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Houg yugiogmnasn.

drdutuuznnao, asifinducdatdd ungSyesy disgaans
BuwsuaneuiAniin, Roudigbunutaisdudinndyddiviionds, was
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Ansurwdicanciagegay tmeigoguie unznndessun e,

arbunuEnosnlunestvudinacuucingandniufiotdss; way t
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auNgL uuaITN21d,
GUVIANIY UR: ES503 WA
SERUTREY

Wumnnao, Facebook Hididuugydiegiwiisfueeuateiioty, writintudud
adintnedn@rudSuiiudou lmeadn.

P

6788 ucticlinTuaracfisuiiyulin (2actfiI2.uu810991, 801UTUE), €Ay NI
j'I1J2’IOm'Ijﬁ]?SjKlﬂﬂvU'lthJ'I]JtU]f\]uRIUU'ﬂ, €z N1 80% 299Uzauuniutg)n
(1907 Soucritiu n'1najesjﬂnsnmmwnmmu(Feed ¥n) Facebook ne
Ay

Gathy, S9s5nserlviiingo, urningao, § InesunnducisstddungSn
ugBucdiofinnaoludulaanigsw/gsutddngiies, Bungofuausts, 10
guéuﬁumﬂﬁuﬁj, war Ywai iSunwgvoiivgoyuriagg. §9tundativ, 893ty
dioqtdnggduiiuciomdineudus amnetsundzunlu Facebook 1ia8n.

tfgccliu “Sdin” eeqinautiuoisdt, stnlSnee, (Sutg § «duudmSy
AW, viwddierdBuiisuunauesy Facebook Witdriew, &1 0diinongsy,
(agorithm SunSiu), Anazwsuducie way SutuUE9IIY, NoURS UL
(HuEuto[2euiw.

TikTok TicduggIeoiiGIQnen129368l, (ridiugaun2auacnui

P a & X ay, v o v & .
Facebook tdi 1z 9108303109020 Ui i tuszueindutni. TikTok 699
neIn3atedy, wriglgaua1odiigiittuls Facebook tnegziwar tusaudzeivi
TikTok &0g10Inn3uta (Su:
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(1. n'lllﬁ:ll(l]lﬁStUﬁlﬁUéﬂOlUlﬂUlﬁﬂ)

f1duATeecUUe10), TWRKEIUY,
(L NenoIUciiu oa Triay

g SMuUYNAVTIS
UNSWSJNVUIRIB LS nevuriagium
| ' & X o PR
£)99997t0. naugzrnIUsu Andivmhgseu...

. - ’ o Like Reply

AInzzuzOgnioldzimenege -
Yoozl izuusnin 4 (68 s B n s ey
¢ TuRLnIUNIKFITI[NUNDY (1AL KA
Wuriogdngss.

1 Like Reply

Like Reply

1h_Like Reply

(2. GunNsUNNLAaD219. )

nsutglyg 299 Facebook aU10tS9L
18909080, YALHN (AL INTEUI LS
Wusungo Tudsrcisia(page w)
nEIngLBY WA usuwEdy;
ndumacielusswazy § &
nugourfeannuiy, SfnSurioy
iy Facebook.

(3. aawa:nana:uwlluu§m1a§u11uu (muItimediaD

muﬁj, tJae) PDF file, «az t1edn Jou
wri?gagenudnte tdgdysznonszue.
Sou TikTok &989cuuTESatahiou

N9uIA.
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(fycudfeactdSunouitugy (xay TikTok Adiu (cwanwswy Platform) duiau
NOUN9UNLY), wrigao war wiwly nPifudasstufiglogoutng, tnestweniuds
FosgrotirindSneaglntiy, eevfivisdwusloe, ©ar NIUSUIOU-FSUIOUCUY
€907, HEUAURI0 ﬁ@u?éaejccumwsuﬁjma GounBuicenegiiy & TikTok s
auaowuucznjccuuglvnonosaj‘co mucmcasgnoymu gou Facebook 1gs13ug
oy, wugtiu way AumuurRSNn ISy,

dadudficdiunzaadn, naifofiutu Facebook fitdue) avgos el (brand) tdsy
021UtI2137 Qs nwc'rfluzﬁ%ﬁwasgt.ﬂ"ﬂﬁu, TuezuzngoNungoutiinneisu WinuLIg
88900 § Sutgdin. 1¥uiing1083ney, NnwdigaoiuEtansofiugnniusuIresy
Facebook Rz TikTok ﬁcﬁnmanzﬁcﬁsgtz’wcﬁsﬁ’uocéz'lgiﬁjmnﬁumzmazﬁua’m. sV
wNU=BUnG0R9, wuvoeqy:

| 29) m131§9um§1u

mua‘ulﬁs'tuioalﬁumu Eilotuideg (Algorithm sy

1Zudhulfioun: A8GU) Zuasunmuwitum: wwaaquwsy:

By S8lemords, wwfodnd  FmExdy  Adipntewwly  NusencuugnEiunIiindula

o a o & ) o a o vo =
Gionrent, idverewiginio, 3 SU, ewuegwwine  gae gl 1gan( alu
war suwwhigininigotdoly 60 Sodnasy, war neuffu  clip) W TikTok 4§ way Face-

fogie8uSiin 4G-5G. dadncdivdajgvminazodids  book twsietuficdniEinan Bu
Enganudgousou. Jna01u, (Wenues podcast) 4
Fnowwso Spdudiiviaugaun

aoUgUtC.

sjﬁuﬁuﬁ’ﬂzﬁtqjuﬁjoﬁugjnmzﬁﬁmjg o:  goelditing1oarngiuindistinstoldi
tnnciurirunaggiotimingietutanssuae, “Durcgdiotu’ UWish@ula aay wuedu
fuggeie e,  deudigUsuaudi SaorudulagonioWinedudifiamudzdau  Face-
book wax TikTok, dsudinngfudiiviivuiticsutg § Sdndviauducines).

P & o ' Gas o ' o &K ' o
g0, EI]jCEJJ‘JJTLJ&I?UﬁlﬂjE1.USSJJ&]’IEJ28jZﬂ'I‘JJ’«I".UEJ80C2ﬂ2umﬂUﬂOﬂECwQOLJ8U 31
(Sutg § Sdinzein (R wuususacisTUELTIL); ccd‘tuaow%gccéo Qjm"mﬁtﬁ
mnmu‘Zumgaussumumwcmﬁn cuanUs uiinas iR reniedufisusn sy
¢,

v o

d93u €91 (brand (uUsVE1079) , m’mumu'mc.uucaynmum‘(gmjauasumy‘m

Gosno1ulut] ke Snow9,
RugGINeu
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waduimuaignu2nadasviianusau
mudasaz9)d

nwAIeIugIaGansy (Digital journalism) U‘cncsnummwjjcmmcaaﬂ
Unaow'»rms}:ljz.Ju‘cUcmyccmmmseumycmmu weigignouctijruosintouy
teSustiudau:

« aowlo: * muiigousow:
cedeicedelngoegto aglgny &9rSunauSusBsiiu,
nwsSnnorufinios. MU KaE SFuoTEue.

« muizudy: « awanmatumuiuad:
nautagzoiicietu Wifurg Loy nususrisofiudfiniulsiend way
ianus UiiuonBaSatieuao, SUUURtnOUETiUa01 LY INYIee9]
diormutunag Facebook, TikTok, CLANLS .

way wdudidaoiu.

Srdunggtivuafinaugioge|aro, ygoulmeid ufivamnaudacdugaud
S98. (01avam, oi9SHL...) § nuneRleasicuuii, Sntinwdivdsy
Gyrino SaududisgertaegnneaanniuuyftinfoRatd, Roufisiingstos,
waz Saorudiutaluniviinasissus. g8diul wdldieacumiadagiu 4 da
uri: nuguasgosnimnediuul finwtugndiney, nuweSndieES
new, nugunsyoinddsfussuaw, aax fiedfinsudSudaimuuousy.

