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Report Writing Format 

Here are the main sections of the standard report writing format: 

• Title Section – This includes the name of the author(s) and the date of report 
preparation.  

• Summary – There needs to be a summary of the major points, conclusions, 
and recommendations. It needs to be short as it is a general overview of the 
report. Some people will read the summary and only skim the report, so make 
sure you include all the relevant information. It would be best to write this last 
so you will include everything, even the points that might be added at the last 
minute. 

• Introduction – The first page of the report needs to have an 
introduction.  You will explain the problem and show the reader why the report 
is being made. You need to give a definition of terms if you did not include 
these in the title section, and explain how the details of the report are 
arranged.   

• Body – This is the main section of the report.  There needs to be several 
sections, with each having a subtitle.  Information is usually arranged in order 
of importance with the most important information coming first.  

• Conclusion – This is where everything comes together. Keep this section 
free of jargon as most people will read the Summary and Conclusion.        

• Recommendations – This is what needs to be done. In plain English, explain 
your recommendations, putting them in order of priority. 

• Appendices – This includes information that the experts in the field will read. 
It has all the technical details that support your conclusions. 

Remember that the information needs to be organized logically with the most 

important information coming first.  

Pointers to score high in Report Writing  

1. Use names and pronouns (I, he, her) when you write about yourself and 
others at the scene. Avoid outdated expressions like “this officer” and “the 
abovementioned person” or “official 1.” 



There are certain people who advocate that use of impersonal terminology brings 

in guaranteed objectivity and accuracy, but it not true. You have the same integrity 

whether you are calling yourself “I” or “this officer.” And think about this: if you were 

testifying in court, and sworn to tell the truth, you would use everyday language (“I,” 

“me”) in your testimony. Follow the same practice in your reports. 

2. Limit yourself to one idea per sentence. 

Short, straightforward sentences are easy to read, understand and save time for 

everyone. You will appreciate this time-saving tip when you are reviewing a report 

to prepare for an important business meeting. Also, the longer a sentence is, the 

more likely you are to make an error. 

Short sentence and its structure in English generally begin with a noun, and the 

grammar is simple. Complicated sentences, on the other hand, require complicated 

punctuation, and they open the door to sentence errors. 

Try to limit yourself to three commas per sentence. If a sentence has more than 

three commas, it’s probably too complicated to be read easily, and it may contain 

usage or punctuation errors. 

3. Be as clear and specific as possible. 

“Contacted” is vague: Did you visit, phone, or email the witness? “Residence” is 

just as confusing: House, apartment or mobile home? Always strive for clarity. 

4. Use simple language. 

“Since” is easier to understand (and write) than “inasmuch as.” “Pertaining to” is a 

fancy (and time-wasting) way to write “about.” 

5. Stick to observable facts. 

Conclusions, guesses, hunches, and other thought processes do not belong in a 

report. Stick to the facts. A statement like “He was aggressive” won’t stand up in 

court. You can, however, write “Jackson clenched his fists and kicked a chair.” 



6. Write in paragraphs. 

Organizing information in groups has two important benefits: Your report is more 

logical, and it’s easier to read and understand later on. 

7. Use active voice. 

A widespread mistaken notion is that passive voice guarantees objectivity and 

accuracy. However, it is not true. Writing a sentence like “A revolver was seen 

under the nightstand” does not guarantee that you are telling the truth. It is much 

simpler to just write “I saw a revolver under the nightstand.” That is what you would 

prefer to read in the report submitted by someone else as well, isn’t it? 

8. Use bullet style. 

Bullet style is nothing but the style you have probably been writing shopping lists all 

your life when your mother asks you to bring something from the grocery shop 

nearby. Use the same format when you’re recording several pieces of related 

information, like this: 

Michael Jordan told me: 

• He and Maria have been “fighting a lot” 

• She was drunk when he came home from work 

• She threw a package of frozen chicken at him 

• He didn’t touch her 

writing a report on Annual Cultural Program in a College 

  

Sujon Ahmed, Dhaka 1230, 05 April: The Annual Cultural Programme of 
Dhaka College was held in the college premises in a befitting manner 
yesterday. It was a week-long programme. Presided over by the Principal 
of the college, the function was attended by the local Member of the 
Parliament as the chief guest while the DC of Dhaka was present as the 
special guest. 
  



Distinguished guests, elite guardians, and the students of the college also 
attended the inaugural function. The events of the day-long programme 
included music, recitation, dance, story-telling, extempore speech, 
pantomime, and chorus. The chief guest distributed prizes among the 
participants who performed well in the function. 
The chief guest also delivered a valuable speech. In his speech he gave 
much importance to the need for arranging such a programme. He 
encouraged the students for their laudable performances. A senior 
Assistant Professor conducted the programme that was concluded by 
staging a one-act play 'Kabor' written by Munir Chowdhury. 
However, everybody enjoyed the cultural function and highly appreciated 
the organizers. The function revealed many aspects of our culture before 
the audience.  

An incident report needs to include all the essential information about the 
accident or near-miss. The report-writing process begins with fact finding and 
ends with recommendations for preventing future accidents. 

You may use a special incident reporting form, and it might be quite extensive. 
But writing any incident report involves four basic steps, and those are the 
focus of today’s post. 

1. Find the Facts 

To prepare for writing an accident report, you have to gather and record all 
the facts. For example: 

• Date, time, and specific location of incident 
• Names, job titles, and department of employees involved and immediate 

supervisor(s) 
• Names and accounts of witnesses 
• Events leading up to incident 
• Exactly what employee was doing at the moment of the accident 
• Environmental conditions (e.g. slippery floor, inadequate lighting, noise, 

etc.) 
• Circumstances (including tasks, equipment, tools, materials, PPE, etc.) 
• Specific injuries (including part(s) of body injured and nature and 

extent of injuries) 
• Type of treatment for injuries 
• Damage to equipment, materials, etc. 

2. Determine the Sequence 

Based on the facts, you should be able to determine the sequence of events. In 
your report, describe this sequence in detail, including: 
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• Events leading up to the incident. Was the employee walking, 
running, bending over, squatting, climbing, lifting operating machinery, 
pushing a broom, turning a valve, using a tool, handling hazardous 
materials, etc.? 

• Events involved in the incident. Was the employee struck by an object 
or caught in/on/between objects? Did the worker fall on the same level 
or from a height? Did the employee inhale hazardous vapors or get 
splashed with a hazardous chemical? 

• Events immediately following the incident. What did the employee 
do: Grab a knee? Start limping? Hold his/her arm? Complain about back 
pain? Put a hand over a bleeding wound? Also, describe how other co-
workers responded. Did they call for help, administer first aid, shut 
down equipment, move the victim, etc.? 

The incident should be described on the report in sufficient detail that any 
reader can clearly picture what happened. You might consider creating a 
diagram to show, in a simple and visually effective manner, the sequence of 
events related to the incident and include this in your incident report. You 
might also wish to include photos of the accident scene, which may help 
readers follow the sequence of events. 

3. Analyze 

Your report should include an in-depth analysis of the causes of the accident. 
Causes include: 

• Primary cause (e.g., a spill on the floor that caused a slip and fall) 
• Secondary causes (e.g., employee not wearing appropriate work shoes 

or carrying a stack of material that blocked vision) 
• Other contributing factors (e.g., burned out light bulb in the area). 

4. Recommend 

Recommendations for corrective action might include immediate corrective 
action as well as long-term corrective actions such as: 

• Employee training on safe work practices 
• Preventive maintenance activities that keep equipment in good 

operating condition 
• Evaluation of job procedures with a recommendation for changes 
• Conducting a job hazard analysis to evaluate the task for any other 

hazards and then train employees on these hazards 
• Engineering changes that make the task safer or administrative changes 

that might include changing the way the task is performed 
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Editorial: Definition, Importance and Types 

It is a section in newspaper or magazines in which the writers or editors share their 
opinion on ongoing topics. It is believed to be a brief essay on current issues; the 
writers share their opinion in regards to the publishing house which is seen as the 
opinion of the entire publishing house. If an article is written by someone else who 
belongs to the outsiders, then the disclaimer is shared. 

 

Editorials are believed to be the heart and soul of the newspapers. Each and every 
newspaper is incomplete without the editorial section. Here the editor not only shares 
his or her view but also criticize and appreciate the ongoing topics. Editorial is light in 
nature they should be interesting, full of thought evoking and debatable at the same 
time. It is said to be the window or reflection of newspapers news policies meaning if 
an editor is writing an article it is generally assumed that it is the view of the news 
publishing house. 

Everyone such as news editors, readers and critics have different meaning and 
image of how editorials should be but according to some scholars, we cannot 
actually explain what an editorial is. Generally, these articles are published on an 
editorial page with the heading and the name of the editors and other members if 
there were any. 

Editorial is the only section were newspaper can state its own opinions and 
comments on the current issues. This cannot be done in other news writing styles 
such as column and feature writing. But here the editor has the advantage as the 
article will be seen as the opinion of the entire newspaper. In column and feature 
writing the thing is that the editors are the one who will be held accountant but it is 
totally different in editorial writing. It is also said to be the unique style of 
communication between the editor and the readers. 



Table of Contents 
• Importance of Editorial: 

o There are different types of Editorials: 

Importance of Editorial: 

Editorial makes any serious and uninteresting topics debatable. 

They are attractive in nature. 
They are thought-provoking and raise questions in mind of those who read it. 

It is the heart and soul of the newspapers. Editorials can be also considered inspiring 
and motivational meaning many times if an individual read an article gets inspired to 
reply back or leave a feedback on that specific article this might help him in future 
write for himself in editorial sections. 

It displays the values and policies of a newspaper. Therefore, it is important to keep 
in mind the importance of objectivity of these articles. If any mistake is made by the 
editor the entire newspaper will be questioned. 

There are different types of Editorials: 

1. Interpretation Editorial it explains what is considered to be important in 
the news event or on current issues. It gives information such as main 
characters of the news, factors, actions taken place and all the other 
important details. Here the interpretation is made on the basis of facts 
and figures available. Here no personal opinions are stated. 

2. Criticism Editorial this style is used when one has to see both the good 
and bad features of the news event or any kind of news item through the 
eyes of an editor. The editor shares these editorials to influence people 
and at times add the solution at the end. 

3. Editorial of Appreciation in this the praise or appreciation is given to 
those who have done well in their work and deserve an appreciation. 

4. Entertainment Editorial in this those topics is taken that would interest 
the youth. Topics that would be light in nature and serves as an 
entertainment. 

CHARACTERISTICS OF EDITORIAL WRITING 

 

An editorial is an article that presents the newspaper's opinion on an issue. It 

reflects the majority vote of the editorial board, the governing body of the 

newspaper made up of editors and business managers. It is usually unsigned. Much 

in the same manner of a lawyer, editorial writers build on an argument and try to 

persuade readers to think the same way they do. Editorials are meant to influence 

public opinion, promote critical thinking, and sometimes cause people to take 

action on an issue. In essence, an editorial is an opinionated news story. 
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Editorials have: 

 

1. Introduction, body and conclusion like other news stories 

2. An objective explanation of the issue, especially complex issues 

3. A timely news angle 

4. Opinions from the opposing viewpoint that refute directly the same issues the 

writer addresses 

5. The opinions of the writer delivered in a professional manner. Good editorials 

engage issues, not personalities and refrain from name-calling or other petty tactics 

of persuasion. 

6. Alternative solutions to the problem or issue being criticized. Anyone can gripe 

about a problem, but a good editorial should take a pro-active approach to making 

the situation better by using constructive criticism and giving solutions. 

7. A solid and concise conclusion that powerfully summarizes the writer's opinion. 

Give it some punch. 

Four Types of Editorials Will: 

 

1. Explain or interpret: Editors often use these editorials to explain the way the 

newspaper covered a sensitive or controversial subject. School newspapers may 

explain new school rules or a particular student-body effort like a food drive. 

2. Criticize: These editorials constructively criticize actions, decisions or situations 

while providing solutions to the problem identified. Immediate purpose is to get 

readers to see the problem, not the solution. 

3. Persuade: Editorials of persuasion aim to immediately see the solution, not the 

problem. From the first paragraph, readers will be encouraged to take a specific, 

positive action. Political endorsements are good examples of editorials of 

persuasion. 

4. Praise: These editorials commend people and organizations for something done 

well. They are not as common as the other three. 

Writing an Editorial 
 

1. Pick a significant topic that has a current news angle and would interest readers. 

2. Collect information and facts; include objective reporting; do research 

3. State your opinion briefly in the fashion of a thesis statement 

4. Explain the issue objectively as a reporter would and tell why this situation is 

important 

5. Give opposing viewpoint first with its quotations and facts 

6. Refute (reject) the other side and develop your case using facts, details, figures, 

quotations. Pick apart the other side's logic. 

7. Concede a point of the opposition — they must have some good points you can 

acknowledge that would make you look rational. 

8. Repeat key phrases to reinforce an idea into the reader's minds. 

9. Give a realistic solution(s) to the problem that goes beyond common knowledge. 



Encourage critical thinking and pro-active reaction. 

10. Wrap it up in a concluding punch that restates your opening remark (thesis 

statement). 

11. Keep it to 500 words; make every work count; never use "I" 

A Sample Structure 

 

I. Lead with an Objective Explanation of the Issue/Controversy. 

 

Include the five W's and the H. (Members of Congress, in effort to reduce the 

budget, are looking to cut funding from public television. Hearings were held …) 

• Pull in facts and quotations from the sources which are relevant. 

• Additional research may be necessary. 

II. Present Your Opposition First. 

 

As the writer you disagree with these viewpoints. Identify the people (specifically 

who oppose you. (Republicans feel that these cuts are necessary; other cable 

stations can pick them; only the rich watch public television.) 

• Use facts and quotations to state objectively their opinions. 

• Give a strong position of the opposition. You gain nothing in refuting a weak position. 

 

 

III. Directly Refute The Opposition's Beliefs. 

You can begin your article with transition. (Republicans believe public televison is 

a "sandbox for the rich." However, statistics show most people who watch public 

television make less than $40,000 per year.) 

• Pull in other facts and quotations from people who support your position. 

• Concede a valid point of the opposition which will make you appear rational, one who 

has considered all the options (fiscal times are tough, and we can cut some of the 

funding for the arts; however, …). 

IV. Give Other, Original Reasons/Analogies 

In defense of your position, give reasons from strong to strongest order. (Taking 

money away from public television is robbing children of their education …) 

• Use a literary or cultural allusion that lends to your credibility and perceived 

intelligence (We should render unto Caesar that which belongs to him …) 

V. Conclude With Some Punch. 



Give solutions to the problem or challenge the reader to be informed. (Congress 

should look to where real wastes exist — perhaps in defense and entitlements — to 

find ways to save money. Digging into public television's pocket hurts us all.) 

 



Letter to Editor Format  

Let us discuss the Letter to Editor Format. 
The format of a letter to the editor of a Newspaper is as follows – 
1. Sender’s address: The address and contact details of the sender are 
written here. Include email and phone number, if required or if mentioned in 
the question. 
2. Date: The date is written below the sender’s address after Leaving one 
space or line. 
3. Receiving Editor’s address: The address of the recipient of the mail i.e. 
the editor is written here. 
4. Subject of the letter: The main purpose of the letter forms the subject. It 
must be written in one line. It must convey the matter for which the letter is 
written. 
5. Salutation (Sir / Respected sir / Madam) 
6. Body: The matter of the letter is written here. It is divided into 3 paragraphs 
as follows - 
Paragraph 1: Introduce yourself and the purpose of writing the letter in brief. 
Paragraph 2: Give a detail of the matter. 
Paragraph 3: Conclude by mentioning what you expect from the editor. (For 
example, you may want him to highlight the issue in his newspaper / 
magazine). 
7. Complimentary Closing 
8. Sender’s name, signature and designation(if any) 

  

 



 

  

If you want to see a solved example of a Letter to the Editor, please watch 
the video at the given link 

 

Sample Letter to the Editor 

Q1. You are Radha G, member of NGO AWAAZ. Write a letter to the editor of 
a national daily for a public movement to clean the Yamuna river. (You must 
introduce yourself, describe how the people are to be blamed for polluting the 
river and suggest the need for installing water treatment plant to clean the 
river). 

A. 
33, Jal Vihar 
Wazirabad, New Delhi - 33 

Dated: 17 July 2017 

The Editor 
Hindustan Times 
New Delhi. 

Subject: Need for people’s movement for a clean Yamuna 

Dear Editor 

I am Radha G, member of NGO AWAAZ. I am writing to you in order to 
highlight the deteriorating condition of river Yamuna. 
The city of Delhi is getting contaminated water from river Yamuna. The 
residents are to be blamed for this. They pollute the river with garbage, 
sewage and filth. The river water is full of bacteria, plastic, chemicals and 
other waste materials. It is unfit for consumption. 



The people have been demanding a Water Treatment plant. The authorities 
have not yet responded to the repeated requests. 
I request you to highlight the problem in your newspaper and arouse public 
interest. We all need to get together in order to get the plant set up in the area. 

Thank You 

 



INTERVIEW 

The interview is the most critical component of the entire selection process. 

It serves as the primary means to collect additional information on an 

applicant. It serves as the basis for assessing an applicant’s job-related 

knowledge, skills, and abilities. It is designed to decide if an individual 

should be interviewed further, hired, or eliminated from consideration. 

Types of Interview 

There are several types of interview; 

1. Unstructured (Nondirective) Interview. 

2. Structured (Directive) Interview. 

3. Situational Interview. 

4. Behavioral Interview. 

5. Job-related Interview. 

6. Stress Interview. 

7. Panel Interview (Board Interview). 

8. One-On-One Interview. 

9. Mass Interview (Group Interview), 

10. Phone Interview 

Unstructured (Nondirective) Interview 

n unstructured interviews, there is generally no set format to follow so that 

the interview can take various directions. The lack of structure allows the 

interviewer to ask follow-up questions and pursue points of interest as they 

develop. 



An unstructured interview is an interview where probing, open-ended 

questions are asked. It involves a procedure where different questions may 

be asked to different applicants. 

Structured (Directive) Interview 

In structured interviews, the interviewer lists the questions and acceptable 

responses in advance and may even rate and score possible answers for 

appropriateness. 

An interview consisting of a series of job-related questions that are asked 

consistently of each applicant for a particular job is known as a structured 

interview. 

A structured interview typically contains four types of questions. 

▪ Situational questions: Pose a hypothetical job situation to 

determine what the applicant would do in that situation. 

▪ Job knowledge questions: Probe the applicant’s job-related 

knowledge. 

▪ Job-sample simulation questions: Involve situations in which an 

applicant may be actually required to perform a sample task from the 

job. 

▪ Worker requirements questions: Seek to determine the applicant’s 

willingness to conform to the requirements of the job. 

Situational Interview 

In a situational interview, you ask the candidate what his or her behavior 

would be in a given situation. Candidates are interviewed about what 

actions they would take in various job-related situations. Situational 

interviews ask interviewees to describe how they would react to a 

hypothetical situation today or tomorrow. 

Behavioral Interview 



In a behavioral interview, you ask applicants to describe how they reacted 

to actual situations in the past. 

Candidates are asked what actions they have taken in prior job situations 

that are similar to situations they may encounter on the job. The 

interviewers are then scored using a scoring guide constructed by job 

experts. 

This is a structured interview that uses questions designed to probe the 

candidate’s past behavior in specific situations. This technique involves 

asking all interviewees standardized questions about how they handled 

past situations that were similar to situations they may encounter on the 

job. 

The interviewer may also ask discretionary probing questions for details of 

the situations, the interviewee’s behavior in the situation, and the outcome. 

The interviewee’s responses are then scored with behaviorally anchored 

rating scales. 

Job-related Interview 

In a job-related interview, the interviewer asks applicants questions about 

relevant past experiences. 

It is a series of job-related questions that focus on relevant past job-related 

behaviors. The questions here don’t revolve around hypothetical or actual 

situations or scenarios. 

Instead, the interviewer asks job-related questions such as, “Which courses 

did you like best in business school?” 

Stress Interview 

In a stress interview, the interviewer seeks to make the applicant 

uncomfortable with occasionally rude questions. The aim is supposedly to 

spot sensitive applicants and those with low or high-stress tolerance. 



Stress interviews may help unearth hypersensitive applicants who might 

overreact to mild criticism with anger and abuse. It intentionally creates 

anxiety to determine how an applicant will react to stress on the job. 

Panel Interview (Board Interview) 

A panel interview, also known as a board interview, is an interview 

conducted by a team of interviewers, who together interview each 

candidate and then combine their ratings into a final score. 

 



Writing a feature 

A feature is a longer piece of writing than a news story. Features come in many 
different types and are widely used in magazines, newspapers and online. 

A feature will often cover an issue in greater depth than a news story would do; or it 
might look at an ongoing story from a different angle. 

1. Choose an interesting, newsworthy 
subject 

We’ve talked about picking an interesting, timely, and relevant topic for other types of 
writing. But this is a bit more specific. You need to feature a person, group, or business. 
In other words, you need to pick a subject. 
This can be difficult. After all, you might know several subjects personally, making it 
impossible to cover them, even if they are interesting and relevant. And, even if you 
can come up with a quality idea, not all subjects (include directors, founders, owners, 
and individuals) are going to be willing to meet with you. 
Feature stories have to come together in a very specific way. It’s like watching puzzle 
pieces fall into place. 

2. Schedule a convenient, in-person 

interview 
This is where the going gets tough. You need to contact your subject and schedule an 
in-person (not email, not cell phone, not Skype) interview. If you’re covering a group 
or entity, you may need to interview two or three different people, and you might not 
be able to get all of your interviewees at one time. Thus, the process becomes a bit 
muddled. 
Feature stories, for the most part, aren’t timely. Unless you’re covering a subject that 
has, very recently, done something that’s been covered in the news, you don’t need 
to rush a good piece. You can take your time, work on other stories, and let the 
interviews come together when the time is right for your subject. 
Then, and only then, can you conduct a serious, professional interview that gives you 
all of the information that you need to write a great story. 

3. Choose your quotes 
When you’ve finished your interviews, sit down at your computer and pull quotes. (As 
always, I suggest recording your interview to guarantee precise quotations.) 
The quotes that you pull should have an underlying theme; representing the angle that 
you’re going to use for your story. Maybe you want to have an overarching theme of 
“helping the community” when covering a local grocery store. Or, maybe you want to 
show the “motivated” side of a local quarterback. 
Find your angle, and stick to it. That’s what makes an interesting, honest story. 



4. Write your draft 
Now, go ahead and compile your piece. Usually, with feature stories, you’ll start by 
placing your quotes and building around them. After all, what your subject has to say 
is more relevant than what you have to say. The community wants to hear their voice. 
Which means, by the way, that you shouldn’t be afraid to include a lot of quotations. I 
usually make my feature stories 50-60% quotations from my subject, as well as my 
subject’s friends, family, owners, founders, managers, etc. Between two or three 
interviewees, you can usually find quite a bit of meat for your piece. 
Just remember, this story is about their voice. Not yours. 

5. Ask for approval/clarification before 

publishing 
Once you’ve finished, you can do one of two things. First, you can send your work 
immediately to your professor or editor and call it a day. Or you can send the piece to 
your subject for review. 
Remember, this does not mean your subject has a free pass to add or change 
whatever they want. In fact, you shouldn’t give them the paste right to change anything 
at all. That’s just professional news writing. But, you’re going to want to make sure that 
your quotes and facts are correct. 
This is your subject’s chance to be introduced to the community. Many writers believe 
that the importance of this moment gives them the inherent right to quickly review your 
story and alert you if anything is incorrect. Personally, I agree. 

6. Move forward 
Assuming your subject has no factual qualms with what you’ve written, go ahead and 
submit your work. 
And that’s all there is to writing a feature piece. 
 

https://edusson.com/blog/how-to-write-a-news-story


How to Write a Script 

for a Documentary 

A well-written script should be able to “capture your imagination” and help you 

visualize what the audience will experience on the screen. 

 

How to Write a Script for a Documentary: 

Before You Begin Shooting 

• RESEARCH! Once you’ve settled on your documentary idea, time to 

start digging. Leave no rock left unturned. 

 

• Create a List. Based on your research, start creating a list of potential 

characters/interviews, basic storylines, areas of potential conflict and 

emotion. Ask yourself, “what’s at the heart of this story and how do I 

“show” that visually?” 

 

• Get Style. Decide the look, feel and style of your documentary. Search 

web videos or watch TV for ideas. Netflix is a great resource for 

documentaries. 

 

• Write a “shooting script” (pre-script/outline) – Often with 

documentaries, the script can’t really be written until after the footage has 

been shot and you start piecing the story together based on what you 

“discovered” with your camera. However, writing an outline at the 

beginning can be an invaluable guide to point you in the right direction, 

especially to be able to look back as a reference when the chaos of 

shooting can get you off track. There WILL come that moment in the 

process when you say, “What was I thinking!?” 

 

• Get Creative. Think about some unique and creative ways you can spice 

up your movie and give it that "Wow" factor. “How to write a script” 

creatively involves adding special elements such as stop motion, time-

lapse, animation/cartoons, recreations, etc. For example, in the 2008 

https://www.desktop-documentaries.com/documentary-ideas.html
https://www.desktop-documentaries.com/stop-motion-videos.html


documentary Young At Heart, the filmmakers used MTV style music 

videos to segue between scenes of their elderly singers. Perfect! 

 

How To Write a Script for a Documentary: 

After Shooting is Complete 

The very nature of the documentary is that it is “unscripted”. It is meant to 

capture some aspect of “real life”. Then it is up to the you (the writer) to take 

the messiness of real life and create some kind of story. 

As the scriptwriter, you will need to examine all the “unscripted” & “raw” 

footage and create some sort of structure out of it. 

It will seem daunting at first (you WILL feel overwhelmed at some point), but 

think of it as putting together a great big puzzle. It will look like a jumbled mess 

at first, but bit by bit, the big picture will begin to reveal itself as you mix and 

match the various pieces. How to write a script: 

1. Transcribe your footage – This may seem like a tedious and boring task 

at first, but TRUST ME, you will thank yourself in the end. This is where 

you begin to "log" and categorize the various "pieces" of your puzzle. 

 

2. Review the BIG picture. What are the main elements (characters and 

plots) that have surfaced through shooting process that create the tapestry 

of your overall story. What are the key “moments”? 

 

3. Create Scenes. Take these “moments” and divide your documentary into 

mini-stories (scenes) that, together, create the documentary. 

 

4. Build a Roller Coaster. Take these scenes and begin creating a “Roller 

Coaster” ride for your audience. What kind of “ride” are you taking them 

on? Think about the powerful moments in your story and how to write a 

script to build up those moments. A fantastic book that describes this 

process is Writing Great Screenplays for Film and TV by Dona 

Cooper. 

http://www.amazon.com/gp/product/B001IBDRZA/ref=as_li_ss_tl?ie=UTF8&tag=desktopdocume-20&linkCode=as2&camp=1789&creative=390957&creativeASIN=B001IBDRZA
http://www.amazon.com/gp/product/0028615557/ref=as_li_ss_tl?ie=UTF8&tag=desktopdocume-20&linkCode=as2&camp=217145&creative=399369&creativeASIN=0028615557


5. Villain and Hero. Another important part of scriptwriting is determining 

the villain(s) and hero(s) in your story. A hero/villain can be a person, 

thing or event. (A tornado can be the villain). 

 

6. BEGINNING, MIDDLE and an END. Of course, every story has a 

beginning, middle and end. If you can outline your story in these three 

general categories, then you can begin to fill in the details. 

 

7. The Ending. If you have a lot of footage and information to work with, a 

simple way to clarify how to start building your script is to think about 

how you’re going to END your documentary. Everything else leads up to 

that. 

 

8. Start Strong. I cannot express enough the importance of how you 

START your documentary. This is when you “hook” the audience and set 

the tone for the entire program. The beginning of your film should: 

 

o Establish the “core message” of the documentary (this often 

includes a specific “incident” that is controversial or offsets the 

balance of forces in some way). 

 

o Create curiosity -- set up the “problem” or “issue” in the most 

compelling way possible to tantalize or grab your audience’s 

interest. Create a situation that makes the audience ask, “Why is 

this happening?” 

 

9. What's in the Middle? It’s easy for scriptwriters to get “lost” in the 

middle (body) section of the script. Just keep asking yourself, “does this 

scene/story or information move the story forward and lead to the ending 

conclusion?” Don’t get attached to any particular footage or information. 

If it doesn’t fit, leave it OUT. You can always put it in the “Bonus” or 

“Deleted Scenes” section of your DVD. :-) 



 

10. Script Template. Finally, once you have a general outline of your story, 

begin building your script using a 2-column script template: one column 

for audio, one column for video. 

 



How to Write a Radio Ad 

  

According to Nielsen Catalina Solutions, radio advertising delivers a bigger 

return on investment than any other form of advertising. 

Did that sentence get your attention? If it did, it might be a great way to start a 

radio ad. It also happens to be true, according to the tabulators of the famous 

Nielsen ratings. Nielsen found that radio ads returned on average more than $6 

for every $1 of investment among respondents to its survey, and one advertiser 

even managed to rake in more than $23 in sales for every dollar spent. 

Radio is a viable and approachable medium for small businesses looking to 

promote themselves, but as with any advertisement, a radio ad will only be 

effective if it’s written and developed to fit the medium and target the right 

audience. 

Here are some expert tips on how to write and produce a radio ad that will bring 

customers to your business. 

30 Seconds to Make a Case 

Most radio ads run only 30 seconds, which means they need to pack a lot of 

punch into a short period of time. Radio spots need to get to the point quickly 

while also nailing your key messages and leaving a lasting impression. Doing 

all of that in half a minute isn’t easy. 

“Writing ad scripts that can effectively drive traffic to your website and convert 

ad viewers and listeners into customers is an art,” writes Marnie Grumbach, 

marketing communications strategist at Fluent IMC, a marketing agency based 

in Maine. “It’s also a challenge for even the most seasoned copywriters and 

advertising creative directors.” 

But by following a few principles, business owners can create radio spots 

themselves that will have customers beating a path to their doors (or Websites). 

Here, experts weigh on how to write and produce a great radio ad. 

Get to the Point 

http://adage.com/article/media/surprise-radio-beats-return-investment/292305/
http://www.fluentimc.com/fluent-imc-blog/2015/2/16/the-anatomy-of-a-broadcast-ad-that-sells
http://www.fluentimc.com/


You don’t really have 30 seconds to get a listener’s attention. You might have 

more like two or three—just enough time to grab a listener before he or she flips 

to another station. That means you’ve got to say something compelling with the 

very first line. 

“You want to get to the point as quickly as possible and in a way that will stick 

with your audience without annoying them,” says content writer Heidi Hecht. 

“If you treat it like an elevator pitch, you probably won’t go far wrong when 

writing a radio commercial.” 

“Starting with a question helps grab the listeners’ attention,” says Bennie Smith 

Jr., manager of Brown Beans Consulting, LLC. Smith offers an example: “Do 

you have a massive amount of student loan debt and you feel there’s no way 

out? Well, call 1-800-HELP-ME …” 

Make sure to keep sentences short and easy to understand, Grumbach writes: 

“There is no time for extra language. Write short, concise, easy-to-understand 

sentences. If you’re struggling with the length of your script, type your ad in 16-

point Times New Roman, all caps, double-spaced. A half-page is about 30 

seconds; a full page is about 60 seconds.” 

Do Something Different 

Lots of businesses advertise on the radio, and lots of radio ads sound the same. 

Yours shouldn’t sound too much like everybody else’s. Departures don’t have 

to be that radical—even a memorable voice can stick with potential customers 

longer than a standard pitch voice might. And while facts are important, one 

expert says that feelings might matter even more. 

“You need to stand out from the crowd,” says Brandon Hoffman, director of 

digital marketing for KEA Advertising Inc., a New York-based advertising 

agency. “If your competitors zig, then you need to zag. Choose a unique 

voiceover actor with a memorable voice and engage the user by pulling them 

into your story line. Don’t tell people about what you’re selling. Make them feel 

it. Make them emotional. Let them sell themselves.” 

Along those same lines, make sure the message you’re sending in your ad 

differentiates you from your competitors. Don’t just sell your product; sell what 

makes your product different from or better or more beneficial than everybody 

else’s. 

http://ablogaboutnothinginparticular.com/?product_cat=services
http://keaadvertising.com/


“For example, if you are opening a new pizza shop, be sure to tell people about 

any special item that makes you unique or stand out,” says Kerry Potter, 

director of business development for WRCR AM 1700 in Pomona, NY. “Any 

radio station’s listening area could have a dozen or more pizza shops. Maybe 

yours is the only pizza place in town that offers a particular style of pizza or 

topping on your pizza. You can’t tell listeners everything about yourself and 

your business in 15-30 seconds and you shouldn’t feel compelled to do so. Pick 

what makes you and your business unique.” 

Include a Clear Call to Action 

After you’ve made your pitch, don’t forget to tell potential customers how they 

can actually procure your product or service, Smith says: “Always add a ‘call to 

action’ to make people visit a website or call a number or show up to a certain 

place at a certain time. The details of the commercial should highlight the 

important facts about the subject. Repeating the number, address or date will 

help the audience remember what is being promoted.” 

Or, Grumbach says, if you’ve got everything together online, repeat your 

Website in your ad, and let your site do the rest: “Include your web address in 

the ad, and have your contact info easily accessible online. Make sure that the 

web address is the company name and easy to remember. If your custom URL 

is hard to say and spell, it’s going to be hard to remember. Rethink hyphens or 

clever spellings.” 

Don’t Forget the Music 

One final piece of advice comes from Ryan Allen, president of Trad Ventures, 

LLC, who issues a reminder that the music you use in your spot—if you choose 

to use it—can make your ad stand out as well. 

“An often overlooked part of the radio ad process is sourcing quality 

background music and sound effects,” Allen says. “A very simple and cost-

effective way to get quality audio, and ensure licensing compliance is through 

stock sites.  A good stock music site will make it simple to search using 

parameters like genre, mood and instrument, and will only carry high-quality 

music.” 

Grabbing a Captive Audience 



Most radio listeners are tuned in while in their cars. They’re a captive audience, 

but they have other stations at their fingertips. In order to catch them before 

they switch away from a commercial, you have to have a quick, compelling 

message followed by unique selling points and a clear call to action. But if you 

can put all of that together, radio can be a great catalyst for driving customers to 

your business. 

What are Television Ads? 

    Advertisements is a form of communication intended to persuade an audience 

to purchase or take some action upon products, ideas, or services.  One of the 

most popular and frequent types of advertising found today are television 

ads.  Television advertisements are a span of television programming produced 

and paid for by an organization or company that displays a strong 

message.  Most ads are shown between programs or during programming 

intervals.  T.V. ads often depict a message about a specific product.  Examples 

include a brand new vehicle that has just been put on the market.  Some give out 

valuable information regarding a delicious restaurant in town with daily 

specials.  Information about recreational areas and activities such as amusement 

parks, golf resorts, ski lodges, cruises, and sporting events are found in 

television ads.  Movie previews can also be found on television as a form of 

advertisement.  

    Today, television ads appear on every channel and try to persuade an 

audience to purchase or take some form of action regarding products, ideals, 

and/or services.  Television advertising can be an incredibly effective way of 

persuading an audience to do or think certain objectives.  

Essential Keys in Creating an 

Effective Television Advertisement 

The following keys for success are based on the fact that the average television 

ad today is about 30 seconds in length. 

 

1.    Do Not Forget Your Call to Action 

Your call to action is extremely important in trying to persuade an 

audience.  Mentioning important information (dates, time, place, price, phone 

number, address, website info, etc) is essential to attract the audience to take 

action.  Including an attention getter such as a catchy slogan or saying can be 

helpful.  

 

2.    Stick to Time 

The average T.V. ad is about 30 seconds long.  It is important to put as much 

information, but not overloading the ad with too much info within that 30-



second time frame to allow the information to get across. 

 

3.    Consider Frequency 

Advertising during a big event like the World Series or Super Bowl would 

definitely gain notoriety.  However on a local level, it is important to identify 

the key times the ad will run and buy enough time for the ad to reach the 

specified audience at least twice.  Repetition is good because it allows the 

information to be digested in the minds of the audience.  

 

4.    Think about Consistency 

Format and style should be consistent.  Use of same font, colors, logo, and 

slogan allows the ad to be clean and consistent.  Using different format and 

style of the opposing side is obviously imperative to make the advertisement 

stand out.  

 

5.    Put People in the Ad 

Putting people in an ad can draw in the audience because people can relate to 

other people.  Having the actors doing something related to the product, idea, or 

service the ad is trying to convey is helpful.  For example, customers would be 

more attracted to a sofa ad when there are people lying or sitting down 

comfortably and displaying positive emotions about the product compared to a 

sofa ad that has a 30 second clip of different sofas while a narrator tells the 

audience how comfortable the sofa can be.  

 

6.    Write a Detailed Yet Short Script 

Because the ad last for about 30 seconds, it is extremely important that the 

script for the people in the ad is at the appropriate length.  A short sentence that 

grabs an audience’s attention is a key component here.  Because there is a 

limited time to grab the audience’s attention, the message needs to be sent out 

quickly.  Short and punchy sentences are a good thing here. 

 

7.    The Audio and Video Must Match 

This point is common sense.  When creating a video ad, the audio and video 

must match, obviously.  Merging the audio and video is a tool to create a 

powerful message.  This is an easy key component to an effective television ad.  

 

8.    Plan Out the Video 

Organization is important in video ads.  Similar to writing an essay or paper, 

divide the ad into small sections or parts.  Creating it piece by piece is much 

easier than trying to produce the entire ad all at once. 



The Dos and Don'ts in Creating T.V. Advertisements 

The tips for creating effective television ads (dos and don’ts) overlap with the 

important keys in creating an effective ad mentioned above.  The dos and don’ts 

are listed below.  

 

The Dos 

 

• Get the message across quickly (remember short time frame). 

• Use people along with objects in the advertisement (people relate to other 

people). 

• Be consistent.  Consistency is key in attracting audience…consistent style 

and format 

• Incorporate short sentences in the ad.  This makes it useful in saving time 

overall and getting the message across 

• Use repetition.  Repetition is a good thing in ads because it allows the 

audience to digest the information easily. 

• Schedule the ad during times when the audience is most attentive 

(popular shows, games, news, etc) 

• Make the advertisement exciting.  Sights, sounds, and motion are great 

tools in attracting a large audience 

 

The Don’ts 

• Do not add too much information that the advertisement will be 

overloaded with “stuff”.  Don’t want to overwhelm the audience with a 

boatload of information. 

• Don’t get to the end of the ad and leave out the important call to action. 

• Do not have a script that is long and time consuming.  Remember, there is 

only a 30 second time frame. 

• Do not have an ad with only objects.  Add people or actors to make the ad 

realistic. 

 

Television advertisements are a great way to persuade an audience and/or to get 

a specific message across.  Effective ads require the majority of different traits 

and characteristics mentioned.  Following these tips will increase the chances of 

an audience to purchase or take some form of action regarding products, ideals, 

and/or services.  

 



Book Reviews 

What this handout is about 

This handout will help you write a book review, a report or essay that offers a 

critical perspective on a text. It offers a process and suggests some strategies for 

writing book reviews. 

What is a review? 

A review is a critical evaluation of a text, event, object, or phenomenon. Reviews 

can consider books, articles, entire genres or fields of literature, architecture, art, 

fashion, restaurants, policies, exhibitions, performances, and many other forms. 

This handout will focus on book reviews. For a similar assignment, see our 

handout on literature reviews. 

Above all, a review makes an argument. The most important element of a review 

is that it is a commentary, not merely a summary. It allows you to enter into 

dialogue and discussion with the work’s creator and with other audiences. You 

can offer agreement or disagreement and identify where you find the work 

exemplary or deficient in its knowledge, judgments, or organization. You should 

clearly state your opinion of the work in question, and that statement will 

probably resemble other types of academic writing, with a thesis statement, 

supporting body paragraphs, and a conclusion. 

Typically, reviews are brief. In newspapers and academic journals, they rarely 

exceed 1000 words, although you may encounter lengthier assignments and 

extended commentaries. In either case, reviews need to be succinct. While they 

vary in tone, subject, and style, they share some common features: 

• First, a review gives the reader a concise summary of the 

content. This includes a relevant description of the topic as well as 

its overall perspective, argument, or purpose. 

• Second, and more importantly, a review offers a critical 

assessment of the content. This involves your reactions to the 

work under review: what strikes you as noteworthy, whether or not 

it was effective or persuasive, and how it enhanced your 

understanding of the issues at hand. 

• Finally, in addition to analyzing the work, a review often 

suggests whether or not the audience would appreciate it. 

Becoming an expert reviewer: three short examples 

https://writingcenter.unc.edu/handouts/literature-reviews/


Reviewing can be a daunting task. Someone has asked for your opinion about 

something that you may feel unqualified to evaluate. Who are you to criticize 

Toni Morrison’s new book if you’ve never written a novel yourself, much less 

won a Nobel Prize? The point is that someone—a professor, a journal editor, 

peers in a study group—wants to know what you think about a particular work. 

You may not be (or feel like) an expert, but you need to pretend to be one for 

your particular audience. Nobody expects you to be the intellectual equal of the 

work’s creator, but your careful observations can provide you with the raw 

material to make reasoned judgments. Tactfully voicing agreement and 

disagreement, praise and criticism, is a valuable, challenging skill, and like many 

forms of writing, reviews require you to provide concrete evidence for your 

assertions. 

Consider the following brief book review written for a history course on medieval 

Europe by a student who is fascinated with beer: 

Judith Bennett’s Ale, Beer, and Brewsters in England: Women’s 

Work in a Changing World, 1300-1600, investigates how women 

used to brew and sell the majority of ale drunk in England. 

Historically, ale and beer (not milk, wine, or water) were important 

elements of the English diet. Ale brewing was low-skill and low 

status labor that was complimentary to women’s domestic 

responsibilities. In the early fifteenth century, brewers began to 

make ale with hops, and they called this new drink “beer.” This 

technique allowed brewers to produce their beverages at a lower 

cost and to sell it more easily, although women generally stopped 

brewing once the business became more profitable. 

The student describes the subject of the book and provides an accurate summary 

of its contents. But the reader does not learn some key information expected from 

a review: the author’s argument, the student’s appraisal of the book and its 

argument, and whether or not the student would recommend the book. As a 

critical assessment, a book review should focus on opinions, not facts and details. 

Summary should be kept to a minimum, and specific details should serve to 

illustrate arguments. 

Now consider a review of the same book written by a slightly more opinionated 

student: 

Judith Bennett’s Ale, Beer, and Brewsters in England: Women’s 

Work in a Changing World, 1300-1600 was a colossal 

disappointment. I wanted to know about the rituals surrounding 

drinking in medieval England: the songs, the games, the parties. 

Bennett provided none of that information. I liked how the book 



showed ale and beer brewing as an economic activity, but the 

reader gets lost in the details of prices and wages. I was more 

interested in the private lives of the women brewsters. The book 

was divided into eight long chapters, and I can’t imagine why 

anyone would ever want to read it. 

There’s no shortage of judgments in this review! But the student does not display 

a working knowledge of the book’s argument. The reader has a sense of what the 

student expected of the book, but no sense of what the author herself set out to 

prove. Although the student gives several reasons for the negative review, those 

examples do not clearly relate to each other as part of an overall evaluation—in 

other words, in support of a specific thesis. This review is indeed an assessment, 

but not a critical one. 

Here is one final review of the same book: 

One of feminism’s paradoxes—one that challenges many of its 

optimistic histories—is how patriarchy remains persistent over 

time. While Judith Bennett’s Ale, Beer, and Brewsters in England: 

Women’s Work in a Changing World, 1300-1600 recognizes 

medieval women as historical actors through their ale brewing, it 

also shows that female agency had its limits with the advent of 

beer. I had assumed that those limits were religious and political, 

but Bennett shows how a “patriarchal equilibrium” shut women 

out of economic life as well. Her analysis of women’s wages in ale 

and beer production proves that a change in women’s work does 

not equate to a change in working women’s status. Contemporary 

feminists and historians alike should read Bennett’s book and think 

twice when they crack open their next brewsky. 

This student’s review avoids the problems of the previous two examples. It 

combines balanced opinion and concrete example, a critical assessment based on 

an explicitly stated rationale, and a recommendation to a potential audience. The 

reader gets a sense of what the book’s author intended to demonstrate. Moreover, 

the student refers to an argument about feminist history in general that places the 

book in a specific genre and that reaches out to a general audience. The example 

of analyzing wages illustrates an argument, the analysis engages significant 

intellectual debates, and the reasons for the overall positive review are plainly 

visible. The review offers criteria, opinions, and support with which the reader 

can agree or disagree. 

Developing an assessment: before you write 



There is no definitive method to writing a review, although some critical thinking 

about the work at hand is necessary before you actually begin writing. Thus, 

writing a review is a two-step process: developing an argument about the work 

under consideration, and making that argument as you write an organized and 

well-supported draft. See our handout on argument. 

What follows is a series of questions to focus your thinking as you dig into the 

work at hand. While the questions specifically consider book reviews, you can 

easily transpose them to an analysis of performances, exhibitions, and other 

review subjects. Don’t feel obligated to address each of the questions; some will 

be more relevant than others to the book in question. 

• What is the thesis—or main argument—of the book? If the 

author wanted you to get one idea from the book, what would it 

be? How does it compare or contrast to the world you know? What 

has the book accomplished? 

• What exactly is the subject or topic of the book? Does the author 

cover the subject adequately? Does the author cover all aspects of 

the subject in a balanced fashion? What is the approach to the 

subject (topical, analytical, chronological, descriptive)? 

• How does the author support her argument? What evidence 

does she use to prove her point? Do you find that evidence 

convincing? Why or why not? Does any of the author’s 

information (or conclusions) conflict with other books you’ve 

read, courses you’ve taken or just previous assumptions you had 

of the subject? 

• How does the author structure her argument? What are the 

parts that make up the whole? Does the argument make sense? 

Does it persuade you? Why or why not? 

• How has this book helped you understand the subject? Would 

you recommend the book to your reader? 

Beyond the internal workings of the book, you may also consider some 

information about the author and the circumstances of the text’s production: 

• Who is the author? Nationality, political persuasion, training, 

intellectual interests, personal history, and historical context may 

provide crucial details about how a work takes shape. Does it 

matter, for example, that the biographer was the subject’s best 

friend? What difference would it make if the author participated in 

the events she writes about? 

• What is the book’s genre? Out of what field does it emerge? Does 

it conform to or depart from the conventions of its genre? These 

questions can provide a historical or literary standard on which to 

https://writingcenter.unc.edu/handouts/argument/


base your evaluations. If you are reviewing the first book ever 

written on the subject, it will be important for your readers to 

know. Keep in mind, though, that naming “firsts”—alongside 

naming “bests” and “onlys”—can be a risky business unless you’re 

absolutely certain. 

Writing the review 

Once you have made your observations and assessments of the work under 

review, carefully survey your notes and attempt to unify your impressions into a 

statement that will describe the purpose or thesis of your review. Check out 

our handout on thesis statements. Then, outline the arguments that support your 

thesis. 

Your arguments should develop the thesis in a logical manner. That logic, unlike 

more standard academic writing, may initially emphasize the author’s argument 

while you develop your own in the course of the review. The relative emphasis 

depends on the nature of the review: if readers may be more interested in the work 

itself, you may want to make the work and the author more prominent; if you 

want the review to be about your perspective and opinions, then you may structure 

the review to privilege your observations over (but never separate from) those of 

the work under review. What follows is just one of many ways to organize a 

review. 

Introduction 

Since most reviews are brief, many writers begin with a catchy quip or anecdote 

that succinctly delivers their argument. But you can introduce your review 

differently depending on the argument and audience. The Writing 

Center’s handout on introductions can help you find an approach that works. In 

general, you should include: 

• The name of the author and the book title and the main theme. 

• Relevant details about who the author is and where he/she stands 

in the genre or field of inquiry. You could also link the title to the 

subject to show how the title explains the subject matter. 

• The context of the book and/or your review. Placing your review 

in a framework that makes sense to your audience alerts readers to 

your “take” on the book. Perhaps you want to situate a book about 

the Cuban revolution in the context of Cold War rivalries between 

the United States and the Soviet Union. Another reviewer might 

want to consider the book in the framework of Latin American 

social movements. Your choice of context informs your argument. 

https://writingcenter.unc.edu/handouts/thesis-statements/
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• The thesis of the book. If you are reviewing fiction, this may be 

difficult since novels, plays, and short stories rarely have explicit 

arguments. But identifying the book’s particular novelty, angle, or 

originality allows you to show what specific contribution the piece 

is trying to make. 

• Your thesis about the book. 

Summary of content 

This should be brief, as analysis takes priority. In the course of making your 

assessment, you’ll hopefully be backing up your assertions with concrete 

evidence from the book, so some summary will be dispersed throughout other 

parts of the review. 

The necessary amount of summary also depends on your audience. Graduate 

students, beware! If you are writing book reviews for colleagues—to prepare for 

comprehensive exams, for example—you may want to devote more attention to 

summarizing the book’s contents. If, on the other hand, your audience has already 

read the book—such as a class assignment on the same work—you may have 

more liberty to explore more subtle points and to emphasize your own argument. 

See our handout on summary for more tips. 

Analysis and evaluation of the book 

Your analysis and evaluation should be organized into paragraphs that deal with 

single aspects of your argument. This arrangement can be challenging when your 

purpose is to consider the book as a whole, but it can help you differentiate 

elements of your criticism and pair assertions with evidence more clearly. You 

do not necessarily need to work chronologically through the book as you discuss 

it. Given the argument you want to make, you can organize your paragraphs more 

usefully by themes, methods, or other elements of the book. If you find it useful 

to include comparisons to other books, keep them brief so that the book under 

review remains in the spotlight. Avoid excessive quotation and give a specific 

page reference in parentheses when you do quote. Remember that you can state 

many of the author’s points in your own words. 

Conclusion 

Sum up or restate your thesis or make the final judgment regarding the book. You 

should not introduce new evidence for your argument in the conclusion. You can, 

however, introduce new ideas that go beyond the book if they extend the logic of 

your own thesis. This paragraph needs to balance the book’s strengths and 

weaknesses in order to unify your evaluation. Did the body of your review have 

https://writingcenter.unc.edu/handouts/summary-using-it-wisely/


three negative paragraphs and one favorable one? What do they all add up to? 

The Writing Center’s handout on conclusions can help you make a final 

assessment. 

9 Tips for Writing a Film Review 

Posted on June 2, 2017 by New York Film Academy 

Whether you are an actor, a filmmaker or a film geek through and through, writing 

film reviews can help hone your ability to think critically and watch movies with 

a response that goes deeper than “That movie was awesome!” And for you future 

film reviewers out there, it’s never too soon to start. Here are nine tips on how to 

write a film review that people will want to read. 

1. