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° » o ma oo o ' @ Py
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« fiadinatuniuduuidinauussady faoudacle Tuioeeuts waz duiisidugo
aou.

AIMUNOQIOU:

. filnsiinfiSuiingeussuasauanude Uatiaratenau ((Su Juuadinadusis
fomaw TikTok, souSnfucluSutingsug1oTu Facebook).

. And9rigofiurifincoadaduaciardunsy (s19 nonwsi ey Yagwul).

« deuniuSuiiusfintunaetanddy By nawlaudnag (cyber taed), 2uu
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1. mdataniatnizaou

suasumuaiunu:

« Juwaiinaub{ney: GNMIUUO9YSUTy, 2189110001017, (R Ysaml
srodoufiuiingto. uufinmdesSudiuct Snaududsuciety Wiewwduiiu
(CWANWSUS9UIE (nﬂuﬂuﬁaééﬂo?uﬁcwwﬁuﬁu SEO, siﬂszﬁuwgné.gu, N
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« tuzggsYIusucuy (multimedia Dufdoioe): (Snognsouiiviinglocie
Welndwi (suthe, 30te, Sutunsidn, adu Reels, €z §U7) HitdUAUNIUEI
(29921003091,

Sumuanivnu:

« falinaeazesnoiiognlmi el WicducijpiwviSutingsudauiansy.
o ® o e o ' o o~ v & a
« AENSuSutaurRunsoNuaciuguaeiiaty Tuidutg (CMS), tnsusnnay
3y, kA Bi9Jiucu{uEsifuesue.
« $139UN1I00UnLAANSY (F cuuarlulznnItuoIt0I)) Usucgsinuangl

tSnolididzgguyI uedn TunuciucadsaSu.
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2. Nniga:ztuiSaosnuuuasasuiluaiGumsa

suasumuaniiunv:

Salunsjtivuatinauiiiegulgnmudocdgiogaun1IdRE § Sneaiesss,
suretjggogtorrusignudsucdy way StinauAnyduzdnzsiie Tu.

« (fontigroiiuesuaienisy: Ingwoaztiufingyuatemloend fdSunmduiy
x30 39tuazdu CMS 2995utg § niuate)dncuussualeuGiuGn Snaue
(eiga0.

« nuSnmuBiutunwSndu § sensinin: tietusionsofiuacinituisymene
war Snsucvuuwedly sidvstiudto § goutinty, tneintgeidiniu aax
nuSaamnssiussuate tetudyuusicanciagSy.

« AnnegUzguiludzduuadinaw: grnuguiidnaoudsuain “aeudugadiuln
Uadugio § grovliwiney 6:00 Twgeal?” Lty “Gogsrossua1esguwoniS
noudicUumig?”

z e

2uasumud:zaua:
. fgeinasdu “naucdgfsudiney”, Aydisgnsn Slack & 1iu WhatsApp, s
Yrgaugau tunaucdectiedgoss to.

o o P 1o o a o . & v & o an o
« UsudngwantcnduuadinauSu tg tuniucdeeiiis Tutd Tned[adudiegat
sxylinaindiosiia Sa3univaiegugiosiay (sucuunorwsinget waz Jna
N2OIBY).
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duuainaw.
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« AuBiogiiriNgiiSunoiwiidy, drerifiu (eSwiin hastag), § NIwdunzuIn
fOURISOU.

o o & o & Ay Ga o
« firfincle Tz IfyrusucuudInoy (az NURIUSRIRL9URIe.

suasumuu:auva;

. ‘Cg’ccwnn&susaumyé‘uﬁj c§u Google Meet, Slack Huddles, 3 Microsoft
Teams (@9193UFUNZUIN VWIS TUISUIVTY 19U (15-20 Uad).

. tii2asouFunzuraziniuIggRzwunulnene (Eu: “21070r1UIs)
&, o a as ' & a > va @
nsul? MReSngiolnneul? J210Tnrie)lgSmrusucuy § taswua (promote

tUstun) WwEHgfussuaeuiu?”

« eqURINuyI vedndatudsAdutdigneau: cistugiolnanoudecdasuaie,
figytgunundyrusucuun3owizdy, e cuutwiduauSutngou.

4. Gundanuzyuiu(cloud aaid)

gud:lngand:lasu ia:

:0un12 (g Google Drive, Dropbox, 3§ Nextcloud goeuitiugausauan
(SnogNSoURULUUREDUREEN B[R b, (fjrcluazelviag tniunnau.

« MUANACUUAETURHNIEU0IR0[3: TN, Juuatiniy «ay gaouguny
o ' @ » K v . o & ' vy a
W30 NSty 9 S19hugediu (script svasu) (iaTugotdidsuiiv.

« AzduaouguiSiEy (Version control): slndumaldgieie “@ugnuise’— ynéu
uIndEennonEriagagnts.

« mMuacigresucuy: 213w § 2133018 IUINSUTYNLIUIINLINIVIU T
w  a . ¥ as o & . v &
g, gostdiduuiniugiuinsousouce Tugiotdtos.

« NMUANHU2HUN09Y: WURRNMu2yUgoun1) 208093 IUNIUIUIRL2 LY (R
' P S & ' @ o do v i P &
goorizuindndyis g § Suweenouns taestd Ul tijrusy.

Digital Journalism | 11



-
Zuasumuu:aia:
. firdntagdguily (folder Ywued) Widuuinmen (U NSNagIRes
tonzay (file the) mauSatiud “2025 > suong1o > naucde) > wiludyusio”).
« fifnganaucdactly (Ruguduuiini cay Auwedn).
« BnduS Lugiingunsofiu3findutlyn, nawdag, war InazusuRwSenTRIL
efiniSuaoudduazusy.

5. saviashaulumuauasjosn)u
n9juuLINMU2126309V

teSudzNuniufinndygauutdidaoiugznonag)to, Jnuinniuguagjogniiu
g Agbnowdiey tnegwwaznely:

« Juuatinaudaogngguasifinsy: SdnuintunuguasiBinnaunauciacdy
P oo v ' v as &
MRN8 Ky F1gaorugende)ttifiunisty Tuncuanus..

« Juuadinadauniudgousouiuggu: Annauniudias, auyeuotul (vig5))
P v o o a &
299580, taz Wiaustingofivgnnzgniistu.

« Sunadiniuddiozg1o/SEO: Jutrigfiozg1o Witz uiign s tivannTuky
NWANA €z NIUJKoUSOLNIYS8UE.

« GO0UUNIVEEINIFIAUssUe: F1cis Ty TunF1Rucde lwatwwa
CWRANWOU KR GnnIUaeNGiuINg LS.

« OoUUNIUEEINTYIBSULUY: A0LiS30Te, sUWw, tay §juznsutuultingy
B,

« thegoucgeciuinin § ginniu CMS: Snmuaouguusdnfiwiuzsiaziv
(9383, nwfindieceigjouiecio Ty waz niueinSusSy.

. muG=awstuadasy

a4 o & y o . s
?ﬂUzﬂjZ tWatzancs T Moy ENUtEaNys LRz I8N tﬂ@U@U(ﬁ@@UUSNﬁU
L& )

O’I'JJE]JSCC'JJ?SjZ’IO.
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adwsiis)au:

< e & ar d& o e S P v a e
. noufyfiogg 0 TUANIVLLNRY, NnSn 837891t TuEE 8 usoue.
« nuntgdgesunuy (suwiw, 381, Sulunsitn) e ulenantunucdstiu.
a & a v as o & oa <&
« Gnedgcs TungoRutriidugresutuy H92001l, WIUSEER, e SAladu.

AINMUNOQIOV:
- aoudniuonuewudidusuwin/3ite SiSutugauuciazaiuniududeia.
« dafinediuazerwu Facebook icfisusy 2-3 wno; tneSsulegtuiiioty
SeUurdiv.
« Snwwanggjuusy (W1Tgeuufiodngsy, & way §Uccuuzﬁﬁsnd93ﬁu).

e us:
1. 2a01w: 25uLisly ssumelusuuuun:zuiasa,

E )

9119 wauano2210innautd
Zuasumuduiiuy;

i oa o a3 o ) as P ' Qe a a
o nuUd5uSHnwen: WWREEL, geuainmdtrice tugodanseuziieo wx J
& - P Sa ¥ ¥ o oo ' i '
tioTuaresniutiou. tuesuzidssuate, eugitnlbuswcuutneg tngaws
fiogg1o, fiogdge, way AN wiuSuriouafinduTagwaIuIu.
« SfnwdBdn:
° Autiudounaufigfioggtodioliidula (g)l8adnuswnringgiigauinaumatd
(“Sanaugzuatulan (WHO) tdinuouigiongofiuniuasuings)tosasiuar

durnneggin 1z gfuna Wit uwrosgnidudiuginiaszgnztiuuinigin”
d (A& » > 51 Sq”
cnunazdy “0U §gnauszuatulan (WHO) tidsnin?aistuaa tuwiowgn&y”).

° Usméutinguy (1-3 vstmendméoiints).
P ¢ .S oY Y o o o ¥ Y
tUza1udutiogdsy, N8N €L U000 (bold) JI[USYUKIa.

° Jouzyudwuiignlguzu 2-3 dlmenuindn ((Fusutuy “Uaslnfudioly”
g986i9T8sunuucng wridul)).

o d oo & o o L & A ¥ a R S "
° UngeunSSuEug)) cnuii[elguis turnagaey, gy “gaudinglonieusiia

29WoniSsoNutwdigedg J 2025 TN
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odhy:

o NUEINUtuStuucha;

WSuH 17 Sogwr 2026 Ficdegeadon
JnnFz3NcEaw, 89nwszuItulan
(WHO) daudouiiuuneigogaudiay
muaouqucé‘swwm {gi3 sy TNER S AN
HunwazuInee]tasasiuan (udunn
099N waz efiunt WikduwosgniSu
dauKInIRzEgnzOuLILIgIn. SNy
sxuatulan (WHO) n1oSnaa dueirie)
Z9tafincSend 390 fu way Jeae
83namnaufincemiensa 100 &v.

o NTUYFUSURUURINSU:

Sinaugzuatulan (WHO) dxnanlai
10838u7 TuuHnNa9tn ey N
(uwrosgniSudugniaregnasiiu
Vg0 SydutitiordstadiniSen

31 390 & «ay Jeirus3ngenan
100 &v.

2. suwnu: NMigsuuuvuwuinn:aunuiGg;
UJuz:unasauvidulglagiguiagguuzwiu

aowsiio)au:

« NMUduSinwen: WERL § eniussngnin, suwwasiintiendiiu
(Iencdrzzoninlmd § olirRn01Uze3ng). SIRun1Igeue, suwiurigllgntdito

(R [Oycouwdufivoiralnsdu.

« SinwyLEdo;

° Wsuuuwiu JPEG § WebP — (8180881900108 UQuasnadjguuzwiy fiu

2z0u0.

° Sudnsuww neSiiiesd TinyJPG, Squoosh, § ey idusnludoze) CMS.
° Juszminsuwiu DSLR gxouinlme (63U Ranao1unsag 6000px iy 1200px

SJuiduty).

° 7920010 alt (S10uazeedu) Negeniol wetunigact)) «az SEO.
° fnsuwiudiusnmaouwitdis i (16:9 § SysuswnIndduddifugoue).
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a281)suuLsad§N:
. gquatddulnnuu — vramndnresucuuaeiusn way Ugustie
Ju (“farmers-protest-rice-tax.jpg”) — t&@U(217 CMS gugdiyuazete way
2001 alt neucteed.

3. 3ale: daaa’ludalsluvigu (Ume 2 muish
JAuFoouany)
anw$iio)du:

W oa o & a @ o '
« NMUdsudiinwen: Winazwiy, tietuzzoin 3-5 vidclutiodnned. wring
v o & o o < s =3 - ¥ O by v
991%, HEuscnfiuwiudly 10-15 Suai ;anvguindinnwont@atdicdnted.

« SHnwdBdo:

° fcdiac 30-90 Suh Srdueinerfiviesto § nalejusIo.

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

° (Jududosuw § gdnfocdesfizzgnnntign, diaudtqntd “«duiqmoz.”

° (fudativazenew, thegangsuswougreSd udigiotuudngss.

° dagrin aax fodtnefdisdf IneSuSuwdadu (3u CapCut, VN, § InShot
ttenoauto.

-

aséhy:

cnutiazlgroarlunivategugionuudiu 5 v, Widg eaoiuo:
(SnancOuSaTeRuntd (tstanlu highlight clip) Reel 30 Suaii: “Sgnauszuaty
Tandududa NAzwIN2938 U VWIDLINIEUSMRINIRALUEIN TUISIU=tnn.”

AMnLVUIASe W3 esdiutiuty YouTube § Suts.

4. 35): adutuiinas)lvigay WswGkyus i WGow
Memuas) (podcast weoauaa) d1399)0
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| suasumuaniiunu:

« NUdsHinEn: Wwdnvey, gaouguniuwrInauIenSHinaulleaugiodios

501108 USSNSININ. S1FUSNLYSSUTE, OO (AL ADWSNAN Azdadiy
' &

nJw01U81029Us 1.

« StinudySa:
° Huingg tdidu (30-60 Suad) tnesemuctiotudagiu fovseda3unlgndstu
tSutg 4 29770 X/Facebook.

° Bgenuidngsu cax tWwinstuutnasdy; WeduwSeSu 3y Voice Record-
er, Dolby On, & Anchor NSO Wi g59euc=9tilnednn:Tudn.

o as & a ' a
° durs W e1onusutuvwantas, aoulanoive0vman) 5-10 v, way
ey 3 & o . o~ o~ &
cudunsy deuzussy (Sulns intros) wx 33957 (cS1tns outros) Hue).

° Sulgnlsauanusuriagg (3u adfue (Spotify) didunyae (wenxes pod-
a v v & Il & a a ' v
cast) 3 SoundCloud, w2z JougidiulgtuclisTucdenuigousougausutuu.

-
| Gadhy:
1Un210tGduin3ate way Juiingsy NaunzrgInIuesISINIUezItutan Ty
P 2 o P & A v as o | a i P
tigglzgy deudwnuunggsogiu aainlud WiduuadinueuntgSwo. eyl
o o @ & P n W e o & q
UuuainauSulyngsy «az e tug1odnduty Weusdveiesn

“Y3139: TinS19 [8] vengenILt Weruerid ey Igonyofiutosasiual Ao
(fgnausawan’

g:nu: AFumussusauini

mululsuuuuadasy waciuanushay

Tusuusa

& & o e ' P
WU IOCUUL107) (U9 TWHUNZIINSN KRy S0 WS WHUUKLENY; (RULa1U
9§78 UV
' a4 o w o a e A e ' P P & ' o
wWwte WEEucieyd nududncasducrigai MUYV LA o2 ot
0OIWALINFI wyedunulng nidgousoutd

16 ‘ Journalism and Media Resources Guidebooks



gy TV 910 3-5 uad a3u3itee10 30-90 13U YenagNuEnfinize Sy

Soouate
de3xgcisUouuzuug) JURNIFIRV €2 FncAu (WLUNDIUTD KA 601U
fgnmejuas) (platform
CWANEDL)

IV. mumiauudm)IF)auesuag29)juio) 219

IR cduAuounuiowis, Nuigousol ©ar aoIUSsTlY UNIWEIZI0e7)
uoaRel, «r Jynnzan.
2 2
Y = .
a%uswe)au:
« 0oU217AngoNu (algorithm SuNSHiu) 29jruwanuoukriavzwn (Facebook

Uiaowseununwisousou; TikTok AzldinorusieufiucoImnusSugu3ate).

A o & o ' > ' S o o a &
« 3ycudzRnictian, eroiise 1 210031 Facebook; «ay SAledudzui 3-5
AMenngiindidu TikTok.

« NRUNUaIBNEUTItO (Eof190n01UE90UY €Y (EHU[IUOUNIVEIT).

AQ1IMUNOQIOU:

> oo &
« J19ustriucetu.
« 1lincoatdy tnetgidieyduizeea ((Bu Meta Business Suite).
« NONISULYUEAINNNSWIN; TudFuniugyuiianao.

E1cUze;
1. muidsnuwaauwsw: Juudjuistusau Facebook, Tik-
Tok, X (Twitter), ua: Instagramz2uasumuaniiunv:
« mudsuSinwdn: unegdiuuiinaucuuiiv, ety grovligrefintiutdig W
sutuungo (Renminazm § sucuudsdusuiiuareniungosuu). Waxdu

oo & s a ' '
G3nsy, (el n3ofivaszwanduely way aouswen) Wugresucuy, tneuriay
sutuuouktitingencuutde icnniefivggy way arlduegjruanysuiiue.
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suasumuaniiunv;

« FACEBOOK:

riul'fhmns: cﬁu‘tsi@?a"‘tuguéu (L 599978
wn=au: Nstiute, fISUWY, a:zgmﬁs?n w2z (3o.udttn
gogvducdiu.

sSuuvu: sIcuuduiiviejed ey, deuwinfiossi was
suwwLBINmdNLinS0.

Godh): “SAnao1uSIusI2e) tosaSTuRl wr SHideiiv

»

- TIKTOK:

n:ut'fhmnﬂ: 18 0nju war WieorwdsuRiudateudn waz aan
039 TUnIUFL3T.

wnzshav: adudatediedsdung, fndwin § dresivwdug (dnme
1 wain).

suuuu: Geindiuazene, 38tea09ily, R39tridstdSuao1uBiy, wax
drtiuavsrei SienySnaviwae.

Godhy: nouynau! SRR nrayIs1onsull, WHO
UrnanWiSTUQATUWIorINFUAIURINIREUEINLOUVIVIZINEID T
dutnnes)In waz gfun

« X (Twitter):

X n:ul'fhmns: geaugt0, iingqo, drindnustoue.
wnzshau: 21060y, 2183180, Kz NHEyIS0eadunan.
suuuu: Su, nwdingn, Aguudiv, Tws 1-2 &3 ﬁsuc§suﬁ§j SUWI.
Godhy: fotandiaesds! WHO deninluidtuaniuwtorgniduday
INIRLUEINLOUVIUIZN. S1g908 U (LINK) #Ebola

. Instagram:

ruihmne: Incddsgdosuw, GIEAI3H830 (lifestyle) wax I
(Busnsansy Instagram).

wn=shau: : Fwedsw (axta slide) , Sutunsidn, wwidnn
n01WAUTR war adu Reels.

suuuu: 89130, Swiu war gsncuUsKUItutdine.

G2dh): Wl (2wta slide) swniWiddiucfiusutulossstivos
8lua1 aowurfignaudatiiaesSnsenanis sy Witkeditiveegus
n'joés:]cﬁjm:uazmnasnwzwnﬁ'jma
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suusmussusaului:

wnuiiae “Heudndoory” islungoldyniuanisy, noudajaeniunongsy
CWANWBUKUUI9Y taSIRUKHRLINE) (ws):

nuioen sy t?

o~ . ' oa P=3 [4
sutuulnouwwdunday (Suww, 3Ate, 33, 2001U)7
J9l0avgounziue1dy g gue (Tigyw, d13esidunma, wigdiou)?

2. mumamaJ TalaSJuumam lau Buffer i
Hootsuite maumuajehja VNl

« NUdsuSanwdn: ngyduuadiniucuuia [udecuigiolazd) (slidaunsuc,
29N2ININNBVIRY). Foungjduvtiniuginfiangusudecude1ynilio)tnasinu
2yun .

suasumuaiiunv:

. Suneui 1: Mlinsutuurjudne.

1186905 uAo (Facebook Insights, TikTok Analytics, «ay S17) o
nanasucﬁjo”u@ﬁnmucé‘ﬂ?éjﬂug}jg}ncam‘in.

fogg: mnesnnuiousougIgncluol 7:00 Tu9c8a way 8:00 twnal,
tReviuAsuogiEiutunaudiso.

< a » oo &
« 2UNoU 2: F1UdiviucioTy.

o o A v 6 s ) = &
M1lncoF9elgoliss 1 NIWAESY O 1 wanysy, Tnedsdudzgudsuncaioty
£1197) (3 29000, 2100Uzee, 210c0U €y 21wwninetiuniulsousou.

Goelg:  meuda: Uuagiolmidoutuuse)to
neudw: g1otiuazete g 30ts
nevKa): 18 neiudisiinduta (cuuda
a0, &, L)
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. Buneut 3: WidesBdiawei (Su Buffer, Hootsuite, §§ Meta Business Suite
(deriafincoaidstosuii.

Meta Business Suite tiariniinconidgogoii.
SHinwiiavgosSnginoiugoigued (firlututaeyd Sniuaeugosaou
0Ie.

Juuadinaugggauinducorgiiugionoucuusunoutd.

suusmussusaului:

Wicnawiin S8 useuatezsrin WugsniigsnsnNInd “Wnnzg)enio”,

eicnunAduniugeng101egotys, wridudioRugigiuintdigueas was
' P

Nz tolnd.

3. muigouson: asunumaatiiv ua:
2a0wlaglo

NWdFUStinIusn: Fymnncdiutdon nauRiegugIotuui G138uctis U8
O WNcUUEoEivWIIEINIo. TunIRIEPUEIGINSY, GEUTIHugUEUND
001UNZA3AY, agunsuld, write, way wdjdu.

suasumuaiunv:

P de o
o Uouniugieriginonsul s ueouae:
rUIZNTURL 1 duon: (Juuadiniubinsy § geouguniuidousol) gounon
DUESNGI KAy 2norugoufionnZoty).

261990 (5u Hootsuite streams g Meta Inbox tdsddmauinniugae
(WAL UL IR,

« NnSTnwSuR5Y:

£OUNSUTUGOUNIIULIU LAY (1IUODIUJRo].

o & v ' & @ & b -4 o P
gneduniutiingg; wrigougea) 4 F90 W2 uiinonNgsuSotn.

¥ o o » da
« WiySudafunwtiineud Jaowoue:
clussineduddugimw, cuidudzduniy § sesiivle.
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1]

o8gh):

o o da « Y o a R o a4
gudivninoruoug: “UinnznideinutoSaSioiuu tittiazuIn tWéj=mnndy
a ' o P~ »

Jorua?nen? neufivdeuaguunIuNaNgsuEao

auuahmussusauini:

ZJJ]UOC’]T]’IIJRIUCEﬂjEﬂE]OEmUﬂﬂUEUUQjZﬂOu2SjOQNSU WudufigSucivrindes
QodaEi, Snfuaolusdn, war dgaoucSein, daluduugigenasdiEu
OURLUWIIEINTO.

4.musuilinu3ia: asuimuajusushavasuausa
aaiviuwm:au i ISatmlddéa
ndsudinwén: Wnefiotucdo, nmasuguie lusuecy nuasuguii
ggrmgruntdingy § SnWidfonutatinhgmniazusid. aowsinSstiesy

' I3 = = o @w & G @ o a
vitulangsuate SughiudtiniuSuifiveyuidndsunolud) waz nauawdo
24JUtE19999t0 KAy 1WITR.

suasumuaiuNv:

. duLloueniuguag) Wigncaw:

ffindgfaouSusen, (89913, § 291 (BU dcdriswnifnorungnds, se
wdu, nmtaudgoufio Wudy).

&9 “ruongUfitnesigugy’ czﬁs?uﬁuj‘ta’s:d'l JodguniitdSusyyenn

« U ScdiogDnougu:

Facebook wa Instagram: au10cS93eidndiui Sedindogiautaudncetulin.
YouTube «az TikTok: (308311 “BodincSeneadincdiy’ tenongsurisucunt.

. ueifigdinuansdu:

Uounlid Wiwziingudunoly ugnonlsueaisndivntiniSneisoute 1S Tueriazg
207(0R°.
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o » ¥4 dla
« Neufiutditonzyuiofincies:

mInNnonugsINSeruULing, Winsuiuwgidingo welurite

& ¥ @ -] P va
ANVUIE8IRM10919 LI,

o

2UUHNNONKIBULTO

wf y Eba o o o b v & o a e o o,
2synselofindg). AnTEUdtnutA2uLISNe. a98ing1028gwoniSantd

» d& Sa s
NIUNDNFSUEDNU: [cg2.10].

| uwahmussugaulni:

Wland3nsy, aorwdnisusniinfaorucuutngdaduniuszyein. nerie

001UcIUR9 Redadivtdacdinorutyla wax aowwSenivid.

Mat1)I:=0U:

muiSalvigan:anad

[

Swnanizaos’djla

suw=n

oa -
Jumuuuuim

NIERIRYE

muaniuyuuuy
aSasuilusudu
wsa

deyii/dadn)

NIEISN
CEANLSU

Mincoantus

nbgousou

nwSudnu
370

& o
CIJSCEUOjOEUlJ'ISﬂUUjﬂ

[isAAIQAISNT]

o A&
(EEUR)

Sz1wn13050

nougUTUIoe
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Juiecignau
CWANLSL

Mmidnoantug 2-3
§19/5u

nouny, nsu
€L SIUS

QUARLDUNILD
G039

083U Reels TikTok,
tws FB, nug X

Buffer, Meta Suite

anSu Hootsuite

fononnagiagn,
Stindnoyn



V. 189100309udaudanuudusy

AUy U159 00sea § 10w Wetuyjusdniiway e aorusing1Fu.

| Gadhy:

« nunongsua LRy ¢ fisgdnonasuaoluduiy 299 Google, InVID
(nunangsudaite)

. nswn: Canva, Adobe Express

« hi990R 18N ucEnosnsoufiu: Google Docs, Trello

- nUuritacdigdn: CapCut, VN Editor

| ANIMUNOQJOU:

« En3us Urriuziinguyndunsotiudie Deencuunsaiingagpiios 1 RMeNv.

. DluditgsouiivdIusuwu/Sitenuvudigusi tdSunadudiunoluiineies
[3o.

o ﬂ’ICféESSJﬁﬁﬂSSjé.l;JU‘ZlJEl:]’IOZﬁIUSQ‘(U.

elcusy;

muavad & mududuanugnas)

al @i <& a ' X ” a @ Py
- 9y dnumi2ugyze) Google: Juwrignaudiumaniudud, (dutg, § dzwnere i
vy v P ad d s & a ' @ v 3 ]
UitSegign2yuiioiaget]. S99t0, Tinfie) KAy UrRue.

. TinEye (tfigaJfumwiudieniiv): nongesudisuwiuidusuiy § Gjtigsn.
2 -~ ' d X o
Jaiuniucusdusuwiniicaniadn.

193l iztlumuiSaosnsounu

- Trello: unznauwawdadudaniusinogn. Weugw, dawe, wuwdufiviugm
gy,

. Asana: Uguogolitogn, riindjogn, Gnginte. Snawsuldstantaa.
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- o~ o @ & o o & d o o
- Notion: aautdinaududin, nuayy gz nudnmnuldsein. dufitSnognieow
Jomeju waz fudagu.

MuUNYNU2YU210

« Flourish: atuwiw gax cuuficuuttineudiduiietussuaey. ddntiudeieyu
16i0; wwastule8y.

- Datawrapper: ©@uwIU € KEIUGAIN (spreadsheet gtdsn3n) wuudsyto. J
0110, Ivo1N KAy tltcigee.

1a9)iniiauusalw

« ProtonVPN / Windscribe: gauini@acdigcdutgtdejuenty way diugoudo;
UnRAfcSutgitindfingg. Indej2yuesiiingtossuaie.

. &N ¥ X o o a & o @ o d d a, s
« Signal: &9200102awdindduganony, JURngS) Ay wie. nuddicget
e WJunorudu.

ghcuzde: (AUnu?g 1 thiegdnouonyy, Sagonguiudneiagy wdoFgevmee

a o ocad 2 o Qoo o Py P & ) P
cuAu. ShiUasd1ignas)dadnsungiuingung)id IneddiinoruuzuIs g
Rutiug.

V1. MUYQ)INLZININSINU
muuudsugadasy

ANULRY: 118199 00Ree7 § eduw) WeduyidsSntiuw «z aoIusng19R.

| dwwz:

. (Aududosrdearonoiudidn 2enesduuiiniy filewuntriagafiu.

« Anneguzguwindziinfofgrigofiunwtiwditecdosdf § nwaieguio.

. Eubfiuaorutisdutacuudnee, 3y “GInsuniey aorutofidungSsy, &
ccUuaowﬁnﬁsgﬁ’iq}nﬁjf’

« Ogousouiunnaztivwie tungjduuatinay ducciziinguEngiutdiusen
Juuaiinaue1gls.
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Imuwnts Facebook

0 O - P & o a
UNSHiu, Anawusudauisty & Judintaunauau

¢M.

€oe

Sinaun (algorithm SuNSiiv) 299 (feed Wn) [urinlinda wUuTWKILINTU 210
299114

o o

“Urgoed9A78F 8 Uo7, HEueoigsunaudiulualy” &o!

cdsriedn “Twg,” tay 29juinluaigeruouniuiiceud Sunsdiu (algo-
rithm), (ZInudnniucdo SunSuiu fidudsbg83nnbaouen, Jaowudiognau
(xz Jaorudanzoun.

y v

SuNSiiuluwinsinngo &: nSnToigue) WucwanwsutddungnIIRN SNt
v & a ¥ o
doerdaTud way oiduta.

A r RO s y &
I J98nWisiiuindagcletuleiSul

& ' ' a & ' dad ‘v b a '
telugrogegrin snaudiulety grofidiignzetan, writwiniuyucy caz

o & . & o ryw o dy . -
CSﬂJ’]‘]lJmt@ﬂﬂClJSCﬁ]J2’IOUU?lﬂﬂUﬂUZﬂﬁSjﬂ'IUEJ’mS’IU, gouuJteaagau.

233Ul LUNINERREUE NAzgosd1In01u21tangoRuSuNnSHutd:

SHon SytasuiniSy SnansSanwuiviazou
nudgousoutiSaolw Ganandsgousovguuzwiy  WGemiudieidnlunsy
oyt nldingy, NNy M (“Anlike ) HadsSn vhweegynlug; neuiuel
ednediy, wdgiy, Judin Yztnnaa!”) §0ciiu 5 Qaeniuriadncds
(negzwwlugoluiasn). SnanzfTdiage. &ldimy

€L (WoUSOUIMLIRLN)
anancdu T twcatE U=
vounwugousow. &1
I8niiuutugdyfuesue
(influencer Sugoucd)
gourdjgusuwIugiy.
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succuucus?nmtma?nunﬂu

CWANWBU (SUWID, sucasu
03U Reels, mumsnan)

tQez NMUSUEL 1z Qe K

m‘iadzm'r-z (ejpm?acz'laumw

czn'l?n nulcu.umucz'ncm
mwzucmmu)

o

aoh
NUBNEKEEIEb by Face-
.okyTnuuuuaun (“tas.un
vigaoruriafiu”).

2)0e

S:LU'

SnmnaugsnINSAtegI Ty
209 3 Sua.

o w ¥a & e o &
didugd, UnLveimziazugs:
ridncoantustfeguudySnaepin swngtasy H0nwgmgIeeIRo. 18
p= @ . @ . . A o o oA a '

6193 Creator Studio ] Business Suite t&on1UncoR7189 (dunu.

Fy0norwgnludsicEn dadwiaedagSubugm!

& S o ar  u 0 > a ' |
oty URcdudiegrisogesfiugrosuggeaingo.
nstngnuduriauznew, viwrgeuanued), (Infographic utunsidn) rigofiu
wiouuct, RMeniunsofivgigaeiufinovdaazuagSumann olly...SigoBnidou

ceidaua?gc!

Ujumucas.un mn;mozaﬂa
cUuTuanaUﬂjm 20267
Q0% + wiwhioely + URL
cuudiy, @ Anedy iy
3itenlu eo1wemo 1 vt
W UANIeN082001U37
“grureazesniiuseiu
Tuaoaudiv.”

Dn3ated Dwiwdoutno § g
muasnmunsmn Unsﬂa
1211 4 (Intro Sulwns) wuy
£70°).

951337 vlin Facebook daudiegdunagniy «ay (v sl ty.

£oUEENIDENTIN0WAI TR (12 YnazannzwwunIugy
(algorithm SunSiiu)!

Saeuggnsunly. ..

naa:usudisty

o S, d
SN/ MUY, rWenoluUsn

P

QogSonw, cax 89

- » & 2 N &
AnazusudauciieTu Facebook: aounonasuditonsus).
n'm:a"rﬁnﬁn:avUjuzsj Facebook 91ntEniviingzeuiautn “Safinniucdacty’

(usncewcmmnag) ucoIesin, g

o a o ..d . POSN
7] 91NTNQUIVIK 28:]U111J98ﬂlﬂjlmﬂ €ou

‘fatamnana9un9utﬁutcdeh:|uusu 30 3w tnedRtRzualt 5 chnua.uu
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o o & & o a
1. UTEEERBUERNE Gncoucis Ty HUnInoUNINS), WWNIUSUIS] (1A
nu iz yudndsumgniucn. (fcluasiinnodisuu iaingo NenwdEu
NEAUNNIVEATIZ T U0RIY IS L.

2. ERENIINENERARRE 01INSISUWIUZ29IUNNILSIE, o TFUeei9ure

YU “wWwRAINEeNEINENT € “VITNCIUS10” wegintouniuiinauuwiiy
@ o & &

99 3§ JnnucUsTu.

3. &g 1Swuzs U], Acuutyduiiotd (Creative Commons), 4
cgtumtnSuszyean. 4 cisun tiSuseyen. NuLafisulgsdnasui
AMenwdgousoutd.

4. mu‘tmeuuuncusu AOUNDNRIBU KA S’IijE(Zﬂf]?.UlJUmEOQ’I ity
Soveeincdiv. nmccquuuuncueuwjjajnja qvmmwmucmmjmjwn?u
90N T,

5. (IRERIETERTIREE tiuhifio2goiiduniulageuaciunolud. 25U
LAY (6 NYUNIU (BU: “5 BNNININTEU 2N TUFIBUNZRUNU=ZZ181
foty.”

L e
vuvunanqivnjuwiv
& > ' a P PR o Iz
tsTudiegvenaejfiunuanysy, TdnTuigueniasucdy
@ P & v o y A @ ey o o a a¥d ' a
ﬂ'I'JJESOCZUm’IiJ?):] I3V (Y qutg89Mn) EC.Ul.ICUJJJ’]'UI;C"Iﬁ’IﬂU. tJggmagjniuu

o

o o & oxun @ 4 & . & 1
(ONTINNNYWIWNZNEAY, WSESOTU]@%.U.UﬂO’I.UEaSUlJlJLZlJZ’IORHU ({88 CUSTU28:] .

doumiirAgtiuauoiin? (deamnuiwdadudediiaotutnaiuticrifucegindéu
goutog way (Sntdidnzegriaulnniiundigndue.
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https://transparency.meta.com/policies/community-standards/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2F
https://transparency.meta.com/policies/community-standards/dangerous-individuals-organizations/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Fdangerous_individuals_organizations
https://transparency.meta.com/policies/community-standards/intellectual-property/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Fintellectual_property
https://transparency.meta.com/policies/community-standards/false-news/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Ffalse_news
https://transparency.meta.com/policies/community-standards/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Fmisleading_content

| swwe | dpswitanta | wein |

SUWIWNSWN

03u Reel / (393

o
WIWUQOY

nwtenenin

1080 x 1080 px (ujsu=enn)
§ 4 x 5 20989; < 200U
W 20%.

9 x 16 203019, 15-60 Jwadi;
G300 3 Suativiadn; Jsusia
Juerewag1otg Wwdhts.

vww 3-10 sy, wrivesulfiog

S
Sudauiginae 7 en.

720p; Hjco1503019, 18
2021 AYADVCVURY “T11R9 3
Trenendntusn 10 uad.”

« 1880 Dnaudsunsudicanciagfiugy Gofusneaw);
wti?8 Facebook Wtmundniindacdiugatgtdean.
. Usw (Fonts): WU=nuou Sans-serif (3
Phetsarath OT (w187212) / Source Sans (597i0)

i P '
tevigugue.

« 1AoEuTmeidiwRcduciiaiy. hashtag tway (algo-
rithm SUNSHu)sug1ladwi “rRgsSey” Widuaun

gau!
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Q038 7Reno uiiudiolina
QBN gousnorutios
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sl lnQedy; sy
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QUULLIY; 85% 299n1USU
20800025

naudnsiragosduazcuy
nudgousou; Saowdu
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(shfiuuwunu ua: (hashtag u§auﬁn):>

. Godngsy 90 Tuindnaudiogdidiv; aoudoud
LSt Sciauaia.

« 6197 “DduAy” AuEnWiauadnis.

« 18( hashtag «&=aaiin) firjogsgzum 1-2
Q1o (U #LaosNews, #ASEAN); §978
e d9ffiudiu (spam secUD).

Mmumundaasuuuuld, 33u 60 S

OO0 OO0

fncduaoIny 4 Sgsu
2anowBinn 3 Suadi / 90 Fodnaisy

a0 o a & o
tWuauvene 9 200109 (alt-text)

v o @ & v v o vy &
Bemu § 2001un=dunuAnIuTseuinecis Ty
w2y giustininazusy
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Waowme: unauBaiisgign, Sufin, war GomuButdsu tneddsdtwe
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g1)2a01wa)qats
— 25U2001U819), KGN0
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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.)

Long captions, status posts, and
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.

(3. Mixed-media convenience.)

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

most 100 percent video.
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(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.



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:

Mobile-first packaging: Algorithm awareness:

vertical video, punchy
thumbnails, Lao-language
subtitles, and compressed
images that load fast on
4G-5G.

hooks that grab in three
seconds, captions under 60
characters, consistent re-
plies to keep engagement

up.

Cross-platform funnels:

clear calls-to-action that
move a user from a Tik-
Tok clip or Facebook
post to a deeper article,
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:

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

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

o 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.
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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 is 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?”

Practice steps:

» 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:

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.

42 | Journalism and Media Resources Guidebooks



« Identify trending topics, hashtags, or conversations worth joining,
« Assign quick-turn multimedia content and social pushes.

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?”

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

4. Cloud-Based Storage
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 staff 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:

« 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:

o 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

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.

© Use short paragraphs (1-3 sentences each) (“The World Health Orga-
nization (WHO), together with specialist infectious disease control teams,
held a press briefing on the Ebola outbreak in Congo and Uganda, declar-
ing it a Public Health Emergency of International Concern.”).

° 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.”

Example:

Traditional lead:

On 17 May 2026 in Geneva,
Switzerland, the World Health
Organization (WHO), together
with specialist infectious disease
control teams, held a press confer-
ence regarding the Ebola outbreak
in Congo and Uganda, declaring it
a Public Health Emergency of In-
ternational Concern.

Digital rewrite:

WHO declared the Ebola out-
break in Congo and Uganda a
Public Health Emergency of In-
ternational Concern, with more
than 390 suspected cases and
over 100 deaths reported.
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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).

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)

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.

Example:

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

30-second highlight reel: “The World Health Organization confirms that
the Ebola outbreak remains a public health emergency in two countries.”
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.

° For longer 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.

Example:

Areporter records video and audio of the WHO press conference and inter-
viewsspecialistdoctors, then sent the material to the editor by email so the ed-
itor could upload the audio and news content to the website with the caption:

“[name] reporting from the scene during the Ebola press conference, in-
cluding interviews...”
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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. Guidelines for the newsroom'’s online
social media platforms

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.

| 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: “Understanding the dangers of Ebola and how to protect
yourself”

. 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: “Quick update everyone! I'm reporting live from the press
conference right now. WHO has officially declared Ebola a Public
Health Emergency of International Concern in Congo and Uganda.”

« X (Twitter):
X 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: “The world is on alert! WHO has declared Ebola a Public

Health Emergency of International Concern. Read the full story here
(LINK) #Ebola”
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| nStQQ ram:
Audience: Visual storytellers, lifestyle- and community-oriented users.

Best for: Carousel posts, infographics, human-interest visuals, and
Reels.

Style: Emotional, visual, and designed for shareability.

Example: A slide carousel showing Ebola treatment facilities, includ-
ing the removal of deceased patients from hospitals, with short cap-
tions related to the outbreak.

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:

« 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.

o 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.

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:

Respond to useful or relevant comments directly under the post and in-
clude a verified link containing the information the user is asking for.
“What measures are being taken to prevent Ebola from spreading to oth-
er countries?” Respond with verified information and links.

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.

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.

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 staff on at least one graphic design tool.

« Have a shared folder of verified free image/video sources.

« Use secure cloud backups.

Research & Verification

» 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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Data Journalism

o 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

« 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)

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, a quote from a monk, an infographic about in-

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.

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 purely' 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

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

2. Clearly label militant group images

as “archival” and “journalistic context” to avoid takedowns.

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

4. Wi tosneEemg Always verify and cite sources, even in the

comment section. A single false flag will tank all future reach.

5. @HdRaftB 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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https://transparency.meta.com/policies/community-standards/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2F
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https://transparency.meta.com/policies/community-standards/false-news/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Ffalse_news
https://transparency.meta.com/policies/community-standards/?source=https%3A%2F%2Fwww.facebook.com%2Fcommunitystandards%2Fmisleading_content

Format Specs that Work Why

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

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;
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
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.

« Uppercase sparingly. Algorithms may read
it as shouting!
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(potions & Hashtags:)

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

(O Sources credited / no rule violations
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Workflow

You Can Tape to
the Wall

(When You're Posting a Link)

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




l Craft a hook

— Write a short,

scroll-stopping headline
(¢ 60 characters). Save in Vs
Word or Google Keep.

Design a teaser
image
— Use Canva to make a

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

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.

Publish and Monitor
4 — 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)

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

private, download
SRT)

Create square /
portrait graph-
ics

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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Built-in 9x16
presets, fast trims,
no watermark.

DaVinci Resolve
(Win / Mac / Linux)

Subtitle Edit (open- Free Lao SRTs;

source) quick line timing
fixes.

Canva Free web 1080x1 080 &

4x5 templates, Lao
fonts allowed.

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

Native Facebook
tool—free analytics
& scheduling.

Creator Studio web



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

Snapseed (Android/
10S)

Creator Studio
Insights

Facebook Rights
Manager (free but

apply)

InVID-WeVerify
browser plugin

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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