Il. MuquasjOSNIIU
ngjtuntimulugnadasu

ARy FuRviunuSnogni tiaoiug@iuludiuaoiuto,  eowwiinds  «e
021091090 TUNWTUAD ¥iUN1IRLWEDN U289 LN L.

s A E
| aowsieyau:
« MlndnunWignraugiRugionon, NIUNONISUNDIUFI299810, NIUNNT

(Y Nucde.
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° » o ma oo o ' @ Pt
« 1J17g0e9081u8309u ((3u iu WhatsApp, Slack, & Messenger) tidsnau
U910 UUREbUKHUNEU00039 .

) - o ° & a o & a v & G o a '
« Mdncaunuduuifinaudesiady faoualio Tuio1ewu s 1y WundiSugto
aou.

| mgmunoaasu:

. filnoinfSuiingeustuasauanue Uitiaratenau ((Su Juuainawdusis
fnmaw TikTok, SouSnéaucluSutingsugolu Facebook).

. And9risofiurifincoardaduaciardunsy (s19 nonwsi  Huay  Yagwul).

« FeuniuSuSiusintunaetanddy (Eu nataudnag (cyber taed), 2uu
dncdow).

e UE;
1. miadaniatvizadu

| 2uasumuduiupu:

« JuwainaubAney: GNMIUUN9YSUTy, 218911000101, (s Yl
gronoufiuiingso. duuainadesSulsiiuda Snaududsuciety tWicmueduiiu
(CWANWSUS9UIE (nﬂuﬁuﬁaééﬂo‘lﬁlcwﬂzﬁuﬁu SEO, Eﬁ'lszﬁuwgné.uu, N
Wwsutuu (multimedia Hude)).

' » Ao o P Iy L P &
« oglinsunSHIfussuate: §UnsInItatEuLEet, S1yismtusutuy
Sewirhiutanysl, €ax AnmumugSnniuigousouesigucuuziusweng
BucoRIfo3g L.

« tUzaugsYIusucuy (multimedia Jufloe): (Snognsoufiviinglocie
We3ndww (sutire, 30te, Sunsadn, alu Reels, (az $19) Nt UOUNIVRIDY
M0GINSV.

| S@EmuduGuy:

. filinQwaresnoiinognloi cdeciutdicdiucfplinhsutingsudmEney.

« Fnfin3us Utassdunisofivariug uas e uiSuty (CMS), xngusnnIy
Stey, way heyddunytuddfussuaie.

« dgun1nouguEtnsy (§ wuuariuguenIBuaifioS) deudydnuancdgail

tSnoldidzgu Iy Ledn Tunuciucads3ady.
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2. nlgaztuiSaosnuuua’dasuiluaiduriisa

| Sunsumuduiiup:

SaRunejtvuatiniuiiciegulgnuudocdgioiun1IddEo § Snes1ess,
auretjggogrorisignaudsundy way StinauAnyduzdnzs e Tu.

« (Fontigroiiuesuaienisy: Ingwoaztiufingyuatemloend fdSunmduiy
xd0 39tuazdu CMS 299t5utg § niuate)dncuussualeURURH Snaue
(ei2a0.

« nuSnmuBiutunSndu § sensinin: tietugiongofiuacinituisymene
war Snsucvuuwiedly sidvusedudto § goutinty, tneintgeifinediu wax
nuSaamnssdussuae tetudy s WicanciagSy.

« Annggdzguiludzduuadina: fmusrindnaoudsuRan “astsuududidiuin
vadugio § groviiwiney 6:00 Tugeal?” Lty “Gogsrosuatesguonis
noudicUumiiy?”

| 2uasumuu:adva:

« 0961RvJU “NucAtisutansy”’, Adiggugn Slack § riu WhatsApp, tis
et unauceceieagoeg to.

o o v 1as o a o . & v & o an o v
« UgudngantcnduuadinauSy tg uniucdeeiiis Tutd Tneu[adudiggat
exylinaindioviia S13uniu1egugI0El (sucuunorwslnget waz Jnau
N2OI[Y).

« Yaguol (cnguen dashboard) nau3tat (Google Analytics, Chartbeat,
waz S19) twarSn linIunsuResugI2eIEdy niedusousliszs niuiinduiage)
duuainaw.

3. MUS:nUU:IaN210G309UAN YV

| 20u:4:

10

NWKEYUUHOUZ101e3ucd 1 fincnud § (Fuiealunejdsgududsduuadinag
oy tnegUl8husEntiuiutRneutuuaziugErnbuoafiod) Rs N0
o3,

& o de o o ¥ & o
o J’]OﬂﬁlSUE]JS?IJ?'IOU].UUS&QU]M’IU%HK)O (€T 2Juniuta21gau.
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« AuiiogiiriNgiiSunoiuity, drerifiu (eSwiin hastag), 4 NIwdunzuIn
fOUR1SOU.

o o & o V] A Ga o
« fiifincle Tz Idyrusucuudnoy e NWRYIUSHIaL9URIe.

| Zuasumuu:dva:

. WBwanus ussuwSUT) (31 Google Meet, Slack Huddles, 4 Microsoft
Teams (918 URUNZUINULIE TUDIISUIUTU nNouga (15-20 wan).

. tr2asouFunzIREinuRILIUREUNIUinene (Zu: “2107013UI0S)
& o a  as ' & a » val @
nswl? NRgSng10tnneul? J210nrie)lgSmiusucuy § tagwua (promote

tUstun) WEKghussuaeutu?”

S A ey o o o as o as vas & ' o \
« fguigicduyluzdndafudsaSutsigneau: istugolnaoudiutiosuate,
fi93gusnSyrusutuuNAowIzdy, e U tsiduauSutngou.

4. Guidauvivzyuiu(cloud aao)

| Guu:lngaiis:ldsu ia:

£0un12 (g1 Google Drive, Dropbox, 3 Nextcloud goe8itiugausauan
(SnognsoUNULUURLDUREENIEU0TRY T, (fjrcluawelving tniunnaL.

« MUANACUUATURHNIEU0IR0R3: NS0, Juuatiniy way gaouguny
o ' a » K o . o & ' v o
w30 IS 9 S190ugedu (script sraSu)iloTugotidsuiu.

« azdunouguiatdy (Version control): slndumaldgieie “@ugnuine”— ynéu
auIndEennonariagggntd.

« mMuactigresucuy: 213w § 2133018 1UINSUTYNLIUIINLINSTVIU T
o  a ' ¥ as o & ' v &
R, gostdiduuiniugiuinsousoucieTugtitosw.

« NMUANU2LUN08Y: WURINMU2YUFouN1) 208093 IUNIUIURLS LY (R
gootrizwindndys g0 § Suweenouns taestd Ul tijiugy.
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| Zuasumuu:ioa:
. firdntagdg iy (folder YWWued) WicduoanoenIu (B nIwinasgiates
tonz (file they) nauatiud “2025 > suongio > naucdel > ccﬂué"yue"na”).
. fidingnnaucdacty (Rugmduuadina cas fuwedn).
« En3us Lusiingnsofiu3finwdutyn, nwdig, war InazusuRwSenyRIL
efiniSuaoudduausy.

5. savniasaulumuauasjosnu
n9juVLINMU212G309V

tweSudzNiuniufinndygauutsidaoiugznonag) o, JnUINnIvELagIoINIIl
U1y dnowsiey tnegwwaznely:

« Juuatinaudauognguguasifinsy: Sdnuintunuguasifnnaunaudacdy
P oo v ' v as &
9GRS KAy F1gnorugende) tifiuiisty Tuneuanus..

« Juuatinaudauniudgousouiuggu: Anmuniudiaty, wycuoliues)wgy,
ez WisauziinsonugnnRancio .

« Junadiniududiozg1o/SEO: Jutrigfiozg1o titouisduiign @ tidannTuiky
NWANY €z NIUISoUSOLNIIS8UAE.

« O0UHUNIVEEINIFIAU8sUL: F13cis Ty TwnF1Ruide lwaRww
CWANWOU KR GnnUaeNEGiuINgUSY.

« O0UUNIVEEINTYIBSUKUY: A0LS130Te, sUwWwW, Ky §jdznsutuultingy
Sy,

« thegoucgacdutinin g gRnniu CMS: fnmiunouguusiniiwiwzsjaziu
& a o u = & I
tdo3d)y, nufndredisguieciioty waz nautndusSwy.

. MUE:QWOMAIOoU

a4 o & y o . s
'anU:aj: tWtzancis T TNy ENUCELaNL8 LRz I8N I IOEJU@UCQEJE)UUELJ’IU
& :

ﬂ’llJElJS?lJ?Sj?’IO.
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| aowgiieyau:

« 00UNIT02290TUAINIZULNIVY, NZNSN 891891t TUET 98 usoue.

« MU ESYIwsucuy (suway, 3Ate, Sulwnsadn) etdutsnintunivcyidu.

a & o PRy o & - o a o
« Onedgcs TungoRutidugresutuy 1920014, WIUKLLAN, €r SAToF.

| ANYMUNDQTOU:

« aouJNWoNEUSINUSUWIW/SATe SIRUBUIIVLCIREeNIT UL,
o as o as v @ = o &
« MNNedUzeIe U Facebook Wirdisws) 2—3 «no; tnergsule) éiyismn
seduttiu.
« SNRWWIAN2USY (V1T8ruufiodnasy, § way sutuuiigsneggInu).

elwcuza;
%- "’{ A o
1. 2a0wu: ZSUIUSUIT99U818?U§UllUUﬂ:UIQSO,
9119 wauano2210innautd
| Zuasumuduiivy:
« MudsuSHnwda: WESsBL, dewainmnd)tdicieugio Sinsusiiens way O
(e tuaresniiutou. Weruziidesuate, GewsriinidusmcuuLug tneazs
fodgio, Foseisy, way anﬁﬂﬁné"ni]ﬁsmzﬁnﬁu‘iqshuﬁﬁuﬁu.
o SHnwudSo:
° (JududosnaudisfiosgioWivinduta (B9tgegnduuncinggfigruindumatd

« o P Y & o X iy d o A& o
(“gronzdnsuludisyfiusoudzdiogniuSuwadvngaloy” cnuiacdu “Oidin
nnudziogtucdey”).

° Bmeniagu (1-3 dzlmennmesiiols).
° gugzeoruiufiogeisy, AN war surefioyl (bold) SiSuzyusiau.
° Jouzyudeuiignisuzu 2-3 drlmanuiadn ((Qusutuy “UsnNudiols”

§98918sunuucna wriduis).
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a ad  bea & o a v & A ¥ a & e . »

° WUNWIEsUNSIRAUWUE) cnun=elgieTuchiageey, 3y “sauingionigusii
o P v A&,
2gjuoniSigoRiu Wiy ¥ 2025 i,

| Godhy:

o NMUEINUTUScuUEn:

zﬁ9jmunzﬁﬁﬂcczoj‘cﬁﬁnnswzgu
1% fomil, Inyﬁt.jc'é'ls'auwus”sa
fu. anuUrdsniistingama3nisosiv
Bunshuesgnausuwidtiaditsiu
W WS udnunEs way
SugadStundus.

o NTUYFUSURUURINSU:

z1onvdnsunwssuiiuudants Uiy
cdefinduwaduadagueng=tutoy
o, lnusINS9I3 wiSsioan
SnUiarandudnindatiugidu way
ﬁjﬁnnzﬁuﬁ@wzﬁn?nuﬁeﬁn.

U, NSO €T FIUINOVMALE.

2. suwnu: NMigsuuvuwuinun:aunuig;
Uuz2:unaddudulzlasiguissquuzunu

| aowsiisyau:

14

« NMUIUSHnWEN: WESEL § eniussngNin, suwwAsiintiensdidu
(Iencdrzzouinlmd § olirRn0IUE830g). SIRUMIgeURIe, suwufigllgntdito

(R [Oyouwd Uil lnzdu.

« StinwdeSdo:

° Wsuuuwiu JPEG § WebP — (818084190018 U0uasnd19guusy fiu

2z0u70.

° Judnsuww nesiiiesd TinyJPG, Squoosh, § ey idusnludoze) CMS.
° Jugzminsuwiu DSLR gxoinlme (63U Ranaounsdag 6000px iy 1200px

SJucSuy).

° 7920010 alt (S1duazeIedu) NegencoRl iwetkunigactiy «az SEO.
° fnsuwiudiusnmsouwwidiodn (16:9 § SygsuswnIndAusFifueoue).
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| GadhyazguiSaosn:

« 219WWTASVIYNWIEY  GUEIUUIYIBSULUURZTUSN (e J5ugtie Dy
(“farmers-protest-rice-tax.jpg”) tWLi217U CMS woUa1duazeIe (s 200U
alt niguctdeed.

3. 3ale: daaa’ludalstvigv (Ume 2 s
JAuFoouany)
| aowgibeyau:

i oa o & o @ o '
« NMUdsu3iinwen: Winazwiy, tietugzsin 3-5 vidiclutiodnnegd. wring
P o & s o < s =3 - Y S by v
991%, HEusznfiuwiedly 10-15 Suadl ;anvguindinnwont@atgicdynte.

« SinudBdo:

° facdiaci 30-90 Suh rdueinesfiviesto § nalejusIo.

° WsunuuSitenuoiiy (9:16) Srdu TikTok, a3u Reels W Instagram, way
YouTube Shorts.

° (Aududosww & ndnfiordeyiiznnnidign, diaudtatd “«duigmor.”

° (fugativazenew, (hegangsuswougred udigiotuudngse.

° Haguin aax fndtnefindisdf WneSuSuwdaSu (3u CapCut, VN, § InShot
ttenoauto.

| Gadhy:
cuiiazSoanluniuRejusSocuuly 5 uil, Widigaowuon:
“SnancuSatefuntd (tstanlu highlight clip) Reel 30 Suwi: fiooliarugao
nedneudi@uiiucs Avdudiuziogaunsiael sz,

AMnLURASe U W3 esdiutiuty YouTube § cSuts.

4. 35): adultuiings)liiZa wWisiGoud W LG
Memuas) (podcast weauas) d139930o
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I suasumuaniiunv:

« NMUYsUSHnEn: Wwdnwey, taouguniuerInaLIen3iinaulleaugIocios
5301018 U8SNLININ. S1FUSNLYSSUAIL, HDUTD KA ADWSNA AwHE
NJI00IUe1029718 1.

« Suinudbdn:
° Hufinagytdidu (30-60 Suad) tneszmuiis tudediu fowwdi3unmtnndsty
(Sutg 4§ 491570 X/Facebook.

° gwnutidngsu cax Wwinstuutnavdy; WeduwdaSy 3y Voice Record-
er, Dolby On, 3 Anchor NRuUINSN Wi F59eauc=9tilneSnn=Tudn.

0 Sex. & a . o
S1ducis Ty M09 TuSUKUUWSNEaR, noulno1ue10zm313 510 U,
ey . 3 o . P o~ <

cdgcdunsy Weuguss) (Sulns intros) war 39959 (¢811Ns outros) K.

° Sutgnltuwandeneigg 3y adfume (Spotify) Sidunzamw (wenwas pod-
Y P v & Il & =y o ' P
cast) g SoundCloud, taz Jougiiiulg Wucs tucenuigousougiusutuy.

| Gadhy:
fingaowmngzouiy WGHufnnauateumnndsiodiuon 45 Suid wax 39740
Huvafiniudaneutiuntg WhatsApp. foudivuatinaunasdulgnagidaduts
WoueduazeewID:
“U3R57: Un=0 [§] KIS VARIRIARISIap Tk atle) ‘Zuzvuvmaﬂanvsnsumajuvcauum
nuz.MJnjm‘ium93nunjanuz.r|:m'|c2'|:mmu wneda.”

g:nu: AFumussusauini

n1uUuU5uuuumc19u waciuanushau

Tuauumsa

& o a  as ' v
UIUAILASIOCUUL107) | (U9 TWHUNZINSN €ar S HSWCUUKLENY; (R 801U
978 VARV
' a4 o » a a e A o ' P P & ' o
wWwTe WEEucie)d ndusncasducig o NMUIYNWIU LA o2 ol
0OIWALDINFI wyedunulnf niudgousoutd
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& a o oa o as ' o ® O o P
(eu TV &0 3-5 uai a3udAteer1o 30-90 S s9neigyNudntirinze gy

EECM AR
He3xgcieUguuzuug) Juiing 538y was 0y (WAL KA f0IU
fgnmejuzs) (platform
xAItAISHT)]

IV. muauag)dsaussume

AR cuFuounuiowis, Nuigousol 1T a0IUSsTlY UNIWEIZI087)
eoReol, 1r Jonngan.
2 2
2 - .
| aowsiioydu:
« nout211angofiu (algorithm SuNSHL) 283cwANKsUriazULwn (Facebook

Uieorwseununwisousou; TikTok azldinorusiEufiucoInusSugu3ate).

& o & o ' v ' b s oa &
« F9uuzRtedeg, dagoiiss 1 210n3UTU Facebook; war 3Gledudzuay 3-5
AMenngtingadu TikTok.

« NUNUAIBNEHU IO (E9F19001.U(ESTUY KR (HUKIUOUNIVEIT).

I AMUMUNIQIOU:

> oo &
« SgUzfinucs .
« Nalnodgine iy digeen ((Su Meta Business Suite).
« NONFBU2UVCEYAINYNSN; Judunau2yutnao.

ecuza;

1. muidsnuwaawsw: Juudjuistusau Facebook, Tik-
Tok, X (Twitter), ua: Instagramz2uasumuaitiju)u:

« MudsuSinwda: negdiuufinaucuuiii, emigioniiyasintu it
sutuungo (Renminazm § sucuudsdusuiiuateniungosuu). azdu
A3n9y, cﬁsmmjoﬁmzmmnﬁuccdj (R aousvn)ugesUtuyY, tneiay
sutuudovurifinesncuuiie WiknneurRugdy way ardbuestwanus e,
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- FACEBOOK:

ruidhune: dhutEEEug LBy car groene.

wn=sau: nuseiivie, §Isuwy, :a:;ugucﬁs‘tu w2z (Sauh =00
g10gvduitiu.

suuuu: Wriazgcuudiuiiviencifiedy, dsuwinfiosso way
suwwKBINmdNinS0.

@odhy: “gronedneuritost widvndaguiiuln s1nSnWicdSaren
218y, TTumIAIOSunrindgaeudy. L [SouiE]

- TIKTOK:

riutfhmna: Fgonju war Wieorudeunudatedudn waz aan
039 WN01UFL3T.

wn=shau: a3udfteddedisduy, Tndwin § drewfuwsivg (Gnme
1 vadi).

sunuu: genduazee, 381920389, 23903 tdSuno1uTby, way
datiuazenoi Dienyanss.

Godhy: 3Atefitewudonfiue) 299iing1o; “SasrAgdmuenius
Umiogieiniuniy, teludyfigionydnsussnsegulis.”

« X (Twitter):

n:m'fhlmwz gsugo, Ingio, grivdnusloue.

wnzshau: 2106y, 21w3EN, Kz Ny IS0gagdunana.
suuuu: Fu, neingn, Aguudiv, twa 1-2 &9 deuBauh § suww.
@a8h): “grodou: gronsdnsurindqwaiiviiuetuoudzioadiind
geUuloi. R1w99u80: [link] #RiceProtest2025”

. Instagram:

riutﬁ'lmna: fincdudegdonwy, G18R 038830 (lifestyle) way
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wn=shau: : Fwwedew (st slide), Sutunsadn, z.l'luzﬁﬁjqnnaw
U9 «ar adu Reels.

suuuu: 89130, Swiu tar gsncuUsKUItu e,

@odhy: wwdeou (gwta slide) swxniWidiugronzdney 3 &u towe
Huenedug nyofiudunsiivdoufiogsuwoniEaaannausuwadiiaga.
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fogg: mnesnnuiousougIgncluol 7:00 Tu9c8a way 8:00 tTwnal,
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& a > oo &
« 2UNoUY 2: JgUfitiucioTy.

o o A 2 6 s ) - &
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£1199) (3 21900Y, 2100Uzee, 212c0 (A 21wwnneiuniuisousou.

Goelg: e Juag0lnidoucuuag)to
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nevEay: 38 neiufioinduta (cuud
o0, &, egU)
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ricnun A duniugsng1o1egotys, wridudoRugigiuintsigueas way
. v o~ &

Nz18290 .
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2a0wlagl

I oa o a o PR . A PR I PR
NYUSHNIUEN: Jnncdiutdcn nauRIegugIotuU G138 utEs UigL
O3 WNCUUEoEVWIIEINTO. TuNIREVEIGINSY, HEUTIDUgUEUND
001UNZA3Y, agensuld, write, way wdjdu.

I suasumuaiunv:

20

P des o
« Usuneuiieriinonsgeul i uesuaie:
eUIZNTUAL 1 duon: (Juuatiniubinsy 4§ taouguniuisdousol) gounon
DUEISNDI KAy 2no1ugoufionngZotys.

261990 (5u Hootsuite streams g Meta Inbox tasddmauinniugae
AT QAETUAENT5 TR

« Nn3unwSuR5Y:

A0UNSURUGOLNDIUSWIY € MIUNDUI 9ol

o & » . & @ & o 4 o P
Anedunawidings; weinougeay § 890 Wmgyuinongsuaonn.

¥y o o » da
« WiySuzdafunwtiineud Jaououe:
cussineduiduainw, cuidudzduniy § seeciivle.
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22960.
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« thi990018WwncEnosnsoLfiy: Google Docs, Trello
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« Endus Urrigiinguyndunsofiudie Deencuunsaiingagpiiss 1 RMeNw.

. BluditgsouiivdIusuwu/Satenuudigusti tdSuniududiuaolutineies
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o ﬂn?étﬁsgﬁﬁﬂssgéyu‘iuamazﬁﬂsn‘cu.
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a @k & a ' X o a e @ a
- thegdnumi2ugyze) Google: Juwrignavdiumanudud, (dutg, § duwnere i
vy, ¥ P ad d 2 & a . @ ) 3
UitSeggn2yuiioiagst]. 999t0, finde uay Ugee.

. TinEye (sfioffumuwiudeuiiv): nongesudisuwiudusuiy § Gjatigsa.
" o ' d X o
Jagiunicdsdusuwiuiic2aiain.

193 iniztlumuiSaosnsounu

a o w o v o . 'y ' o o woa
« Trello: unznawwsiSudnniueiiosn. 1899w, Uidean, (ouwwduiuiugi
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. P v @ 3 o a & d o a
- Notion: aou@inaududin, muayy gz nudnmuldsean. duitdnogniaow
fomeju xaz fudasw.

MuUNYNU2YU210

« Flourish: atuwiu «ax cuuicuuttineudiduiie sy, ddutiudeieyy
160; wwastulegu.

- Datawrapper: ((u&W (e QLN (spreadsheet gtdsn3n) wuuas)to. J
0D, 910 KA tI9tiije.

1a9)iiiaswdsalw
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U2 AfSutgntindring. Indej2yuesiiingiossuaie.

. &N ¥ X o o o & o @ o d d a, s
- Signal: 892a01u2aviindiiueaciy, JURings) ey Wieg. NEKwREefd
e Juno1uu.

gcuzde (QUnu?g 1 thiegdnouonyy, Sagonguiudneiage wdoFgermee
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V1. MUYQ)IULZININSINU

muunvldsugiadasu
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I Ausuu:

24
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I. Introduction

Journalism across Laos and much of Southeast Asia is
undergoing a rapid transformation. Traditional news-
rooms, long centered on print cycles, in-person sourc-
ing, and physical archives, now face the challenge of
adapting to a digital-first media landscape.

The rise of smartphones, social media, and instant
messaging has not only changed how audiences con-
sume news but also how journalists must gather, veri-
fy, and publish it.

In Laos, these pressures are compounded by limited re-
sources, uneven internet infrastructure, and the need
to operate within cultural and regulatory contexts that
differ significantly from those of larger media markets.

Traditional newsroom workflows can be slow to adapt,
and without digital transition, many risk becoming
irrelevant to audiences who expect timely, multime-
dia-rich, and mobile-friendly coverage.

! Digital journalism is essential for survival !

A newsroom’s ability to produce and distribute accu-
rate, engaging content in real time determines its com-
petitiveness.

This manual is designed to bridge that gap, offering
both the fundamentals and practical checklists for
journalists and editors transitioning from traditional
methods to a fully digital workflow.
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A LETTER TO Journalists, Editors,
Media Professionals

In Laos, Facebook is not just another social
network, it is the de facto internet for most
people.

Roughly nine out of ten Lao internet users reach news, entertain-
ment, and government updates through their phones, and more
than 80 percent of that mobile traffic flows straight through Face-
book’s feed.!

Therefore, every reporter, broadcaster, or blogger therefore must
compete for attention in the same endless scroll as movie clips,
celebrity gossip, and sponsored posts. To make matters worse, you
are also competing with every other piece of digital content from
every type of user on Facebook.

Even if your “home base” is a newspaper, radio station, website,
or app, you still have to survive Facebook’s gatekeepers, its algo-
rithms, content rules, and visual norms, before your audience ever
sees your work.

TikTok is the new contender for eyeballs, but it hasn’t replaced
Facebook and probably won't anytime soon. TikTok owns the
short-video space, yet Lao users still depend on Facebook for
three things TikTok can’t fully match:

'Internal estimate based on DataReportal “Digital 2025: Laos” report and leading telecom usage summaries.
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(1. Text-heavy discovery.) Smugndush

neucirgun
st

L 1h Like Reply
5

| 1 Like Reply

Long captions, status posts, and e,
comment threads let people
skim updates quickly. It’s very
useful when data is limited or
users are in noisy places where
audio is off.

@
1 Like Reply

1h Like Reply

@

1h_Like Reply

(2. Network effect.>

From village-market pages to di-
aspora groups, Facebook’s social
graph connects family, business,
and government in one place;
finding niche content or asking
the crowd for help happens first
on Facebook.

<3. Mixed-media convenience)

Static images, PDFs, and live-
streams all sit comfortably be-
side video. TikTok still leans al-

most 100 percent video.

38 | Journalism and Media Resources Guidebooks




So while video is king (and TikTok is a place you
should occupy), static text and images still rule large
parts of the news kingdom, especially for breaking
headlines, policy explainers, and long-form investi-
gations. Lao audiences simply use the two platforms
for different reasons: TikTok for quick hits of enter-
tainment or visual storytelling; Facebook for deeper
reading, sharing, and search.

For legacy outlets, a strong Facebook presence keeps
the brand trusted and visible while funnelling read-
ers back to print or the main website. For digital-na-
tive reporters, mastering Facebook’s and TikTok’s
distinct rules is the price of entry to the national
conversation. In practice, that means:

© 50K

. ®°
~ E De.
Mobile-first packaging:  Algorithm awareness: Cross-platform funnels:

vertical video, punchy hooks that grab in three clear calls-to-action that

thumbnails, Lao-language  seconds, captions under 60  move a user from a Tik-

subtitles, and compressed  characters, consistent re- Tok clip or Facebook

images that load fast on  plies to keep engagement post to a deeper article,

4G-5G. up. podcast, or newsletter
you control.

This playbook distills those tactics: helping Lao journalists break through the
noise, “dress up” solid reporting in mobile-friendly formats, and turn fleeting in-
terest into a loyal audience on Facebook and TikTok, while driving traffic back to
the platforms you own.

In the end, even if your social media posts get more hits than your actual platform
(and they will), the fact remains that the larger your social media following, the
greater the exposure for your core platform.

For Lao news brands, you cannot afford NOT to be on social media.

Sincerely,
The DIGITAL TEAM
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Why Digital Journalism is Crucial for Survival

Digital journalism isn’t simply about moving print articles online. It
involves a new mindset:

« Speed: « Engagement:

Publishing quickly while Encouraging interaction, dis-
maintaining accuracy. cussion, and feedback.

« Reach: « Adaptability:

Delivering content to au- Learning to use tools and
diences where they already formats that suit multiple
are, on Facebook, TikTok, platforms.

and messaging apps.

For Lao newsrooms, many of which began as traditional print or broad-
cast operations, the transformation requires practical strategies, new
skills, and a willingness to experiment. This manual provides guidance on
four core areas: digital newsroom management, digital content pro-
duction, social media management, and digital tools for journalism.

Il. Digital Newsroom
Management

Objective: Build workflows that prioritize speed, accuracy, and adaptability in
a multi-platform environment.

| Basic:

« Establish clear roles for breaking news, fact-checking, editing, and pub-
lishing.

« Use digital communication tools (e.g., WhatsApp, Slack, or Messenger
groups) for real-time coordination.
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« Set a daily editorial plan that integrates both planned stories and space
for breaking news.

| Checklist:

« Assign platform-specific responsibilities (e.g., one editor monitors TikTok,
another Facebook).

« Agree on deadlines for each stage (draft — edit — publish = promote).

« Create a crisis plan for emergencies (e.g, cyberattacks, misinformation
spikes).

1. Set Clear Roles
| operationalization:

« Digital Editor: Oversees the website, mobile updates, and coordinates
breaking news with reporters. They ensure stories are optimized for online
platforms (SEO headlines, metadata, multimedia embeds).

« Social Media Lead: Manages publishing schedules, crafts platform-spe-
cific versions of stories, and monitors audience engagement metrics in real

time.

» Multimedia Coordinator: Works with reporters to produce visuals (pho-
tos, videos, infographics, reels, etc.) that complement digital storytelling.

| How to implement:
« Redefine job descriptions to emphasize digital responsibilities.

« Provide short training sessions on web CMS, analytics dashboards, and
social media publishing tools.

« Create a digital command center (even virtually) where these roles coor-
dinate daily publishing priorities.

Digital Journalism
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2. Adopt a Digital-First Workflow

| operationalization:

For a newsroom previously focused on print or broadcast, this means
changing when and how content is prioritized.

« Breaking news online first: Reporters file short, verified updates directly
into the website CMS or live blog as soon as a story breaks.

« Print or broadcast follow-up: The same story 1s later expanded and for-
matted for the next edition or segment, often using feedback and analytics
from the online version to refine the angle.

« Editorial meetings: The first question should shift from “What’s leading
the 6 p.m. newscast or front page?” to “What’s our headline story online
right now?”

I Practice steps:

o Set up a “digital alert” system, Slack channels or WhatsApp groups, to
coordinate fast publication.

« Empower web editors to publish without waiting for top-down approval
for breaking updates (trust and verify model).

o Introduce analytics dashboards (Google Analytics, Chartbeat, etc.) to
make audience response part of editorial decisions.

3. Daily Digital Briefings
| Intent:

42

These briefings replace or supplement traditional editorial meetings by fo-
cusing on real-time digital performance and day-ahead planning,

« Review top-performing stories and traffic data.
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« Identify trending topics, hashtags, or conversations worth joining.
« Assign quick-turn multimedia content and social pushes.

I How to conduct:

« Use platforms like Google Meet, Slack Huddles, or Microsoft Teams for
short (15-20 minute) morning check-ins.

« Each participant gives a quick status update: “What’s trending? What'’s
in progress? What

needs multimedia or social push?”

« Wrap up with clear daily priorities: which stories go online, what multi-
media packages are needed, and who's responsible.

4. Cloud-Based Storage
I How it Helps:

Cloud systems like Google Drive, Dropbox, or Nextcloud enable teams to
collaborate in real time, even when geographically dispersed.

« Real-time editing: Reporters, editors, and producers can simultaneously
update story drafts or scripts.

« Version control: No confusion over “final” files — everyone sees the most
recent edit.

« Multimedia access: Photographers or videographers can instantly upload
visuals from the field, allowing editors to package stories faster.

« Archiving: Centralized storage prevents data loss and makes retrieving
past stories or assets much

easier.

| Operational steps:

» Standardize folder structures (e.g., “2025 > News > Politics > Story As-
sets”).

« Define access permissions (editorial vs. production teams).

« Train staft on how to upload, name, and organize files to avoid clutter.
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5. Central Roles in Managing
a Digital Newsroom

To ensure smooth coordination, certain roles become essential:

« Digital Managing Editor: Oversees digital operations and ensures edito-
rial consistency across platforms.

« Audience Engagement Editor: Tracks analytics, identifies audience
trends, and recommends content strategies.

« SEO/Headline Editor: Optimizes stories for search visibility and online
engagement.

« Social Media Producer: Crafts platform-specific posts and monitors com-

munity feedback.
« Multimedia Producer: Integrates video, photos, and interactive elements.

« Technical Support or CMS Manager: Handles backend performance,
content tagging, and training.

lll. Digital Content Production

Objective: Produce stories that are platform-optimized without losing jour-
nalistic quality.

| Basic:

o Write shorter, sharper headlines that work well on social media.
« Use multimedia (photos, videos, infographics) to increase shareability.
« Adapt the same story into multiple formats, text, image carousel, short

video.

| Checklist:

44

« Always have a photo/video plan for each assignment.
« Limit Facebook captions to 2-3 lines; link to full story.
» Maintain a visual identity (consistent fonts, colors, and styles).
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1. Text: Write concise, scannable online stories
with strong headlines

I Operationalization:

« Shift in mindset: In print, readers expect long, detailed narratives. On-
line, audiences skim — they read headlines, subheads, and bullet points be-
fore deciding to stay.
« How to do it:
© Start with a compelling headline that includes searchable keywords

(“Local farmers protest new import tax” instead of “Protest in town today”).

° Use short paragraphs (1-3 sentences each).

° Break up text with subheadings, bullet points, and bold key facts.

© Place the most important information in the first 2-3 sentences (the
“inverted pyramid” still applies but even tighter).

© Add links for background rather than repeating full context, e.g,, “Read
our earlier coverage of the 2025 drought here.”

I Example:

Traditional lead: Digital rewrite:

The Provincial Agriculture Office Hundreds of farmers gathered
yesterday held a meeting attended yesterday to oppose the new
by hundreds of farmers to discuss rice import tax, warning it could
the implications of the newly im- drive up prices and hurt local
posed import tax on rice and oth- producers.

er staple goods. Short, active, and searchable.
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2. Photo: Use mobile-friendly image formats;
compress for web without losing quality

| operationalization:

« Shift in mindset: In print or broadcast, photos are chosen for large lay-
outs or high-resolution screens. Online, images need to load fast and look
good on phones.
« How to do it:
° Use JPEG or WebP formats — they balance quality and file size.
° Compress using tools like TinyJPG, Squoosh, or your CMS’s built-in
compressor.
© Resize large DSLR photos (e.g., from 6000px width to 1200px for
web).
° Always include alt text (short description) for accessibility and SEO.
° Crop images for mobile aspect ratios (16:9 or square for social me-

dia).

I Example workflow:

« Photographer uploads raw photo — Multimedia coordinator compresses
and renames file (“farmers-protest-rice-tax.jpg”) — Adds it to CMS with
caption and alt text before publishing.

3. Video: Keep clips short
(under 2 minutes for social media)

I Operationalization:

« Shift in mindset: In TV, a 3-5 minute package is normal. Online, most
viewers scroll away after 10-15 seconds if it doesn’t hook them.

« Howto do it:
° Aim for 30-90 seconds for news explainers or updates.
© Use vertical format (9:16) for TikTok, Instagram Reels, and YouTube
Shorts.
© Start with the most striking visual or quote, don’t wait for the “build-up.”
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© Add text captions, since many people watch with the sound off.
© Shoot and edit directly on mobile using apps like CapCut, VN, or In-
Shot for quick turnaround.

I Example:

Instead of a full 5-minute press conference, post:

“30-second highlight reel: Farmers’ leader vows to continue protest until
import tax is suspended.” Then link to the full video on YouTube or the
website.

4. Audio: Record clear voice notes for quick
publishing or podcasts

| Operationalization:

« Shift in mindset: In radio, producers often polish long audio reports be-
fore airing. Online, speed and clarity matter more than length.

« Howto do it:

° Record short voice notes (30-60 seconds) summarizing breaking sto-
ries — perfect for embedding on the website or posting on X/Facebook.

° Use a quiet space and phone mic; apps like Voice Recorder, Dolby
On, or Anchor can clean audio automatically.

° Forlonger podcast-style stories, aim for 5-10 minutes, and break into
segments with short intros and outros.

° Upload to platforms like Spotify for Podcasters or SoundCloud, and
embed players into stories for cross-format engagement.

I Example:
Reporter in the field records a 45-second update on the protest scene and
sends it to the digital editor via WhatsApp. Editor uploads it to the site
with a caption: “LISTEN: Reporter [Name] describes the mood as farmers
confront local officials over rice import tax.”
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Summary: Supporting Relearning

Traditional Digital-First Why
Approach Adjustment It Matters

Long narrative reports Concise, scannable stories = Readers scan; shorter
attention spans

High-res print photos Compressed, mobile-opti- | Faster loading improves
mized images engagement

3-5 minute TV packages = 30-90 second clips for Matches audience habits
social

Polished long audio Short, clear voice notes Enables speed and plat-
features form flexibility

IV. Social Media Mahagement

Objective: Grow audience, engagement, and trust through consistent, strate-
gic posting,

| Basic:

« Understand each platform’s algorithm (Facebook prioritizes engagement;
TikTok favors video watch time).

« Post regularly, at least once a day for Facebook; 3-5 short videos a week
for TikTok.
« Respond to comments quickly to build trust and boost reach.

I Checklist:

« Maintain a content calendar.
« Schedule posts using free tools (e.g., Meta Business Suite).
« Monitor insights weekly; adjust based on data.
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Tips:

1. Platform Choice: Tailor content for Facebook,
TikTok, X (Twitter), and Instagram

Shift in mindset: In traditional newsrooms, one story was adapted to one
format (e.g,, a single TV segment or print layout). In digital, the same story
can, and should, appear in multiple forms, each designed for the audience
and style of that platform.

| operationalization:

- Facebook:

Audience: Older, community-focused users.

Best for: Explainers, photo galleries, short text summaries, and
links back to full articles.

Style: Use conversational but professional tone, with a strong
headline and thumbnail image.

Example: “Farmers say new rice import tax could raise prices,
here’s what’s next for consumers. ¢ [link]”

- TikTok:

Audience: Younger, video-first users who expect authenticity.
Best for: Short behind-the-scenes clips, interviews, or quick ex-
plainers (under 1 minute).

Style: Use subtitles, vertical video, trending sounds, and captions
with personality.

Example: Reporter selfie video: “I'm outside the city hall protest,
here’s what farmers are demanding today.”

« X (Twitter):
Audience: News junkies, journalists, policymakers.
Best for: Breaking news, live updates, and official statements.

Style: Short, factual, immediate, 1-2 tweets with links or visuals.

Example: “BREAKING: Farmers march to city hall to protest new
import tax. Live updates: [link] #RiceProtest2025”
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. Instagram:

@ Audience: Visual storytellers, lifestyle- and community-orient-

ed users.
Best for: Carousel posts, infographics, human-interest visu-
als, and Reels.

Style: Emotional, visual, and designed for shareability.
Example: Carousel showing 3 farmers + short captions about
how the tax affects them personally.

I Tip for learning:

Instead of “copy-pasting” one story to all platforms, build a quick platform
checklist for each post:

Who’s the audience?
What format fits best (photo, video, link, quote)?
What emotion or value will this evoke (inform, inspire, alert)?

2. Posting Schedule: Use free tools like Buffer
or Hootsuite for consistent posting

Shift in mindset: Traditional newsrooms publish once a day (morning pa-
per, evening broadcast). Digital newsrooms publish constantly, guided by
data.

| operationalization:

50

« Step 1: Identify audience patterns.
Use built-in analytics (Facebook Insights, TikTok Analytics, etc.) to see
when followers are most active.

Example: If engagement peaks at 7 AM and 8 PM, those become prime
posting slots.

« Step 2: Create a content calendar.
Schedule at least one post per platform per day, mixing story types: break-
ing news, explainer, feature, engagement post.
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Example:

Morning: Quick update on breaking news
Afternoon: Explainer or video
Evening: Engaging post (poll, question, recap)

o Step 3: Use free tools like Buffer, Hootsuite, or Meta Business Suite
to pre-schedule posts.

This helps maintain consistency even during busy reporting hours.
Editors can still adjust for urgent breaking stories.

I Tip for learning:

Think of your social pages as an “always-on” broadcast channel, but instead
of hourly newscasts, it’s short bursts of value spread throughout the day.

3. Engagement: Respond to comments
and messages promptly

Shift in mindset: Traditional journalism often sees the audience as passive
consumers. In digital journalism, the audience is an active community, re-
sponding, correcting, and sharing.

| operationalization:

« Assign a social media monitor:

One team member per shift (digital editor or engagement producer) checks
comments and DMs every hour.

Use tools like Hootsuite streams or Meta Inbox to manage multiple plat-
forms at once.

« Set tone guidelines:
Always respond politely and factually.

Avoid arguing; instead, clarify or redirect to verified info.
« Prioritize meaningful interactions:

Focus on comments that ask questions, share experiences, or seek clarifi-
cation.
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| Example:

Meaningful comment: “Where can farmers apply for subsidies?” — Reply
with verified link.

Spam comment: “Buy followers here!” — Hide or delete.

| Tip for relearning:

Treat comments as a digital beat, a space to gather story leads, measure
sentiment, and build trust, not just a box to moderate.

4. Crisis Management: Have a plan for moder-
ating abusive or misleading comments

Shift in mindset: Traditionally, editorial control meant readers couldn’t
publicly challenge or mislead others in your space. Online, your credibility
depends on how you manage misinformation and abuse quickly and trans-
parently.

I Operationalization:

« Create a clear moderation policy:

Define what gets deleted, hidden, or reported (e.g., hate speech, spam, per-
sonal attacks).

Post a pinned comment or “community guidelines” note so users know
what’s allowed.

« Use moderation tools:
Facebook and Instagram: Auto-hide comments with banned keywords.
YouTube and TikTok: Enable “comment filters” to review before publishing,

« Appoint moderators:
Assign specific staff members to review flagged comments during each
shift.

« Respond quickly to misinformation:

If false claims appear, reply once with the verified correction, then hide
further repeats.
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Example:
| Examp

“This claim is incorrect. The government has not increased the tax yet.
Read our verified report here: [link].”

Tip for relearning:
In digital, silence can be misread as approval. A visible, factual correction
builds transparency and trust.

Summary Table:
Making Social Strategy Actionable

Tip Traditional Digital-First | Tools/Exam-
Approach Operational- ples
ization
Platform One story fits all Tailor per plat- TiKTok Reels, FB
Choice form posts, X threads
Posting Publish once daily | Schedule 2-3 Buffer, Meta
Schedule daily posts Suite
Engagement | One-way commu- | Respond,inter-  Hootsuite
nication act, learn streams
Crisis Man- | Controlled audi- Moderate in real = Keyword filters,
agement ence time pinned guide-
lines
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V. Digital Tools for Journalism

Objective: Use free or affordable tools to improve efficiency and creativity.

I Examples:

« Fact-checking: Google Fact Check Tools, InVID (video verification)

« Graphics: Canva, Adobe Express

« Collaboration: Google Docs, Trello
» Mobile Editing: CapCut, VN Editor

| Checklist:

« Train all staft on at least one graphic design tool.
« Have a shared folder of verified free image/video sources.

54

« Use secure cloud backups.

Research & Verification

Data Journalism

» Google Advanced Search: Refine
searches by date, site, or file type for
credible sources. Fast, precise, free.

« TinEye (Reverse Image Search):

Check if photos are real or reused.
Prevents sharing misleading visuals.

Collaboration

« Trello: Visual boards for tracking
tasks. Simple, free, ideal for small
teams.

» Asana: Assign tasks, deadlines, at-
tach files. Keeps projects organized.

« Notion: Combines notes, databases,

and project tracking. Flexible, all-in-
one workspace.
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 Flourish: Interactive charts and
maps for online stories. No coding;
professional visuals.

o Datawrapper: Quick charts and
maps from spreadsheets. Fast, clean,
embeds easily.

Safety

o ProtonVPN / Windscribe: Secure,
private browsing; access restricted
sites. Protects journalists online.

« Signal: Encrypted messaging for
texts, voice notes, files. Trusted, con-
fidential communication.



VL.

Tip: Start with one tool per category, explore its features, then expand. This
creates a manageable digital toolkit without overwhelming the team.

Digital Tools for Journalism

Objective: Encourage newsroom-wide dialogue on integrating digital
practices.

Tips:

« Start with success stories from similar-sized newsrooms.

+ Organize hands-on workshops on mobile video shooting or live report-
ing.

o Address fears openly, e.g, “Digital means faster, not less accurate.”

« Involve all levels of the newsroom, from interns to senior editors.

Facebook Playbook

Algorithms, Content Rules & Visual Norms

How the Feed Decides Who Sees You

“I post on social media, my audience will see it” WRONG!

When you click “post,” your content goes to this thing called an algorithm,
which for the purposes of this playbook, is a living, thinking organism that

has needs and wants.

It has one mission: keep people on its platform as long as it can with good,
engaging content.

! Think like a content marketer !
Your news story could be the best news story in the world, but if you don’t
dress it up and market that news story for people who want to read it, no

one will read it.

Here’s a quick table to help understand the algorithm:
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What It Likes

Meaningful engage-
ment: reactions, com-
ments, shares, saves

(especially within the first

hour).

Native formats (photos,
carousels, Reels, Live)

Watch time & dwell time
(the longer users stay, the
more reach you get)

e ‘u\\?,‘
What It Hates

Low-quality engage-

ment bait (“LIKE if you
love Laos!”)

Links that send users off

Facebook without context

(“naked links”).

High exit rates in first 3
seconds of video.

For PROS, here is an advanced tip:

Schedule posts when your Page Insights show Lao peak times. Use Creator
Studio or Business Suite to batch-schedule.

BE PLAYFUL:

It doesn’t have to be all about news.

A Happy Labor Day graphic,

How to influence it

Ask an open question
at the end of every
post; reply to the first
5 comments to keep
the thread alive. Ask
friends and colleagues
to comment on the post
to drive further engage-
ment. Ask an influencer
to share the post.

Turn headline links
into link preview posts:
short hook + thumbnail
+ full URL, or repur-
pose as a one-minute
Reel that ends with
“Full story in com-
ments.”

Open videos with ac-
tion or graphic overlay;
no long logos or intros.

a quote from a monk, an infographic about in-

flation, a listicle about the top things to consider for a particular event...are all

fine!

Remember that a Facebook Page doesn’t have to be purel){ official and proper.
Authenticity and personality attract followers, and more importantly...the al-

gorithm!
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CONTENT RULES
Stay Visible, Stay Safe

Facebook Content Rules: Quick Scan Before You Post

Breaking Facebook’s rules can get your page “jailed”

(reach throttled) for weeks, or even deleted entirely. Before publishing, do
a 30-second check against these five points:

CONTENT RULE CHEAT SHEET

1. Community Standards: Avoid hate speech, graphic violence,
and false medical claims. Even one strike can hurt your reach for
months.

2. Dangerous Organisations: Clearly label militant group images
as “archival” and “journalistic context” to avoid takedowns.

3. Copyright: UUse your own visuals, Creative Commons media,
or licensed content. Copyright flags kill engagement.

4. Misinformation: Always verify and cite sources, even in the
comment section. A single false flag will tank all future reach.

5. Clickbait: Skip overhyped headlines. Write clear, honest hooks:
“Five ways the new Tasseng administration affects ordinary people.”

VISUAL NORMS
Look Native, Win the Scroll

Making a post look good and credible is key. When your brand has a clear

visual identity, it makes audiences trust in the news and content brand.

Why? Because you need to separate yourself from most people and distin-
guish your brand from the rest.
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Photo/Graphic 1080 x 1080 px (square) or  Square & portrait
4 x 5 portrait; < 20 % text on | occupy more screen;
image. low text avoids ad-style
°
G downgrade.
Reel / Story 9 x 16 vertical, 15-60 s; hook = Vertical fills phone; ear-

in first 3 s; subtitles burned-  ly hook signals quality;

a ‘ in Lao. 85 % watch muted.

Carousel 3-10 images, each with a Swiping boosts engage-
headline less than 7 words at | ment score; concise text

/ A top. keeps pace.

Live 720p; pre-schedule, push Pre-scheduling builds
notification “Going live in 10 = audience; HD keeps
min.” replay quality.

CCOIour & Text:)
« Use high-contrast colours; Facebook dark- )
mode users struggle with pale pastels. ;

« Fonts: Sans-serif like Phetsarath OT (Lao)
/ Source Sans (EN) for readability. A )
« Uppercase sparingly. Algorithms may read -

it as shouting!
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<potions & Hashtugs:)

o First 90 characters matter; put the

key fact upfront.

o The “see more” will make people

click.

o 1-2 relevant hashtags (#LaosNews,

#ASEAN); more looks spammy

Fast Checklist, Post in 60 Seconds

(O Vertical or square crop
() Hookin3s /90 chars
(O Subtitles or alt-text added

(O Question or call-to-action at the end

Q Sources credited / no rule violations

Lao Youth Radio FM 90.0 Mhz

e
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Workflow
You Can Tape to
the Wall

»sting a Link)

Scenario: Promoting a Full Story on Facebook
Goal: Maximize reach, earn clicks, and track results—without paying for ads.

2104! ﬁe]quumoma:uﬁnlduﬁotﬁ 1Walay noa
VFDUI9YUISOAD Miss Tourism 2025 #4 bit.ly/39tLONz

12K I. 7800 ' 10K

bit.ly/39tLONz

GRdalaymudnoaungovis)uisoaou:=hd,
vMOUigYuisoaD 2025 G Miss Tourism
2025 wRUzNdaGFIEUMUe NSO WETY
guUa, B)daBuuda 31dsabidalady
#lilsyusu Holiday inn & suites Vientiane tu
Suii 6 Bagzw e,




alo

Craft a hook

l — Write a short,
scroll-stopping headline
(< 60 characters). Save in
Word or Google Keep.

Shorten story link
— Use Bitly to create a cus-
tom link.

- Post the link in the body text
or first comment.

- If no link, post the full story in
the body text or comment.

ez 4

2'135!ﬁe]quumaum:uﬁnlﬁua‘ala 1WWalaymud:noa
vyoUis)UisOMD Miss Tourism 2025 #4 bit.ly/39tLONz

Design a teaser
image
— Use Canva to make a

1080%1080 square. Add a Lao
text banner (< 7 words).

bit.ly/39tLONz

Gidalaymuunoau)aouig)uisoarou:nd,
unEUio)uisIa1 2025 i Miss Tourism

2025 lalh‘u:nanﬁﬂf]lél‘umuuis]msammiu
uuand, lﬁ]hﬁn%m\mﬂﬁ 31dsaBiHidalady
E'Jms]usu Holiday inn & suites Vientiane tu
3uii 6 Baszw G,

Publish and Monitor

— In the first hour, check clicks and
engagement via Facebook Page
Insights.

. Track CTR (Click Through Rate).

- Pin a clarifying comment if nec-
essary.
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Zero-Cost Toolkit

Every application below is 100 % free (or has a permanent free tier).

Task Mobile Freebie | Desktop /Web | Why It’s Great
Freebie

Shoot & edit CapCut (Android /
vertical video 10S)

X CapCut
Add Lao sub- YouTube Studio Au-
titles to-Caption (upload

private, download
SRT)

2 Studio

Create square /
portrait graph-

* @

Canva Free app

Compress imag- Lit Photo Compress

es & video (Android) / Image
Size (10S)

Schedule & A/B Meta Business Sui te

test posts mobile

%
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DaVinci Resolve Built-in 9x16

(Win/ Mac / Linux) presets, fast trims,
no watermark.

Subtitle Edit (open- Free Lao SRTs;

source) quick line timing
fixes.

Canva Free web 1 080x1 080 &

4x5 templates, Lao
fonts allowed.

Canwa

HandBrake (open-  Shrinks file size for
source) 3G without killing
quality.

v

N

Native Facebook
tool—free analytics
& scheduling.

Creator Studio web

332



Instant perfor-
mance alerts

Check copy-
right clashes

Quick re-
verse-image /
fact-check

Basic photo
clean-up

Built-in Page In-
sights push notifica-
tions

— (built into upload
flow)

Google Lens

r‘
.

Snapseed (Android/
10S)

Creator Studio
Insights

#3232

Facebook Rights
Manager (free but
apply)

00 Meta

InVID-WeVerify
browser plugin

InVID

GIMP (open-

source)

Shows reach &
drop-off in first
hour.

Flags music/video
matches before the
post goes live.

30-second veri-
fication prevents
false-info penalties.

Brighten, crop,
watermark—zero
cost.

&\ This manual is subject to periodic review and revision.

Given the fast-paced evolution of the internet, social media platforms, and re-
gional political dynamics, regular updates will ensure that the guidance remains
relevant and effective.

Layout: there will be some infographics added in the final graphic version / post
component graphic where we list the body text, captions, colors, etc.
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Access to online versions:

laopost

https://laopost.com/journal-
ism-media-resources-guidebooks

or

The Laotian Times

hteps://laotiantimes.com/journal-
ism-media-resources-guidebooks

or

Contact us

eLIfuinglonsy YU 919
Lao Journalist association

92106 NSU
RDK Group

Vientiane Times Phonpapao Village, Unit
32, Sisattanak District, P.O.Box: 5723 Vien-
tiane, Lao PDR

Tel: (856-21) 336040, 336042
Mobile: (856-20) 54915353
Fax: (856-21) 336041

E-mail: info@laja.la

134 Rue Samsenthai, Xiengyeun
village, Chanthabuly District, VTE

Tel: (856-20) 55731717
E-mail: info@rdkgroup.la



