasive.

The communicative purpose of the talk show is but one of the aspects in the
preparatory phase of the talk show. Walters (1988:338) distinguishes the
following phases in the preparation of talk shows:
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(i) the research
(ii) a live or edited recording
(iii) the development of the content of the programme

We will now focus on each of these aspects. Our discussion is mainly based
on Walters, (1988:338±358) and Hilliard (2004: 223±246).

13.1.1 Research

Research is essential before the broad structure and content of the talk show
can be drawn up. The research process includes the following:

. Determine the communicative purpose of the programme.

. Analyse the target audience.

. Select the subject and guests.

(i) The communicative purpose of the programme

Persuasive purpose The three communicative purposes that are relevant here are the persuasive,
informative and entertainment purposes. Programmes with persuasion as
their primary objective are mainly associated with speeches (monologues),
for example religious programmes where a sermon is delivered or political
speeches. In the past speeches were more common on radio and TV, but have
now almost totally disappeared from radio and TV. Directors have
discovered that speeches are structurally weak as programmes. Political
speeches come in the form of press conferences, interviews, panel
discussions and panel talk shows.

Entertainment purpose Almost every talk show has an entertainment purpose. In some talk shows
entertainment is the primary objective and is provided to the audience by the
interaction between the presenter and the guest(s). In most talk shows where
a well-known person is interviewed, the emphasis is on the personal
characteristics of the guest and his/her trials and tribulations ± which can be
very entertaining for the audience. An example of a talk show with a high
entertainment value is the Oprah Winfrey Show. In this show the
entertainment purpose and the informative objective are often alternated: in
certain episodes the entertainment purpose is the primary objective, while in
other episodes the informative objective features more prominently.

Informative purpose

Types of talk shows

Conveying information is by far the most common communicative purpose
of talk shows. As we already pointed out, even talk shows that are primarily
focused on persuasion or entertainment have the conveying of information as
a secondary objective. The following types of talk shows are primarily
informative:

. The opinion interview is the most common form of interviewing and the
person who is interviewed is an expert in a particular field. The purpose of
the interview is to obtain information and the viewpoint/opinion of an
expert on a particular matter. Hilliard (2004:224) points out that many
interviews with prominent people can also be information and personality
interviews as well. It is therefore not always possible to distinguish
between the opinion, personality and information interview.

. The personality interview (human interest interview/feature story
interview) is common in soft news programmes. The person who is
interviewed has done something interesting or odd/devious. The questions

322



probe for personal beliefs, some shocking detail, an embarrassing
moment, etc.

. The information interview's main focus is not to obtain viewpoints/
opinions, but to convey factual information.

. The panel discussion programme is usually topic-orientated, while in
interviews the focus can be on either the topic or the personality of the
guest. The panel discussion programme differs from the interview in that
it always has several participants who have different viewpoints on the
matter under discussion.

. The audience participation talk show (also referred to as the ``panel talk
show'') usually includes an expert or a panel of experts (with differing
viewpoints) on a specific topic, and the audience are able to directly take
part in the discussion. Some panel talk shows often also have a strong
element of entertainment.

It is not always easy to decide what the primary communicative purpose of a
talk show is. Some talk shows (especially panel talk shows such as the Oprah
Winfrey Show) fall in the category of ``infotainment'' (a combination of
entertainment and information), which makes it difficult to determine the
primary purpose of the programme. The writer who structures a talk show
should therefore bear these communicative purposes in mind and be clear
about what the primary objective of the programme will be.

ACTIVITY 13.2

Study the following transcript of an adapted version of the Oprah Winfrey

Show. Determine which type of talk show it is. (Only the programme
opening, the questions asked and the programme closing are provided. We
will refer back to this talk show in a number of activities during the course of
this study unit.)

TEXT 1

Programme opening

The programme opens with Oprah standing in front of the camera and as she
starts to tell the audience about her guest, pictures of a young Nelson Mandela
are provided via videotape footage. She begins her introduction as follows:
``Ever since I learned that I would have the privilege of interviewing today's
guest, I have been referring to it as the interview of a lifetime. For me it is
indeed. I am thrilled that the day has finally arrived. Today a legend comes to
life as we welcome one of the world's greatest heroes ... Nelson Mandela.''

Questions

1. Do you feel that, had it not been for Winnie Mandela, your name would not
have been kept alive?

2. [An insert of a press conference is provided where Mandela announces that
he and Winnie are separating. The closing words of the press conference are:
``Ladies and gentlemen I hope you appreciate the pain I have gone
through.''] Oprah asks: Was that one of the hardest things for you to do?

3. How many grandchildren do you have?
4. Would you say that the love between you and your new wife, GracËa, is still

blossoming?
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5. It was only six years ago that black people in South Africa were allowed to
vote. Imagine though what it felt like for Nelson Mandela who was also
voting for the first time in an election that would make him President.
You've said that voting that day made you feel like a complete man, did it?

6. You say you are a man of weaknesses. What are yours? But just a couple ...
that you think, well I wish I could do this better. Is there something like
that?

7. So you are not only modest, but also a humble man. I wanted to ask,
because I think that that is the characteristic that stands out for you above
all of them, that you are a peacemaker inside yourself. And how do we
begin, those of us who are not leading countries, but just leading our own
lives, leading our families, come to a sense of truth and reconciliation inside
ourselves, and become a peacemaker? How do we do that?

8. During your 27 years in prison you became a man of almost mythical
proportions. Do you find it difficult to live up to that myth? Or did you find
it difficult to live up to whatever was created?

9. How does a man spend 27 years in prison, put there by an oppressor, and
come out of that experience with not a heart of stone, not a cold heart, but a
heart that is willing to embrace and forgive?

10. How did you get the racist guards to treat you with respect? You were in
prison and you said you would only respond to the name Mandela or Mr
Mandela.

11. You began the peace talks, and then you came out of prison and there is no
bitterness. How is there no bitterness?

Programme closing

``Sorry, that is all we have time for. Tune in again tomorrow. Thank you, thank
you.''

ANSWER

The above talk show can be classified primarily as a personality interview
(with elements of an information and opinion interview). Oprah's primary
goal is to obtain information about the person Mandela.

(ii) Analyse the target audience

The following four questions are relevant:

. Who is the target audience?

. How can the target audience be attracted to the programme?

. What does the target audience already know about the subject and the
guest(s)?

. What does the audience want to learn from the expert(s) appearing on the
programme?

The target audience Who is the target audience? Generally, talk shows with more serious topics
are aimed at more educated and mature/older audiences. Lighter topics (for
example, personality interviews) draw younger and less educated audiences
(Walters 1987:342).

The value of the subject

for the audience

What kind of need-fulfilling elements can be built into the programme that the
audiencewill strongly relate to? The target audiencewill only remain tuned in if
it is obvious why the topic and the guests' viewpoints are of value to them. The
value of the programme should be immediately clear; otherwise the audience
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will switch channels. It is important to spell out (right at the beginning of the
programme) for the target audience what the topic is, who the guests are, and
why the topic and the views of the guests are important to them.

Prior knowledge of the

audience

What does the target audience already know about the topic and the guest(s)?
This question might be difficult to answer, but general knowledge about a
target group can be helpful here. The audience's knowledge about the guest,
and how his/her expertise and background relate to the topic under
discussion, is important. An interview with the President of South Africa
on matters of state would, for example, require very little explanation. If,
however, an interview is conducted with the President on how to grow
mushrooms, the programme will have to explain why the President is
regarded as an expert in this area because it is not an obvious context that the
audience will necessarily be aware of.

What does the audience

want to learn?

What does the audience wish to learn from the experts who appear on the
programme? The term ``learn'' is used in a wide context here. In most
information interviews some form of ``learning'' does take place (or at least
information gets conveyed to the audience). The audience has to be
convinced at the outset that they will obtain information that they do not have
already. This question is directly related to the extent that the programme
fulfils the needs and expectations of the audience. If the audience is
convinced of the value of the programme, they will remain tuned in and will
possibly learn something from the experts/guests on the programme.

The writers and interviewers of talk shows actually act as the mouthpiece of
the audience. They have to ask the questions that the audience would have
asked. In order to be able to do this, writers and interviewers should therefore
have a clear image of the audience, their background and prior knowledge,
and what they wish to learn from the programme.

ACTIVITY 13.3

Return to the Oprah Winfrey Show in text 1 and try to determine who the
target audience is? Give reasons for your answer.

ANSWER

The audience is a more mature, educated audience who have knowledge of
the icon Mandela and who will appreciate his wisdom and life story. The
audience of the Oprah Winfrey Show is usually adults.

(iii) Select the topic and guest(s)

The questions here are obvious: Why this topic (at this time)? Why this guest/
these guests? The answers should also be obvious. If there are any problems
in the answering of these questions, the topic or the guests are probably not
suitable for the programme. If a long introduction has to be given to explain
the topic to the audience, the topic is probably not the right one. If long
biographies have to be given of the guests in order to show the connection
between the guests and the topic under discussion, then the wrong guests
have probably been selected.
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In order to be able to ask relevant and meaningful questions, it is advisable

that a pre-interview is held. A pre-interview can help the interviewer to get an

idea of the possible answers to his/her questions and where probing questions

are necessary. The interviewer should be thoroughly prepared. The

researcher-writer should dig up all the information possible about the

interviewee (such as books written by the guest, what has been written about

the guest, past interviews given by the guest, etc.). If, for example, the

interviewee has written a book, the interviewer should read the book and

derive relevant questions from it.

13.1.2 Live or edited recording?

Before the rundown of the talk show is drawn up, it is important to know

whether the programme will be a live recording and whether it will be edited

(i.e. a non-live recording). The decision on whether a programme will be a

live or edited recording affects the approach of the writing and sequence of

the questions.

Live talk shows require that specific attention be given to the sequence of

questions or topics under discussion, so that the audience and the participants

are able to follow the progression. Live talk shows engender a heightened

feeling of immediacy and increase the credibility of the programmes. It is

also cheaper (and quicker) to produce.

For the researcher-writer, the most important differences between edited and

live talk shows are the sequence of the questions and the wording of the

questions that should be asked. In an edited programme the sequence of

questions is not so important and if a question is not clear, the interviewer can

reword it and ask it again. These options are of course not really possible in a

live recording. The sequence and wording of the questions should be clear for

both the respondent and the audience.

13.1.3 The development and structuring of the content of the talk

show

It seldom happens that an interview or panel discussion programme has a full

manuscript. It is usually only for speeches that a complete manuscript is

available, but speeches are generally weak as far as structure is concerned and

the writer has to meet the specific requirements of an oral style to keep the

attention and interest of the audience.

However, to conduct an interview or panel discussion without any form of

accompanying text can be fatal. Such talk shows require an experienced

interviewer with considerable self-confidence and the ability to organise

material on sight.

Semi-scripted outline The middle course for talk shows is therefore to make use of a semi-scripted

outline (i.e. a relatively complete layout of the interview or discussion). This

approach provides the interviewer with written questions, but the answers or

comments of the guests are totally spontaneous. Such a semi-scripted outline

ensures that there is progression in the programme, while still allowing a high

degree of spontaneity. This approach is the most common way of preparing

for an interview programme.
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ACTIVITY 13.4

Return to the Oprah Winfrey Show in text 1 and answer the following
questions:

1. Does the show make use of a semi-scripted outline? Justify your answer.
2. Has the show been provided with an opening and a closing? Do you

think that the programme opening and closing were fully written out
beforehand? Explain.

3. Are the questions well-structured? Is there some noticeable progression?
Explain.

Semi-scripted outlines for talk shows usually include the following:

. A fully written out opening.

. A series of questions to put to the guests and is organised in a certain
sequence. If the programme is live, then there will be main questions and
some (less important) pad questions. Pad questions are used in cases
where the guest's answers have been too short and there is still some time
left: it ensures that the programme ends on time. If, however, the guest's
answers are too long and there is a danger that the programme will run
over its time limit, the pad questions should be ignored without losing the
continuity of the questions.

. A fully written closing. For a live programme, the closing can be adapted
so that the programme ends exactly on time.

(i) Programme opening

The following three matters are important in the programme opening:

. attracting the attention of the audience

. identifying the programme and its participants

. establishing the scope and communicative purpose of the programme

Capture the audience's

attention

Capturing the audience's attention is not easy and different techniques should
be employed here. Firstly, it is important to inform the audience about how
important the topic is for them, and to point out the guests' expertise and
competence to talk about the topic. If time allows and as a second step, some
unusual (even controversial) visual footage can be shown in order to
stimulate and activate the discussion. Some programmes begin with a ``cold
opening'': some sensational, controversial or dramatic visual footage to grab
the attention.

Identify the program-

me, the presenter and

the guests clearly

The programme should be identified clearly; the programme's logo is
normally used for this. Each programme usually has its own logo,
accompanied by a certain signature tune. The logo and signature tune
identify the programme clearly for the viewer. The presenter and the guests
should also be identified clearly, and the subject that will be discussed should
be announced. You will be surprised at how many talk shows do not
introduce the guest by name. It does not matter whether or not the guest is a
famous person, he/she should be introduced by name. The guests should not
only be identified, but should (where necessary) also be qualified (i.e. clear
reasons should be given why these specific guests were selected). The extent
to which the guests have to be qualified depends on various factors, such as
how familiar the audience is with the subject and to what extent they are able
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to associate the guests with the subject. An interview with the President of
South Africa will require very little qualification with respect to matters of
state. On the other hand, an interview with the South African ambassador to
the European Union will have to be qualified to a certain extent (for example:
``Our guest today is Mr Eltie Links, the South African ambassador to the
European Union. Mr Links was appointed as the South African ambassador
to the European Union a year ago. Before the appointment, he acted as
personal advisor to the President regarding various issues of foreign
politics'').

Setting the scope and

communicative

purpose

We mentioned earlier how important it was for the researcher-writer to set the
exact scope and communication purpose of the programme. The interviewer
should make the reasons for the interview clear. What is the purpose of this
interview? It is important for the audience to understand the scope and
communication purpose of the programme. The audience should know early
in the programme what will happen. During the course of the programme it is
important that the audience is continually informed of what will follow;
whether there will be a change of topic or which aspects of the topic will be
discussed at what stage. In many talk shows a commercial break indicates a
turning point in the discussion. A discussion of another aspect of the topic
should be clearly demarcated by an announcement before the commercial
break, for example: ``Right after this: the economic consequences for South
Africa of the deteriorating conditions in Zimbabwe. Stay tuned.''

Study the following example of a programme opening:

TEXT 2

PROGRAMME: FOKUS

PRESENTER: FREEK

WRITER: FRO LOGO

GRAPHICS: TITLE

SUPER: KEVIN WAKEFORD/

CHAIRMAN: SACOB; :09±:13

UPS DUR: 06:00

TOTAL: 06:16

DATE: 03/05/00

(***SINGLE SHOT***)

(***FREEK***)

Hallo. I am Freek Robinson. Welcome to Fokus.

Tonight we talk to a South African business delegation

in Zimbabwe about their concern regarding the

deteriorating conditions in Zimbabwe.

A high level delegation of the South African Chamber

of Business (SACOB) spent the past two days in

Zimbabwe to investigate the effects of the deteriorating

political and economic situation for South Africa.

The delegation is being led by Mr. Kevin Wakeford,

Chairman of SACOB.

We are now in direct contact with Mr. Wakeford in

Zimbabwe.

(Adapted and translated from the original Fokus programme on SABC 2, 3/05/00)
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In this opening the informative purpose and the scope of the interview aremade
explicit for the viewer: we are dealing with the implications which the
deteriorating conditions in Zimbabwe might entail for the South African
economy in particular. The informed viewer will know that South Africa has
good trade relationswith Zimbabwe andwould like to knowwhat the economic
implications will be for South Africa if these trade relations are severed. For the
average viewer the following question will probably be important:Will it mean
that the South African consumer will have to pay more for certain products or
services? The guest is however not extensively qualified here in terms of his
expertise, but it is implied: the fact that he has been elected as the chairperson of
SACOB, which is a leading authority in the business world, already implies the
expertise and competence of the person to make statements on economic
matters. (The tendency at SABCTV is not to qualify guests too elaborately, but
to merely use the technique of superimposing the name of the person, the body/
institution he/she represents, or the viewpoint he/she supports [for example,
James Kline: Pro-abortion]). The delegation also travelled to Zimbabwe to
obtain first-hand information on the political and economic situation there, and
is therefore in a position to provide a first-hand and personal analysis for the
South African viewer. One can infer from this that the delegation would have
spoken to important role players, on both the political and the economic front in
Zimbabwe. The viewer is therefore provided with an analysis that is based on
first-hand information.

ACTIVITY 13.5

1. Return again to the Oprah Winfrey Show in text 1 and analyse the
programme opening in terms of the following three aspects:

. Does it attract the audience's attention?

. Are the programme, the presenter and the guest(s) clearly identified?

. Is the guest qualified? If so, how?

. Are the communicative purpose and the scope of the programme
clearly spelt out?

2. On the basis of your analysis for question 1, try to improve the opening
of the Oprah Winfrey Show. Write out the improved programme
opening.

ANSWERS

1. Possible answer:

. Attracting audience's attention:

Firstly, the audience's attention is captured by the variation in the
show. Visual footage of Mandela is shown while the host introduces
the guest. Secondly, the host points out the importance of the
interview when she says: ``I have been referring to it as the interview
of a lifetime''. She also holds back the name of the guest until the end
of her opening. If the audience did not recognise the guest from the
visual footage (which is perhaps quite unlikely, but possible), they are
held in suspense to hear who the guest is. A point of critique is that
the host does not explain the scope of the talk show and why the topic
is important for the audience. However, she points out the importance
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of the interview for her, assuming and implying that the interview is
of similar importance for the audience.

. Identification of presenter, programme and guests:

The show is clearly identified by the signature tune and logo of the
show. In this case there is no need for the host to be identified, since
the logo (Oprah) is the name of the host. As argued above, the delay
in identifying the guest can create suspense. The guest is identified
merely by his name: Nelson Mandela. Because the guest is a well-
known person, there is no need to qualify him. It is expected that the
audience will have some prior knowledge of the guest and
qualification is therefore unnecessary.

. Scope of programme:

As already pointed out above, the communicative purpose of this
show is a personality interview with elements of an opinion and
information interview. Unfortunately the host does not present the
audience with a clear scope of the show and there is no clear
indication what the show is about. All that we know is that the show
is about Nelson Mandela, but not which aspects will be dealt with: Is
it about his political life, his time as the President of South Africa, his
views on international politics, his married life, his involvement in
charities, etc?

2. Possible improved programme opening:

``Ever since I learned that I would have the privilege of interviewing today's
guest, I have been referring to it as the interview of a lifetime. For me it is
indeed. I am thrilled that the day has finally arrived. Today a legend comes to
life as we welcome one of the world's greatest heroes ... Nelson Mandela.
Everyone has his/her own view about Nelson Mandela. Most of us only know
Mandela as a political figure, the hero of the liberation struggle. But what do we
know about the person Mandela? Today we will seek to uncover the man
behind the political figure. What is the man Mandela like? What are his
weaknesses and what are his strengths? How did he cope in prison for 27 years?
Stay tuned for the interview of a lifetime.''

(ii) Structural requirements

The four structural requirements that are relevant here are: unity, variety,
pacing and climax.

Unity We have already discussed the concept of unity above, under the heading
``the scope of the programme'' (para 13.1.3[i]). If the researcher-writer of the
programme has thoroughly considered and researched the topic and the
audience's interests in it, then unity should follow almost automatically. But
if the topic has not been clearly defined and the guests have not been
carefully selected on the basis of what they can contribute to the topic, then
the likelihood of having a disjointed, incoherent and apparently unstructured
interview is increased. An interview with the President of South Africa on
questions about the economy, crime, South Africa's foreign policy, politics
and his family life shows a lack of unity. The scope of the programme should
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be spelt out clearly: the audience has a right to know what the subject of
discussion will be.

Variety To build variety into talk shows is much more difficult. This may be the
reason why talk shows normally do not draw large audiences. With an
interview, there are usually only the interviewer and the respondent(s) ±
which does not make for much variety. Panel talk shows have more variety:
the presenter, a panel of experts and the studio audience who puts questions
to the experts. This variety is, however, mainly inherent in the different types
of faces and voices. Visual inserts can also lend variety to a talk show. The
inserts should however relate logically to the topic under discussion and
should not be worked into the presentation just for the sake of variety.

Pacing The pacing of the talk show is solely determined by the presenter. The
presenter should know when to break into a long monotonous speech in order
to keep the programme moving.

Climax Talk shows should have some progression so that they can end on a climax.
In live talk shows it is especially difficult to end the programme on a climax.
In order for this to happen, the sequence of the questions and subtopics
should be well-structured. The presenter should capture audience's attention
at the beginning by asking a question that will stimulate their interest and
curiosity. The presenter should however not play all his cards right away, but
should hold some material back for a punch in the closing. Some high-
interest or provocative material should be kept for the closing of the
programme so that the audience can leave with a sense of climax.

ACTIVITY 13.6

1. Return to the Oprah Winfrey Show in text 1 and determine whether the
above four structural requirements (unity, variety, pacing and climax)
are present.

2. Do you think the last question (number 11) of the Oprah Winfrey Show

creates a climax?

(iii) The preparation of questions

Questions should meet the following requirements:

. They should be appropriate for the topic and the scope of the programme.

. They should provide material that the audience would want to know.

. The question should follow logically on the preceding question (and, of
course, also on the preceding answer).

The following considerations are important in organising the questions in a
sequence:

. Begin with the familiar (i.e. begin with questions that flow directly and
logically from issues that the audience is familiar with). Hilliard
(2004:235) argues that it is best to begin with some background questions
that establish the interviewee's expertise and position, and puts the
interviewee at ease. You can begin with human interest questions so that
the audience can get to know something about the guest's personality.
Beginning with human interest questions is especially suitable for
personality interviews. In information interviews these human interest
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questions can be distracting and can detract from the focus of the
interview. You should decide when personality questions will be relevant
and when not.

. Questions should show a logical progression. Each new question should
flow from the preceding answer. In order to do this well, you should
research the topic and the guests' possible answers thoroughly
beforehand. If possible, you should also have a pre-interview with the
guest(s) prior to the actual interview: you could ask the guest(s) some of
the main questions in order to determine their viewpoint on a specific
matter.

. When you have to change the topic, there should be enough transitional
words and phrases to warn and inform the guests and the audience of the
change.

. Ask strong, important questions early in the programme to capture the
audience's attention; and also at the end of the programme in order to
create a climax and to leave the audience with something to remember
and to reflect on afterwards.

Guidelines on asking

questions

Let us look at some suggestions on the wording of questions. There are, of
course, many other possibilities and exceptions to these ``rules''. View these
suggestions only as guidelines, and not as hard and fast rules.

. Keep the questions short and simple. The focus should be on the guest(s)
and not on the presenter. Long, complicated questions place the focus on
the presenter and make it difficult for the guest(s) to figure out the
meaning of the questions. The job of the interviewer is to ask questions
and not to provide commentary.

(Question to the South African government spokesperson on the
occupation of white farmers' land in Zimbabwe by war veterans)

Poor: What is your answer to the allegations that the government does

not wish to condemn the situation in Zimbabwe because Zimbabwe

helped the present government in their struggle against apartheid?

Better: What are the reasons why the government does not wish to take a

strong stand on the situation in Zimbabwe?

If the question is not answered satisfactorily, a follow-up question can be
asked: Does it have anything to do with the role that Zimbabwe played

in the struggle against apartheid?

. Avoid double questions because it can confuse the guest(s) and the
audience. If it is important that the point be made, then ask both questions
± but separately.

(Question to an unsuccessful candidate for the position of director in the
Department of Home Affairs)

Poor: Do you think that all the candidates were selected on merit or was

race a deciding factor?

Better: Do you think that race was a deciding factor in the selection

process?

. A variation on the above is the composite question, which is mostly used
at press conferences. This type of question is appropriate at press
conferences, because the questioner will not get another chance to ask a
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question. However, with talk shows this is not a good approach because it
is very difficult for both the audience and the guest to remember all the
parts of the question.

(Question to the leader of the opposition party in Zimbabwe)

Poor: What is your view on the occupation of land in Zimbabwe: do you

condone it, and why; if not, what do you think should be done in

this situation?

Better: What is your view on the occupation of land in Zimbabwe?

As a follow-up, the following questions can be asked: Why do you

support the occupation of land?/What do you think can be done to save

the situation?

. Avoid using close-ended questions (i.e. questions that can be answered
with a simple ``yes'' or ``no'') as far as possible. Inexperienced TV guests
can easily answer only a ``yes'' or a ``no'' to such questions, without
elaborating at all. Experienced TV guests will provide an elaborate
answer. Rather make use of question words (who, what, why, etc.) to
formulate your questions.

(Question to the presidential spokesperson of President Mbeki)

Poor: Is there considerable support in Parliament for the President's

planned Aids conference?

Better: What support is there in Parliament for the President's planned

Aids conference?

. When it is necessary to ask close-ended questions, follow it up with some
open-ended questions:

Better: Do you think the President knew about the Travelgate scandal?

Follow-up:

If yes: Why do you think he did nothing about it?

If no: How is it possible that the President did not know about the

Travelgate scandal?

. Do not ask vague questions, especially ones beginning with: What do you

think about ...?/What is your comment on ...?/What are your views ...?
Ask specific questions.

Poor: What do you think about the Travelgate scandal?

Better: Why do you think Parliament did nothing about the scandal?

. Do not ask questions that assume an answer or that put words in the
interviewee's mouth:

(A question to a Zimbabwean Minister on the occupation of white
farmers' land in Zimbabwe by war veterans)

Poor: Do the slogans of war veterans in Zimbabwe (such as ``One

settler, one bullet'') not fan the flames of violence?

Better: How can the war veterans contribute to stopping the wave of

violence in Zimbabwe?

Regarding the first question (Do the slogans of ...?), it is common
knowledge that slogans of this nature will escalate the violence. The
question presumes the answer.
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. Do not ask questions that force the guest to agree.

. Do not take an aggressive or accusatory approach when asking your
question.

. Ensure that your questions are really questions and not statements.

Poor: I see the South African government has not yet taken a stand on the

occupation of land in Zimbabwe.

Better: Why has the South African government not yet taken a stand on

the occupation of land in Zimbabwe?

. Ask questions that are within the knowledge and expertise (or frame of
reference) of the guest; do not ask the guest to speculate on matters
outside that area.

(Question to the Presidential spokesperson of President Clinton)

Poor: What were the reasons why President Clinton had an extra-marital

relationship with Monica Lewinsky?

The Presidential spokesperson is not involved in the President's personal
affairs, only in political matters. He/she will therefore only be able to
answer questions of a political nature about the President.

Better: What influence can this alleged extra-marital affair have on

President Clinton's political career?

. Do not only ask questions to find out who, what, where, when and how.

Also ask questions to find out why. Ask questions on why to get to the
bottom of something, to find out the reason behind it.

If you ask questions about Parliament's Travelgate scandal, you should
not only ask: Who uncovered the scandal? When was the President

informed about the scandal? How did Parliament keep the scandal quiet

for so long? But also: Why didn't the President act on the scandal?

. Your last question should build up to a climax. Leave the most dramatic
or confrontational questions for later.

(iv) The programme closing

The programme closing (like the programme opening) is usually prepared
before the time. In live recordings of talk shows the time factor is very
important. Programmes are scheduled to end at a specific time. Sometimes it
is necessary for the presenter to adapt his/her closing so that the programme
can end on time.

You have probably experienced programmes where the presenter's closing
was something like the following: ``Sorry, but our time has run out.
Goodbye. Until next week.'' It is important for a programme to have a proper
closing; it gives the audience a feeling of completion and closure. The closing
can contain the following: thank yous, perhaps a summary of the matters that
were discussed and the major points that were made, an indication of the
following week's topic and guests on the programme, times of possible
rebroadcasts, and any other relevant information. Now look at the following
adapted programme closing of the panel talk show Two Way:
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TEXT 3

OUTRO: PRESENTER=CAESAR (***CAESAR***)

We have to remember that the crisis in

Zimbabwe is affecting families on both

sides on a personal level.

On the other hand, there are the ``good

diplomatic relations'' between South

Africa and Zimbabwe which should

not be harmed. Matters such as these

will have to be discussed at national

level, so that solutions may be found

soon for the situation in Zimbabwe.

Until next week. Goodbye.

(***PAUSE***)

As an example of how a talk show is structured, study the following example
of the talk show Two Way on SABC 1. This talk show consisted of the
presenter and a panel of experts (no studio audience was present). Study the
example in respect of the following aspects: the programme opening, the
structuring and wording of the questions and the programme closing.

TEXT 4

Programme opening

``Good evening and welcome to Two Way. Tonight we are going to look at the
deteriorating political and economic situation in Zimbabwe and the implications
for South Africa. The violent occupation of white farmers' land in Zimbabwe is
now entering its third month. Lawlessness is the order of the day: farmers,
policemen, farm workers and members of the opposition party have been
attacked, tortured, held as hostages and even killed. Court interdicts are ignored,
leading to the perception that the legal process has collapsed in Zimbabwe. In
addition, the economic situation is deteriorating daily: inflation is running at
70%; unemployment at 50%; there is a petrol shortage; and water, electricity
and telephone systems have collapsed.
What has led to this political instability? How will the political and economic
instability in Zimbabwe affect South Africa? These are some of the questions
we are going to try and find answers to tonight.
We have on our programme political analysts, economists, representatives of the
farmers unions and representatives of the Department of Home Affairs.''

Possible questions

Background

1. What is the background to the present situation in Zimbabwe?
Follow-up question: Why did the Mugabe government not address the land

issue earlier?

2. It is alleged that 160 000 families have land claims. Which criteria have been
drawn up according to which individuals or families have been selected for
the land distribution programme?
Follow-up questions: Will everyone who has a right to land farm it

commercially?/For what purpose is the land requi-
red?
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Government policy and action

3. What is the government's policy regarding the situation in Zimbabwe?

Follow-up questions: Why does President Zuma remain silent on the

situation in Zimbabwe?/What does Parliament feel

South Africa's stand should be towards Zimbabwe?

4. What should our economic position be towards Zimbabwe?

Follow-up questions: Should trade relations be maintained?/Why?/Why not?

5. Does South Africa have any responsibility to act as a ``police force'' for her

neighbouring states and for Southern Africa as a whole?

Follow-up questions: Who should act to help solve political unrest in

Southern Africa?/What role should organisations

such as the AU play in this regard?

Implications for South Africa

6. What are the political implications for our own political instability?

Follow-up questions: What lessons should we learn from the Zimbabwean

situation?/How can we prevent the Zimbabwean

situation in our own country?

7. What are the economic implications for our own country?

Follow-up question: Will the situation in Zimbabwe not lead to a flow of

immigrants to South Africa?

Programme closing

``We have to remember that the crisis in Zimbabwe is affecting families on

both sides on a personal level. On the other hand, there is the `good

neighbourliness' between South Africa and Zimbabwe which should not be

harmed. Matters such as these will have to be discussed at national level, so

that solutions may be found soon for the situation in Zimbabwe. Until next

week. Goodbye.''

ACTIVITY 13.7

1. Return to the Oprah Winfrey Show in text 1 and do the following:

(a) Questions 1 to 11 focus on four subtopics. Identify the four

subtopics.

(b) Provide a better logical structuring of the questions. Bear in mind

the subtopics you identified in (a) above and where in the

programme you want to introduce which subtopic.

(c) Look at the wording of the questions and improve the wording

where necessary. Also add follow-up questions where necessary.

Identify all the close-ended questions, double questions and

questions that assume an answer; and improve them where

necessary.

(d) Improve the programme closing. Write out the new improved

closing for the programme.

2. Try to identify an important political figure in a newspaper who is

involved in a specific cause (for example, Mandela's efforts to raise

money for flood victims). Then use the newspaper reports as a basis to

do the following exercise:
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You are the researcher-writer of the half-hour talk show Face the Nation

on SABC 3. The guest this week is an important political figure. Design
and structure the content of the talk show according to the following
aspects:

. Identify a topic for discussion.

. Select the guest(s).

. Write the programme opening.

. Set out a series of questions in a logical sequence.

. Write the programme closing.

3. Study any talk show on radio or TV. Determine whether the questions
asked show progression. If not, are you able to reorganise the questions,
add new questions, change the wording of some questions, etc. to give
the series of questions a logical sequence?

ANSWERS

(a) Possible subtopics:

The Mandela-Winnie connection (questions 1±2)
Mandela as a husband and family man (questions 3±4)
Mandela as a person (questions 6±7; 9±11)
Mandela: his life in prison and beyond (10, 8, 5)

(b) A possible beginning is to begin with some human interest questions (as
Hilliard 2004:235 pointed out). We could begin the interview with
questions relating to Mandela as a husband and his family life. These
questions are easy to answer, are more personal and can set the tone for
the rest of the interview. Thereafter we could look at the role Winnie
played in Mandela's life. Given the fact that question 2 in text 1 refers to
an incident of a personal nature, it would provide a link to the previous
human interest questions relating to Mandela as a husband and his
family life (questions 3 and 4). Then questions relating to him as a
person (his personality; his strengths and weaknesses) could follow
(questions 6±7; 9±11). You will see that questions 9 and 11 mention
Mandela's time in prison and pave the way for the following series of
questions dealing with his life in prison and beyond. The last series of
questions (10, 8 and 5) focuses on his life in prison and beyond. The
questions end on a climax with question 5.

A way of logically structuring the questions can be as follow:

. Mandela as a husband and family man

± Question 3
± Question 4

. The Mandela-Winnie connection

± Question 2
± Question 1

. Mandela as a person

± Question 6
± Question 7
± Question 9
± Question 11

TEX2601/1 337



. Mandela: his life in prison and beyond

± Question 10
± Question 8
± Question 5

(c) A few comments and improvements regarding the wording of questions
can be made. Please note that this is only one possible way and that there
are many other possibilities.

. Question 1 (a close-ended question) can be rephrased as follows:
What role, if any, did Winnie Mandela play in keeping your name

alive? Or one can keep question 1 as is and combine it with an open-
ended follow-up question: How did she keep your name alive?

. Question 4 can also be rephrased as an open-ended question: How is

the love between you and your new wife GracËa? (One can argue that
questions 4 and 2 are a little bit too personal for a person of
Mandela's stature and should therefore be replaced.)

. Question 5 is a question that assumes an answer. The last sentence of
question 5 can be rephrased as follow: What went through your mind

when you voted for the first time? Follow-up: You said once that

voting that day made you feel like a complete man. Why is it that by

voting you felt like a complete man?

. Question 6 makes use of double questions. Use a main question and a
follow-up question instead:

Main question: You say you are a man of weaknesses. What are

yours?

Follow-up questions: Is there anything that you think you could have

done better? What are they? How would you

have done it?

. Question 8 (a close-ended question) can be kept as is and can be
combined with an open-ended follow-up question: How do you cope

with these expectations and myths? The last question (Or did you find

it difficult to live up to whatever was created?) is a repetition of the
first one and should be deleted.

. In question 10 the second sentence puts words in the interviewee's
mouth. Rather delete the second sentence that begins with ``You were

in prison ...''

(d) Possible improved closing:

Programme closing

``It was indeed an interview of a lifetime. We now have some insight into the
man behind the political figure. But more importantly, we have learned how to
embrace and to forgive; how to become peacemakers in our families, among our
friends and colleagues, and in our everyday encounters with strangers. We thank
Mr Mandela for sharing some of his personal feelings with us today and
allowing us to experience the person Mandela. What an honour it was.
Tune in again next week when we talk to Tom Cruise and his new love Katie
Holmes.

Thank you for joining us.
Goodbye.''
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13.2 THE PRESENTATION OF TALK SHOWS

In this section we will provide you with a few hints for the presentation of
two types of talk shows, namely interviews and discussion programmes.

In all interviews and discussion programmes the following basic structural
requirements apply:

. Set the communication purpose.

. Establish the approach that will be followed.

. Decide who will be the guest(s) (and why).

. Determine the background and competency of the guest with regard to the
subject.

. Decide on the location where the recording will take place: the guest's
house, the studio, etc.

. Create a climax: the interview/discussion programme should show
progression and should ``build up'' to a climax.

. Give a summary at the end.

Interviews The following guidelines apply for the presentation of interviews in live
programmes:

. Prepare the full programme opening beforehand.

. Prepare the questions in a specific sequence. Try to stay with this
sequence, in order to build progression.

. In order to warm up, allow yourself some time with the guest before going
on air. If possible, have a short pre-interview; it will put the guest at ease
and will give you an indication of how responsive the guest will be.

. Do not begin the interview with controversial questions because it can
scare/intimidate the guest into a defensive mode, and into evading your
questions. Begin with background questions that will establish the guest's
expertise and position/view on matters at hand ± such background
questions usually set the guest at ease.

. Seek depth in the interview: it is not enough to discuss merely the who,
what, where, when and how; also find out why.

. Focus on the guest during the interview. Do not ask long questions with
many statements that place the focus on the interviewer. Your role as the
interviewer is to be the mouthpiece of the audience; keep your questions
short and simple.

. Listen to the guest's answers and modify the wording of the follow-up
question so that it sounds as if it follows spontaneously from the
preceding answer.

. Do not repeat the guest's answer. Repetition of the guest's answer
indicates only one thing: that the interviewer is not ready to ask the
following question. If the questions have been prepared beforehand in a
certain sequence, such situations will not occur.

Discussion program-

mes

Discussion programmes are aimed at the exchange of views and
information, and (to a certain extent) to find solutions for problems.
Interviews are aimed at highlighting certain information and not so much at
the exchange thereof.

Discussion programmes include the panel discussion, the audience
participation panel discussion, the debate and the group discussion.

Hosting/presenting a panel discussion differs in several ways from an
interview:
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. In the interview there are usually only two participants: the interviewer
and the respondent. This two-person structure results in a direct question-
answer pattern. The panel discussion would include several participants,
so more than one person could answer a question from the presenter and
the participants could put questions to one another.

. The panel discussion also includes various viewpoints. Choosing
participants for a panel discussion who all share the same viewpoint is
fatal. Differences of opinion provide variation to the programme and lend
an element of excitement/suspense to the discussion.

. In an interview situation the interviewer is an important participant in the
discussion (after all, he/she asks all the questions). In the panel discussion
the role of the presenter is less prominent. The presenter's role here is
more that of keeping the discussion within the parameters of the topic and
to pace the discussion (i.e. to make sure that there is some progression in
the development of the topic by introducing various aspects of the theme
so that the discussion can build up to a climax).

The panel discussion is often used in discussion programmes. Several
persons sit around a table and exchange ideas on a specific topic. There is no
strict time limit on individual inputs. The participants usually do not have
fully prepared statements, but each of them has done their own research on
the topic. The presenter, who normally does not participate in the discussion,
guides the discussion and sees to it that it does not get out of hand or stray too
far from the topic.

The approach is informal, with the participants freely giving personal comments
and analyses. The presenter tries to ensure that the discussion is not dominated
by one or two persons, but that all the participants get an equal opportunity to
make a contribution. No solutions are necessarily reached; the presenter
regularly sums up the discussion points in order to bind the discourse together
and to highlight/recap the main points for the audience and participants.

The prepared text of the presenter usually includes the following: the
programme opening, the introduction of the panel members, stating the
problem, possibly a layout of the subtopics that will be discussed (the layout
should be given to panel members before the time, so that they can do the
necessary research) and the programme closing.

Another format of the panel discussion that is used frequently in talk shows is
the panel talk show (Hilliard 2000:234). In the panel talk show a panel of
experts is selected and a studio audience put questions directly to the panel.
The panel members and members of the studio audience represent different
views. The presenter is directly part of the discussion by asking questions and
moving amongst the audience, stimulating them to ask questions. The
presenter also facilitates the process and keeps the discourse on track.

SUMMARY

In this study unit we dealt with the following aspects of talk shows:

. the research preceding a talk show, and the differences between live and
edited (non-live) recordings of talk shows

. the writing of the programme opening and closing

. the logical structuring of the questions

. the wording (formulation) of the questions

. the presentation of the interview and panel discussion programme
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SECTION D

Writing for the
internet and the web



INTRODUCTION

Most of the web is about words. The pictures, video, and animation are

great, but the words do almost all the heavy lifting. (Steve Krug)

INTRODUCTION

Our lives are consumed by computers, IT, the internet and the web. These
days very little business can be conducted without access to some kind of
computer-related system. How often has it happened that just as you are
about to pay your bills, buy something urgent or check important
information, the system goes down or the ``office'' is offline? So you have
to return the next day and go to all that trouble again. We are dependent on
this system and our dependency increases day by day.

It is, therefore, necessary for us to be computer literate and to have some
knowledge of and experience in using the internet and the web. Computer
literacy should be an obvious goal in order for South Africans to keep up and
become world citizens.

In this section we will provide you with some guidelines for going about
writing for the internet and the web. Although web design forms an
important part of writing for the web, section D will focus solely on the ways
you can write for the web, not on the construction of web pages or websites.
This is the focus of this module.

HINT: It is advisable to go back to section A and recap the section on
general writing skills. A written web text is, in essence, still a text and
general writing principles therefore still apply.

NB: Please study News24's website. We will refer to this website throughout
section D. Although our examples may be outdated by the time you
read this, you should still be able to follow our discussion and find
similar examples on the current website. The website address is http://
www.news24.com.
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STUDY UNIT 14

Social online communication

OVERVIEW

In this study unit we will focus on the different kinds of social online
communication and in particular on Facebook, Twitter, blogs, chat rooms and
discussion forums. We will highlight the characteristics of these popular
modes of online communication and indicate how these applications are
implemented by different institutions and companies for more official
reasons.

OUTCOMES

After having worked through this study unit, you should be able to

. briefly explain the most important characteristics of social online
communication

. use these tools for official/commercial purposes

14.1 INTRODUCTION

There are many different kinds of communication on the internet and the
web; some are familiar to most internet and web users and some are only
known in their country of origin. Examples of popular modes of
communication, among many others, are Facebook, Twitter, wikis, blogs,
chat rooms and discussion forums. The internet has changed the way we
communicate and this influences the way we write for the web. Many
companies and educational institutions use Facebook, Twitter, discussion
forums and the like to communicate with their employees, students or
clientele. Almost every newspaper has a blog or two and discussion forums
on any possible topic are quite common.

Let's take a closer look at some of these types of communication.

14.2 SOCIAL E-COMMUNICATION

Some applications used to communicate on the internet and the web start off
as social networks in which you communicate with like-minded people,
``catch up'' with old acquaintances or stay in touch with family and friends.
These networks allow you to stay up to date with what's going on. You can
join a particular group or association and if you want to meet someone ± for
whatever reason ± you can do just that without leaving your home or office.
Facebook, Twitter, dating sites and forums are currently the most popular
applications and they fall into this category. Although these applications are
considered to be used primarily for social reasons, they tend to be
implemented by different institutions for more official reasons.

TEX2601/1 343



14.2.1 Facebook

Approximately 150 million people worldwide (and approximately 1,5 million
South Africans in 2010) use Facebook daily. You can facebook in almost
every language in the world, read your friends' status updates regularly and
take part in all kinds of activities. Facebook functions as a diary and allows
you to send people messages, post notes and add photo albums. It is a virtual
space in which users can present an edited (!) version of themselves and their
lives. It is also a very interactive communication tool that allows you to use it
for far more than just sending messages to loved ones. Facebook also allows
you to create interest groups, send invitations and advertise events or
products. If you want to reach a great many people, Facebook is a successful
way of doing just that. Owing to the fact that it is such a powerful tool, many
companies and institutions, as well as individuals, use it to reach the masses.
For example, if there is a music gig or a social event like a party, subscribers
will be notified immediately. If there is a CD or a book launch, subscribers
will be reminded of it. However, on the darker side, Facebook also allows
people to spy, ensnare, trick and prey on others. It creates the ideal platform
for any user, no matter the motive: the far-right, anti-Semitic, racist, sexist
and homophobic, to name but a few. You will find all kinds of people here,
because it is such an effective mode of communication. And, although there
is some policing by Facebook administrators and a certain degree of etiquette
visible among most users, there is no official convention that determines how
you should communicate. A sense of lawlessness persists. Users should
consider privacy options before posting anything on their Facebook page, as
it often happens that the wrong people end up seeing what you say and
whatever else you end up posting. It is therefore a good idea not to add
colleagues, members of your religious society or ex-partners as friends.

Consider for a moment the Facebook page of News24 (see figure 14.1).
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(www.news24.com (accessed on 17/11/2011) )

FIGURE 14.1: Facebook page of News24
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Facebook page of

News24

This Facebook page looks similar to most private profiles. It has a friends list
(56 397 friends) and features the same tags and boxes as any of these pages.
The difference, however, is that the wall postings are headings of articles
featured on the main News24 page. When you click on the wall post it takes
you to the page of the relevant article on the News24 site. If you sign up as a
friend of News24, you will receive the news updates on your profile as they
are posted on its wall. You can also comment on articles or topics for
discussion by either following the hyperlink to the article or by posting
messages on the newspaper's Facebook wall.

14.2.2 Twitter

As with Facebook, you have to join Twitter, set up a profile and invite other
users to be your friend. Updates (called tweets) are similar to SMSs. They are
short and are mostly delivered to your cellphone, e-mail, blog and Facebook
page. Twitter may be seen as a substitute for blogs and is equally popular
with individuals, companies and institutions because it reaches vast numbers
of people and forces the user to compose a very precise message. Twitter is
very effective and inexpensive. Imagine, for example, your municipality
reminding you to pay your utility bill. Or what about the Minister of
Finance's budget speech, all in approximately 140 characters? Twitter is most
successful when you subscribe to RSS feeds which provide you with the
information as it is posted.

Twitter page ofNews24 Let's have a look at News24's Twitter page (see figure 14.2). As you can see,
the tweets are short and precise and the latest tweet not only appears at the
top, but is also written in a much larger font. When you click on any of the
tweets you will be redirected directly to the article on the News24 site, as is
the case on Facebook. Also, similar to Facebook's wall posts, the tweets give
an indication of how old the news report is ± 27 minutes ago, 1 hour ago ±
and if you scroll right down you may also find tweets from the previous day.
Twitter is fast-paced and provides you with reports as soon as they are
available.
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FIGURE 14.2: Twitter page of News24
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ACTIVITY 14.1

Identify a news agency of your choice and join its Twitter community for at
least one month. Study its profile page and the tweets that you receive and
explore the profile pages of your new Twitter friends. Write a short essay in
which you report on the success or failure of the news agency's usage of
Twitter. For an even better overview on matters, you can join more than one
news agency's Twitter community and compare them to your initial choice.

14.2.3 Discussion forums and chat rooms

Discussion forums and chat rooms have been around much longer than
Facebook or Twitter and are still proving to be highly successful. Even
though Facebook also allows you to chat to someone directly, chat rooms
represent certain social groups. Chat rooms are ideal if you want to converse
with people who share your interests, especially if they are spread across the
world. This is generally a social network and is often recognised by its
cyberspace shorthand. For you to chat without too much effort you will need
to know the lingo and understand the netiquette involved. Chat rooms are
also popular with individuals who seek out people for sexual gratification.

News sites do not necessarily provide chat rooms, but they do provide the
opportunity for readers to react and to ask for advice, or to give advice, in the
form of a discussion forum.

Discussion forums are used for almost any topic imaginable. They started
off as a way for like-minded people to discuss their interests, but soon
became a way to find answers to questions. If you have problems with your
Mahindra Scorpio 4x4, it is a good idea to discuss the matter on 4x4 South
Africa or 4x4 Community. Maybe you need information on a rare medical
condition? Why doesn't your blueberry cheesecake come out the way it
should and what is the best way to remember the past tense in Dutch?
Discussion forums provide your average Joe with information given by
people who have actual experience. And another ideal feature of discussion
forums is the fact that the question posed results in multiple answers from
many different people. This communication tool is now taken far more
seriously in terms of its provision of information and support (in every
meaning of the word).

Discussion forum op-

tions onNews24

When we look at the menu on the News24 home page, you should notice a
tag labelled MyNews24 (see figure 14.3). This is typical of many information
websites. They provide a section that is specifically meant for the reader
which is usually indicated by placing the possessive pronoun ``my'' in the
tag. MyNews24 provides readers with a platform to comment on certain
issues. It is also an opportunity for readers to write their own columns or
blogs; the topics discussed do not need to be related to the reports on the
main page. This section is, however, not the only place where one can
comment and interact with other readers on the same topic. You will also find
the discussion forum option under fixed topics or special focus columns such
as sexual health or estate/property news (see figure 14.4).
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(www.news24.com (accessed on 20/07/2010) )

FIGURE 14.3: Menu of News24

(www.news24.com (accessed on 20/07/2010) )

FIGURE 14.4: Discussion Forum options on the News24 website

ACTIVITY 14.2

Using your own discretion, search for a discussion forum that will be helpful

for giving advice. Choose one of the topics provided below and ask fellow

readers for advice. Take part in the conversation that follows. Print out the

conversation for assessment. See to it that the name/logo of the forum is

clearly visible and include the address of the forum or the link to your

discussion.

Choose from the following topics:

. You have noticed your car shudders whenever you drive off after

stopping. It does not happen while you are driving, only when the
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stationary vehicle starts moving. You drive a 4x2 Mahindra Scorpio SUV.
What could the possible cause of this shudder be? Clutch? Differential?
And what can you do about it? You have your car serviced at regular
intervals.

. You are a 22-year-old male and you need to undergo circumcision for
medical reasons. What can you expect? Does anyone have any advice?
Are there certain things that you should keep in mind that will speed up
recovery or ease the discomfort? What will your life be like post-
operation?

. You have recently learnt that your best and oldest friend's husband is
having an affair with another woman. What should you do? Should you
tell your best friend or rather keep quiet? You are afraid that your friend
might think you are lying and consequently end the friendship, which you
hold very dear.

. Your 12-year-old daughter wants to join Mxit. Is this a good idea? You
are not familiar with Mxit and have heard all kinds of horror stories. You
trust your daughter, but what should a parent know? What are the pros
and cons?

As with Facebook, Twitter and chat rooms, discussion forums do not have
fixed guidelines on how you should write when using any of these tools. It is
generally a code of conduct that is followed. A lot of people underestimate
these modes of communication and do not realise their full potential as a tool
to reach thousands and millions of internet and web users. Can you think of
ways to use any one of these for other reasons besides social networking?

14.2.4 Blogs

Officially known as web logs, blogs primarily function as online diaries and
provide individuals with the means to share their daily lives, their
experiences and opinions with anyone curious or interested enough to read
them. It comes down to reporting information of different kinds no matter the
purpose or importance. Some blogs attract a lot of attention and have a large
following, making them the ideal place for companies to advertise. This leads
to some individuals blogging full time professionally. And it is as a result of
the immense popularity of blogs that so many businesses, like newspapers,
tend to start blogs.

Blogs can be quite general in content, but many blogs actually combine
Facebook and discussion forums. If you need additional information on
visiting a new city or you would like to read reviews on movies or music,
then it might be wise to read blogs that give advice on travelling or review the
cult films that you like to watch. In contrast to a discussion forum, blogs
often provide you with in-depth and detailed information on various subjects.
They provide you with a clearer picture. And the fact that they are often
written by another average Joe tends to makes the content more plausible.

A very effective way of using blogs for the greater good is within the context
of bourgeois/citizen journalism. During the political unrest in Iran in 2009
young people used Facebook, Twitter, blogs and similar applications to
oppose the government. By employing the internet and web for resisting a
regime, the Iranians started a virtual revolution.
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Blogs onNews24 News24 provides a number of links to take you to different blogs under the
tags ``Opinion'' and ``MyNews24'', as well as an obvious tag called
``blogs''. The latter will take you to a page where you can start your own
blog, whereas the other options serve as a kind of menu for readers to choose
from an array of blogs. These blogs cover different topics. News24 also has
its own blog, but it does not contain any reports on actuality or sports or
finance. It functions as an IT information site where readers can learn more
about the newest types of technology.

You should have noticed by now that the style and formality of conventional
(often published) and social e-communication texts tend to differ from one
another. The conventional texts are usually produced by people who act
within an official business capacity, whereas the same cannot necessarily be
said of social e-communication. It happens more often than not that the
creator of official e-texts on applications such as Facebook is not a
professional web writer or document designer. Social e-texts also tend to
speak to a more informal audience than a conventional text does. In the case
of News24 you will find that readers respond with certain decorum and that
they try to keep to the formality or style of the newspaper.

Writing for the web or the internet depends on the goal, the reason for the text
to be created. Why are you writing for the web? What do you want to say?
And to whom do you want to say it? This will determine the most effective
communication tool to be used. It will also influence the software, browsers
and applications to be used. For example: If you do not mind sharing your
intellectual property with the wider community you can make your
information available as open source ware. Maybe you prefer using free
ware products like Firefox, Moodle, Chrome or SlimBrowser. Have you ever
considered starting a digital library? How would you go about writing for
such an application if you had to create some of the texts? Have a look at
Delicious and Diigo, among others.

SUMMARY

In this study unit we had a look at a few e-communication tools which can be
used for social purposes but are also successfully employed as ways for
companies, institutions, governments and individuals to keep their clients or
dependents informed. Some characteristics were discussed in order to
explain briefly what makes each of these tools unique.
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STUDY UNIT 15

Business e-mail

OVERVIEW

In this study unit we will discuss e-mail as a form of online communication
and how to use e-mail in a professional context. We will focus on how the
different parts of an e-mail message function and which conventions are
used in the writing of e-mails.

OUTCOMES

After having worked through this study unit, you should be able to

. define what e-mail is and how it functions

. show that you understand the anatomy of an e-mail and know the
function of each part

. show that you understand netiquette and apply it to different kinds of e-
mails

. construct your own e-mail

15.1 INTRODUCTION

Most of us think we know how to use electronic mail. It is quite
straightforward and very similar to a conventional letter; it is just electronic.
Yet a great many people do not know how to use it. E-mail has conventions
that need to be followed and there is netiquette to be considered. And it is
here that most people get it wrong. Many people write e-mails as they would
write SMSs or informal letters to people they know socially. However, e-mail
is generally used (or should be used) as a professional communication tool
for official purposes. This does not mean that e-mail is never used as a social
chat tool. That happens often enough ± ironically at work. Nonetheless,
professional e-mails between you and colleagues, clientele, business partners
and the like should conform to (international) standards and practices. Let's
have a closer look at the phenomenon that is e-mail.

15.2 E-MAIL FOR DUMMIES

What exactly is e-mail? E-mail is initially defined as a means of sending
messages (letters) between computers via the internet.

E-mail has become the fastest growing communication tool for both personal
and business use. This is mainly because over the last decade the internet and
e-mail have become increasingly accessible to more people. Products like
Microsoft Outlook Express or Groupwise make e-mail accessible for
professional use, while individuals can open a private account with a variety
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of web companies like Yahoo, Gmail and Hotmail. These are usually free and
kept separate from work e-mail.

What makes e-mail so accessible is the fact that it need not be connected to a
single computer or communication device such as your cellphone. You can
access your e-mail account from any computer or communication device
anywhere in the world, as long as you have access to the internet. Fax to e-mail?
Of course! Nowadays you can send and receive practically anything via e-mail.

E-mail a popular mode

of communication

E-mail is also popular because it is so effective. In a business/work setup e-
mail is used to inform, communicate, enquire and most importantly to keep
record of the discourse between sender and receiver. The use of memos and
notifications in business has almost completely been replaced by e-mail. The
paper trail left by communicators in businesses and organisations has shrunk
and made way for an e-trail that boasts a great storage and memory/archive
capability. In other words, it has helped to reduce paper usage as well as
filing and saves a lot of storage space. It can also be seen as ``green''
communication because it is environmentally friendly.

Other things contribute to making e-mail such an ideal mode of
communication.

15.2.1 Cost

Unlike postal mail, the cost of sending an e-mail is not dependent on the
distance you send it. In fact, one can send an e-mail around the world at
minimal cost. This is one of the reasons why e-mail has proven to be a
successful marketing tool: companies can reach their existing or new clients
anywhere in the world at a much lower cost than reaching them by postal mail.

15.2.2 Speed

E-mail messages can be sent and received within a few seconds. No wonder
the advocates of e-mail refer to the postal services as ``snail mail''!

Because e-mail is a fast-paced and immediate medium, many businesses that
use it for market research can have the whole process carried out within a
relatively short time frame ± much quicker than using the postal system.

The speed of e-mail makes it ideal for workers in the communication and
public relations industry (such as journalists) with frenetic schedules and
tight deadlines.

15.2.3 Multiplicity

All e-mail software enables you to type in as many e-mail addresses into the
address field as you wish. Sending an e-mail to one person is as simple as
sending it to many.

If you regularly have to send e-mail to groups of people, you can define fixed
groups in your address book. For example, if you have to send the same
message to all the members of a particular committee, your personal friends,
colleagues at other institutions or co-members of a certain society, you can
create an address group for each group of receivers with whom you regularly
correspond. When you then send an e-mail to the group address, it is
automatically sent to all the members of that group and you do not have to
select each one's address individually.
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15.3 ANATOMY OF AN E-MAIL

It might seem stupid to some people ± maybe even insulting ± to provide an
overview of the different parts and their functions of an e-mail, but it should
be obvious that many users do not know how e-mail is put together. And
there are plenty of know-it-all people who seem to think they know how to
use e-mail and fail in the process.

Let's have a closer look by considering the following example.

Message

From: james.dean@justice.gov.za

To: sam.sheppard@justice.gov.za
Cc: elisabeth.taylor@justice.gov.za; rock.hudson@justice.gov.za;

lauren.bacall@justice.gov.za; robert.redford@justice.gov.za;
marlon.brando@capeargus.co.za; liza.minelli@pretoria
news.co.za

Bcc: judy.garland@unisa.ac.za
Subject: Appointment of new magistrate, Tzaneen district

Dear Colleagues

It is important to take note of the appointment of the honourable Precious
Ringane as the new magistrate in the Tzaneen district. She will take
office within two months after completing training in Pretoria.

Kind regards

James

James Dean
Lecturer ± Protocol
Department of Justice
Tel: 012 336 2585
Fax: 012 336 2327
james.dean@justice.gov.za

15.3.1 The e-mail address

Any e-mail address consists of two parts, namely the username (by which
the individual is identified) and the domain name (indicating the
organisation where the individual can be found). If we look at our example,
the username is ``james.dean'' and the domain name is ``justice'', indicating
that Mr Dean works for the Justice Department. The ``gov.za'' shows that the
Justice Department is part of the government of South Africa. There are a
number of abbreviations that give us an idea of the type of institution or body
and every country has its own e-mail and web address code.

There are different ways of constructing the username in an e-mail address.
Sometimes people write their names as one word, sometimes the names are
separated by using full stops, an underscore, a distinction between upper and
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lower case letters, and then you'll find cryptic usernames that do not always

make sense right away.

Private e-mail addresses use the same structure, but often reveal a creative

streak in the account holder. It is by no means strange to encounter

usernames that are weird and wonderful.

ACTIVITY 15.1

If ``gov'' stands for government and ``za'' stands for South Africa, what do

the following stand for?

.ac .be

.org .ie

.mil .in

.co .br

15.3.2 (Blind) carbon copies

If you want to send your e-mail to many different recipients all at once, you

can do so by inserting the relevant addresses in the address field. Sometimes;

however, you will find it necessary to also send out a carbon copy of your

message. The function of a carbon copy (CC) is to bring the message to the

attention of another recipient who might be concerned or engaged with the

same topic. Have a look at our example above. Mr Dean is sending an e-mail

to Mr Sheppard. Mr Sheppard is the one that the e-mail is intended for. But

Mr Dean clearly thinks it important that Taylor, Hudson, Bacall et al also

take note of the message. When Mr Sheppard reads his e-mail he can see who

else the e-mail was sent to. The CC option functions almost like a witness.

The message is not directed to the recipient in the CC field, but she or he is

important enough to have been included. You can also CC yourself when you

send someone an e-mail. That way you automatically have a record of the

message you sent out to others.

The blind carbon copy (BCC) functions precisely the same as the CC

option. The only difference is that the recipient(s) of the e-mail will not be

able to see the names or addresses included in the BCC field. It is completely

private. The BCC option is ideal if you want to send a copy of your e-mail to

someone specific but you do not want any of the other recipients to know

who was also included. In our example you will notice that Ms Judy Garland

received the e-mail, but neither Mr Sheppard nor Taylor et al will be able to

see that Ms Garland received the message too.

15.3.3 The subject line

Guidelines for writing

the subject line

The subject line indicates the subject of the e-mail content. This is by far the

most important and effective part of an e-mail. The strength of a subject line

will determine whether your e-mail will be read and, if so, how important the

reader will think your message is. Owing to a subject line's importance there

are certain guidelines to be followed:
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(1) Make it urgent. By adding a sense of urgency to your subject line, you

will make it look as if your e-mail has higher priority than the other

messages in the recipient's inbox.

(2) Keep it short. Ideally, subject lines should not be longer than eight

words.

(3) Make it self-explanatory. The subject line should indicate the content of

the message. Vague and non-specific subject lines (such as ``Hi'' or

``Your message'') should be avoided at all times.

(4) Only change subject lines when necessary. There is no reason to change

a subject line if you are responding to an e-mail message with a reply

that is based on the same topic.

(5) Do not leave it blank. If your subject line is blank, it obviously provides

the recipient(s) with no idea of the content of the e-mail.

(6) Do not mislead. People who send unsolicited commercial e-mails often

use misleading subject lines to create the impression that the recipient

has dealt with the sender before. Although it might get the recipients to

open the message, the e-mail will most probably be deleted as soon as

they realise they have been misled.

(7) Use both cases. Upper case and lower case letters should be used

together in the standard way. A subject line written only in lower case

looks sloppy, while one that is written in screaming capitals creates the

idea that the sender is trying too hard to gain the recipient's attention.

(8) Be grammatically correct. Bad grammar and poor spelling always send

a wrong signal.

15.3.4 Attachments

Nowadays you can attach pretty much anything to your e-mail: text

documents, pictures, sound or video files, etc. The only thing that might

hinder your sending of an e-mail is the size of the file. Problems with size can

sometimes be solved by cropping the file or by placing it in a zip file.

Why would someone add attachments to an e-mail? Sometimes the sender

wants to retain the format of the document to be sent ± e-mail offers very few

font options and makes the use of columns and indentations difficult. It is

more appropriate to attach a document to an e-mail if it exceeds one A4 page.

You might also want the recipient to listen to a sound file, to read a

PowerPoint presentation or to watch a video clip. What better way than to

attach these files?

However, it is not ideal to abuse the attachment option. If your text is not

longer than an A4 page, consider only using the body of the e-mail, or copy

and paste if necessary. Keep in mind that computer viruses are often spread

via attachments. The recipient will be fooled into believing that the attached

document is of importance and, once it has been opened, the virus is set free

on your computer. Only open attachments from senders you know and trust.

Most importantly; however, remember to actually attach the document/file

before you send the e-mail. It happens regularly that people send e-mails

with the words ``find attached for your attention'' only to find no attachment

added.
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15.4 NETIQUETTE

What is netiquette? The word netiquette is self-explanatory. It refers quite simply to the etiquette
on the internet. There is ± in some cyber domains ± the convention to use the
internet in a courteous manner. Users of e-mail fall within this category and
they have to comply with the standards that exist. To put it plainly: there are
rules to be followed when using e-mail, especially for professional reasons.

Netiquette rules for e-

mail usage

The most common netiquette rules for e-mail usage (as well as other formal
communication via the internet and the web) are as follows:

15.4.1 Write clearly and check your spelling and grammar

Incorrect spelling and grammar in a message do not create a good impression
of the writer and should be avoided at all times. E-mail should be structured.
Just as when corresponding by letter, your e-mail messages should be edited
and checked for language use.

You can use your spell checker for this, but remember that it does not detect
all mistakes. For example, if you type ``mane'' when you should have typed
``name'', the spell checker will not diagnose it as a mistake because both
words are legitimate words in English.

15.4.2 Place messages in context

When responding to a message or following up on a message sent previously,
it is important to place the e-mail in context by either quoting from the
previous message or including the whole original e-mail at the bottom of the
message. Some e-mail clients can do this automatically if the options menu
has been set up correctly.

You can remove the parts of an old message which you will not need in your
reply, and write your answers or comments directly after the posed questions
or remarks, with the necessary spacing and/or formatting so that your
additions are clearly identifiable.

15.4.3 Ask questions

Incorporating relevant questions in the body of your e-mail message is a good
strategy if you want to keep an e-mail conversation going. However, asking
too many questions can be counterproductive.

15.4.4 Use ``text bites'' and lots of ``white space''

Breaking your message up into ``text bites'' of two or three sentences in
order to allow lots of white space will make your message easier to read.

15.4.5 Do not SHOUT!

Never type the whole text or parts of it in capital letters. It is not only more
difficult to read than text in lower case; in the e-mail environment it is also
regarded as bad manners. Using uppercase letters is regarded as the
equivalent of shouting in spoken language.

15.4.6 Include a signature

A signature line at the foot of your message should include your name,
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position and full contact details. This performs the same task as a letterhead.
You can instruct your e-mail client software to automatically add a signature
file to the end of each e-mail that you send.

The following is an example of a signature:

Mr John Smith
Director: Communication
University of South Africa
Private Bag X1
Pretoria, 0001
Tel: 032 223 4567

15.5 WHAT NOT TO DO

The following should also be taken into consideration when you use e-mail:

15.5.1 Use emoticons and acronyms wisely

Emoticons are ``facial expressions'' that are made by using punctuation
marks in order to communicate feelings or emotions. Never include them in
official e-mail messages. They should be read sideways to get the full effect.

Examples include

:-) smile
:-( frown
;-) wink (only joking)
:-D laughing (really happy)
:-] smirk
$-) greedy
:-/ confused

Acronyms can be used when writing informally, but should be avoided at all
cost when writing formal, official documents. Examples are:

BFN bye for now
BTW by the way
F2F face to face
GR8 great

15.5.2 Do not spam

Do not cooperate in the distribution of chain letters such as false virus
warnings, get-rich-quick schemes, ``send-this-e-mail-to-20-people-and-you-
will-receive-a-cell-phone'', or appeals for sympathy or donations. It only
leads to an overloading of the lines and the electronic mailboxes of receivers
overflowing with useless messages. You can be certain that 99% of these
messages have no basis in reality and are initiated by jokers. As they say: If it
sounds too good to be true, it probably is!

15.5.3 Beware of viruses and worms

E-mail messages and attachments are the main way in which viruses are
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transmitted over the internet. The ``Love Bug'' and ``Melissa'' viruses (two
of the most high profile and dangerous ever) were both sent via e-mail.

15.5.4 Remember: e-mail is not secure

No e-mail message is 100% secure. Just having your message forwarded
from one recipient to another means that you can never be entirely sure who
exactly will gain access to the information you send. Or what if the recipient
prints your message and forgets to collect it at the printer before someone else
sees and reads it?

Let's have a look at the following informal e-mail. Would you say this e-mail
is appropriate? Why (not)?

Message
Re:

From: james.dean@justice.gov.za
To: sam.sheppard@justice.gov.za
Cc:
Bcc:
Subject: Appointment of new magistrate, Tzaneen district

I really don't think she's competent, stupid cow. What I heard is that she
got cosy with judge Mhlangu ... maybe it's just a coincidence that he
served on the appointing panel. It's like you said he'll sleep with
anything on two legs! Or no legs. LOL!

Anyway, i find the whole thing a bit disgusting really. History repeats
itself! Can you remember that cow, Van Vuuren and that whole debacle?

James Dean
Lecturer ± Protocol
Department of Justice
Tel.: 012 336 2585
Fax: 012 336 2327
James.dean@justice.gov.za

Generally speaking you can say ``yes'' and ``no''.

It is quite obvious that these two colleagues, James and Sam, are discussing
the first e-mail sent out by James announcing the appointment of the new
magistrate. We do not know what Sam's replies are, but we can almost be
certain that his reply is similar to that of James. When you look at the
language use, the informality and the content, it is really offensive and very
unprofessional. They are gossiping about a colleague who most likely enjoys
a higher ranking than them, which means that the e-mail can be seen as
disrespectful too. Thus the answer is ``yes'', this e-mail is inappropriate.
Would you agree? Is there anything you can add to this argument?

However, this is clearly a private conversation. James and Sam are
colleagues, but they are also friends and this e-mail is not intended for any
of the other colleagues or anyone outside the Department of Justice. This e-
mail is no different to a conversation taking place between them face to face.
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The language use, informality and content are therefore private and normal.
In other words these two men did not break any rules, regulations or
conventions ± apart from abusing the office e-mail, that is ± thus the answer
is ``no'', it can be seen as appropriate. Do you agree? What else can you add
to this argument?

Now, if James had sent an official work-related e-mail to Sam and happened
to simultaneously participate in the gossip above, they would be in serious
breach of convention. Look at the following e-mail:

To: Andrea.duToit@db.co.za; Allen.hood@db.co.za;
Sallyellis@db.co.za; Bob_Fourie@db.co.za;
gerty.caochman@db.co.za; smartins@db.co.za;
Kathy.Clark@absa.co.za; Katariina.bjorn@yahoo.com;
Donald.Davidz@db.co.za; SeanMcCallister@db.co.za

Cc:
Subject: Me again!

Hi guys!

i was going through my files and realised that i never upgraded any of
your addresses and contact info! u know how cell phones get stolen . . .
anyway, i would really appreciate it if u could send me your residential
and/or postal addresses and the relevant phone numbers. :) as i've said,
IT'S FOR MY FILE. the Boss-man said i need to print out a contact list
and distribute it ± internally, of course!

by the way Sally, the banana bread recipe you gave me works like a
charm! it's delish!

so boys and girls, send me the stuff so i can upgrade my file.

cheers

susan

Susan James
Personal Assistant
012 552 7835
susan.james@db.co.za

ACTIVITY 15.2

Study the e-mail above (the one sent by Susan James) very closely. This is
obviously not a professional e-mail. Why not? Write a paragraph or two in
which you criticise the e-mail. Keep in mind what you've read in this study
unit. After writing your paragraph(s), rewrite the e-mail and print it out for
assessment. Remember that your corrected e-mail should be composed in an
e-mail window. In other words you have to sign in on your own e-mail
account, create a new message and print it out. No handwritten or
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reconstructed versions will be assessed. Remember to include your
paragraph(s) in a separate document.

SUMMARY

In this study unit we had a look at the anatomy of an e-mail and what the
different parts are meant to do. We looked at the different points that make
e-mail the ideal mode of communication, especially inside organisations.
Furthermore, netiquette and the things you are not supposed to do were
briefly discussed. And finally we had a look at different examples of e-mails.

FURTHER READING

Haig, M. 2001. E-mail essentials: how to make the most of e-communication.
London: Kogan Page.
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STUDY UNIT 16

Online news report (1) ^ the home
page

OVERVIEW

In this study unit we focus on the home pages of online news agencies, and in

particular the home page of News24. We will focus on the design features of

online news home pages and compare home pages of different online news

agencies according to criteria such as establishing an identifiable brand,

setting the appropriate tone and sticking to the topic.

OUTCOMES

After having worked through this study unit, you should be able to

. name and discuss the different guidelines for designing a home page

. analyse a home page in view of given criteria

. compare the home page with other pages within the same website

. discuss and compare the home pages of different online news agencies

16.1 INTRODUCTION

Before we go any further ... Initially we tried to print the complete News24

home page as it appeared on 20 July 2010. But owing to the size of the home

page we broke it into smaller chunks for your convenience and have decided

to use only the chunks that are relevant to our discussion. Study these chunks

closely. Also go onto the News24 website and have a look at the home page

as it appears in its original form. This will help you to get a better picture,

since you will not be able to experience the difference in colour or be able to

get the full effect of the animation, news scrolls and the immediate news

updates from the chunks that we provide.

Now, when you look at the home page (Home page 1: part 1 to 3) that we

provided you with on pp 366±368, what do you see? Try to compare it with

the first page of a printed newspaper. Start from the top and work your way

down. Consider the following: fonts, categories, information density, the use

of colour (see the website), photos and other types of media. What about

organisation? Size? What grabs your attention? Are there any similarities

between the printed and the online newspapers?

16.2 ANALYSIS OF NEWS24 HOME PAGE

This is what we see, among many other things:
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Home page of online

news websites vs first

page of printed newspa-

pers

This is a very colourful home page (and website in general). The very top of
the home page is used for advertising space, in this case paid for by
Lifedirect. The newspaper starts underneath the advertisement banner. There
is a short menu in small font listing tags like News24.com Home, Mail,
Blogs, etc. This is followed by the newspaper name and logo on your left and
two article headings accompanied by small photos and kickers.

This is similar to the first page of many printed newspapers. Placed between
the articles above and the menu below is the search engine. This home page
has an elaborate menu divided into different tags: News, 2010, Opinion,
Business, Sport and the like. The moment you click on any one of these tags
it presents you with more menu options. The secondary menu is also written
in a darker colour. As you can see, the ``News'' tag offers news on South
Africa, the World and Africa, to name just a few. The information is
obviously well organised according to topics, relations and category. This
kind of organisation and categorisation can be found throughout the website.
The financial and entertainment news, for example, are categorised and
placed under the relevant headings. There is even a section (indicated in
green) covering news related to the 2010 World Cup. The main article is
placed almost at the top on the left-hand side and is placed in a grey block.
The position and colour-coded block help indicate the importance of the
article. The grey block also contains a number of hyperlinks related to the
main article.

You find the same kind of organising principle in conventional newspapers;
the only difference is that the categories are often placed in separate sections
that you can remove from the main newspaper. A conventional newspaper is
made up of a business section, an entertainment section and a sports section.
Each of these sections can be read by different people at the same time.

Although this home page has many photographs, it's not bombarded by
them, and neither do you find headings and subheadings in many different
font sizes. This is simply because the reader has already chosen to read this
online newspaper and does not have to be attracted by photos or large
headings. Instead, News24 makes use of different colours and a clever
organising approach, not so much to attract the reader as to help keep him or
her interested. In addition, not only can you find mature articles, but you are
also kept informed and up to date with the latest news reports. The reader's
attention is directed to these by means of, a submenu directly under the main
menu, called Hot Topics. This menu contains very short (often one-worded)
headings that function as hyperlinks. (By the way, all the article headings are
hyperlinks that will either take you to the selected article or to a separate page
that offers the reader hyperlink headings to a number of related articles.)
Articles featured under ``Hot Topics'' are also placed in the light-blue box
directly under this submenu. The font size is larger and it has a kicker as well
as related article links. The articles alternate every few seconds. This box is
on the left. On the right you will find articles that are ``most read'' or ``most
commented on''. This in itself triggers many readers' curiosity; most people
want to be up to date with the news that their colleagues, friends and family
also know.

You will find advertisements throughout the home page: some big and some
very small, yet all of them noticeable. In many instances the advertising
banner is animated, in other words certain characters move around
repeatedly. The majority of ads are placed on the right-hand side. The
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right-hand side has become the norm for
advertising space, so most readers expect
the ads to be on their right. News24 is also
quite clever in placing the weather report
and the financial indicators on the right-
hand side as well. These are two of the
most popular sections of any newspaper;
by deliberately placing them on the right-
hand side News24 leads readers' attention
towards the advertising panel.

News24 also reminds readers of different
ways they can stay up to date. You can
follow what's happening by joining the
Twitter or Facebook pages and if you
have an iPhone or Blackberry, access to
RSS feeds or YouTube you won't fall
behind either. The easiest might be to
follow News24 on your cellphone.

The News24 home page contains a large number of articles, columns, opinion pieces and
even voters polls. It is an interactive home page and serves as a huge portal to a great number
of pages, all of them interlinked by hyperlinks and other portals. You have no doubt found
many other features as well, like the use of white space and the way captions, subheads,
leads and kickers have been implemented. Even though this home page is crammed with
information and has an impressive information load, we do not experience it as too busy or
congested. However, we do find the home page very large: you have to scroll a long way
before you reach the bottom of the page.

ACTIVITY 16.1

What is your opinion? Where do you agree with our brief and cursory
analysis? Where do you disagree and why? Have another look at the content
of this home page and compare it once more with the main page of a
conventional printed newspaper and decide for yourself what features are
more successful in either the online or the printed paper. Write a short, well-
structured essay in which you give your opinion.
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16.3 GUIDELINES FOR DESIGNING HOME PAGES

The web user is not the only one with needs and wants. The information

architect (the person responsible for the content) has the need to attract an

audience and keep them there for as long as possible, to get them interested

and to provide them with what they want. In order for the information

architect to succeed in this venture, the home page must make an immediate

impression on visitors. The home page is your point of departure and will

help to navigate users to relevant pages. As the first page of a website a home

page only has a few seconds to grab and hold the attention of the user. It goes

without saying then that this portal page is very important.

What would you say? Did the News24 home page make an impression on

you? Did it make you curious enough to enter the rest of the site?

Many writers and designers tend to provide too much information on the

home page. This results in the page being congested and often difficult to

read. Remember that users do not want to read too much. They want to find

what they are looking for by scanning the page for relevant information;

otherwise they will simply move on to the next website.

Is this your experience concerning the home page of News24? Do you find

this page overloaded with information and congested? Some readers find it a

bit overwhelming and exit the site as soon as they enter it. Other readers find

it equally congested and prefer to move on to the specific article they are

looking for, not wasting any time on exploring the home page any further.

What is your opinion? If you also find this home page a little too busy and

even overwhelming, can you name news (or any other) websites that do not

fall into the same trap as News24?

Here are a few guidelines to keep in mind when planning a home page. You

will find these guidelines in Redish (2007).

16.3.1 Establish an identifiable brand

Provide website with

recognisable logo and

catch phrase

Identify your site by establishing the brand. Provide your website with a

recognisable logo and a catchphrase. News24 has a very recognisable logo

and catchphrase (``Breaking News. First''). The catchphrase encapsulates

what the website is about. And have you noticed that the blue and red colours

in the News24 logo are used throughout the site? Red for hyperlinked

headings that lead to pathway pages (see discussion to follow) and blue for

article headings that link you immediately to the relevant article.

A useful home page makes it instantly clear (not by writing paragraphs!)

what the website is all about. Users should not be confused or uncertain.

Your website should be immediately recognisable to everyone: those who are

already familiar with the product, service or group that you are representing

and those who visit your website for the first time (on purpose or by mistake).

For the home page to be clear it has to be concise.

Do not place your mission statement, vision and an explanation of what the

site is about on the home page. Rather create a separate page and connect it to

the home page by hyperlink.
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16.3.2 Set an appropriate tone

Your website is like a

conversation

Set the tone of the website. Remember what Redish (2007:4) says about your
website being like a conversation. The tone of your site is connected to the
``brand'' you are offering and the ``corporate image'' that you are trying to
establish. The tone is also dependent on your approach, your content and
your audience. How does your site come across? Is it professional, friendly or
trustworthy? If your site is a type of tabloid, does it reflect a gossipy
personality? Do you think it is appropriate for Parliament's website to make
use of humorous language? Keep in mind that different factors combine to set
the tone of each home page. The graphics, colouring, page layout and
language use among other things will help you to set the tone.

What kind of tone would you say News24 has? Is it very serious and
businesslike? Or maybe it sets an informal and almost light-hearted tone? In
our opinion this news website has a certain sense of seriousness to it without
being too formal. It manages a very fine balance between being serious and
providing news in a conversational style. How do you experience the tone?

16.3.3 Conciseness is key

Most successful home pages consist of very short, clear, concise descriptions
and hyperlinks. Remember that the home page is the portal to the rest of the
site and should rather be seen as a navigation page. Therefore it is better to
provide users with hyperlinks that are visible and understandable. Site
visitors should not wonder which link to choose and they should under no
circumstances wonder what is meant by a description or a hyperlink. Web
users do not have the time or patience to try and work out what your
descriptions mean and which of your links are relevant.

Web users as hunter-

gatherers

Redish (2007:54) refers to web users as hunter-gatherers. When they are
searching for information, users are hunting for something very specific.
They do not really pause to read or look; they simply hunt for those keywords
that will put them on the right track. They take in very little. Once they
actually find what they've been looking for they change modes and turn from
being a hunter to being a gatherer, slowly slurping up the content provided.

When News24's home page opens up in front of you it should be obvious
from the very first second that this is a news page. The name (and logo),
catchphrase and the organisation makes it quite clear. It also becomes
apparent really soon that the different hyperlinks are the headings of news
reports. Everything about News24's home page informs the reader what the
website is about. No heading, subheading or category will leave the reader
wondering what lies behind the relevant link. Conventional printed
newspapers worldwide have the same type of outer shell and are therefore
easily distinguishable among other kinds of printed text. Online newspapers
are similarly recognised by their structure and layout. News24 is no different.
In other words even a person who does not understand a word of English will
be able to tell that News24 is a newspaper just by looking at its home page.
News24 follows the conventions and is therefore not confusing or misleading.

16.3.4 The three-click rule

Set up a pathway page The best way to help direct visitors to relevant information and to make the
hunting process much easier is to provide visitors with different kinds of
pathways. Set up a pathway page that functions like a table of contents.
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Categorise all your topics and try to break them down in size. Create a
hyperlink for each and every topic and subtopic. The user must be able to
find the right link at a glance. When the title of the hyperlink is not too clear,
it is a good idea to include a short description to help users decide which link
to choose. When you provide useful information to help users navigate
through your website, you should consider using bullets or fragments. Avoid
using full, long sentences if possible and think hard before you use jargon of
any kind. Not all your visitors may know the meaning of certain terminology.

When you have a look at News24's home page, you will find different
headings in red (like ``South Africa''). The moment you click on a red
hyperlink, it takes you to a separate index page that allows you to view the
various article and column titles (including kickers and leads) that are all
related to the same topic. If you click on the red hyperlinked heading ``South
Africa'' you will be taken to a page containing many articles on South Africa
or that report news relevant to South Africa. These function as pathway
pages. When you have reached a pathway page, you can click on any of the
other titles and it will take you directly to the article or column. This seems to
be the case for all the red headings on News24's website.

The three-click rule It is often said that web designers and information architects have to use the
three-click rule. The three-click rule means that visitors should only move
through three hyperlink options to reach the intended page. Anything beyond
three clicks will lead to disinterest and cause web users to move on to the
next site. However, people will gladly click more than three times if it is clear
that you are leading them down a path that is quick, to the point and ends up
at the information they are looking for. Just make sure that the path is smooth
and efficient. One way of accomplishing this is to prevent visitors from
having to think for themselves. Make it as easy and straightforward as
possible. Try to prevent visitors from using the Back button. Visitors do not
like being led down the wrong path. The more they use the Back button, the
sooner they will leave.

ACTIVITY 16.2

Why not put the three-click rule to the test? Visit News24's website (or any
other site that you prefer) and see whether you reach your goal within three
clicks. If the three-click rule does not work in your opinion, how does it make
you feel? Does it frustrate you? Or do you simply continue clicking without
any annoyance? If so, why?

Impatient and often young web users tend to choose the links that look as
though they might lead them to the information they need. They do not really
take the time to determine whether the hyperlink is actually relevant and
useful. Keep this in mind when you determine the order in which you want to
place your hyperlinks. Place the links that you feel are more important at the
top or list them first. This way you will help the experienced as well as the
inexperienced web users to find what they are looking for by making it much
easier. You will no doubt find that online newspapers place the most
important stories at the top of the page somewhere.
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Identifiable brand on

every page of website

It also regularly happens that visitors to your site did not enter through the
home page, but accessed your site through an external search engine or a
hyperlink which connects different websites together. As this is the case for
many visitors, it is advisable to add the site's logo, catchphrase and name, its
search engine and its navigation tool on every page of the website. Also
provide a clear and visible link to the home page (often embedded in the
logo). This helps to make the website user-friendly and structured and creates
a sense of unity. By making certain sections of each page generic, visitors
who came in through the ``back door'' will be able to identify the site they
suddenly find themselves in instantly. These web users usually visit the home
page afterwards to learn more about the site. It is also a good idea to make
use of tabs or clearly marked links in your navigation tool. In this way
visitors will be able to navigate easily through the site no matter which page
they entered on.

ACTIVITY 16.3

Compare News24's home page (Home page 2) with one of its article pages
(Article page 1) provided below. To guide you, have another look at our
analysis in section 16.2, as well as the discussion in section 16.3. Pay
attention to features such as the logo and catchphrase and to what you find in
both the left- and right-hand columns. Is the website structured the same way
on each page? How are colours and fonts used? Look at the menus, headings
and tabs. To what extent are the home page and the article page similar to or
different from one another?

This is what we see:

Comparing these two pages it becomes quite obvious that the top part of the
web pages is the same. This consists basically of a grey block containing
menu tabs at the top (News24 Home, Mail, Blogs, Albums) followed by two
news reports. Next to the two news reports on your left is the logo and
catchphrase. On the right you have the icon of a cellphone. Between the icon
and the logo is the search engine. Below all of this are the main menu tabs.
The entire grey block repeats itself on each and every page within the site, as
you can see by looking at the article page.

The unity is further consolidated by the block on the right-hand side next to
the article. It is also the same as the block on the home page containing the
most-read article menu, the weather report, the financial indicators, etc. So if
you happened to enter the site from an outside hyperlink you will
immediately be able to tell which website you have just entered.
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16.3.5 Stick to your topic

Organise content

according to topic

and subtopic

Information architects often make the mistake of creating documents and
then failing to stick to their topic. This leads to websites offering lengthy and
wordy texts explaining something in detail which could have been said
equally well using shorter phraseology. However, the most important issue
here is to organise your content according to topic and subtopic. Place these
topics in sequence or chronologically so that visitors are able to follow a
series of steps. This is best accomplished by creating pathway pages.

When you organise your content according to topic and subtopic you should
remember to keep each separate from the other. And each topic should have
its own page in your site. This helps visitors to access only the information
they find relevant. Remember most web users do not want to waste their time
reading if it is not necessary.

ACTIVITY 16.4

After studying the News24 website, would you say that they succeed in
sticking to their topic by categorising their subject matter? Why/Why not?
Write one or two paragraphs in which you justify your point. Also refer to
examples to support your opinion.

Distinguish between

different types of

visitors

Sometimes it helps to organise the content by distinguishing between the
different types of visitors to your website. Think, for example, of a website that
offers information on health issues. A subtopic on this site might be sexual
health. The sexual health category is usually divided into two main groups,
namely heterosexual and homosexual. These two groups often discriminate
between men and women. It is obvious that the sexual health advice or
counselling is different for each group mentioned. What kind of reader does
News24 attract? It is not enough to simply say that a News24 reader is
someone who likes to keep abreast of national and international affairs. That
would be an ignorant assumption. But is it really that simple to identify one or
two types of reader, especially if the website tends to offer so much?

Please see Redish (2007) for more on this topic.

ACTIVITY 16.5

Search for two distinct websites that are examples of good and poor
organisation. Study each of these very carefully and determine to what extent
they successfully organise, or fail to organise, their topics to make them user-
friendly. Is there a logical and easy-to-follow hierarchy or taxonomy that
helps to break down the subject into subfields? Why would you say your
chosen websites are well organised or not-so-well organised? You can either
discuss the matter by writing a short essay or you can place your findings in a
well-structured table. Also consider studying websites that deal with specific
topics, unlike News24 which is a never-ending website with numerous topics
and subfields that continue interlinking with others.
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SUMMARY

In this study unit we had a close look at the home page of News24 to
determine what a home page looks like as well as what you should keep in
mind when designing one. We focused on things such as establishing an
identifiable brand, setting the appropriate tone, keeping things short and
sweet and sticking to your topic.

FURTHER READING

Garrand, T. 2006. Writing for multimedia and the web: a practical guide to

content development for interactive media. Oxford: Elsevier.

Redish, J. 2007. Letting go of the words: writing web content that works. San
Francisco: Elsevier.

Sammons, M.C. 1999. The internet writer's handbook. Boston: Allyn &
Bacon.
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STUDY UNIT 17

Online news report (2) ^ style and
design guidelines

OVERVIEW

In this study unit the focus is on the writing of an online news report

according to a set of guidelines. We will also look at the ways an online news

report differs from a print news report.

OUTCOMES

After having worked through this study unit, you should be able to

. explain what is meant by the term ``online newspaper article''

. discuss and compare a hard copy with an online news report

. draw up a list of house rules/guidelines for writing online news reports

. write an online news report using a set of house rules/guidelines

17.1 INTRODUCTION

Why do people visit websites? They are looking for information. They

mostly want questions answered, but they do not want to go to too much

trouble in doing so. Web users want information to be readily available,

accurate and up to date. It comes down to reading content. How do people

read on the web? Do they read? A lot of reading takes place for both leisure

and functional reasons. When reading for pleasure, people tend to read much

more slowly and to spend more time on each website. But when web users

read for functional reasons they tend to skim and scan. People do not want

to waste their time reading useless information in a manner they cannot

understand. Writing for the web basically means writing texts that

provide readers with exactly what they are looking for and making them

easy to find and simple to grasp. Redish (2007:4) says good web writing

answers people's questions and allows readers to ``grab and go''. But how

does one go about writing news reports for the web?

After having studied the home page of an online newspaper it is time to direct

our attention to the writing process. In this study unit we will be looking at

online news reports and we will try to provide you with a few house rules on

how to write them.

HINT: Keep section B in mind as you work through this study unit.
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17.2 SPOT THE DIFFERENCE

Study the two articles below and compare them with one another. What

differs and what is the same? Focus on both the content and the document

design.

TEXT 1 ``Thicke promises to thrill Mzansi''

(Sowetan, 29 July 2010)
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TEXT 2 ``Thicke promises to thrill Mzansi''

(Sowetan Live, 29/07/2010; www.sowetanlive.co.za)
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Before we go any further let's very briefly discuss what is meant by the term
``online newspaper article''. Is it sufficient to say that it simply refers to an
article on the web? What do you think?

The term online news

report

In our opinion an online newspaper article can refer to either of two things:

. the online version of the hard copy article published simultaneously in
paper format and on the relevant newspaper's website

. an article published in a newspaper that only exists online

Comparing online news

report to hard copy

When you look at the two articles provided above it should be apparent that
they fall within the first definition: the same article published simultaneously
in hard copy and online, in this case taken from The Sowetan of 29 July 2010.
They are very similar but some differences are obvious. Let's have a closer
look.

First the hard copy:

. has a large-font heading (in bold), underlined in red

. has a large-font subheading in white-bold on red background (also known
as a reverse kicker)

. the two headings are followed by the journalist's name

. underneath the byline is the deck in the same font as the rest of the text, in
bold

. has a large photo with caption on the right

. has six paragraphs (not counting the deck)

. paragraphs are not organised in columns, but text is justified and
paragraphs are indented on the right

. makes use of the inverted pyramid style

. makes use of an informal style of writing

. contains no references to related reports

Did you spot anything else?

Now the online version:

. has a large font heading (in bold)

. does not have a subheading

. the heading is followed by the date, the byline and a comments counter

. underneath the date and byline is the deck in a larger font and in bold

. has a normal size photo on the right without a caption

. has seven paragraphs (not counting the deck) ± fourth paragraph split in
two

. does not make use of columns, but text is justified and paragraphs are
separated by white space

. makes use of the inverted pyramid style

. makes use of an informal style of writing

. contains no references to related articles

Did you spot anything else?

Because the given article contains entertainment news, it is not surprising that
the online version does not have any references to related articles. The
articles covering more important news do actually have hyperlinks on the
right or below the article to connect you to related reports. It is also due to the
nature of this article that the language use in the hard copy as well as the
online report is fairly informal, breaking from convention regarding formal
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and complex writing. The language style is often determined by the content
of the articles and sometimes by the newspaper in general. You will notice a
big difference in language style when you read the Financial Mail and the
Mail & Guardian in comparison with The Sowetan or The Citizen.

Having studied the two versions of the same article, would you say that they
belong to two different approaches? Does the online version differ greatly
from the hard copy version? And, in your opinion, does a newspaper article
that is made available online qualify as an online news report? Why/Why
not?

We prefer the second definition given above: to be called an online article it
should be published in a newspaper (or magazine/journal for that matter) that
exists fully in cyberspace, as is the case with News24. Unfortunately it is not
that clear cut. If you also prefer the second definition to the first, you should
be able to call the online version of a hard copy news report by another name.
And that is where it becomes tricky.

17.3 WRITING ONLINE NEWS REPORTS

How does one distinguish between the two types of online news reports? By
looking at the writing approach.

Before we go any further study the following article taken from another
South African online newspaper called The Daily Maverick. Can you deduce
anything from it about the writing style and document design? Try to make a
list of your findings. Also try and determine to what extent it overlaps with
conventional newspaper articles.
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TEXT 3

A read a day keeps the ignorance at bay . 5 August 2010, 12:24:21 (South Africa)

THE DAILY MAVERICK
HOME POLITICS BUSINESS AFRICA MEDIA SCI-TECH

SPORT OPINIONISTAS

SUBSCRIBE TO OUR FIRST THING MORNING E-MAIL

MONITOR

Sunday Times reporter plucked off the street, may stand accused of anti-government
conspiracy

Sunday Times investigative reporter Mzilikazi wa Afrika was on route to hand himself over to
police when, in the words of his editor Ray Hartley, ``somebody decided they wanted to make
something more dramatic out of it'' and six police vehicles rushed in to make the arrest. His
crime? Either fraud and conspiracy, or just being a thorn in the side of powerful people.

As journalists and editors were meeting downstairs from the newsroom, the Sunday Times learnt that
reporter Mzilikazi wa Afrika was being sought by the police. So he headed off to the Rosebank
police station a few blocks away, to hand himself over as arranged by the paper's lawyers. But he
never reached his destination. Instead several police, using no fewer than six vehicles, arrested him
on the roadside.

``The agreement was that he would hand himself over,'' says editor Roy Hartley. ``Then they
decided to make something else of it.''

As some police tried to stop photographers capturing the scene, Wa Afrika was bundled off to the
Rosebank police station ± where he had been headed in the first place. Shortly thereafter he was
moved, and is presumably now on his way to Nelspruit, although Hartley could not immediately
confirm this. ``We are still trying to establish what is happening to him.''

From a mixture of reports coming out of Mpumalanga, and statements by the Hawks special unit, a
picture is starting to emerge. But keep in mind that it is, as yet, a fairly hazy picture.
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Wa Afrika, it seems, will stand accused of conspiring with two Mpumalanga provincial officials to
create a fake resignation letter in the name of Premier David Mabuza. Those two officials may also
already have been arrested. It is possible that the charge will be simple fraud, or that the three will in
addition be charged with attempting to destabalise the government by raising doubts about Mabuza's
position.

Meanwhile, conflicting rumours have suddenly sprung into existence ± or perhaps have come to
wider attention. On the one hand are allegations of a conspiracy to frame Wa Afrika for bribery. On
the other are allegations that he had, in fact, accepted money in return for sabotaging the reputations
of Mabuza and police chief general Bheki Cele.

Wa Afrika was one half of the team that on Sunday broke the story of Cele's apparent involvement
in a dodgy rental deal. He has previously jointly reported on a supposed theft of a great deal of
money from Mabuza's farm, and isn't new to reporting on Cele either.

By Phillip de Wet

Photo:Times Live
Wednesday 4 August, 2010
Print | Email | Facebook | Tweet this | More | Follow us on Twitter | RSS

(The Daily Maverick, 4 August 2010 (www.thedailymaverick.co.za) )

The term printcasts Sometimes online news articles are also compared to broadcasting due to its
immediate reporting capabilities. As with television and radio, online news
reports are able to provide readers with current information 24 hours a day,
seven days a week. Online news reports can be produced as news events
unfold and older articles can be adapted to prevent the news from becoming
stale. Printed news reports do not have that luxury. For this reason online
news reports are often referred to as printcasts. So what are the similarities
and differences?

Like newspapers, online news has headlines and uses still images and
graphics. Like broadcasting, online news has the capability to report news
instantaneously as it happens. Like live radio and TV, websites with online
news can use real-time audio and video. Only online news can have
(hyper)links to related information. Online writers often have the luxury of
more time and space than is possible in the traditional broadcasting media.
Online writing is sometimes somewhat more complex than broadcast writing
because people can reread complicated sentences on their computers if
necessary ± much as readers can reread newspaper articles if they do not
understand a point the first time. Unlike traditional newspaper writing, online
writing can lend itself to a more casual and conversational style. The online
world stands alone in its unique interactive relationship with viewers, listeners
and readers (``users''). It should be clear from this that online news combines
the traits of newspaper news, broadcast news and certain unique dimensions.

Inverted pyramid style When writing a news report in print, journalists traditionally use the inverted
pyramid style (see section B, study unit 6), with the most important infor-
mation (represented by the wide base of the upside-down triangle) presented
first in the story and the less important information (represented by the pointy
tip) presented last. These less important details are the ones that can be easily
chopped off the bottom of the story if it turns out to be too long.

Broadcast writers, on the other hand, use the completed circle style of
writing. Here the story consists of a cause (how and why it happened) and
effect (what was the impact or the result of what happened). Often the
information given at the end of a broadcast story is not the least important; in
fact, it might be integral.
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Differences between

print newspaper reports

and online news reports

A producer and writer of CBSNews.com, Ellen Crean, gives the following
example of a news story as it might appear in print and then presents her own
internet version of the same report (Attkisson & Vaughan 2003).

News Story

A man in Smalltown, USA, returned from his tropical vacation to find
that his house had turned into a zoo. John Jones had no sooner unlocked
his door at his Elm Street home than he was greeted by a cacophony of
animal noises and a very distinctive odour. It turned out that he had
mistakenly left a kitchen window open, which certain local wildlife had
taken as an invitation to come in and have a party. A phone call from a
panicked Jones brought an animal rescue team to break up the festivities.

Taken into custody, and later released in the nearby woods, were seven
squirrels, three racoons, a family of moles, and several wild birds. As for
Jones, he is still assessing the damage, which so far includes yards of
ruined carpeting, fourteen broken Hummel figurines, three pieces of
formerly upholstered furniture, and a dining room table which he
describes as ``pretty scratched up''. Adds Jones: ``Just tell everyone to
make sure all their windows are shut before they leave the house.''

The same story follows in printcast for the internet.

SMALLTOWN, USA

Take John Jones' advice: Don't leave the house without shutting all your
windows. When he came back from a tropical vacation recently, he was
greeted by a few new tenants:

. seven squirrels

. three raccoons

. a family of moles

. several wild birds

While the wildlife was soon dispatched to their native habitat by an
animal rescue team, Jones was left to inventory the damage, including

. 14 broken Hummel figurines

. three pieces of formerly upholstered furniture

. yards of ruined carpeting

. a ``pretty scratched up'' dining room table

According to Attkisson and Vaughan (2003) printcast news stories make
liberal use of what are sometimes termed bullets (simply meaning a list of
short words or phrases). The preceding story contains bullets that describe the
so-called new tenants and the damage done to the house. It is left up to the
writer to figure out ways to enhance the internet story. In the previous
example, this could mean

. links to websites about home repair, dealing with wildlife, medical advice
on contact with wild animals, animal help organisations, and perhaps
hints on how to remove pet stains from a carpet

. photographs of the damaged house

. streamed video

. a poll
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In the case of a poll, it is an offbeat story that might lend itself to an offbeat
question. For example:

Which of the following wild animals would be most welcome in your
home?

(a) squirrels (b) moles (c) skunks (d) the World Wrestling Foundation.

A writer of internet news should always think in multimedia terms and
should consider the print elements of the script, the graphic look of the
page, video and audio possibilities, still photos, suggested links and
interactivity ± such as polls.

ACTIVITY 17.1

Does the article taken from The Daily Maverick reflect any of the traits
associated with printcasts as set out by Ellen Crean? Do a quick analysis.

For better clarity on the approach to writing online news reports we provide
you with the following style guidelines. These are in no way absolute or fixed
since writing styles often differ from news agency to news agency, but they
should give you a good idea of how to construct a proper online newspaper
article.

17.3.1 Style guidelines for writing online news reports

We have taken the guidelines and recommendations from three different
sources. You will notice that some of the points are repeated.

Style guidelines from

CBSNews.com

The following internet news style guidelines are taken from CBSNews.com
(Attkisson & Vaughan 2003):

Overall:

. The headline, photo and short story should work together clearly.

± A photograph of a person should be identified in the headline or short
story.

. Short story tease or index (primary) page.

± This should be short, ideally about 25 words.

. Tenses

± Keep the tense in a story consistent.
± In features use the present tense for attributions (i.e. ``he says, she

notes, he adds'').
± In news stories use the past tense (i.e. ``he said, she noted, he

added'').

. Story length

± News stories should be about 500 words.
± Features can be longer.
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. Translating broadcast strips

± When translating a broadcast story for the web, watch the video to
make sure that you are not missing crucial information. Add any such
information to the web version.

. Punctuation

± Write in complete sentences as far as possible.
± Punctuate run-on sentences within quotes.
± Put full stops after complete sentences in captions; no full stop if it is

a fragment.
± Italicise a comma or a full stop if it is next to an italicised word.

. Quotes

± Inside articles, quoted matter should not be altered, except when slang
is used (e.g. ``gonna'', ``gotta''); the text needs to be amended to
``going to'' and ``got to''.

± The producer of a piece is responsible for playing any video attached
in order to make sure that the corresponding quotes match the sound
bites in the video.

± There is no need to capitalise the first letter of the job description
(lecturer Jones) of a person quoted, unless that title is usually
capitalised (President Mbeki).

± Use bold face for all quotes.

. Word usage

± Acronyms: If an acronym is four or more letters, capitalise the first
letter and lower case the rest (e.g. Eskom, Nepad, Unesco).

± Names: Children under 18 years should be referred to by their first
names on second reference. Adults should be called by their last
names on second reference. The only exception is for celebrities
known by one name only (e.g. Madonna, Cher, Mandoza).

. Dates

± Always use the day of the week, not ``today'' or ``yesterday''.
± Spell out the month when it is used alone.

. Time

± Use ``a.m.'' and ``p.m.'' in lower case letters with full stops.

. Headlines and sub-headlines

± Capitalise the first letter of headlines at the top of the story and sub-
heads at the top. If a headline appears in the story's text (such as for a
book title) capitalise only the initials of major words, but not articles
or prepositions with fewer than four letters.

± Typical headline style involves a subject and verb combination. The
main headline should have a subject and a verb, and the sub-heads
should play off that. The sub-heads should include another subject
with a verb or should assume the same subject, but carry a different
verb.

± Headlines can also be in label style (just describing a ``thing'' with no
verb). Often these are playful.
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. Captions

± Captions should accompany all photos.
± No caption is needed for illustrations or graphics.
± A short sentence (one, two or three lines long) gets a full stop.

Sentence fragments get no full stop at the end.

Style guidelines: Jakob

Nielsen

According to Jakob Nielsen (Rich 2003:288) online newspaper readers may
be willing to read more than readers of other websites. He recommends
online journalists to keep the following in mind:

. Write meaningful subheadings that tell the reader what the article or
section is about. Depending on the length of the article it is also a good
idea to place boldface subheadings periodically throughout the article to
help readers scan.

. Write short, simple sentences. Avoid sentences with long and complex
clauses. Be concise.

. Use bulleted lists to help readers scan text.

. Limit each paragraph to one idea.

. Use the inverted pyramid structure.

Style guidelines: Caro-

le Rich

Rich's (2003:289) recommendations are as follows:

. Make sure you have a clear focus. Readers should know what the story is
about and why they are reading it within the first few paragraphs.

. Write in the active voice: who did what rather than what was done to
whom.

. Place links on the side or at the end of the article. Links embedded within
the sentences will tempt the reader to click away from the story.

. Avoid using only a person's last name on second reference in subsequent
pages.

. Keep paragraphs short and insert a space between paragraphs.

. Use conversational style. Write as though you were talking to a single
reader. The ``you'' voice works well online. Try to let readers know what
the story means for them.

ACTIVITY 17.2

In what respect do the guidelines/house rules of the three authors correspond?
Make a short list.

Have another look at the article taken from The Daily Maverick about the
Sunday Times reporter. When analysing this article can you clearly spot any
of the guidelines suggested by CBSNews.com, Jakob Nielsen or Carole
Rich? Using the three sets of guidelines provided above as a checklist, this is
what we found.
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Sunday Times reporter plucked off the street, may stand accused of
anti-government conspiracy

By Phillip de Wet

It is easy to tell from the writing style of this article that The Daily

Maverick is an informal online newspaper that's fairly new to the scene.
It does not reflect the same quality or standard that you associate with
News24 for instance.

The heading is large and in bold and it contains both a subject and a verb,
but it is too long. It would have functioned better if it had been split into
a main and subheading. The lead is also in bold, making it stand out. The
lead summarises the article providing the reader with a clear focus on the
topic of the article. Even though the photo does not contain a caption
describing the scene depicted it does work well in relation to the heading
and the lead to give the reader an even better picture.

As this is a news report the past tense is used (with one or two tense
mistakes). There is only one reference to a day in the week (Sunday), but
no other indication of time is given. Punctuation is used correctly and the
same can be said for the quotes in the article. The article is written in the
active voice and paragraphs are short and separated by white space. Even
though the writing style is conversational and quite informal, the
journalist used long and sometimes poorly formulated sentences. No
bulleted lists were used.

The practice of capitalising titles of importance or status can be seen in
the use of Premier David Mabuza and General Bheki Cele. Yet less
formal titles are not capitalised: editor, police chief. The adult subjects in
the article are identified by their full names (Mzilikazi wa Afrika) when
mentioned for the first time followed by only using the last name (Wa
Afrika) in subsequent references.

Hyperlinks are embedded in the body of the text and the inverted
pyramid style was used.

This article consists of approximately 470 words.

It is not necessary for an online article to comply with all the guidelines
mentioned above. They are, after all, guidelines. But you will find many of
the criteria mentioned in the list of guidelines in most online news reports,
which means that they form part of the convention.

ACTIVITY 17.3

Study text 4 closely.

1. Analyse this article in the same way as we analysed the article about the
Sunday Times reporter in The Daily Maverick. Use the guidelines
provided as the necessary criteria for your analysis.

2. Have another look at the guidelines discussed in this study unit and draw
up your own set of house rules.

3. Choose a story from a TV or radio news bulletin and use it to write your
own online news report according to your own list of house rules.
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TEXT 4

Do you feel lucky? Well, do you, punk? . 5 August 2010, 12:30:11 (South Africa)

THE DAILY MAVERICK
HOME POLITICS BUSINESS AFRICA MEDIA SCI-TECH

SPORT OPINIONISTAS

SUBSCRIBE TO OUR FIRST THING MORNING E-MAIL

MONITOR

Selbi condemns SA in eyes of the world media

Remember when the world's media still loved us a few weeks ago? Well, the conviction of the
one-time boss of Interpol has been resaon enough to reduce our country to a continentel clicheÂ

again.

The sentencing of disgraced former top cop, Jackie Selebi, garnered volumes of global coverage, but
received a mixed reaction from the world's media. A few saw the sentencing as evidence that South
Africa was getting tough on crime, but most international media that carried local opinion indicated
that the conviction could be a once-off, following the disbanding of the Scorpions.

Influential media such as the UK's Financial Times questioned whether South Africa would be able
to stem the tide of corruption plaguing this country. The Financial Times, which has a daily
readership of close to 2 million, used the Selebi story to focus on how corruption was hurting South
Africa. Steve Friedman, director of the Centre for the Study of Democracy told the FR that the Selebi
case shouldn't ``distract from the limited progress made on tackling high-level corruption in South
Africa, despite Zuma's pledge to make it a key priority''. The DA's Diane Kohler-Barnard said the
prosecution could be South Africa's last conviction of a high-profile ANC member. Kohler-Barnard
said without the Scorpions, which helped bring Selebi to book, future investigations would be
flawed. ``Now that such investigations will fall under the minister of police, decisions will be
politically driven,'' Kohler-Barnard told FT. ``Who will police the police? After the case, no one.''
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The Guardian said: ``Selebi's case forced South Africa to confront an unpalatable truth: that the man
leading the crusade against its crime epidemic was himself a criminal.'' The UK Telegraph reported
that Selebi was convicted ``after evidence showed he had gone on designer shopping sprees with a
convicted drug smuggler''. The article included a quote from the ANC which said the ruling showed
``that South Africa as a country is governed by laws that are applied without any fear or favour to
anyone, regardless of their standing''. However, the Telegraph quoted the DA at length which
positioned Selebi's prosecution as ``the exception rather than the rule''. Kohler-Barnard told the
Telegraph: ``We as a country are almost completely unfamiliar with the idea of a corrupt official,
connected to the ANC, actually going to prison.''

This view was echoed by CBS News which quoted conservative Afrikaner rights group Afriforum:
``Selebi would probably not have been prosecuted if the investigation had been left to a unit that fell
directly under his command''. In the same report UDM leader Bantu Holomisa said South Africans
were used to top officials getting away with crime scot free. ``We hope this sends a message that will
echo in the halls of power that the culture of impunity that pervades government will not be
tolerated.''

International wire service Reuters reported on the sentencing in a marginally more positive light,
quoting analysts who said Selebi's conviction ``was a positive development for the country, showing
it was ready to tackle its growing corruption problem''. The BBC's Jonah Fisher, who grew in social
media fame after being thrown out of a media conference by ANCYL leader Julius Malema, said
Selebi's conviction meant the ex-police chief's humiliation was complete. ``Prosecutors said they
hoped the sentence would `send a strong message that corruption will not be tolerated'. Selebi
refused to comment. But now the man who for eight years was responsible for leading South
Africa's fight against crime is destined for jail,'' he reported.

The Irish Times pointed out that Jackie Selebi was the most senior ANC member to be convicted by
the law since apartheid ended. In the piece the Inkatha Freedom Party (IFP) complained that Selebi's
sentencing was too light. ``He was not only an embarrassment to the SAPS (South African Police
Services), but to the country's image abroad because of his involvement with Interpol,'' IFP
spokesperson Velaphi Ndlovu said.

The news was heralded as a ``landslide victory against corruption'' by The Christian Science
Monitor which said Selebi would act as a warning for government. The Monitor quoted the SACP's
Gugu Ndima who said ``The trial signals that no one is above the law and that irrespective of your
[anti-apartheid] struggle credentials, or position you may occupy in government or party politics,
there will be consequences for corruption.''

Earlier news of Selebi's sentencing trended strongly on Twitter according to independent media
news side Beehive City. Tweets since the sentencing largely showed anger vented at Selebi, relief
that justice had been done and saw the former police chief become the butt of digerati
jokes.@injoburg quipped ``Morgan Freeman could well play Jackie Selebi in `Convictus'.'';
@WarrenRcomedian tweeted ``If I was Selebi's cellmate, I would take the top bunk. Then I would
make jokes about being, `above the law' '' and @GarethCliff said ``Jack Selebi is already laying the
groundwork for `Terminal carpal-tunnel syndrome' that will serve as an excuse to stay out of jail.''

No laughing matter is the fact that way before Jackie Selebi was sentences The Economist poisioned
the drug lord-loving police chief as the tip of SA's corruption iceberg. Selebi saw justice meted
against him, but what about Ebrahim Rasool, Jimmy Manyi, Siyabonga Gama, and Tony Yengeni,
The Economist asked, intimating that Jacob Zuma's ``vaunted crusade'' to clean up corruption was
crumbling.

For the most part the fight against corruption in what is Africa's largest economy is being viewed by
the international media as a losing battle. What's clear is that unless effective, transparent and
meningful action is taken to stem corruption in this country, South Africa is likely to become media
fodder for the continental clicheÂ and will be positioned as just another graft-ridden African state.

ByMandy deWaal

Read more: ``Crime in south Africa is Businesses Biggest Constraint, Wold Bank Says'' in
Bloomberg, ``Police corruption a familiar tale in South Africa'' on AlJazeera.net.
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Main photo: Jackie Selebi, the formerhead of SouthAfric's police force, looks on duringhis sentencingat
a South African court in Johannesburg August 3,2010.ThecourtonTuesdaysentenced the country's for-
mer police chief to 15 years imprisonment after he was convicted of graft and became one of the most
seniorofficials broughttojusticeforcorruption. Selebi, a long-standingstar inthe rulingAfricanNational
Congress (ANC) party and a former president of the international police body Interpol, had been found
guildty last month of receiving brives from a drugkingpin. Reuters/Werner Beukes

Thursday, 5 August, 2010
Print | Email | Facebook | Tweet this | More | Follow us on Twitter | RSS

(The Daily Maverick, 5 August 2010 (www.thedailymaverick.co.za) )

SUMMARY

In this study unit we compared a hard copy newspaper article with its online
version. We looked at online news reports, also known as printcasts, and their
characteristics. The focus then shifted to the various sets of guidelines one
should keep in mind when writing a news report specifically for the web.

FURTHER READING

Nielsen, J. 2000. Designing web usability. Indianapolis: New Riders.

Nielsen, J. 2002. Homepage usability: 50 websites deconstructed. Indiana-
polis: New Riders.

Rich, C. 2003. Writing and reporting news. Belmont: Wadsworth/Thomson
Learning.
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SECTION E

Writing texts for
public relations
and marketing



STUDY UNIT 18

Public relations ^ an overview

OVERVIEW

In this study unit we will briefly look at the role and relevance of public
relations in organisations. Firstly, we will define public relations and focus on
the activities in and functions of public relations. Secondly, we will try to
distinguish public relations from related fields such as marketing, advertising
and publicity. Thereafter, we will examine public relations communication as a
process. Lastly, we will look at key elements of internal and external
communication as important aspects of organisational communication,
paying close attention how these distinctive parts relate to public relations.

OUTCOMES

After having worked through this study unit, you should be able to

. define public relations

. identify the most important activities in and functions of public relations

. be able to distinguish public relations from related fields such as
marketing, advertising and publicity

. identify the publics of public relations

. demonstrate your understanding of the process approach to communi-
cation and how it relates to public relations in particular

. demonstrate your understanding of the key elements of internal and
external communication as distinctive parts of organisational commu-
nication and how these relate to public relations

18.1 INTRODUCTION

Public relations is an important function in any company, organisation and
governing body, because it has a direct influence on other functions such as
marketing, sales, finances, human resources and production. Each organisa-
tion is constantly engaged in a number of interdependent relationships with a
number of different internal and external publics. The ideal is to maintain
such relationships in a positive, effective and productive manner serving the
needs of both the organisation and target audience.

Because this section focuses on writing texts for public relations and
marketing we are not going to discuss public relations as a managerial
function in great depth. That falls beyond the scope of this module. However,
it's still important to know some of the basic elements and functions of public
relations. This contextual knowledge will help you a great deal in the writing
of specific texts for public relations and marketing such as the news release,
direct mail letter and the electronic newsletter. We will deal with these text
types later in this section.
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It's important to remember that good writing skills are one of the most
important characteristics of the public relations practitioner. That's why we
are primarily going to focus in this section on improving your writing skills
in the field of public relations.

The purpose of this study unit is to provide you with an overview of public
relations. Where necessary we will refer to marketing and organisational
communication as it specifically relates to public relations. You will find it
difficult to write effective texts for public relations and marketing if you don't
understand the broader context of these functions.

18.2 PUBLIC RELATIONS IN CONTEXT

18.2.1 Definitions of public relations

There are a number of similar and authoritative definitions of public
relations. Here are a few:

Public relations is the management process whose goal is to attain and
maintain accord and positive behaviours among social groupings on
which an organisation depends in order to achieve its mission. Its
fundamental responsibility is to build and maintain a hospitable
environment for an organisation (Broom, Lauzer & Tucker 1991:223).

Public relations is the management function that identifies, establishes
and maintains mutually beneficial relationships between the organisation
and the various publics on whom its success or failure depends (Cutlip,
Center & Broom 1985:4).

Public relations is a social philosophy of management expressed in
policies and practices, which, through sensitive interpretation of events
based on two-way communication with its publics, strives to secure
mutual understanding and goodwill (Moore & Kalupa 1985:5).

Public relations is a planned process to influence public opinion, through
sound character and proper performance, based on mutually satisfactory
two-way communication (Seitel 2007:4).

18.2.2 Activities in and functions of public relations

Public relations is a

broad area

The following table, adapted from Fawkes (2008a:8) and Seitel (2007:11±
12), gives you a good idea of the broad area of public relations. It involves
not just a single activity but incorporates numerous activities that involve
specialised skills ± one of the most important activities being writing for
different audiences.

PR activity Explanation Examples

Internal communications/

employee relations

Communicating with

employees

In-house newsletter, intra-

net, staff newsletter, inter-

nal memos

Corporate PR Communicating on behalf

of whole organisation, not

goods or services

Annual reports, conferen-

ces, images
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Media relations Communicating with jour-

nalists, media specialists

and editors

News releases, press

events

Publicity and marketing

communication

Generating positive publi-

city for a client, creating

marketing material

Direct mail letters (sales

letters), brochures, catalo-

gues, displays, promo-

tions

Business to business Communicating with other

organisations, retailers and

suppliers

Exhibitions, trade events

Public affairs Communicating with opi-

nion formers (like politi-

cians), monitoring the

political environment

Presentations, briefings,

public speeches

Community relations/So-

cial responsibility

Communicating with local

community

Exhibitions, presentations,

letters, meetings, spon-

sorships

Consumer relations Communicating with con-

sumers

Helplines, consumer fo-

rums, websites, news re-

leases

Investor relations Communicating with fi-

nancial organisations/indi-

viduals

Newsletters, briefings

Issues management Monitoring political, so-

cial, economic and tech-

nological environment

Considering new pres-

idential campaign for an

organisation

Crisis management Communicating clear

messages in fast-changing

situation or emergency

Dealing with the media

after an aeroplane crash

Copywriting Writing for different au-

diences

News releases, newslet-

ters, web pages

Publications management Overseeing print/media

processes, using new tech-

nology

Leaflets, internal magazi-

nes, websites

Events management Exhibitions Annual conference, press

launch, trade shows

Website development and

digital interface

Creating the most impor-

tant interface with the

public, monitoring the

world wide web

Websites, blogs, Face-

book profiles, e-newslet-

ters

ACTIVITY 18.1

1. Study the four definitions of public relations above (under heading
18.2). Use these definitions to identify and summarise the most
important key elements of public relations.

2. Website development and digital interface is listed as one of the
activities of public relations. How did developments in information

396



technology (such as the internet, social networks like Facebook, etc.)

change the nature of public relations?

3. Describe two examples from your own professional and personal

experience when you came across public relations.

4. Study the newspaper report titled ``SPCA given a ton of relief'' (text 1)

below. Answer the questions.

TEXT 1

(Rekord East, 11 February 2011)

4.1 Which of the elements of public relations that you identified in question
1 can you identify in text 1? Justify your answer by referring to the text.

4.2 Which activities of public relations can you identify in text 1?
4.3 Is text 1 an example of internal or external communication? Justify your

answer.
4.4 How did the Rekord East newspaper get the information in order to

write the news report?
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ANSWERS

1 ± management
± policies and practices
± planned process
± maintains sound relationships
± understanding and goodwill
± public opinion
± publics
± two-way communication

2 It made it easier and faster for public relations communication to reach
wider audiences. It also made it more effective for companies to
maintain a positive public image especially via attractive corporate
websites. It also led to information overload, making it more difficult for
publics (such as news editors) to search for relevant information.

3 Own answer

4.1 ± Maintains sound relationships/understanding and goodwill. Daihatsu
South Africa shows its goodwill towards animal welfare by donating
food to the SPCA.

± Public opinion. This act of goodwill from Daihatsu maintains positive
public opinion. It relates to an issue the public, lawmakers and local
authorities may have an opinion on.

± Publics. The public relations communication (donation of food) is
directed to specific publics ± the readers of Rekord East and animal
lovers.

4.2 Media relations. Both Daihatsu South Africa and the SPCA probably
issued a news release to convey information about the donation to the
Rekord East newspaper.

Community relations/social responsibility. The newspaper report high-
lights the social responsibility of both Daihatsu South Africa and the
SPCA. A particular activity (the donation of food to a welfare
organisation) is communicated to the local public since Rekord East is
a local community newspaper serving the interests of Pretoria East
residents.

Copy writing. The public relations practitioner of Daihatsu South Africa
or/and the SPCA needed to prepare and write a news release by using
effective writing skills.

4.3 External communication, because it communicates with external
publics ± readers of the Rekord East newspaper, dog and cat owners
and people who care about animal welfare. These publics do not have
any direct connection or involvement with either Daihatsu or the SPCA.
They exist outside these organisations.

4.4 The public relations practitioner at Daihatsu South Africa or/and the
SPCA probably issued a news release to convey information about the
donation to the Rekord East newspaper.

18.2.3 Related and distinctive fields

The following related fields could be distinguished:
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18.2.3.1 Marketing

Public relations and marketing are both important management functions.
Because they are closely related they are sometimes confused. The reason for
the confusion is because the techniques of public relations such as publicity
are often used in marketing theory and the techniques of marketing such as
advertising are used in support of public relations theory. Lubbe (1994:11)
explains the interrelationship further: ``It is also common practice that public
relations departments and consultants undertake `marketing communication'
and `marketing public relations' whilst marketing departments offer `public
relations' to help promote products (for example, product publicity).''

They both deal with organisational relationships and use the same processes
and techniques, but their missions or goals differ. The goal of public relations
is to form and maintain good relationships with social groupings on which
the organisation depends to achieve its overall mission. The most important
goal of marketing is to attract and satisfy potential and existing customers on
an ongoing basis to achieve an organisation's economic objectives like
increasing profits, expanding market share and developing a competitive
advantage.

A number of public relations activities can support marketing efforts by
creating new leads through expanding editorial coverage in trade, specialised
and popular media. While the marketing team may focus on creating special
offers and sales promotions, the publicity department will focus on media
coverage and organising launch events to raise awareness of products and
services. Public relations deals with broader publics while marketing
exclusively focuses on customers in order to increase sales.

18.2.3.2 Advertising

Public relations creates

awareness and under-

standing, not sales

Advertising involves paying a medium (television or newspaper, for
example) for airtime or printed space in which to communicate a promotional
message. Public relations practitioners try to persuade editors and journalists
to give media cover to products and services on the basis of newsworthiness.
An advertisement doesn't have to be newsworthy ± it just has to be paid for.
The aim of public relations is not to increase sales, but to increase awareness
and understanding, while advertising ``presents the most persuasive possible
selling message to the right prospects for the product or service at the lowest
possible cost'' (Fawkes 2008:13).

18.2.3.3 Publicity

Publicity forms part of

public relations

Publicity is not the same as public relations. Publicity is information supplied
to a media outlet without any cost. The decision to use the information lies
with the news editor and not the public relations practitioner. To increase
publicity is normally the task of the public relations practitioner, but public
relations also involve a wider range of tasks including policymaking. A
publicist only distributes information, while a public relations practitioner is
involved with the analysis and planning that precede the distribution of
information. Public relations is not like publicity as a one-way street ± it is a
two-way street serving the interests of both the organisation and the public.
The task of the public relations practitioner is not only to communicate the
views of management to the public but also to communicate public views to
management.
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18.2.4 Publics

Different publics are

involved

It's not correct to refer to the singular ``public'' in the term ``public
relations'' because public relations involves a number of different publics ±
not just the general public ± each having its own needs and requiring
different types of communication. Seitel (2007:10) provides the following
definition: ``In public relations, more specifically, a public is a group of
people with a stake in an issue, organisation, or idea.''

Publics can be classi-

fied

According to Seitel (2007:10) publics can be classified according to the
following categories:

. Internal and external. Internal publics exist inside an organisation:
managers, board of directors, stockholders and employees. External
publics exist outside the organisation and are not directly connected to the
organisation: the media, customers and suppliers.

. Primary, secondary and marginal. Primary publics can help or hinder the
efforts of the organisation the most. Secondary publics are less important
and marginal publics are the least important. Publics are forever changing
and organisations need to adapt to changing publics. Nowadays, the
publics of South African companies range from women, previously
disadvantaged people, and minorities.

. Traditional and future. Employees and existing customers are traditional
publics; students and potential customers are future ones.

. Proponents, opponents and the uncommitted. An organisation must deal
differently with those who support it and those who oppose it. For
supporters, communication to reinforce existing beliefs is sufficient. But it
is more difficult to change the attitude and behaviour of sceptics, which
calls for strong, persuasive communication. Sometimes, specifically in
politics, the uncommitted public is of great importance.

18.3 PUBLIC RELATIONS AND COMMUNICATION

18.3.1 Communication as a process

Communication is a key element in public relations. Because of
technological advances and the way people communicate in the 21st century,
it's no longer relevant to view communication in a linear manner.
Communication must be viewed as a cyclical process where both sender
and receiver create and interpret meaning.

Characteristics of a

process approach to

communication

Verwey (1994:60-61) identifies the following characteristics of a process
approach to communication:

. Communication is dynamic without beginning or end, continually
responsive and changing.

. Communication must be viewed holistically (as a whole) and the focus
must be on the relationship between different parts.

. Communication takes place in an environment where all elements are
interrelated and interdependent.

. Communication is not a linear, one-way event. You do not communicate
to someone but with someone; you do not originate communication
you ± participate in it.

. Communication is unique in the sense that no two communication events
are alike.

. Communication is transactional because each person shares in the
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encoding and decoding process where each assigns his or her meaning to
each other's cues. Each communication transaction involves reciprocal
exchanges of feelings, meanings, ideas and responses.

Verwey (1994:61±65) explains the relationship between different compo-
nents of the communication process as follows:

. Source(s) (encoder). It refers to the sender or creator of communication.
The source uses signs and symbols to denote or create meaning. If the
symbol system is incorrectly used, noise of distortion is likely to occur.
Symbols must be mutually understandable between sender and receiver and
must be compatible with the channel. Language is most often used as a
code of symbols to represent meaning. It is important that the source cannot
be viewed as an isolated element because individuals are both sources and
receivers of communication at the same time. The moment communication
begins the give-and-take nature of conversation and the interplay of
meaning obscures easy distinctions between ``source'' and ``receiver''.

. The channel(s). It's what the message passes through between source(s)
and receiver(s). Airwaves (sound) and lightwaves (images) are two
typical channels. The channel can become a problem if it's distorted by
noise. It may consist of image distortions or transmission errors.

. Receiver(s). It's the target audience of the message, but keep in mind that
we are both sources and receivers at the same time both sources and
receivers encode (create meaning) and decode (interpret and give meaning
to communication) at the same time. It's a two-way process.

. Message. It refers to the ``thing itself'' that's being communicated. Verbal
(words spoken) messages may refer to what is said, how it is said and the
intended meaning of what was said. Nonverbal messages refer to
behaviour and may include facial expressions, body movements, gestures
and eye contact.

. Medium. It refers to the means by which the message is sent. The media
used to send messages are either verbal or nonverbal. Verbal messages are
sent by written or oral media (newspapers, websites) and nonverbal
messages are sent by body language and nonverbal signs and symbols
(visual demonstrations).

. Feedback. It refers to the responses given by the receiver to the source
what/how he or she has heard from, interpreted from and responded to the
original message. It reveals how meanings are assigned by both parties
and how these are negotiated through interaction.

. Physical and cultural environment. Communication always takes place in a
specific physical and cultural context. The physical environment includes
factors related to time, space and physical properties. The cultural
environment includes specific values, standards and customs governing
the communication process. It refers to all those values, norms, attitudes
and opinions that make up the thinking structure of individuals and may
include variables like personality differences and previous experience.

18.3.2 Public relations as a communication process

We will now apply the process approach to communication specifically to
public relations, as explained by Verwey (1994:65±73):

. Source(s) (encoder). This is usually the public relations practitioners in
organisations as they are responsible for initiating most communication
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between the organisation and its publics. The public relations officer is
responsible for selecting the message and the means of communication.
Language is the most important symbol system the public relations
practitioner uses. He or she must take care to use language that is
mutually acceptable to the organisation and its publics. Language mustn't
create any barriers in the communication process. The public relations
practitioner must also be aware of social barriers that may influence the
way the message is perceived ± differences in value systems, experience
and social status. Certain physical barriers may also exist, including
overload in certain channels or problems associated with access and
exposure to certain channels. Credibility is a very important characteristic
that the public relations practitioner should possess. People are usually
very sceptical about public relations ± especially because of the complex,
global and technologically advanced world we are living in. It's therefore
necessary that the public relations practitioner should communicate
credibility on products, services and ideas.

. The channels. The public relations practitioner may choose public or private,
and internal or external media channels. He or she chooses the most
appropriate channel according to the target audience and the message.
Communication with external publics usually makes use of mass
communication channels like newspapers and television, although it may
sometimes be necessary to use more personal channels such as personal
contacts. Communication with internal publics usually makes use of formal
communication channels depending on the organisational structure. The
latter can be either horizontal (from management to employee) or vertical
(between employees or managers on the some managerial level). Oral,
written or audiovisual media such as memorandums, staff meetings, house
journals and staff newsletters may be used.

. The receivers. They are the target audience of the message and may
consist of different publics (as we have discussed earlier in this study unit
under subheading 18.2.4). It must be stressed again that public relation is
a two-way communication process where publics are not merely the
receivers of communication, but are also important sources of information
for the organisation.

. The message. The purpose of a message relates to the objective of
communication. This objective is usually of a persuasive nature in public
relations. The public relations practitioner wants to persuade the target
audience of the organisation's goodwill and credibility. It's therefore
important that he or she knows the needs and values of the target audience
in order to know the purpose of the message and which persuasive appeal
to use. It's crucial that persuasive messages must be supported by facts
and convincing arguments. Furthermore, the information contained in the
message must be relevant, complete, credible and correct.

. Feedback. It's an essential part of public relations communication because it
provides useful information on how the target audience interpreted the original
message. Because communication with external publics is normally mediated
(via mass media channels), feedback is often indirect. More interpersonal
channels will provide more direct feedback. Research plays a major role in
obtaining feedback. Some informal methods include panel discussions, media
clippings and content analysis of incoming telephone calls.

. Physical and cultural environment. One of the important functions of
public relations is to keep organisations informed about changes in the
environment. The environment in which public relations operates is
constantly influenced by a number of cultural, social, political, economic
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and technological factors. This is especially relevant for South African
public relations, which operates in a complex and diverse cultural context
that holds potential for communication breakdowns.

ACTIVITY 18.2

1. Study text 2 below. Analyse the text according to the process approach
to public relations communication by paying attention to each element
of the communication process.

TEXT 2

The Pick n Pay Family Store in Equestria recently donated much needed
pet food and blankets to the value of R5 000 to the Tshwane SPCA.
Marie du Raan, an animal lover and regular customer at the store,
initiated the winter project in conjunction with the co-owner of the Pick n
Pay Family Store in Equestria, Arthur Black.

The store promoted the Tshwane SPCAWinter Project to their customers
and stocked up with blankets and pet food for animals in need.

Bins were placed in the store for blankets and pet food purchased by
customers.

Within a week all the blankets were sold out.

The Tshwane SPCA Winter Project continues until the end of August.
All blankets not sold until then will also be donated to the SPCA.

The Tshwane SPCA delivers a special service to the community by
preventing cruelty to animals.

The organisation also acts as a municipal pound on behalf of the
Tshwane metro, thereby rendering a service with regard to a large and
small animal pound where all lost and stray animals are kept.

The society endeavours to reunite animals with their owners.

Once the SPCA has taken animals in, it provides care, shelter, food and
medical treatment.

We are extremely grateful for the generous donation received and want to
thank the management and staff of the Pick n Pay Family Store, as well as
their customers, says Rick Allan, managing director of the Tshwane SPCA.

Being a non-profit organisation and not government funded, we are always
in need of additional money and goods to care for the animals. Your
contribution empowers us to carry out our mission to prevent animal
cruelty and to continue our life-saving work.

The Tshwane SPCA takes in all animals and never turns animals away,
whether they are sick, old or neglected.

The three branches of the society, namely Pretoria, Centurion and
Kungwini (Bronkhorstspruit), care for approximately 350 animals daily.

SPCA personnel can be contacted on the following telephone numbers:

Pretoria branch 012-803-5219, Centurion 012-664-5644 and Kungwini
(Bronkhorstspruit) 013-932-2020.

For emergencies
083-453-3863, 082-807-5671 or 0

(Rekord East Online, 29 September 2010 (www.rekord.co.za/story.aspx?sid=41480) )
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18.4 INTERNAL AND EXTERNAL COMMUNICATION
IN PUBLIC RELATIONS

Internal and external communications form the main components of
organisational communication. Because public relations is one of the
organisational or managerial functions the same distinction may be applied
to public relations. The following table provides you with a good overview of
the different publics, media, text types and the communication goals of
internal and external communication with regard to public relations (adapted
from Seitel [2007:9] and Newsom & Carrell [1995:13]).

Internal

communication

External communication

Publics Management

(top and middle)

Staff and

employees

Stockholders

Directors

Direct

(marketing com-

munications)

Customers

Sales representa-

tives

Traders

Suppliers

Competitors

Indirect

(institutional

communications)

Potential cus-

tomers

Potential investors

Financial commu-

nity

Government

Community (social

and environ-

mental)

International

community

Trade associations

Labour unions

Media Personal

Audiovisual

Printed

publications

Electronic/Digital

publications

Direct mail

Exhibits

Personal

Audiovisual

Printed publications

Electronic/Digital publications

Direct mail

Exhibits

Text types Memorandums

Staff newsletters

House journals

Minutes and

agendas

E-notices

Staff websites and

portals

Intranet

Discussion forums

E-mails

PowerPoint pre-

sentations

Posters

Notices on bulletin

boards

Letters to clients

News releases

Direct mail letters/sales letters

E-zines and electronic newsletters

Advertisements and advertorials

Websites

Blogs

Facebook profiles

Digital and printed sales brochures

Annual reports

Promotional material (brochures,

posters, product packaging)
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Communication

goals

. To inform about

procedures,

policies and

tasks

. To coordinate

and regulate

organisational

functions

. To motivate staff

. To improve staff

relations

. To increase pro-

ductivity

. To inform (informative) about achie-

vements, performance, new products

and services

. To persuade (persuasive) publics to

acquire new products or services or to

invest in the organisation

. To project a positive image of the

organisation's identity (expressive), to

maintain goodwill and a sound corpo-

rate image

. To establish harmony between the

goals of the organisation and those of

outside bodies (relational)

ACTIVITY 18.3

1. Do research on any large South African company, institution or

organisation. Gather as much information as possible on the company's

public relation activities (internal and external). Refer to the following:

. public relations activities

. the media and types of public relations communication that are used

. the publics of public relations communication in the organisation

. the text types used for public relations communication (try to get

concrete and authentic examples)

. the communication process of public relations in the organisation and

the communication goals of textual communication (focus on a one

particular technique or text type)

TIP: The official website of the particular organisation can be a valuable

source of information.

2. What, in your opinion, is the typical information conveyed in an

organisation by the types of texts/media below, and what are the main

communication goals of each?

. an e-newsletter from a bank to existing clients

. a staff journal distributed by the internal communications department

of a large university

. a noticeboard at your local gym

. an infomercial on television focusing on a new skin care product for

aging women

. a memorandum distributed by a larger car company announcing new

leave regulations for staff

3. The BP oil spill in the Gulf of Mexico during 2010 was a serious

incident causing great damage to the company. Study the following two

newspaper reports on the issue below and answer the questions.
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TEXT 3

BP scrambles to limit oil-spill damage
NEW ORLEANS, UNITED STATES - Jun 03 2010 07:53

United States officials on Wednesday ordered oil giant BP to pay
for five more sand barriers in the Mississippi Delta to keep oil
from the gushing Deepwater Horizon well from reaching
Louisiana's fragile wetlands.

Coast Guard official Thad Allen said the project should help
minimise potential damage to the vulnerable shorelines.

``I have directed BP to pay for five additional barrier island
projects in addition to the one I approved last week as part of our
continuing commitment to do everything possible to protect our
vital coastal communities from BP's leaking oil,'' Allen said.

`Major damage'

``Based on a thorough expert analysis, we believe that these six
total projects, which will be constructed expeditiously in the areas
most at risk for long-term impact by oil, will effectively stem
potential damage to these fragile shorelines.''

Allen said he reiterated to Louisiana Governor Bobby Jindal that
``this administration will hold BP responsible for providing full
payment for any strategy that will protect our valuable coastal
communities from the impacts of their catastrophe.''

Late last month, Allen approved plans to build the first 1,82 metre
high sand berm at Scofield Island, around 16 kilometres southwest
of the port of Venice.

Local officials, including Jindal, have been almost begging for
permission to start building the berms by dredging sediment from
designated areas in the Mississippi Delta and dumping it to make
man-made barrier islands.

Some environmentalists have issues with berms, fearing the
solution officials are proposing to hold back the oil from
Louisiana's unique marshlands, if not done right, could do more
harm than good to the Mississippi Delta, and might not do the job
at all.

`Worst in US history'

The six-week-old spill, now the worst in US history, began with an
April 20 explosion that ripped through the Deepwater Horizon rig,
80 kilometres off the Louisiana coast, killing 11 workers.

(Mail & Guardian online, 3 June 2010 (www.mg.co.za/article/2010-06-03-bp-scrambles-to-limit-spill-
damage) )
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TEXT 4

BP oil spill `a catastrophe that
could've been avoided'

PARIS, FRANCE - Jun 23 2010 14:55

The oil spill in the Gulf of Mexico is a catastrophe caused by human
error that could have been avoided, the head of the International Energy
Agency (IEA) said on Wednesday.

``This is a catastrophe that could have been avoided,'' IEA director
general Nobuo Tanaka told a press conference on the occasion of
publication of the agency's medium-term outlook for the oil market.

He said: ``We have to wait until the investigation.''

But from the information available, ``there is an accumulation of human
errors''.

While awaiting the results of an inquiry into the accident, the moratorium
on deepwater drilling decided by the US administration ``is a reasonable
measure'', he said.

On Tuesday, a judge in Louisiana annulled the six-month moratorium.
Referring to the effect of the spill on the oil market, Tanaka said that it
had ``so far has been minimum''.

But he also said that the impact on new deepwater projects could reduce
expected US oil output in the Mexican gulf by 100 000 to 300 000
barrels per day (bpd).

Similar restrictions worldwide, although very unlikely, ``could ramp the
number up to 800 000 to 900 000 bpd''.

The International Energy Agency is the oil policy arm of the 31-member
Organisation for Economic Cooperation and Development. ± AFP

(Mail & Guardian online, 23 June 2010 (www.mg.co.za/article/2010-06-23-bp-oil-spill-a-catastrophe-

that-couldve-been-avoided) )

3.1 You are the chief public relations practitioner at BP and need to plan a
public relations campaign dealing with this issue. Discuss how you will
plan and execute such a campaign by focusing on the following:

. the role of the public relations practitioner in this situation

. the specific public relations activities involved

. the relevant internal and external publics involved

. the media and text types you will use (what the communication goals
of each will be)

. the communication process of public relations focusing on this
specific issue

3.2 Find three text examples (statements, news releases, etc.) on the internet
and other printed media on how BP itself dealt with this issue from a
public relations perspective.
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4 Go to the website of the Cancer Association of South Africa
www.cansa.org.za. Analyse this specific website by referring to public
relations. Use all the knowledge you have gained in this study unit to
analyse this specific text type by including public relations activities,
internal and external publics, the role, function, relevance and
communication goals of this particular text type in maintaining sound
public relations and the process of public relations communication
referring to this particular strategy/text type.

SUMMARY

This study unit provided you with an overview of the role and relevance of
public relations in organisations. We have looked at a few key elements in the
way public relations has been defined and looked at the activities in and
functions of public relations. We have distinguished public relations from
related fields such as marketing, advertising and publicity and have examined
public relations communication as a process. Lastly, we have discussed key
elements of internal and external communication as important aspects of
organisational communication, paying close attention to how these
distinctive parts relate to public relations. The contextual information we
provided you with in this study unit will hopefully ease your task when you
write specific texts for public relations and marketing such as the news
release, direct sales letter and electronic newsletter.
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STUDY UNIT 19

The news release as a specific text
type in public relations

OVERVIEW

In this study unit we will focus on the writing of one of the most important
texts for which public relations officers are responsible ± the news release.
We will focus on different types of news releases, the importance of
newsworthiness as it applies to the news release, together with its physical
format and components. We will pay attention to the inverted pyramid
structure as a basic strategy in writing news releases. Finally, we will look at
some basic principles of e-mail news release writing and distribution.

OUTCOMES

After having worked through this study unit, you should be able to

. demonstrate your understanding of news release writing as a
communicative process in which specific stakeholders and audiences
play an important role

. distinguish between different types of news releases

. demonstrate your understanding of the importance of newsworthiness
as it specifically pertains to the news release

. identify the most important conventions concerning the physical format
of the news release

. identify the main components of the news release

. demonstrate your understanding of the inverted pyramid structure as a
specific news release writing strategy

. demonstrate your understanding of the basic conventions of e-mail news
releases

. plan and write news releases that comply with certain structural,
stylistic and linguistic conventions

19.1 INTRODUCTION

News releases are probably one of the most widely used of all public
communication documents. Unfortunately it's also one of the most misused
texts in public relations. Each day thousands of news releases are written and
distributed by public relations officials of organisations around the globe.
Most of them fail to fulfil their purpose due to a poor understanding of the
communicative process of news release writing, lack of focus, poor structure,
bad style, poor timing and irrelevant or insufficient content. The advent of the
digital age also complicates matters because it leads to information overload,
making it increasingly more difficult to get your message across. Many
organisations use news releases as a self-promotion tool to gain a competitive
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advantage in the marketplace. In doing so, they forget the primary function of
a news release to convey newsworthy information about organisational
activities to the media. News editors are not interested in helping companies
to increase their profits; they are interested in information their readers will
find relevant and useful. By adhering to a few basic principles you will be
able to get the necessary attention of the news media via your news release ±
even in a world that's flooded with information.

19.2 THE NEWS RELEASE

19.2.1 What is a news release?

Look at the following definitions:

A press release is the basic communication tool for those wanting to talk to
journalists. Usually consisting of a short message (most are under one side of
A4 paper, less if sent by e-mail), it aims to convey the essence of a story in
the hope of prompting coverage in the medium being approached (Baver-
stock 2002:63).

A news release is a communication tool used by public communication
practitioners to convey a particular message to specific news media outlets.
When news releases are properly planned, formatted, and executed and
contain genuinely newsworthy information, the media will incorporate the
information into the framework of an original news story and disseminate it
to audiences (Diggs-Brown 2007:129).

A news release is a communication format commonly used by organisations
to provide information to the news media. It is a piece of news-based writing
that has the look and feel of a news story written by a journalist. In essence, it
is a news story written by a public relations person for journalistic use (Smith
2008:116).

ACTIVITY 19.1

Study the definitions above carefully. Answer the following questions:

1. Who are the key stakeholders involved in the process of news release
writing?

2. To what do news media outlets refer to?
3. What are four of the most important elements of news release writing

that you can deduce from the three definitions?
4. Who are the main audiences one must keep in mind when writing news

releases?
5. What is the most important function of a news release?
6. What else do you know about news releases? Have you ever come

across news releases in your own career? Have you ever needed to write
a news release yourself?

ANSWERS

1. Public communication practitioners, journalists, organisations and news
media outlets.

2. Newspapers (printed and online), magazines (general and specialised),
radio stations, television channels, electronic media like the internet.
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9

9

9

9

3. ± News releases deal with communication.
± Three parties are generally involved in the process of news release

writing ± the public relations practitioner of an organisation, the
news editor at a news media outlet and the journalist at a news
media outlet.

± News releases are about news.
± News releases are written for specific audiences.

4. The news editor/journalist at a news media outlet and the readers/
listeners of a newspaper or radio station.

5. To communicate newsworthy information/news to various forms of
news media.

6. Own answer.

The communicative process of news release writing (with related audiences)
can be illustrated by the following diagram.

PR practitioner at a company or organisation
plans, writes and distributes a news release to
the news editor at a newspaper or other media
outlet.

SENDER = PR PRACTITIONER

The news editor of a newspaper receives the
news release on his or her desk or e-mail. The
news editor decides to make further use of the
information contained in the news release,
based on a few factors ± the most important
being whether the information is newsworthy
and would interest readers.

RECEIVER/AUDIENCE 1 = NEWS
EDITOR

The journalist further researches
and investigates the topic, and
writes a newspaper article or
report.

YES: The news editor assigns a journalist
to write a newspaper article or report based
on the information contained in the news
release.

RECEIVER/AUDIENCE 2 = JOURNA-
LIST

NO: The news editor ignores the news
release.

The newspaper reader may or may not
read the newspaper article or report
based on degree of newsworthiness to
him or her.

RECEIVER/AUDIENCE 3 =
NEWSPAPER READER
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19.2.2 Clarification of terms

The term ``press release'' is regarded as too narrow a term for this text type
because such releases are not addressed to the press only, but also to various
radio stations and TV channels. Hence there is a preference for the term
``news release'' because it captures the purpose of this text type, namely to
inform the media (and their target public) about newsworthy events in an
organisation (new products and services, community programmes, personnel
appointments and promotions, etc.).

We will use the term ``news release'' in this study unit and will abbreviate it
to NR.

19.2.3 Different types of NRs

Many different types of NRs may be identified depending on its purpose and the
type of information it wants to convey. Broadly two main types can be
identified ± announcement releases and follow-up releases. These two types
may be further categorised as follows (adapted from Smith 2008:145±149).

19.2.3.1 Announcement releases

This type of release is issued for planned and routine events like the
launching of a new product, a change in company policy or the appointment
of a new CEO. It is usually quite short and is important to verify that all
factual information is accurate and relevant ± for example if a new product is
announced it has to be something that is unique and truly original.
Announcement releases can be subdivided into the following categories:

. Event releases. These focus on special events happening in the near
future. Example: Unisa decided to award an honorary degree to Nelson
Mandela.

. Personnel releases. These focus on changes in personnel, promotions and
the appointment of high profile candidates in top management positions.
Example: Cheryl de la Rey becomes the first female vice-principal of the
University of Pretoria.

. Progress releases. These focus on developments within an organisation
and are especially useful if they relate to local interests. Example: A
pharmaceutical company issues a press release on the progress being
made in finding a vaccine against the HI virus.

. Programme releases. These offer especially nonprofit organisations the
opportunity to announce new services that will be beneficial to the general
public. Example: The National Council for the Blind announces free eye
tests to the public during Eye Awareness Month.

. Product releases. These are issued by companies announcing new or
existing products, services and facilities. Usually the general media are
not very keen on using these releases because they suggest self-serving
promotion. This type of release may be issued to highly specialised trade
publications or the trade/business sections of general newspapers.
Normally it concentrates on product features or applications of particular
interest to the audience. Example: BMW SA announces the first fully
electric motorcycle to a magazine focusing on the motorcycle enthusiast.

. Bad-news releases. These focus on conveying negative aspects of an
otherwise credible organisation, for example product recalls, personnel
cutbacks and takeovers. The benefit of this type of release is that bad
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news is best told by the organisation itself rather than outside sources.
Example: A motorcar company announces a product recall on entry level
models from 2007 to 2009 due to problems with clutch cables.

. Crisis releases. These intend to convey direct, swift and accurate
information on a crisis, which is a significant, unforeseen and unfortunate
event that can have a very negative impact on the company's activities.
Example: South African Airways announces that all flights to Europe are
cancelled due to eruptions of volcanic ash and that the company will keep
travellers updated on a regular basis.

. Financial releases. These focus on conveying the financial matters of an
organisation to a specialised audience. Example: A hotel group issues a
press release to the Financial Weekly announcing a growth of 2.1% over
the third quarter of 2011.

19.2.3.2 Follow-up releases

This type of release involves response to an event, idea or earlier report. It
can be further divided into the following subcategories:

. New-information releases. These provide follow-up information to an
earlier reported activity. Some information may be repeated because it is
likely that some readers will be unfamiliar with the first release. Example:
Company A is in the process of being taken over by Company B.
Company A announced this fact (and the reasons for the takeover) in an
earlier press release. Company A releases a new information release
stating that the takeover went according to plan and provides more
specific details regarding the future existence of the company (new board
of directors for example).

. Comment releases. These give companies the opportunity to respond to
news reports in which they were involved. Example: A petrol company
responds to media reports on petrol shortages at some petrol stations in
the Western Cape. The company explains that it is a temporary problem
caused by striking truck drivers and announces that negotiations are
underway to resolve the dispute. The company is attending to the problem
by employing contract truck drivers to prevent further shortages.

. Position releases. These present an official opinion on an issue. Example:
A political candidate for a South African political party is approached by
the media for his or her party's opinion on xenophobia after recent attacks
in a Gauteng squatter camp. A press release is issued providing accurate
background information on the issue and the candidate's official position
on it.

. Public interest tie-in releases. These allow organisations to respond to
certain events that are not directly involved with, but may have an impact
on, their work and reaching their goals. Example: The Pretoria East
community police forum issues a release in response to a number of
recent arrests for house robbery, applauding the combined efforts of all
participants in the fight against crime and pointing out some problems that
still need to be tackled.

. Speech releases. These are based on what an official said about a topic
relevant to the organisation and of public and media interest. Example:
The vice-principal of a South African university refers to recent incidents
of racism in university hostels during a speech at the opening of the
academic year. These releases are fact-based, but they also offer the
opportunity to state opinions on issues of public interest.
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ACTIVITY 19.2

TEXT 1

PRESS
RELEASE

eNews to cover State Of Nation Address Live

TX: Thursday 11 February at 7PM

On Thursday 11 February 2010, e.tv's eNews Prime Time and the
eNews Channel will broadcast President Jacob Zuma's first ever evening
State Of Nation Address, live from Parliament.

Taking to the podium at 7PM, President Zuma is expected to focus his
address on unity and reconciliation, quite fitting for a year in which
South Africa will host the 2010 Soccer World Cup and on the day that
the country celebrates the 20th anniversary of former president Nelson
Mandela's release from prison.

Join eNews anchors Andrew Barnes and Nikiwe Bikitsha from 5PM on
the eNews Channel (Channel 403 on DStv) as they bring you all the
pomp and ceremony of the opening of Parliament, the speech and the
analysis thereof. They will be assisted by eNews reporters Belinda
Moses, Hajra Omarjee and Lester Kiewit.

Stay tuned to eNews Prime Time on e.tv at 7PM for the State Of The
Nation Address (Rhythm City will be screened earlier and Scandal will
be moved to Friday 12 February at 7:30PM). Analysis of the address and
the reaction to it will be discussed by anchors Barnes and Bikitsha, aided
by top political analysts and members of the opposition political parties.

The State of Nation Address is one of the rare occasions when the three
arms of state, the executive, the judiciary and the legislature, come
together.

e.tv's programme schedule for the evening will be affected as follows:

Thursday 11-February-2010

**18:00 Rhythm City PG

Season 3 Episode 679

Drama

**18:30 eNews Specials State of the Nation Address

News

**20:30 Thursday Feature Prime Time 13 VL Guarding Tess 1994

Movie

Directed by Hugh Wilson

Please note that Scandal will move from Thursday to Friday 12 February at 7:30PM.

-Ends-

(www.etv.co.za/pressoffice/press_releases/ (accessed on 15/02/2011) )
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Study text 1 (``eNews to cover State of Nation Address Live'') above and
answer the questions:

1. Is text 1 an example of an announcement or a follow-up release? Justify
your answer by focusing on the text.

2. To what specific subcategory does text 1 belong? Justify your answer by
focusing on the text.

3. Who is the organisation (sender) of the message contained in text 1?
4. Who is the audience of text 1? Which news media outlets will be

interested in the message contained in text 1?
5. How and where do you think this particular release was published? In a

traditional paper-based format or electronically? Give reasons for your
answer.

6. Do you think that this particular release fulfils its purpose? Does it
contain all the necessary information or are there information gaps?

7. What can you deduce concerning the outer structure of this particular
release?

ANSWERS

1. Announcement release. In the first sentence it's announced that eNews
will broadcast President Jacob Zuma's first ever evening State of Nation
Address. A special event on the normal programme schedule is
announced.

2. Event or product/service release. A new special event or service is being
announced that differs from the normal programme schedule.

3. e-tv (eNews channel).
4. News editors/journalists at newspapers/popular magazines/radio chan-

nels (entertainment section), South African viewing/reading public.
5. On a website (electronically) and distributed via e-mail, probably

published on the eNews channel website. It's very short and direct. It
doesn't contain all the components of a printed/paper based hard copy
release ± there are no page numbers for example.

6. Yes. It is a mere announcement release on a website. It announces a
special event/service and identifies the most important people involved.
It focuses on factual information what, who, when, where and how? It
clearly indicates changes in the programme schedule.

7. Very simple outer structure consisting of a headline and release date.
Logical paragraph structure. This NR is concise and to the point, which
suits the purpose and medium.
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ACTIVITY 19.3

TEXT 2
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(www.hpcsa.co.za/downloads/press_releases/current/hpcsa_horrified_at_patient_deaths.pdf (accessed on 15/02/2011) )
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Study text 2 (``HPCSA horrified at patient deaths and neglect'') above and
answer the questions.

1. Is text 2 an example of an announcement or a follow-up release? Justify
your answer by focusing on the text.

2. To what specific subcategory does text 2 belong? Justify your answer by
focusing on the text.

3. Who is the organisation (sender) of the message contained in text 2?
4. Who is the audience of text 2? Which news media outlets will be

interested in the message contained in text 2?
5. How and where do you think this particular release was published? In a

traditional paper-based format or electronically? Give reasons for your
answer.

6. Do you think that this particular release fulfils its purpose? Does it
contain all the necessary information or are there information gaps?

7. How does the outer structure of text 2 differ from text 1? Why do you
think this is the case?

19.2.4 Newsworthiness

It is important to keep the following statement from Coetzer (2007:9) in
mind: ``Editors get hundreds of press releases. They have no obligation to
publish them and 95% end up in the bin. So the trick is to make sure your
article is among the successful 5% that get published.''

How do you do that? Well, the single most important factor which determines
whether a press release is going to draw the attention of the news editor is
newsworthiness or news value.

Determinants of news Treadwell and Treadwell (2005:231-333) list the following as determinants
of news:

. Timeliness. The event that you want to announce must be new. Stories
and events must have seasonal or topical relevance for example releases
on health education like flu vaccines will be more appropriate during June
to July than December to January.

. Relevance or consequence. It is important to keep the acronym WIIFM
(``What's in it for me?'') in mind here. An organisation or event only has
relevance if the media is convinced that it will have an impact on their
audiences on their income, health and lifestyle for example.

. Proximity (or nearness). The information contain in the press release must
have local relevance for local audiences ± local media (like community
newspapers) cover local events. When a blind student from a previously
disadvantaged rural area (like Alexandra) receives a BSc degree cum
laude from the University of Pretoria, it will be of more interest to the
people of Alexandra than to the residents of Pretoria.

. Prominence. The VIP effect: important people attract more attention than
ordinary people. VIPs regularly act as spokespersons for organisations.
For example cancer awareness will be heightened by the personal
testimony of a well-known sports star or actor who has survived the
disease. Well-known South African judge Edwin Cameron did a lot for
HIV awareness when he made his HIV status public, especially by
showing that HIV can be managed by the appropriate use of anti-
retroviral drugs and a healthy lifestyle.
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. Rarity/the usual/the bizarre. Unusual events, little-known facts or oddities
about the organisation may be used to create publicity. A press release
announcing that students from the University of Pretoria are trying to
break the Guinness World Record for the most people that can fit into a
Mini Cooper is more newsworthy than one simply announcing the
amount of law degrees the university awarded in a particular year.

. Trendiness. Editors are continuously searching for what is current, new or
cool. They are interested in the latest trends in various categories ± health,
fashion, manners, travel, technology etc. One of the latest trends among
South African university students is the ``off-label'' use and abuse of
Ritalin (prescribed to sufferers of attention deficit disorder) to enhance
performance especially during examination time. The public relations
office of a South African university may issue a press release on this topic
by stating the official opinion of the university on this issue.

. Human interest. The lives of other people usually have immediate
interest, especially if the focus is on an unusual achievement or event. The
everyday use of information technology is not in itself that interesting, but
if the press release is on how disabled staff at Unisa use new computer
programs to assist them in their work, it is more newsworthy.

ACTIVITY 19.4

TEXT 3

Toyota Africa Motor and Jacaranda 94.2
combine forces to combat rhino poaching
Toyota South Africa Motors (TSAM) recently joined forces with
Jacaranca 94.2 in their campaign to stop the scourge of rhino poaching in
South Africa by donating the use of two Hilux bakkies to the Pilanesberg
Anti Poaching Unit in the North West Province.

The donation of the use of the two Toyota Hilux 2.5 D-4D SRX 4x4
models was planned and coordinated by the team at Jacaranda 94.2 and
the North West Parks Board. The vehicles will be available for an initial
3 month period, with a possibility to extend this for future use.

The vehicles were handed to Johnson Maoka and Eric Madamalala at the
Pilanesberg National Park near Rustenburg. Two anti poaching teams
will use these 4x4 Hilux bakkies to patrol the 55 000 square meter park
where a vast portion of the park remain bushveld.

``Rhino poaching has reached crisis proportions and we had to act,'' says
Jenny Griesel, Marketing Manager of Jacaranda 94.2. ``Through our
`Rhinothon', R1 040 000 in funds and R550 000 in goods & services
were pledged to the cause, of which the tough Hilux bakkies are a core
part,'' says Griesel.

In the year to date an estimated 227 rhinos have been poached in South
Africa. Efforts to stop this senseless killing have in the past been
hampered by a lack of resources and funding.

``We trust that the two Hilux bakkies will more than strengthen the
efforts of the Pilansberg National Park and the North West Parks Boards
in fighting this scourge,'' says Jenny MareÂ, General Manager: Corporate
Affairs at TSAM. ``We are very happy that we could participate in this
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programme and we hope that, in line with our attempts at protecting and
nurturing the environment, we can continue this partnership into the
future.''

More information on the efforts to stop rhino poaching is available on
www.stoprhinopoaching.com and any person who wishes to support the
campaign can send an sms with the word ``RHINO'' to 38580. SMS
costs R10.

For your convenience, we've attached a number of images to this release.
To view or download any of these, please click on the image.

Martin Bester of Jacaranda and
Jenny Mare of TSAM with

anti poaching team

(www.toyota.co.za/corporate (accessed on 15/02/2011) )

Study text 3 (``Toyota South Africa Motors and Jacaranda 94.2 combine
forces to combat rhino poaching'') above and do the following:

Analyse the text according to the determinants of news as defined by
Treadwell and Treadwell (2005:2310±333). Clearly indicate how the text
corresponds (or not) to each determinant by providing concrete examples
from the text.

ANSWERS

. Timeliness. The release deals with a current issue.

. Relevance or consequence. The topic doesn't directly influence the lives
of the general public. The focus is on promoting the company by showing
that it fulfils its social responsibilities. The release will only be relevant
for those members of the public who has strong sentiments concerning
nature conservation.

. Proximity. The release has local relevance for local audiences (residents
of the Pilanesberg area). Perhaps the local community newspaper would
be interested in publishing a news article on the issue (highlighting the
goodwill of TSAM).

. Prominence. Jacaranda 94.2 is a popular radio station in the Gauteng era
and Martin Bester is a well-known DJ at Jacaranda 94.2.

. Rarity. The statistics (relative high amount of funds generated) is
interesting and newsworthy.

. Trendiness. The release focuses on a current and controversial issue.
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. Human interest. One could argue that nature conservation has a direct link
with human behaviour since it is humans who kill defenceless animals.
Some species of rhino are endangered and only human intervention and
goodwill can improve the situation. Humans are responsible for nature
conservation.

19.2.5 Characteristics of form of the NR

Although there is a lot of variation in the layout and external markers of
content and structure in NRs, there are a number of standard components of
form that should preferably be present in an NR.

. Letterhead. Use the official organisational logo and letterhead. It should
contain the contact information (name, physical address, telephone
numbers and website address) of the sending organisation.

. News flag. This is simply the word news printed in large type. It is
optional because most writers feel that the format tells the editor that it is
an NR rather than some other type of communication.

. Organisation contact. This information may form part of the letterhead. It
should contain the name, address, telephone numbers and website address
of the sending organisation.

. Personal contact. The contact information of the public relations contact
person should be included here ± the name, day and evening/weekend/
mobile telephone numbers, fax number and e-mail address.

. Distribution date. This is the date the release is distributed to the news
editor, for example ``26 October 2012''.

. Date of intended use. This date indicates when the release may be used by
the media. Normally the phrase ``For Immediate Release'' is used,
indicating that the release may be used as soon as the media receives it.

It is possible to indicate an embargo, in which you ask that the release not
be used before a specific time and day, such as ``For release after 08:00,
28 October 2012''. In a world dominated by rapid communication, the
embargo is fast becoming a thing of the past.

. Headline. The headline summarises the content of the NR and may attract
the attention to the content. The necessary prominence must be given to
the headline by making use of bold print, all-capital letters or underlining.
It must be written in standard newspaper style and in the present tense.

Headlines are particularly useful in the digital era because a reader can
easily browse through a company's NRs issued during a particular time
period by using headlines in an electronic archive as a navigation tool.

. End mark. Place a final end mark at the end of the release, centred
following the last line. You can use hatch marks () or the word ((END)).

. More line. If the NR consists of more than one page a more line is typed
at the bottom of the first page. Use ((more)) in double parentheses. This
notation should only be used after a complete paragraph.

. Slug line. Use a slug line when text continues on a second page by using a
keyword (usually taken from the headline) or a one- or two-word topic,
and indicating the page number. For example, INCREASED PRICES2.
The slug line will always be followed by a new paragraph.
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. Editor's note. This is an optional feature that follows the end mark. It is a
message directed to editors and is not intended for publication. Its purpose
can be to verify an unusual spelling or may offer interviews or additional
information.

The following template shows what information an NR should contain
and the correct format (adapted from Treadwell & Treadwell 2005:247).

1/2

ORGANISATION'S NAME/ADDRESS (or letterhead)

DATE: ______________________

CONTACT: Name _________________ Home phone ___________

Phone _________________ Fax __________________

Cell _________________

E-mail _________________

FOR IMMEDIATE RELEASE or (``EMBARGOED UNTIL:

Date ______________''

HEADLINE

TEXT BODY

Paragraph

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX-
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX-
XXXX

Paragraph

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX-
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX-
XXXX

((more))

Slug line 2/2

Paragraph

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX-
XXXXX

ENDS

Note to editors:

Contact Peter for interview at The Learning Academy, 012 345 5678
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ACTIVITY 19.5

TEXT 4
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(www.hpcsa.co.za/downloads/press_releases/current/world_oral_health_day.pdf (accessed on 15/02/2011) )
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Study text 4 (``World Oral Health Day highlights importance of prevention'')
above and do the following:

Identify the main components of form that are present in this particular
NR. Number each component individually for example 1 ± Letterhead;
2 ± Headline etc. Refer in each instance to individual components as
they appear in this specific text.

19.2.6 The inverted pyramid structure as a basic strategy of NR
writing

Most NRs are written in the inverted pyramid style, in which the most
important information is at the top, followed by information of lesser
importance. You mustn't view the inverted pyramid style as a rigid formula,
but you may use it as a guideline and adapt it according to your own context
and needs.

The following diagram from Smith (2008:128) depicts the important
elements of the inverted pyramid style.

Summary news lead

Benefit statement

Info/Action statement

Secondary details

Background

Organisational ID

19.2.6.1 Summary news lead

It is the first paragraph of the NR. Its purpose is to attract the attention of the
target audiences ± the news editor, journalists and the readers of the
newspaper. The lead is of crucial importance because it forms the basis for
the editor's decision whether or not to use the release. The most common
type of lead is the summary news lead, which focuses on the most
significant and interesting facts in the first one or two paragraphs. It is
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important not to provide too little or too much information ± you need to
maintain a balance. You can achieve this by first highlighting the basic facts
and then working through additional information. Focus on the newsworthy
elements of the story. Remember that we have dealt with the elements of
newsworthiness earlier ± information must be significant, local, balanced,
timely, unusual and associated with famous people.

You can also use the who/what approach when writing leads but not include
each element in a single sentence or even one paragraph. It depends on your
own particular focus so that one may distinguish between a who lead and a
what lead. Look at the following examples:

. Focus on who/organisation. Unisa will give an honorary doctor of letters
degree to Appeals Court Judge Edwin Cameron because of his
contribution to HIV awareness in South Africa.

. Focus on who/recipient. Appeals Court Judge Edwin Cameron will
receive an honorary doctor of letters degree from Unisa because of his
contribution to HIV awareness in South Africa.

. Focus on what. An honorary doctor of letters degree will be given by
Unisa to Appeals Court Judge Edwin Cameron because of his contribu-
tion to HIV awareness in South Africa.

The who/organisational focus is the approach the public relations writer
will follow to put the spotlight on the organisation itself. However, the
news editor would be more interested in the who/recipient or what focus.
The who and what leads are the most important from a media perspective.

Smith (2008:129±133) offers additional tips for writing summary news
leads:

. News. You need to start with the news. Do not immediately focus on the
organisation or the head of the organisation. For example:

Bonita Swanepoel, marketing manager of Mercedes-Benz South
Africa, announced today that a new C-class hatchback model will be
added to the current series next year.

Focus on the news first, then follow with the organisational link. Look at
the following example:

Mercedes-Benz South Africa will expand its current C-class series
next year with the addition of a new C-class hatchback model,
marketing manager Bonita Swanepoel said today.

. Context. NRs sometimes begin unconvincingly with a focus on time and
place at the expense of real news. Here is an example of a poorly written
lead that focuses on time rather on news:

At an afternoon news conference, Superintendent Wayne Minnaar
criticised Tshwane Metro Police for failing to reduce the incidence of
drunk driving.

A more effective way is to focus on the news first:

Superintendent Wayne Minnaar criticised Tshwane Metro Police for
failing to reduce the incidence of drunk driving. The reproach was
part of the mayor's news conference today.
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. Delayed detail. The lead often gives general information, followed by
details. Look at the following example, which delays identification of the
key person until the second paragraph:

A Gauteng urologist has been named vice president of the
International Council for Urology.

Dr Mpho Sindale, chief urologist at the Pretoria Urology Hospital, was
elected yesterday at the council's annual meeting in Paris.

. Names. A name should only be mentioned in a lead if most members of
the audience would recognise it. For example, it's safe to identify by
name the figure in the following release, because most readers could be
expected to be familiar with the name:

Mr Trevor Manuel will be the keynote speaker at the annual
conference on international trading Tuesday morning sponsored by
the Department of Trade and Industry.

But suppose the keynote speaker is the CEO of a South American oil
company, a person without strong local name recognition. In that case,
identify the speaker generically at first, then use the name of the CEO in
the following sentence.

The CEO of Oilcora, a South American oil company, will be the keynote
speaker at the annual conference on international trading Tuesday
morning, sponsored by the Department of Trade and Industry.

Dr Javier Suarez will discuss the role of Africa in international oil trading.

. Reference. When providing identification in the paragraph following a
generic reference, make sure the link is clear. Don't make the reader guess
about whether the name refers to the generic reference. In the first
example, the reference is unclear:

Prosure Recruitment has purchased controlling interest in a small
agency begun by two Unisa graduates.
Careercor will specialise in staff recruitment research.

In the sentence above, it is unclear that Careercor is the small agency
referred to in the first paragraph. The link is more clearly indicated in the
following:

Prosure Recruitment has purchased controlling interest in a small
agency that two Unisa graduates founded.
The new subsidiary, Careercor, will specialise in staff recruitment
research.

. Topic. Avoid leads that report topics rather than provide information
about the topic. For example, the reader learns little if the writer reports
the following:

NEHAWU met this morning to discuss problems faced by university
employees.

The following example provides information about the topic and doesn't
merely announce the topic:
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NEHAWU accepted a new employee pension plan when represen-
tatives met this morning.

. Historical context. Avoid leads that begin with the background or
historical context of a programme or event. History is not news. Look at
the following example where the writer provides historical background as
the first part of the lead:

The ``Anti-retroviral meds for all'' programme began four years ago
at Kalafong Hospital as an initiative of the Department of Health.
More than 30 000 outpatients are registered for the programme,
which is currently expanding its scope to include other state hospitals
in Gauteng. The programme wishes ...

Instead, jump right in with the news and then put the programme in
context:

The Department of Health is accepting applicants at all Gauteng state
hospitals for its ``Anti-retroviral meds for all'' programme, which
already helped 30 000 outpatients at Kalafong Hospital. The
programme, which began three years ago, features ...

19.2.6.2 Benefit statement

This indicates the benefit you are offering the target audience by answering
the question ``So what?''. One way to highlight the benefit statement is to
develop it as a quote or narrative in which you explain the advantage to your
target audience.

19.2.6.3 Info/Action statement

This provides a way to mobilise readers. It gives the target audience
instructions and ways to obtain more information. The public relations writer
will want to encourage specific action from the target audience, such as
buying the new product, visiting a tropical museum, donating blood, casting
the vote or to become a volunteer worker. A primary focus of an info/action
statement can be to direct readers to an organisation's website. Try to create
opportunities for follow-up information and challenge readers to take action.

19.2.6.4 Secondary detail

Secondary detail expands information in the summary lead by reviewing each
of the elements of the lead: who, what, when, where and why. Also review
the ``So what?'' information from the benefit statement. You need to ask
yourself how you can elaborate on each of these elements to provide readers
with relevant information.

19.2.6.5 Background information

This provides a context for the release. By providing background information
an attempt is made to address your objectives and may include information
on the history of the project or its wider setting. If the South African Blood
Transfusion Service were to announce plans for its annual Easter Weekend
Blood Donation campaign, readers would want to know the outcome of last
year's appeal and perhaps whether the current campaign differs from the
previous one.
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19.2.6.6 Organisational identification

This is an optional part of the NR. It is a paragraph with standard wording
that routinely forms part of the NR, usually at the end. For example:

Rubicon Publishing is the oldest educational publisher in Southern Africa. It
is a division of Empire Media Inc, with publishing houses in North America,
Australia and Europe.

Although the information contained in the organisational ID is seldom
published it provides background information on the organisation. Some
writers place the organisational ID in the closing paragraphs of the release,
while others make use of an explanatory note.

Look at the following exemplary text written in the inverted pyramid style
adapted from Smith (2008:138).

Kevin Jones
Public Relations Director
012 993 5678

Nissan South Africa
Centurion
234 Park Street
Lyttelton
6767

16 October 2012
FOR IMMEDIATE RELEASE

The Centurion branch of Nissan South Africa will sponsor a Safe
Driving Clinic on Saturday, 11 November, at the Kyalami Race Course.
The clinic is free for Centurion residents. [summary lead]

The clinic will provide both information on and practical experience in
driving safety. Participants can also earn extra ARTO points toward
reduction of fines for traffic offences, as well as credits toward discounts
for auto insurance. [benefit statement]

The Safe Driving Clinic will begin at 08:00 at the Training Centre,
located in Building H at the race course. Area residents as well as
nonresidents attending local colleges may register for the clinic by
contacting the Training Centre at 012 567 5679. [info/action statement]

The clinic will be led by Nissan training and testing experts and by
representatives of the Automobile Association (AA) of Gauteng.
[secondary detail]

Nissan South Africa is offering similar clinics at race courses
throughout the province. The public clinics were scheduled in the wake
of testimony before Parliament by John Smith, president of Nissan South
Africa. Smith addressed the Ministerial Committee on Road Safety in
Cape Town last month (15 Sept) on the social responsibility of auto
manufacturers to promote driving safety. [background information]

ENDS
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ACTIVITY 19.6

Study text 4 (``World Oral Health Day highlights importance of prevention'')
on pp 423±424 again and answer the questions.

1. Identify the elements of the inverted pyramid structure in this particular
text.

2. Each of the following sentences contains problems. Rewrite each to
make it more appropriate for the news media ± adapted from Smith
(2008:134-135).

(a) Vodacom SA is proud to appoint Mike Kitching as head of
Customer Services, where he will manage call centre staff
consisting of 250 operators dedicated to customer satisfaction.

(b) Atlantis Nissan, known as the Friendliest Car Dealership in Town,
happily invites everyone to their open day at the showroom in
Centurion next Saturday all day long from 8-5. Free refreshments.

(c) On Tuesday, 23 October, at 10:00, the Gauteng Tennis Academy
will begin a five-day tennis clinic for veterans aged 40±70.

ANSWERS

1. Summary lead: paragraph 1.

Benefit statement: paragraph 2. ... ``would like to draw attention and
boost awareness of oral health and the hidden dangers it has on general
health and well-being.''

Info/Action statement: paragraph 5. ``Council is therefore encouraging
the public to make use of these healthcare practitioners who are devoted
to the prevention of diseases and the promotion and improvement of the
public's health.''

Secondary detail: ``World Oral Health day, celebrated on 12
September''.

Background information: paragraphs 3 and 4.

Organisational ID: Text under the heading ``About the Health
Professions Council of South Africa (HPCSA)''.

2. (a) Mike Kitching has been named head of Customer Services at
Vodacom SA. He will manage the call centre consisting of 250
operators.

(b) Atlantis Nissan will hold an open day at its Centurion showroom
from 8 am to 5 pm Saturday.

(c) Coaches of the Gauteng Tennis Academy will hold a five-day clinic
for veterans aged 40 to 60 beginning at 10 am, Tuesday, 23
October.

19.2.7 News releases and the internet ± the e-mail NR

The internet has changed the way NRs are written, distributed and used
forever. Nowadays most companies issue releases to be included on online
databases. The function of these releases is not necessarily to communicate
newsworthy information but to improve the image of the company and to
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show that the company is progressing and is on par with competitors. The
majority of journalists prefer to receive NRs via e-mail. Brevity and clear
communication is of the utmost importance in terms of NR writing for the
internet. It is more difficult to read from a computer screen than reading on
hard copy.

The following text is an example of an internet (web-based) NR which can be
e-mailed to news editors.

TEXT 5

ABB wins $53 million substation order to
power Saudi Arabia s largest university

Substation to facilitate additional electricity needs and support
Najran university expansion

Zurich, Switzerland, Jan. 31, 2011 ± ABB, the leading power and
automation technology group, has won an order worth $53 million from
Najran University, Saudi Arabia's biggest educational institution, for a
substation to help ensure reliable power supplies for the campus. The
order was booked in the fourth quarter of 2010.

ABB will be responsible for the design, supply, installation and
commissioning of a 380 kV (kilovolt) substation capable of distributing
power at 132 kV and 13.8 kV. The turnkey order includes civil works
and auxiliary systems as well as gas-insulated switchgear (GIS),
transformers, protection equipment and substation automation.

``This substation will help meet the growing demand for electricity and
support the expansion of Najran University'' said Peter Leupp, head of
ABB's Power Systems division. ``ABB's compact GIS technology will
ensure reliability and at the same time minimize the substation
footprint.''

The university is located in Najran, a city in the south of Saudi Arabia. It
was founded in 2006 and covers an area of 18 million square meters. The
university complex will house two campuses including 25 colleges with
an overall capacity of 45,000 students. It will also host administrative
buildings, a medical city, a research center, sports facilities and housing
accommodation for faculty, staff and students.

Substations are key installations in the power grid. They transform
voltage levels and facilitate the efficient transmission and distribution of
electricity. They include equipment that protects and controls the flow of
electrical power. ABB is the world's leading supplier of air- and gas-
insulated substations, with more than 10,000 installations worldwide
covering a range of voltage levels up to 1,100 kV.

ABB (www.abb.com) is a leader in power and automation technologies
that enable utility and industry customers to improve performance while
lowering environmental impact. The ABB Group of companies operates
in around 100 countries and employs about 124,000 people.

(www.abb.co.za/cawp/seitp202/4ed809df60404f11c1257829002d8dbb.aspx (accessed on 15/02/2011) )

TEX2601/1 431



According to Newsom and Carrell (1995:342±344) internet e-mail NR
writing needs to conform to the following principles:

. One reporter per ``To'' line. Journalists like to receive ``special''
individual attention. Don't send an NR to a group of journalists at once:
list only one reporter per ``To'' line.

. Limit subject line headers.Most reporters receive hundreds of e-mails per
day (including a large number of e-mail releases). Try to get their
attention by using an interesting and provocative subject line. Subject
headers should be limited to four to six words.

. Boldface ``FOR IMMEDIATE RELEASE''. If you put this on the first line
of the release, above the date and dateline, reporters will know that they
can use the information immediately.

. Hammer home the headline. Headlines are important to attract attention.
Headlines should be typed in boldface upper and lower case and must be
limited in length ± 10 words or less.

. Limit length. E-mail NRs should be shorter than printed ones shorter than
500 words.

. Observe 5W format. E-mail NRs should adhere to traditional NR style,
leading with 5W format ± who, what, why, when, where and how. The
writer must get to the point immediately in the first paragraph.

. No attachments. Don't attach anything (and definitely not the NR).

. Link to the URL. Additional information such as photos, bios and
backgrounders should be linked in the e-mail to the organisation's URL.

. Remember readability. Keep paragraphs short and vary paragraph length;
use bullets, numbers and lists to make the release more user-friendly and
scannable.

19.2.8 Checklist

The NR should be perfect before you submit it to the news editor. News
editors have no sympathy with poor writing, style and structure. To help you
get the attention of news editors it's worth the trouble to make the following
checklist (adapted from Newsom & Carrell 1995:224).

NEWS RELEASE CHECKLIST

Does the physical format adhere to traditional conventions (white A4-

paper, 1,5 or double line spacing, wide enough margins, etc.)?

Y/N

Does the release contain all the necessary components (external

markers) (letterhead, contact details of sender, date, page numbers,

slug line, heading, etc.)?

Y/N

Is the lead direct and to the point? Does it contain the most important

and most interesting aspects of the story?

Y/N

Has the local angle been emphasised? Y/N

Have who, what, when, where and why been answered in the first few

paragraphs?

Y/N

Is the release written by using the inverted pyramid structure? Y/N

Is the release short enough (not more than 500 words or two and a half

pages)?

Y/N

Are sentences short, concise? Paragraphs short? Words common and

concrete?

Y/N
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Has editorial comment been placed in quotation marks and attributed

to the appropriate person?

Y/N

Are quotations natural? That is, do they sound as though they could

have been spoken?

Y/N

Has newspaper style been followed faithfully throughout the release? Y/N

Are spelling and punctuation correct? Y/N

Are all names and surnames correctly spelt? Y/N

Have all statements of fact been double-checked for accuracy? Y/N

Has the release been properly prepared, typed and double-spaced? Y/N

Is the release dated? Is the release time indicated? Y/N

Are names and phone numbers for further information included? Y/N

ACTIVITY 19.7

1. Write an NR of less than 500 words for one of the following scenarios.
Include the major elements of the inverted pyramid structure: summary
lead, benefit statement, info/action statement, secondary detail, back-
ground information and organisational ID. Begin with the set of facts
provided. Make up any additional information you need. Use the
appropriate physical format and adhere to the appropriate technical
specifications. Do include all the necessary components. List yourself as
the public relations contact person.

. Your client is Air France. Write an announcement release to
announce the beginning of the first intercontinental flights between
Paris and Johannesburg on the world's largest passenger airplane ±
the new Airbus A380.

. Your client is your local Community Police Forum (CPF). You are
preparing an NR about an upcoming public forum sponsored by your
local police station commander to obtain testimony about ways
residents of your neighbourhood can assist the police in dealing with
an increase in the number of house robberies. The forum will include
invited experts, and it will be open to concerned residents.

SUMMARY

In this study unit we focused on the NR as a specific text type in public
relations. We identified different types of NRs, discussed the importance of
newsworthiness, identified the physical format and structural components
and thoroughly explained the inverted pyramid structure as it pertains to
the NR. Specific conventions concerning the internet/e-mail NR were
discussed.
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STUDY UNIT 20

The direct mail letter as a
specific text type in marketing
and public relations

OVERVIEW

In this study unit we will deal with the direct mail letter as an important text
type in direct marketing. Firstly we will look at the place, function and
relevance of the direct mail letter in direct marketing. Secondly we will
discuss the typical components and structure of the direct mail letter.
Thereafter the characteristics of the AIDCA formula will be explained.
Furthermore we will focus on relevant openings and will discuss some
principles one can follow when composing the body of a direct mail letter.
Finally, we will discuss some stylistic features of direct mail letters.

OUTCOMES

After having worked through this study unit, you should be able to

. show that you understand the place, function and relevance of direct mail
letters in direct marketing

. show that you understand the communicative process concerning direct
mail letters

. identify the relevance and function of each component of the direct mail
letter

. show that you understand the structure of the direct mail letter

. identify and apply the most important technical specifications that the
direct mail letter needs to adhere to

. show that you understand the AIDCA formula as a basic writing strategy
for direct mail letters

. show that you understand the basic principles that may be used when
you compose the opening, body and close of a direct mail letter

. show that you understand the stylistic features of direct mail letters

. produce independent direct mail letters adhering to the necessary
linguistic, structural and stylistic considerations

20.1 INTRODUCTION

As a consumer you are probably familiar with the direct mail letter as a
marketing text. Direct mail letters are still regarded as one of the most
effective formats in direct mail to generate action. Everyone is familiar with
the format and knows how to read a letter. It is an excellent way to maintain a
personal relationship with customers because it contains a message from one
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person to another. Many companies make the mistake of not paying enough
attention to the writing and composition of direct mail letters. Writing
effective sales letters isn't just another random function of the marketing
department ± it takes careful planning, skill, effort and time to compose them.

Although there is no single rigid formula to use when writing a direct mail
letter, you can greatly improve your effort by paying attention to basic
principles concerning the structure, language and style of the direct mail
letter.

This study unit aims to provide you with the basic knowledge you will need
to write an effective direct mail letter.

20.2 THE DIRECT MAIL LETTER

20.2.1 What is direct mail?

Direct marketing Direct mail is one type of direct response or direct marketing. This form of
marketing normally announces and describes a new product or service and
makes a direct appeal on the reader to take some sort of action ± to fill in an
order form, to call a toll-free number or to fill in a subscription form
(magazines for example).

Bly (1995:3±4) offers the following definition of direct mail:

Direct mail is unsolicited advertising or promotional material (that is,
material the recipient has not requested) sent to an individual or company
through the mail. Most direct mail is sent to rented mailing lists containing
the names and addresses of people your company has not done business with
before. The purpose of such a mailing is customer acquisition. You want to
turn this person into a customer by designing the mailing to generate an
order. Or you can use the mailing to generate a lead and then follow up to
convert the prospect into a customer.

Direct mail letters Direct mail letters are a form of direct marketing, where a receiver is
approached personally (in this case in writing) with an offer of a product or
service. Direct mail letters usually form part of a direct mail package which
may include all or some of the following components:

. Outer envelope. Here some strategy is usually applied to gain attention.

. The letter.

. Brochure. This contains additional information.

. Reply card. This makes it easy for the reader to respond. It briefly
reinforces the action message.

. Business reply envelope. This is a must if you want replies.

Unlike advertisements, a direct mail letter offers the sender the opportunity to
reach only the targeted public with the message.

E-mail is also a direct ``mail'' medium, as long as it doesn't look like spam.
The advantage is that readers can respond immediately by buying online. The
disadvantage is that the recipient may easily ignore the e-mail, especially if
it's from an unknown sender. The subject line of an e-mail is therefore of
crucial importance to attract the reader's attention. Sales letters sent via e-
mail should adhere to the same structural, content-related, linguistic and
stylistic principles as mailed ones. The only difference between the two is the
medium through which the letter is distributed.
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Some products are of such a nature that attempts to persuade the receiver by
means of advertisements are not successful. Everyday products such as food,
motorcars and domestic articles are usually advertised; but more sophisti-
cated products or services such as books and CD-ROMS, insurance or
durable consumer articles that do not form part of the general public's buying
pattern are often marketed by means of direct mailing.

Direct marketing by means of direct mail letters has in recent decades
developed into a fine psychological process. Organisations that use direct
marketing pay a lot of attention to the address lists of certain target groups,
which are then used to offer specific types of commodities or services to a
target group who (according to market research) should be receptive to the
type of product or service. Details of consumers' buying behaviour with
regard to previous offers are computerised and used to determine which
direct mail letters the customer should receive next. The letter is usually
addressed to the consumer by name.

The place of the direct mail letter in the field of direct marketing can be
indicated as follows:

Direct response or
direct marketing

Direct mail Telemarketing
Infomercials and TV
commercials (toll-free
number)

Magazine ads with
reply coupons

. Direct mail
letter

. Direct mail
brochure

. Via phone . Television broadcast
(Verimark ads)

. Printed media
(popular maga-
zines)
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The communicative process concerning direct mail letters can be illustrated
by the following diagram.

Marketing official at organi-
sation prepares direct mail
campaign (envelope, letter,
brochure, order form/
reply card)

SENDER: Organisation

Distributed via
traditional mail
or e-mail

Letter is received by proposed
customer on organisation's
address list/database

NO: Customer/reader discards
the letter/not persuaded to take
action
YES: Customer/reader reacts to
the letter/persuaded to take
action

RECEIVER/AUDIENCE:
Proposed customer/reader of
letter

Organisation
receives com-
pleted order
form, processes
order or responds
to enquiry

Customer fills in order form/
reply card, makes an enquiry,
establishment of a sales lead

The direct mail letter is

a persuasive text

The direct mail letter may be regarded as a persuasive text. Hoeken (1998:15)
defines persuasion as a deliberate attempt to change or influence someone's
view, attitude or behaviour regarding something, by means of communica-
tion, in a situation where the receiver has some freedom of choice. The
ultimate goal with marketing texts is to influence the attitude and/or
behaviour of readers in such a way that they become receptive to the
message's directive element: buy the product or service, or accept the offer.
Often, the secondary goal of such texts is to leave a positive impression about
the product or service with the receiver ± even if the offer is not accepted.

Writers of marketing texts should bear in mind that the receivers are free to
decide (1) whether they are going to read the text at all and (2) whether they
will accept the offer or ignore it. It is the receiver's choice whether he or she
will throw the advertisement, direct mail letter or letter of request into the
wastepaper basket, or whether he or she will read it. Marketing texts are often
discarded or ignored at the slightest provocation. Even if the sender of such
letters stands on his or her head, he or she cannot exert any direct influence
on the receiver's behaviour with regard to the text.

In practice this freedom of choice which the receiver has to decide whether or
not to take note of the text entails that the writing of marketing texts requires
a different approach to the writing of other formal texts.

Motivators When planning and writing persuasive texts like direct mail letters it is
important to know what motivates people to spend money on products and
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services. According to Lewis (2004:11) there are five important motivators ±
fear, exclusivity, guilt, greed and need for approval. Let's briefly explain
each one:

. Fear. Most direct mail letters are aimed at fears of disease, poverty,
accidents or death. The product is presented as the answer to help
overcome these unpleasant events. The text functions by means of the
``fear appeal''. This should however not be emphasised too strongly
because a too-strong appeal to fears causes people to shut themselves off
from the content of the message. Especially offers of funeral insurance
play very subtly on people's fears of death and the fate of the relatives or
dependants left behind.

Example: ``As an Edgars account holder, we know that you're
concerned about the wellbeing of your family. You've
probably also made arrangements for them should anything
happen to you. Nobody likes thinking about funerals ± yet
one day we will all be faced with a death in the family. It
could happen next week, next year, or in twenty years'
time ...''

. Exclusivity. People like to feel ``special'' that they belong to a separate
category which sets them apart from the rest.

Example: ``Exclusive offer to Gold Status clients only!''

. Guilt. This works especially well for fund-raising letters where the appeal
is often directed to people who are more fortunate, wealthier and healthier
than others.

Example: ``Don't turn a blind eye on those who cannot see.''

. Greed. People like to save money and get something for nothing.

Example: ``Buy two CDs, get one free!''

. Need for approval. People like to be complimented on good conduct in
order to maintain their self-worth. Sometimes it's necessary to boost
people's egos a little.

Example: ``Yes, with your drive, determination and mindset you
deserve the recognition of an ABSA Bank Gold Cheque
Account Package.

It is perfectly clear to us that you know how to deal with
money. That's why we are inviting you to become a platinum
member.''

ACTIVITY 20.1

1. Brainstorm and write down your ideas on the following. What has been
your personal experience with receiving direct mail letters? Do you find
them useful? Do you throw them away?
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TEXT 1
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2. Study text 1 (``Woolworths Reward Yourself'') above and answer the
following questions:

2.1 Do you think text 1 is an example of a direct mail letter? Provide
reasons for your answer.

2.2 Who are the sender and the recipient of the letter? Be as specific as
possible.

2.3 Which textual elements grab the reader's attention?
2.4 What is the letter trying to sell ± a product or service? Be specific.
2.5 What are the main benefits of the product or service discussed in

the letter?
2.6 What specific features does the letter contain that indicate a

personal tone?
2.7 Does the letter contain any offers? List them.
2.8 Which motivators dominate in this letter?
2.9 Do you think this specific sales letter fulfils its purpose? Justify

your answer.

ANSWERS

1. Own answer.
2. 2.1 Yes. It looks like a letter. It was addressed to a specific person and

mailed to a specific address. The letter was sent to the recipient
without him requesting it.

2.2 The sender is Jacqueline Rojo (Woolworths Rewards Manager).
The recipient is Mr N Cochrane.

2.3 The headline ``Reward yourself'', the subject line ``Now your
Woolworths card rewards you more!'' and phrases in bold type.

2.4 A service/benefit (rewards loyalty programme) linked to a product
(Woolworths card).

2.5 You can earn rewards for yourself and others every time you shop
at Woolies. Rewards are tiered ± the more you shop, the bigger the
rewards. As a VIP customer you qualify for additional rewards.

2.6 It is addressed to a specific person. The pronouns ``you'' and
``yourself'' are used. A warm, conversational tone is used.

2.7 Yes. You qualify for special lower prices. The special VIP welcome
voucher will save you R250 when you spend R1 000 or more on
Country Road at Woolworths.

2.8 Greed and exclusivity.
2.9 Own answer.

We will now look at the components and structure of the direct mail letter.

20.2.2 The components of the direct mail letter

In appearance direct mail letters look just like ordinary letters. Direct mail
letters offer a product or service in the form of a letter. Hence, the direct mail
letter has a lot in common with the ordinary business letter as far as external
form is concerned (for example with respect to salutation, form of address
and closure). However, readers know that the goal of a direct mail letter
differs from that of a formal business letter, and they read direct mail letters
in a different way and with different expectations.
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Normally the direct mail letter should contain the following components:

. Letterhead of company (with contact details) or address (contact details)

of sender in right top corner.

. Address of recipient (left corner).

. Date.

. Salutation. Do not start your letter with ``Dear Sir'' or Dear Madam'' or
``Dear Sir or Madam''. It's quite formal and old-fashioned. Try to
personalise the opening and try to bind the recipient to the sender. Some
alternatives you may consider: ``Dear Friend'', ``Dear Colleague'', ``Dear
Fellow Member'' or ``Dear Fellow Tennis Enthusiast''. It's also possible
to replace the rather old-fashioned ``Dear'' by a salutation focusing on a
special-interest group. For example: ``To the Relative Handful of
Homeowners Who Demand Pure Water'' or ``Information for Experi-
enced Collectors Only''. Alternatively you can address the reader directly
by using his or her initial(s) and surname.

. Headline. Use bold type and centre the heading. The heading plays an
important role in getting the attention of the reader.

. Subheadings. It's optional, but may further arouse the interest of the
reader.

. Subject line. It's not necessary but may arouse interest. It provides a good
way to summarise the most important benefit. Example: NOW YOUR
WOOLWORTHS CARD REWARDS YOU MORE.

. Closure. Don't use ``Yours truly''; rather use ``Yours sincerely''.

. Signature of sender. The letter should be signed by an individual. The
signature should preferably be in a different colour (normally blue) from
the text body. The person with the highest rank in the organisation
(preferably the vice-principal or chief executive officer) should sign the
letter.

. Name, surname and position of sender.

Additional components You may want to include one or more of the following additional
components to attract attention and to make your letter more interesting:

The postscript . Postscript. It should contain important information ± it can reinforce the
basic proposition or offer and highlight the need for urgency. Readers first
look at the letterhead to see whom the letter is from, then at the salutation,
and then they go to the bottom of the page to see who signed the letter. If
there is a postscript below the signature, the reader will read this first
before returning to the beginning of the letter. The postscript is often the
first copy to be read. The postscript can be used to get the recipient to read
the rest of the copy, especially if the postscript announces a clear benefit.
For example: ``Don't forget the special free gift you'll receive if you
respond before August 1.''

The Johnson box . The Johnson box. It's a summary of an offer put in a text box, positioned
at the top of the letter, and ahead of the salutation. It quickly enables
readers to decide whether they are interested or not. Look at the following
example (Hodgson 1995:459).
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WE WANT TO SEND YOU ONE OF THE
MOST REVOLUTIONARY PAINTING

INVENTIONS TO DATE. YOU'LL BE
PAINTING UP TO 400% FASTER WITH
VERY LITTLE MASKING EVER NEEDED
FREE FOR 15 DAYS. WE'LL EVEN SEND
YOU TWO QUARTS OF PAINT FREE!

Dear Friend

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

The overline . The overline. It's a pre-letter message at the top of the letter. It can either
be typed or handwritten. It can be placed in the right edge or centre of the
page. The purpose of the overline is to get the reader into the letter. It
shouldn't be more than 11 words.

Look at the following example.

Imperial Insurance

This is an exclusive offer. Do you qualify?This is an exclusive offer. Do you qualify?

Dear Friend

Margin notes . Margin notes. They must be handwritten (indicating credibility) and
never use more than 7 words for each margin note. They highlight the
writer's enthusiasm. You may use hand-drawn arrows, lines, brackets and
stars for emphasis. Margin notes and overlines should be in a different
colour. It should be the same colour in which you print the signature ±
usually blue. For example:
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.

"

"

Imperial Insurance

This is an exclusive offer. Do you qualify?This is an exclusive offer. Do you qualify?

Dear Friend

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx.

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxxxxxxxxxxxx.

Save 60 percentSave 60 percent

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx.

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxxxxxxxxxxxxxxx.

Read this extra carefullyRead this extra carefully

Look at the basic outer structure of the direct mail letter.

Letterhead of organisation

Mr K Smith a Title, initials and surname of recipient
PO Box 34356
The Willows a Address of recipient

0041

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

16 August 2011 a Date

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Dear Mr Smith a Salutation

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

WELCOME TO OUR LOYALTY PROGRAMME a Subject line

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Paragraph 1

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Paragraph 2

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Paragraph 3

Yours sincerely a Closure
Signature of sender
Liz Archer a Name and surname of sender
Director a Position of sender
Direct Marketing

PS: For any queries or to apply immediately call our helpline on 0800-567-566 TOLL FREE now!
(Postscript)
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Please remember that the above example is only a guideline. You can delete,
change or add components to meet your own purpose ± variation is always
possible.

ACTIVITY 20.2

TEXT 2
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Study text 2 (''Priority Club Rewards'') above and answer the questions:

1. Identify all the components (including additional components) in the
text (be specific). What function do they have in this specific text?

2. Are there any components not included in the letter? What are they?
3. Would you make any changes to the outer structure of the letter (add

additional components perhaps)? Justify your answer.

20.2.3 The AIDCA formula as a basic writing strategy

The AIDCA formula consists of the following elements:

. Attention. The most important thing that the writer needs to do is to get
the attention of the reader. A few elements of the sales letter serve this
purpose ± the headline, visual material (illustration), the overline, the
Johnson box and the postscript. The headline should promise something
to the reader and need to spell out a benefit to the reader. The illustration
should reinforce and complement the message contained in the headline.

. Interest. The next step is to increase the reader's interest. The first
sentence or paragraph flows naturally from the headline and expands on
the headline's promise. The reader wants to know why it would be
important for him or her to read the letter. Why should the reader care
about the message? The offer itself is therefore the pivotal point in this
decision.

. Desire. The customer's desire should be aroused to obtain the product or
service. Make the reader want to take advantage of the offer. This part
usually contains a positive description of the product or service,
supplemented by a section on how the product or service relates to the
needs, problems or desires of the receiver. You need to tell your reader
why the new product or service is desirable. You can focus on what the
product or service is, why it is better or is needed, how it will benefit the
consumer, and you may decide to provide supporting information.

. Credibility. You need to be as specific as possible. Do not say ``Save
approximately 60%'' but ``Save 60%''. Always be concrete and direct.

. Action. An appeal is made to the receiver to respond positively to the
offer. Instructions are given about the steps the receiver should take in
order to respond to the offer. You need to ask the reader to do something
specific ± to fill in an order form or to donate a sum of money.

It is useful to link the AIDCA formula to specific textual elements to
demonstrate that the AIDCA formula can be applied practically and that it
follows a logical order. It entails that the paragraphs of a direct mail letter
should be presented in a fixed pattern. Janssen (1996:165±170) gives a model
construction plan for a successful direct mail letter that is based on the AIDA-
formula (without the element of credibility). Let's focus on the following
sales letter from Nedbank (text 3) to demonstrate a model construction plan
based on and adapted from Janssen (1996:165±170). The numbers in the text/
section part of the table refer to text elements contained in text 3.
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Text/Section AIDCA element Text questions Function Example from text

Illustration (1)

Johnson box (2)

Postscript (3)

Attention

Attention

Attention

What is the text

about?

What is the text

about?

What is the text

about?

Attracting attention

Attracting attention

Attracting attention

``Saturday, Monday,

Thursday''

``If every month

seems like a finan-

cial strain''

``PS: Apply for a

Nedbank Personal

Loan today!''

Opening paragraph

(4)

Interest What interest does

the reader have in

this offer?

Name the most im-

portant benefit; ex-

pands on promise

contained in the

headline, overline or

Johnson box''

``... MORE peace

of mind and less

stress.''

Paragraph 2 (5) Desire What is the product? Information on the

product

``The Nedbank

Classic Loan. A

loan from R2 000 to

R50 000''

Paragraph 3, 4 and 5

(6)

Desire Why is the offer

attractive?

Information on ben-

efits. Create desire

by motivation:

Which problems

will the product

solve? How does it

relate to needs?

``A deposit into

your account. You

don't even need a

Nedbank account to

apply ...''

Paragraph 6 and 7

(7)

Action What should the

reader do to obtain

the offered product

or service?

Convince the reader

to respond quickly

to the offer and give

instructions on how

it can be done very

easily

``Apply today it's

easy ...''

Postscript (3) Action Repetition: What

should the reader

do?

Motivate the reader

to respond

``PS: Apply for a

Nedbank Personal

Loan today!''

Signature (8) Attention Who is making this

offer to the reader?

Attract attention;

give reassurance

Numbers and dates Credibility Be as specific as

possible

R2 000 to R50 000

for people with a net

salary of more than

R1 500 a month

It's important to remember that the above example serves only as a guideline.

Although most sales letters will follow more or less the same structure, a

degree of variation is possible. Each sales letter will therefore have its own

construction plan.

It's worth taking note of the seven steps offered by Bob Stone in his book

Successful direct marketing methods. It offers a slight variation on the
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AIDCA formula. You may also choose to follow Stone's formula (taken from
Bird 2002:85):

1. Promise a benefit in your headline or first paragraph ± your most

important benefit.
2. Immediately enlarge upon your most important benefit.
3. Tell the reader specifically what he is going to get.
4. Back up your statements with proof and endorsements.
5. Tell the reader what he might lose if he doesn't act.
6. Rephrase your prominent benefits in your closing offer.
7. Incite action ± now.

ACTIVITY 20.3

1. Study text 2 (``Priority Club Awards'') on p 444 again. Discuss how the
AIDCA formula is applied in this text by providing specific examples
from the text. Construct a construction plan for this letter (similar to the
one we discussed regarding text 3).

20.2.4 Opening techniques ± the first paragraph

The opening of the letter (the first sentence or first paragraph) is the most
important element to keep the reader's interest. It is one of the textual
elements (together with the headline and postscript) that the reader is going to
read first. If the opening fails to keep the reader interested he or she isn't
going to read the rest of the letter.

Bird (2002:154±176) offers the following opening techniques:
Simply announce the main benefit. Describe the most important benefit of the
product or service in the first paragraph. Example:

``The Cardmember Accident Protection Plan is now yours. It was designed
exclusively for people on the go ± and it covers you in the event of accidental
loss of life or disability'' (Bird 2002:156).

. Make an invitation. This corresponds well with personal letters of the
same sort. Example:

``You know the value of the American Express Card. And you know
just how often it proves its worth in your everyday life. Now I am
inviting you to enjoy even greater financial security for The Gold
Card'' (Bird 2002:38).

. Start with the offer. People like something for nothing. Example:

``This is your chance to catch up with your life insurance needs:
R20 000 worth of term protection for as little as R3,10 a month at
age 33, even if you already have any kind of life insurance'' (adapted
from Hodgson 1995:431).

. Give news. This is especially effective if it relates to a current and familiar
issue. Example:
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``Did you realise that European Bureaucrats you never even voted
for, plan to close your business down? Now's your chance to do
something about it.''

. Address the reader as one of a group. This technique is especially used
by insurance companies. Example:

``Were you aware that there is an insurance company which offers
preferential terms exclusively to teachers and their families?'' (Bird
2002:157).

. Flatter the reader as one of a superior group. The reader is viewed as
someone special. Flattery always works. Example:

``The Absa Platinum Card is not for everyone.''

. Solve a problem. People like to hear about solutions to their problems.
Example:

``If you have days when almost everything goes wrong ...

... when the headlines are scary ... when the stock market is down

... when the bureaucrats have done it again ... when rain is predicted
for the weekend ... when they've had the audacity to serve you a
bread pudding that contains only two raisins ... there's a magazine
that can cheer you'' (Bird 2002:162).

. Surprise, shock or startle the reader. This immediately draws the
attention of the reader. Example:

``This afternoon I buried my husband'' (Bird 2002:161).

. Tell a story. It helps to let the reader identify with the situation or content.
The reader realises he or she is not alone. Example:

``Just two days ago I was chatting with a friend on St James Street
about investments, and he astonished me by saying: `Do you know,
Brian, I have a couple of thousand dollars spare cash myself at the
moment, and even with all I know about the market I'm not really
sure where to put it!' '' (Hodgson 1995:444).

. Say you've improved your product. People like to stay on track with the
latest developments. Example:

``I am delighted to tell you that since I last wrote to you we have
found a way to make our engines 29 per cent more fuel-efficient ±
without costing any more money'' (Bird 2002:168).

. ``You and I''. People like people like themselves. Example:

``Perhaps, like me, you still have some fond memories of your first
car'' (Bird 2002:169).

. Refer to past purchases and make a helpful suggestion. This makes the
reader feel important and appreciated. Example:

``I'm writing to you because last year you went on holiday with us to
Jamaica. In your comments, you said you enjoyed the Caribbean, but
you'd enjoy somewhere quieter.
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So I thought you might be interested in a very attractive package to
St. Lucia'' (Bird 2002:168).

20.2.5 The body of the letter

In the rest of the paragraphs you need to create and maintain the necessary
desire for the reader to purchase the product or use the service. You need to
explain the benefits and unique selling points of the product or service to the
reader. You need to demonstrate to the reader how and why the product or
service will have a positive impact on his or her life. You need to be
persistent and pay attention to detail.

Bird (2002:179±180) offers the following reasons why the body of a sales
letter fails. Make sure that you don't make the same mistakes.

. The letter is not structured properly. It swiftly moves from point to point,
confusing the reader.

. It does not flow in a way that will keep the reader's attention. The flow
should be so logical that you should be able to write a summary phrase
beside each paragraph. These phrases should sum up your argument in a
logical sequence.

. The letter is dull and lacks enthusiasm ± the latter is often contagious.You
do not provide solid reasons. Your letter fails if it does not convince the
reader that what you say is true, using facts, statistics, impartial advice
and testimonials.

. The argument is incomplete. You have omitted important reasons or did
not anticipate some objections the reader may have to your proposal.

You need to view your letter as a surrogate salesperson. Just like a real
salesperson your letter must demonstrate your product and its capabilities to
the reader. You must try using words to demonstrate your product ± you need
to paint a picture by using words.

Bird (2002:182±199) proposes a few principles that you may apply when
writing the body of your letter:

. Be exact: quantify your benefits.

. Prove what you say is true.

. Provide a guarantee.

We will look briefly at each of these principles in more detail.

20.2.5.1 Be exact: quantify your benefits

It's always a good idea to quantify your benefits since doing so is more
convincing. Don't be vague about what you are selling; put a number on it.
When a company promises to provide you with a pension for the rest of your
life, the first thing you would want to know is whether it will be enough to
live on. How much will you get a year? How much will the fund increase? If
you are selling a new laser printer for example it is not good enough to say
something like ``The new Pointmark laser printer will significantly increase
your productivity''. This statement is too vague. Rather be more specific by
stating quantifiable facts: ``The new Pointmark laser printer is capable of
printing 18 monochrome pages per minute. You will be able to print 2 000
pages in high quality per single cartridge.''
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If your product has been successful with the public there is no need to use
vague statements like ``most people liked it'' but rather be more precise by
saying that ``420 people from 32 countries liked it''.

It's sometimes better to quantify benefits in time and money rather than
percentages. The sums of ``R55,00'' or ``R3,2 million'' are easier to
comprehend than ``20 percent''. The only exception is when a percentage
sounds more convincing than money, for example ``30 percent off'' may
work better than ``Save R12,00''.

20.2.5.2 Prove what you say is true

Every day people are bombarded with sales messages. The internet has also
increased the amount of information people need to process on a daily basis.
Therefore, people have become very sceptical about sales messages and need
more convincing reasons to believe that your promises are true. That is why
it's important to support all your arguments. If you provide scientific and
impartial validation, preferably from an expert, it will be to your advantage. It
is important to know as much as possible about the product or service you are
offering. In this way you will often discover new things about the product to
substantiate your claims. One of the best ways to convince people that what
you say is true is to quote your customers (with their permission of course).

Testimonials from well-known, celebrity customers add authenticity to your
product. However, the celebrity customer should still be qualified to
comment. You may use comments from Ernie Els on a new series of golf
clubs, but not for new accounting software.

It's always a good idea to provide examples instead of making claims. Saying
``It doesn't cost much'' is far less convincing than saying ``less than the price
of a chocolate bar''.

20.2.5.3 Provide a guarantee

One of the most convincing strategies to use is to provide a money-back
guarantee. This is especially relevant where people may doubt the credibility
of your claims ± often concerning investment/insurance products and self-
improvement courses (language courses for example). It's also a useful
strategy to use when your company is still establishing a good reputation.
The money-back guarantee puts uncertain customers at ease ± especially if
you are trying to sell a new product.

20.2.6 The closing paragraph(s)

The closing of the letter is of the utmost importance because it is here where a
direct appeal is made for the reader to take action. There are several ways to
conclude a sales letter. The offer statement can be delayed until the last two
paragraphs. Normally, the essence of the offer has already been dealt with in
the body copy and the letter concludes with the next step the reader should take
or with a restatement of the primary benefit to be gained if action is taken.

Look at the following examples of concluding paragraphs:

Example 1:

``Do mail the form today, please. You won't regret it. That's also
guaranteed.
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Thank you for reading my letter and I hope to hear from you in just a

day or two'' (Hodgson 1995:465).

Example 2:

``Remember, you get every book on approval. You can cancel at any

time. You can buy as many or as few as you wish ± even none at all.

That is your privilege'' (Hodgson 1995:469).

20.2.7 The importance of offers

An offer is anything the company is prepared to give possible customers if

they will do something in exchange. It relates to the question ``What's in it

for me?'' that the reader might ask.

Offers is a persuasive

strategy

Although it isn't necessary for companies to include offers when they are

marketing products, it is still a very persuasive strategy to use. Normally,

people like to get something for nothing. An offer is especially useful when

you are trying to get an immediate sale because it overcomes the caution

customers might have about reacting or purchasing. It is a way to persuade

people to act right away.

An offer is also an excellent way to begin a sales letter. It immediately gets

the interest of readers. There are different types of offers. Here are few of the

popular ones:

. free trial

. no interest

. no deposit

. buy now ± pay later

. free gift whether you keep the product or not

. buy one and get one free

. temporary price offer

20.2.8 Style characteristics of the direct mail letter

The following style guidelines are important.

20.2.8.1 Language

. Use conversational style. You don't use formal register in sales letters. It

creates unnecessary distance. You need to write more or less the way you

talk. However, your writing still needs to be well-structured ± not as

disorganised as spoken language. Your writing needs to be personal ± it

must sound like natural speech ± as though you are addressing a friend.

Your writing cannot be too informal either ± you cannot use slang for

example.

Example:

Too formal: ``We are in receipt of your letter dated March 16th.''

Conversational: ``Thank you for your letter of the 16th.''

Too formal: ``Assuring you of our best attention at all times.''

Conversational: ``We're always happy to help.''
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. Avoid clicheÂs as far as possible. Be aware of using the same phrases over
and over again. Try to be as original as possible. Typical examples of
clicheÂs are words like ``exciting'', ``amazing'', ``fantastic'' and
``fabulous''. Often descriptive words are used without any function, for
example ``highly competitive rates'', ``significant values'', and ``key
issues''. Don't use the exclamation mark (!) unless for something really
worth shouting about.

Example:

ClicheÂ: ``Apply now for your free no-obligation quotation.''
Better: ``Call or write now for a quotation. There's no obligation.''

. Avoid jargon. Don't use subject-specific terms in sales letters directed to
the general public. Rather use simpler alternatives.

Example of jargon:

``Mission marketing operates on companies' vision platforms and uses
these commitments to drive a totally integrated corporate communication
program both horizontally and vertically'' (Bird 2002:224).

. Use ``I'' and ``you'' (not ``we''). You are writing to an individual person
(``you''). You are trying to build a personal relationship with this person.
People find it very difficult to relate to large companies or organisations ±
the use of ``we'' (indicating the whole company) is anonymous and
impersonal. People relate much better to other people. You need to use the
pronouns ``you'', ``your'', ``yours'' and ``yourself'' as much as possible.

. Use short and simple words. Be as concise and clear as possible. Here are
a few examples (Bird 2002:226±227):

complimentary ± use free
affection ± use love
servicing ± use helping
expectation ± use hope

20.2.8.2 Length

There is no final answer to how long or short your letter should be. It largely
depends on what you're trying to achieve. If you just want to get a simple
enquiry, you don't need to write a long letter. If you want to sell something
(especially a new product) you need to say more. The most important thing to
remember is to cover all the relevant benefits and to overcome all objections
customers may have. Therefore it is a good idea to do some planning first ±
make a list of the most important benefits and possible objections. Address
each one in a logical and structured manner (one idea per paragraph).

Direct mail letters should preferably not be longer than two pages.

Readers are lazy and marketing texts that are too long end up in the
wastepaper basket. Although most recipients do not like long texts, they will
not be satisfied with weak and incomplete arguments or if their objections are
not properly overcome. It is your task to maintain the correct balance, but try
not to write a sales letter longer than two A4 pages. If there is more
information that the prospective customer should have in order to be able to
respond to the offer, it should be made available in a separate brochure or
addendum.
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You need to give the reader the opportunity to complete the reading task in
short steps.

Not only the letter but also the paragraphs, sentences and words should
preferably be short. If your target group includes unpractised readers, they
will probably stumble over long sentences and over words of more than four
syllables. Short paragraphs with a blank line in-between give a better
overview of the content and make it easier to find information. It also gives
the reader the opportunity to complete the reading task in small, quick steps.

20.2.8.3 Warmth of tone

An informal, relaxed, charming and collegial tone is appropriate in direct
mail letters. Direct mail letters should radiate personal warmth. The sender
should be very aware of the relational style he or she chooses. Neither a
patronising and pedantic style nor a subservient or fawning style will impress
the reader. The tone should be warm and sympathetic. The description
collegial is appropriate in most cases, because it indicates involvement and
equality ± the golden mean. There should be involvement and empathy ± a
kind of feeling of you/I is established ± but the writer should not try to creep
into the heart and soul of the reader by adopting a too familiar attitude.

You may use questions and exclamations (where applicable).

In spoken language we often hear words such as ``really'' ``see'', ``isn't it''
and ``OK'' that are used to establish agreement. In written language this is
unusual. It is also typical in written language style to construct all sentences
as statements. In spoken language questions and exclamations are more
common. In direct mail letters it is advisable rather to follow the style of
spoken language. Let's look at the difference in tone between the following
formulations:

. Formal:

``This gives rise to the question whether you would have sufficient cover
in the event of an accident that might lead to permanent disability.

We thus recommend that you become a member of our travel association
so that you can begin to enjoy the benefits of membership.''

. Informal:

``Do you think that you have sufficient cover if you become incapable of
working and of earning an income tomorrow?

Become a member of our travel club today and start planning that exotic
dream holiday!''

20.2.9 Checklist

To help you get the attention of customers it's worth the trouble to make use
of the following checklist (adapted from Hodgson 1995:526).
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DIRECT MAIL LETTER CHECKLIST

STRUCTURE

Does the letter contain all the necessary basic components? Y/N

Did you make use of additional components (postscript for example),

if applicable?

Y/N

TECHNICAL SPECIFICATIONS

Did you use a legible font? Y/N

Did you use text enhancers (bold type, etc.) to emphasise key

elements?

Y/N

Did you use single line spacing between lines? Y/N

Did you use double spacing between paragraphs? Y/N

Did you end a paragraph at the bottom of a page? Y/N

Are paragraphs shorter than seven lines? Y/N

Did you use subheadings to ease reading, if applicable? Y/N

Did you use bullets to summarise key features, if applicable? Y/N

COPY

Did you make use of the AIDCA formula? Y/N

Does the lead sentence (first sentence) get in step with your reader at

once?

Y/N

Does/Do your opening paragraph(s) promise a benefit to the reader? Y/N

Does/Do your opening paragraph(s) contain an offer? Y/N

Do your body paragraphs explain the main benefits to your reader in a

logical order?

Y/N

Did you make it clear to your reader what you want him or her to do? Y/N

STYLE

Does the letter have a ``you'' attitude all the way through? Y/N

Did you use a conversational style? Y/N

Did you avoid clicheÂs and jargon? Y/N

Is your letter longer than two pages? Y/N

Did you maintain a warm and sympathetic tone? Y/N

ACTIVITY 20.4

1. Study the direct mail letter ``Is Worrying About Money Causing You
and Your Family Stress and Making You Unhappy?'' below and answer
the questions.
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(www.geisheker.com (accessed on 15/02/2011) )
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1. 1.1 Which components of the direct mail letter can you locate in this
text? Make a list of these and explain what function they have in
this particular text.

1.2 Comment on the opening paragraph, the body and the close of the
letter. Does each of these text elements adhere to the principles
concerning structure, content and style (language, length and tone)?
Justify your answer in each instance by providing examples from
the text.

1.3 Discuss how the AIDCA formula is applied in this text. Provide
specific examples and make use of a construction plan.

2. Collect two examples of direct mail letters and analyse them in terms of
the AIDCA formula. Indicate which of the other strategies and
techniques discussed in this study unit were used.

3. Revise the following poorly structured direct mail letter. Prepare the
letter for publication by adding the absent components, noting
appropriate paragraphing, and highlight the text with graphic devices
such as boldface type, italic type, underlines and other features. You also
need to place the individual text elements in the correct logical order ±
currently the letter demonstrates no logical order. Use your own name
and details.

PS. Through the month of December we are having a storewide
liquidation sale on all office furniture so we can make room for our 2012
inventory. This is your opportunity to literally steal furniture from us.
Call or e-mail today for a copy of our most up-to-date inventory and
price list.

As a full service dealer we have products and services to help you
design, furnish and install workstations, reception areas and conference
rooms. We are networked with wholesalers and distributors throughout
South Africa to offer you an extensive range of products to meet all your
needs and at a price that is guaranteed to fit your budget. And we will
personally deliver and install your office furniture for you so your project
is done correctly, on time and on budget.

We also buy used workstations and office furniture. If you have office
furniture you want to sell, we would love the opportunity to bid on it. We
work with brokers and dealers throughout Southern Africa who will offer
you a good price for your used office furniture. For more information,
please call 0800 5657 6567.

Thank you XYZ Office Interiors Inc for all your hard work. We started
working with you in the year 2009 and it's been a great relationship ever
since. The quality of work you do is great. The job is always done on
time and the cost can't be beaten. Thank you once again!

MC Nkosi, Senior Buyer, Purchasing Dept
Rainbow Industries, Cape Town

For a free quote, please call us today at 0800 5657 6567 or visit us online
at www.xyz.com. Our website has many pictures of the office furniture
we have in stock. Our website also shows our current specials. If you
want a good deal, check out our website.

XYZ Office Interiors wants to help your business save up between 75±
80% on office systems furniture. We specialise in refurbished and pre-
owned name-brand workstations including Haworth, Herman Miller and
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Steelcase. Why pay full price for new workstations when you can get
beautiful professional quality pre-owned and refurbished systems
furniture at much lower cost?

4 Choose your own advertisement of a product or service. Use the
advertisement to design and write your own direct mail letter, utilising
the AIDCA formula (construction plan) and the principles, strategies and
techniques concerning structure, content and style (language, length and
tone) discussed in this study unit.

SUMMARY

In this study unit we focused mainly on the direct mail letter. We looked at
the components, technical requirements and structure of the direct mail
letter. We also discussed the AIDCA formula as a basic writing strategy and
focused on important principles concerning content and style.
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STUDY UNIT 21

New technology, public relations
and marketing

OVERVIEW

In this study unit we will discuss the position and relevance of public
relations and marketing in the digital age. Firstly, we will discuss the
increasing importance of the internet in public relations and marketing and
will look at the most important digital formats in public relations and
marketing. Furthermore, we will focus on the advantages and disadvantages
of these formats and the characteristics of web audiences.

Secondly, we will deal with the electronic newsletter as a specific text type
within public relations and marketing. We will pay close attention to different
types and formats of electronic newsletters, guidelines one should keep in
mind when producing electronic newsletters and the basic components of the
electronic newsletter.

OUTCOMES

After having worked through this study unit, you should be able to

. show that you understand the increasing importance of the internet in
public relations and marketing

. identify the most important digital formats in public relations and
marketing

. identify the most important advantages and disadvantages of digital
formats in public relations and marketing

. identify the basic characteristics of web audiences or publics

. define the electronic newsletter as a specific text type in public relations
and marketing

. distinguish between different types of printed and electronic newsletters

. distinguish between different formats of electronic newsletters

. describe the basic guidelines when producing electronic newsletters

. identify the basic components of the electronic newsletters

. analyse electronic newsletters according to basic principles related to
content and structure

21.1 INTRODUCTION

The internet has become the world's most important communication
medium. Nearly every company or organisation depends on the internet
and its related components or features to fulfil operational and strategic tasks.
The internet has also changed the ways public relations and marketing are
executed. These functions have become more global, dynamic, interactive
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and immediate because of innovations in digital communications. The
computer may be regarded as a value-adding and alternative tool that can be
utilised in public relations and marketing.

The aim of this study unit is to provide you with an overview of the role and
function of the internet in public relations and marketing. The goal isn't to
provide you with detailed information on digital formats. This is dealt with in
a separate section in this study guide.

A further aim of this study unit is to introduce an important text type of
public relations and marketing in the digital age, namely the electronic
newsletter. You need to view the electronic newsletter as an additional text
type (together with the NR and direct mail letter) that public relations
practitioners and marketing staff may use to reach internal and external
communication goals of an organisation.

21.2 PUBLIC RELATIONS, MARKETING AND THE
DIGITAL AGE

21.2.1 Importance of the internet in public relations and
marketing

Seitel (2007:381) mentions three important reasons why the internet will play
an increasing important role in public relations and marketing in the future:

1. The demand to be educated rather than hear sales patter. Consumers in
the 21st century are more sophisticated and demanding than ever before.
They are smarter, educated and well informed. They are no longer
persuaded by self-promoters and sales gimmicks. Public relations and
marketing must therefore be grounded in education-based information
and not mere self-promotion. The internet is an important source of
education-based information.

2. The need for real-time performance. The digital world is fast moving
where everything happens in real time. News events anywhere in the
world are globally communicated in a matter of seconds. Public relations
practitioners can use this to their benefit to structure information in such
a way to respond immediately to emerging issues and market changes.

3. The need for customisation. Today there are hundreds of media channels
(just think of all the DSTV channels). Today's consumers expect more
focused, targeted, one-on-one communication relationships. Organisa-
tions must communicate information to ever-narrower target audiences.
The internet offers such narrowcasting to the media and other
participants.

21.2.2 Important digital formats in public relations and
marketing

According to Seitel (2007:381±382) the following may be regarded as some
of the most important digital formats in public relations and marketing:

. E-mail. E-mail has become the most important internal communications
mechanism. Immediate e-mail communication has to a large extent
replaced traditional print and fax technology.

. Websites. This technology is used by nearly every company and
organisation for a number of public relations and marketing activities
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such as the profiling of companies, the promotion of products or to
position issues.

. Blogs. This offers made-to-order mass information for public relations
practitioners.

. Virtual press offices (VPOs). They can provide relevant information to the
press and are an effective tool to maintain good relations with the press
and to keep communication channels with the press as open and
transparent as possible. A virtual press office includes company
information such as backgrounders, biographies, product information,
press releases, image libraries and contact details.

. Online media relations. Journalists use the web as an important source of
organisational information. They communicate with public relations
sources via digital networks such as e-mail. The growth of online
equivalents of major print publications and e-zines presents new avenues
of publicity for public relations practitioners.

. Online monitoring. More open accessibility options provide public
relations officials with a new challenge to monitor online media for
negative comments and threats. The emergence of rogue websites and
antagonistic chat rooms makes it necessary for public relations officials to
monitor web content. Malicious and false information on a chat room can
cause great damage to the corporate image of an organisation.

. Product promotion. Digital formats make it possible to reach customers
directly and offer public relations the opportunity to become more
integrated with marketing efforts.

. Investor relations. The web offers investors the opportunity to monitor
the activities of their holdings on a daily basis, which will cause
companies to improve their communication efforts to shareholders. Public
relations practitioners need to monitor digital portals such as investor chat
rooms to determine current opinions of shareholders.

21.2.3 Advantages and disadvantages of digital formats in
public relations and marketing

There are a number of advantages and disadvantages of digital formats as
opposed to traditional printed formats. It's important that the public relations
officer should base his or her decision whether to use a digital format on the
purpose of the communication as well as the needs and abilities of the target
audience.

Treadwell and Treadwell (2005:347±349) identify the following pros and
cons of digital formats (especially the web) as a public relations medium:

. Screen limitations. Lengthy documents that require a lot of scrolling are
not appropriate. Typefaces, type size, line spacing and colour should
reduce eyestrain and increase legibility.

. Page length. The golden rule is to limit pages to one screen, starting a
new page whenever this limit is exceeded. On the other hand, multiple
pages can lead to long download time. Many people regard horizontal
scrolling as more irritating than vertical scrolling. Hypertext links at the
beginning of long articles will ease navigation and will enable users to go
directly to relevant sections.

. Navigation cues. Links make it possible for web users to determine their
own paths. It must be easy for users to find as well as to read
information ± it must be clear where users can find the information they
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want. Tables of contents, site maps and navigation cues all help in this
regard.

. Links. Hyperlinks make it possible for users to move to different parts of
the text or to another page. It can also take the user to external websites
for additional information. Links are a good way to increase the amount
of information you are able to provide; but be careful not to provide too
many links, which may lead to information overload.

. Multimedia possibilities. Digital formats make the integration of different
media such as text, graphics, animation, audio and video possible. The
public relations practitioner needs to take the relevance of each into
consideration.

21.2.4 Web audiences or publics?

The simplest way to define a web public is to say that it includes everyone
who uses the internet, but it's more complex than that because the world wide
web is a global phenomenon. A diverse group of people with different needs,
goals and abilities uses the internet, making it very difficult to exactly define
web audiences. Yet there are some common characteristics most web users
share which may be of help to the public relations practitioner.

Treadwell and Treadwell (2005:344) identify the following characteristics of
web users:

Characteristics of web

users

. They have broadcast television and sophisticated computer software as
their standard of presentation.

. They are comfortable with screen presentations, and sophisticated with
respect to design and presentation.

. They are comfortable handling different multimedia formats at the same
time.

. They are used to nonlinear information processing (they don't process
information from A to B, or from beginning to end).

. They are not interested in detail. They like to browse or scan.

Treadwell and Treadwell (2005:344) categorise the broader web public into
three groups:

Three groups of the web

public

1. Critical commentators. They belong to newsgroups and discussion
groups that operate independently from the organisation. It's a public
that an organisation should pay attention to, especially bloggers with a
following. They express their opinions external to the organisation's
website. Anti-sites, whose purpose is to distribute negative information,
form part of this group. It makes monitoring an important function of
public relations in the digital world.

2. Committed visitors. They visit the organisation's website for specific
information. They are constantly looking for updates and new data as
they become available. They include traditional publics that use the web
to follow the organisation's activities.

3. Casual browsers. They visit the site while looking for general
information. If the website consists of both general and specific
information you should satisfy their needs.

It's important that public relations practitioners should be aware of these
groups and adapt their communication strategy accordingly.
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ACTIVITY 21.1

1. We have said that online monitoring is a task of the public relations
officer in the digital age. The organisation TradeLeaks provides a platform
for web users and consumers to leak information about companies. On
their website, www.tradeleaks.com, they describe their task as follows:

TradeLeaks is dedicated to openness and transparency in trade and
commerce. We provide an anonymous way for consumers and
sources within organisations to leak information about businesses
directly to the public, by posting information and source material
directly onto our website. We ask our sources to post credible
information, including source documents where possible, which they
believe consumers need to know. The transparency of the internet
has made consumers smarter than they have ever been. TradeLeaks
further empowers consumers to make more informed choices.

TradeLeaks is a conduit through which people share informa-
tion. It is up to you to verify the accuracy of the information
posted on this website. TradeLeaks disclaims any belief in the
truth or falsity of the information posted on this website.

Based on this information, answer the following questions:

1.1 Why is it important for a public relations officer to monitor what's
being said on TradeLeaks?

1.2 From a public relations perspective, what would you consider to be
the advantages and disadvantages of TradeLeaks?

1.3 What specific features of the digital age/internet come to mind
when you look at TradeLeaks?

1.4 Do you consider TradeLeaks an effective mechanism to protect
consumers and clients?

2. The Virtual Press Office (VPO) is one of the digital formats of public
relations. Visit either www.armsdeal-vpo.co.za or www.mcdpressoffi-

ce.eu and comment on the content and effectiveness of your chosen
example as a VPO. Try to keep the following in mind:

. What kind of information does the VPO contain?

. Who is going to use the information contained in the VPO?

. Do you think the VPO is effective (is the information relevant and
complete)?

. Do you have any suggestions to improve the VPO?

21.3 THE ELECTRONIC NEWSLETTER

Now that we have put public relations and marketing in the context of the
digital age we are going to pay attention to the electronic newsletter (e-
newsletter) as a specific text type in electronic/digital public relations and
marketing communication.

21.3.1 What is an electronic newsletter?

Similarities between

electronic and printed

newsletters

The functions of the electronic newsletter don't differ from those of the
printed newsletter. They are both used by organisations to inform, entertain
and persuade internal and external target audiences. They can deal with a
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wide variety of topics in a general or more in-depth manner and normally
report on current stories and events. They both use a recurring format and are
produced and distributed on a weekly, monthly, quarterly or yearly basis,
trying to maintain a long relationship with the target audience. They have
overall themes and messages that are always maintained and repeated in
every issue, although stories and features will differ from issue to issue.

According to Treadwell and Treadwell (2005:273), newsletters help
organisations to conduct activities that fulfil the mission of the organisation,
cultivate relationships with publics and assist in adapting to changing
environments. Newsletters (electronic or printed) therefore play an important
role in public relations and marketing.

The primary difference between a printed and electronic newsletter has to do
with the way they are produced and distributed, although their objectives are
more or less the same.

Definition of an elec-

tronic newsletter

An electronic newsletter is published and distributed on a website or via e-
mail. They are also called web letters or e-letters and can range from general
news posted on a website to fully targeted letters sent individually to a special
mailing list (Treadwell & Treadwell 2005:358). They can take one of the
following forms (Treadwell & Treadwell 2005:286):

. news posted to an organisation's website and available to all visitors

. semi-targeted web letters posted to newsgroups and accessible to their
members

. fully targeted letters sent individually to a mailing or subscription list

21.3.2 Types and formats of electronic newsletters

Before we focus on specific formats of electronic newsletters it's perhaps
useful to distinguish between different types of newsletters first. These types
are applicable to both printed and electronic newsletters. The following table
provides an overview of the different types of newsletters, their functions and
their related target audiences adapted from Diggs-Brown (2007:112±113)
and Newsom and Carrell (1995:312±319).

Type of newsletter/area Purpose/Function Example of target audience

Employee newsletters . An important channel of internal

communication to provide infor-

mation on employment issues,

schedules, programmes and poli-

cies

. To give employees a sense of

belonging by focusing on their

achievements and human interest

. Employees of an organisation

Special interest newsletters . Designed for groups whose con-

nections are based on common in-

terests. These newsletters can be

related to hobbies, lifestyles, eco-

nomics, politics, religion and the

social world

. To communicate information

about the special interest that

. Depends on interest ± fly fishing

enthusiasts, platinum account hol-

ders, users of herbal medicine,

alumni of a university
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binds the group. Information is

highly targeted and doesn't pres-

ent anything not directly related

to the group

Member newsletters . Help to keep members of clubs,

organisations and associations in-

formed about important news,

events and opportunities. They

encourage member participation

. Members of the Mercedes-Benz

club of South Africa

Community newsletters . Present information to people

who live in the same town, com-

plex, neighbourhood or develop-

ment

. Newsletter of the body corpo-

rate of a townhouse complex

Advocacy newsletters . Present information about a spe-

cific topic or point of view. The

purpose is to promote a specific

opinion and to maintain public

support

. Women and men against domes-

tic violence

Professional newsletters . To keep you informed about the

latest developments, issues, tech-

niques and ideas in a specific

professional area

. Brain surgeons

. Chartered accountants

The following table provides an overview of different formats of electronic
newsletters (adapted from Kandler 2003):

Format of

newsletter

Software required Target audience Advantages Disadvantages

Plain-text e-mail

(sent directly to tar-

get audience via e-

mail, they view it in

their e-mail pro-

gram)

Any e-mail program Anybody with an e-

mail account

. Quick and easy to

send out

. Ideal for sending

out very urgent,

time-sensitive in-

formation

. They are quick to

download be-

cause of small file

size

. They cannot con-

tain colour, graph-

ic and other

graphics ± they are

not eye-catching

. Readers may lose

interest when

reading text with

no graphical, vi-

sual breaks

HTML e-mail (sent

directly to target

audience via e-mail,

looks like a web

page)

HTML e-mail pro-

gram

Anybody with a

HTML-capable

e-mail program/

browser

. Very attractive;

you can include

photos, graphics,

colour and other

design elements

. Provides a good

alternative to

more expensive

printed newslet-

ters

. Ideal for people

that will read the

newsletter on

screen

. People with older,

non-standard

e-mail programs

will not be able to

read them

. Readers must

have an open

connection to the

internet to see

photos

. All articles must

be put on the

same page. That
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means a newslet-

ter with a large

number of articles

must be viewed

and printed as one

super-long page

Web newsletter

(hosted on a website

(on internet or an

intranet), users must

go to a website and

read the newsletter

on their internet

browser)

Internet browser Readers with access

to the internet

. Can be as attrac-

tive as any web

page

. If listed and in-

dexed on internet

search engines

you will attract

more readers to

your website

. Ideal for on-

screen reading

. It's easy to ar-

chive back issues

on your website

. Readers must

have internet

access

. Readers must go

to an internet site

to view it rather

than have it de-

livered to them

. Doesn't look as

good when

printed

PDF newsletter

(can be posted on an

internet site to

download or may be

sent as an e-mail

attachment)

Adobe Acrobat

Reader

People with either

e-mail or internet

access

. Fewer design

limitations than

any other type,

can look just like

any printed publi-

cation

. Best format for

people who will

print and read the

newsletter off

screen

. Easy to convert

most printed

newsletters to

nearly identical

electronic PDF

publications

. PDF files are

large and may

take long to

download with a

56k modem

. When sending

them as e-mail

attachments,

some readers may

not receive them

because of file

size limitations

. Photos and

graphics may

look fuzzy when

printed because

they are saved in

low resolution

. You must have

Adobe Acrobat

Reader on your

computer to view

and print a PDF

newsletter

21.3.3 Benefits of electronic newsletters

Electronic newsletters have a number of benefits if compared to traditional,
printed versions. Here are some of the most important benefits of electronic
newsletters as identified by Maarga Systems Inc (adapted from www.maar-
gasystems.com/products/knews/pdfs/10+Reasons+E-newsletter.PDF):

. It saves costs. No posting or printing fees are payable and the time it takes
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to complete is shorter because you don't have all the layout and
production requirements. Newsletter software packages and hosted
services make creating and distribution simple and fast.

. Deliver relevant and personalised information. Companies can use them
to communicate more personalised information to different segments of
the target audience.

. Measurability. It's easy to measure who is opening your e-newsletters,
which content is most important and to link this data to who is buying.
You will also receive a fair amount of comments, questions and feedback,
because e-newsletters provide an opportunity for your audiences to
engage more actively with the organisation.

. Create a dynamic knowledge bank. The content in e-newsletters forms a
knowledge base that other prospective customers and participants may
use to learn more about your organisation. It's therefore important that the
information is searchable.

. Include richer content. Features such as application files, forms, URL
links, multimedia objects, graphics and images make information more
useful and actionable ± the target audience is more actively involved with
the content.

. A more efficient publication. The structure of the e-newsletter makes it
easy for readers to get an overview of the information. It's also possible to
communicate urgent and immediate information such as breaking news
and updates.

. Global reach. E-newsletters are not restricted by geographical area. You
can therefore reach as many people as you want.

. Quicker response. It's possible for your target audience to respond to
what you have to offer. They can simply follow an e-mail link contained
in the e-newsletter, if they have further questions about your product or
service.

. Faster communication. E-newsletters can be sent in an instant ± there are
no waiting periods or delays (which is a possibility with traditional postal
services). This makes the information contained in an e-newsletter more
immediate.

21.3.4 Guidelines for writing electronic newsletters

You can use the following guidelines for content and structure of electronic
newsletters proposed by Chandler (2007):

. Keep e-newsletters as short as possible because people receive hundreds
of e-mails per day and they don't have time to read lengthy newsletters.

. Keep it simple. Your newsletter should be easy to scan and read.

. Try to keep articles to four or five paragraphs.

. Include an index/table of contents of all the stories in the newsletter on the
first screen. Index items should exactly correspond with the headlines that
appear over stories and must appear in the order in which the stories
appear. Index items should be clickable so it's easy to navigate through
the e-newsletter.

. Headlines must be clear and explicit to ease scanning.

. Include information on how to unsubscribe and how to subscribe, because
you want to encourage subscribers to forward the newsletter to others who
may benefit from it. They will need to know how to get onto the
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subscribers list so that they can receive the newsletter individually in
future.

. Include a good balance of useful content and sales copy. Ideally it should
contain 70% content (articles, tips, how-to-advice) and minimal sales
copy.

. Engage your readers by asking reader to submit feedback, respond to a
survey question or to take part in a competition.

. Include all your contact information including a physical address,
telephone numbers, e-mail address and website.

. Include regular columns to make your newsletter predictable by including
the same type of information in each edition.

. Your newsletter must adhere to grammar and spelling rules.

. Choose a typeface and size that's easy to read on screen such as Verdana
or Tahoma 11 point.

21.3.5 Components of the electronic newsletter

The e-newsletter will typically include the following components:

. The logo of the company or organisation. It's important to include this
component so that the reader immediately knows who distributed the
newsletter. It also forms part of the corporate identity of a specific
organisation.

. The title of the newsletter. It helps to personalise your newsletter if you
provide a specific title for it. You can also use the word ``Newsletter'' or
have a subtitle such as ``Tempo: electronic newsletter for platinum
clients''.

. Date and issue number. You must include the date and issue number
because it's important for archival purposes.

. Contact information. You must include the physical address, telephone
numbers and web address of the organisation.

. Salutation. You should address the letter to a specific person (only
necessary if you use an introductory paragraph/welcome message), for
example ``Dear Mr Jones''.

. Introductory paragraph/Welcome message. This provides a brief
summary of the goal and content of the newsletter. It may also fulfil
the purpose to welcome the reader.

. Table of contents/Index. This must be included on the first screen to ease
navigation. The individual entries/headings must be linked to the story
they relate to. You can use the phrase ``In this issue'' or just use
``Contents'' or ``Table of contents''.

. Article headings. Each story must have a separate heading to ease
browsing. It must exactly correspond with the entries in the table of
contents/index. It must be in bold and larger type.

. Copy. You must keep the copy as short as possible (no longer than four to
five paragraphs per story). You can also provide the first few lines of each
article on the first page and refer your reader to the rest of the article by
making use of a hyperlink. You may use phrases such as ``More'' or
``Want to read more''.

. Subscribe/Unsubscribe notice. You must include an option for users to
subscribe or unsubscribe.

. Feedback options. You must provide some feedback options, for example
``For further information please call'' or ``We appreciate your comments.
Please send them to ...''.
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A

A
A

A

. Footer. This comes at the very bottom of the last screen. It may include

copyright information, legal notices, a confidentiality notice, a privacy

statement, contact details or information on how to subscribe or

unsubscribe. It's in a smaller font than the body copy. Look at the

following example by Lawless (2003):

Coming in January/February 2003:

DIRECTIONS IN AMPLIFICATION

We hope you enjoyed this issue of ACCESS AUDIOLOGY. Comments

and suggestions for future topics can be directed to Mary Smith at

AccessAud@asha.org.

Tell a friend to subscribe by sending an e-mail to subscribe-a@asha.org.

To unsubscribe from this newsletter, please e-mail unsubscribe-

a@asha.org.

We value your privacy: www.asha.org/privacy.cfm

The following template gives you a simplified idea of the most important

components of the electronic newsletter. It also gives you an indication where

to place individual components, although variations are possible. The best

way to familiarise yourself with electronic newsletters is to study as many

authentic examples as possible. For further tips regarding electronic

newsletters you can visit www.companynewsletters.com.

Fortuna Bank Logo

The Fortuner: e-newsletter for gold status clients

Issue 34, January 2011

Dear Mr Smith

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

xxxxxxxxxxxxxxxx

Regards

Themba Nkosi

Director: Fortuna e-channels

In this issue ...
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± New FICA banking legislation
± Beware of internet banking fraud
± Fortuna to sponsor the Proteas
± Going overseas? Don't worry about your finances

New FICA banking legislation
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxxxxxxx

Beware of internet banking fraud
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx-
xxx

Fortuna to sponsor the Proteas
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ACTIVITY 21.2

1. Find your own example of an electronic newsletter and answer the
following questions:

1.1 What type of newsletter is this?
1.2 What specific format is used for this electronic newsletter? Justify

your answer.
1.3 Comment on the content and structure of this newsletter. Were all

the guidelines followed as identified in this study unit? How will
you improve this newsletter?

1.4 Identify all the components in this specific example. Number each
component separately.

2 Design and write a specific issue of your own electronic newsletter
(HTML or PDF format). You have a free choice with regard to type and
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content (articles). Your newsletter must adhere to the guidelines and
principles discussed in this study unit.

SUMMARY

In this study unit we have focused on the position and relevance of public
relations and marketing in the digital age. We have discussed the increasing
importance of the internet in public relations and marketing and looked at
the most important digital formats in public relations and marketing. In
addition, we also focused on the advantages and disadvantages of these
formats and the characteristics of web audiences.

Furthermore, we have dealt with the electronic newsletter as a specific text
type within public relations and marketing. We paid close attention to
different types and formats of electronic newsletters, guidelines one should
keep in mind when producing electronic newsletters, and the basic
components of the electronic newsletter.
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