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THE NEWS AGENDA IN A NUTSHELL

WHAT 

SO WHAT?

WHO WHAT WHY WHEN HOW?

“TELL” THEN “SHOW”

CLICKBAIT / REVEAL

ENTERTAINMENT 
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• IMPACT

• NOW / NEW

• TOPICAL

• LOCAL 

• PROMINENCE

• NOVELTY

• HUMAN INTEREST 

• CONFLICT 

• MILESTONES  - “ST FACTORS”

NEWS VALUES  / STORY HOOKS
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• IMPACT – personal story of change – kids, teachers, oldies, parents,  data 

• NOW/NEW – School holidays, start /end of school year, overseas 
visitors /exchanges/ themed camps ie mothers & daughters allergy, Autism, 

• TOPICAL – screen time, childhood obesity, disconnect from nature, shrinking backyards 
/open play spaces, helicopter parenting, NDIS, Diversity & inclusion, Domestic  Violence, 
aging population 

• LOCAL - People, places, shows/events, visitors from OS, RECRUITMENT /Careers (jobs!)

• PROMINENCE – landmark places, people, celebrity endorsement 

• NOVELTY – quirky angles, back story, PHYSICAL LITERACY

• HUMAN INTEREST – ordinary people doing extraordinary things – extraordinary people 
doing ordinary things (Meaghan bakes banana bread)

• CONFLICT – government policies/funding, conflicting views on safety/risk, 

• MILESTONES - “ST FACTORS” 100th camp, all kids in a region attended, 
accreditation, FIRST …of anything

• ENGAGEMENT – polls, listicles, radio talkback calls / segments

NEWS VALUES  / OPPORTUNITIES
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• PHOTO OPPORTUNIES –An event, something unusual (oldies 
on flying fox) Minister attending

• IMAGES / VIDEO – Showing your story in action: colour & movement 

• EXCLUSIVE ACCESS – Data, people, events, photos

• SURVEYS/POLLS/RESEARCH – New/trend ie PHYSICAL LITERACY, 
comparison between our region/others and other countries 

• TALENT INCLUDING “CASE STUDIES” – people that SHOW the 
IMPACT; kids, parents, aged, teachers, government, experts

MEDIA COLLATERAL
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https://www.townsvillebulletin.com.au/news/townsville/ignatius‐park‐college‐families‐strengthen‐ties‐
with‐young‐warriors‐father‐son‐overnight‐camp/news‐story/141ce3b33ef3c596e718c7eaa1fd9c94

TOWNSVILLE BULLETIN   18 June 2019 

Ignatius Park College families strengthen ties with Young Warriors Father Son Overnight Camp

Young Townsville students have embarked on a unique bonding experience with their fathers
or father-figures, as part of a program aimed at helping the often-complicated transition from boys to m

Ignatius Park College students and their fathers have experienced a special bonding adventure, 
attending a Young Warriors Father Son Overnight Camp.

Year 7 students, along with their dads or another significant adult, set up their tents and rolled out swag
on the school grounds and enjoyed specially designed activities created by the Rites of Passage Institute.

The students and their fathers worked with author and Australian of the Year nominee Dr Arne Rubinste
and the team at the Rites of Passage Institute in a program aimed at helping support the journey of transi
from boys to young men.

The camp was designed to strengthen and develop a positive connection between fathers and sons by 
spending quality time with their fathers or a strong adult mentor without the normal distractions and 
stresses of day-to-day life.

Ignatius Park College Dean of Wellbeing Craig Brown said the inaugural camp had been hailed a success.
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Source: CNET
Gasps over hundreds of billions in gold at Bank of England

“Unless you work at Fort Knox you’ve probably never seen this much gold” 
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Know your offering before making contact:

• exactly what are you offering them? Story angle and collateral – But be prepared for 

Succinct, to the point information:

• One pagers are best. Journalists are not detail people and are usually on tight deadlines. 
factors

”I have something you might be interested in” – rather than “I have a story you need to 

Be available:

• including out of hours, public holidays, news “down times”

Talkers not stalkers!   

Everything is on the record!

Don’t tell the journalist they are stupid/missing the point 

Even if the story isn’t run, connections have been made for next time

WORKING WITH THE MEDIA  - GENERAL PRINCIPLES 
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TV: Colour & movement

Lots of time & space, re-takes, access, moving pictures that 
SHOW your story, short sound bites, emotional connection

RADIO: Good company

Immediate –conversational tone and language, landlines, 
different voices, talkback callers, soundscapes

LOCAL PRINT/ONLINE: Detail

Plans, documents, graphs, action photos or faces (not line-ups) 
box stories, multiple people and viewpoints, CLICKBAIT!

WORKING WITH THE MEDIA  
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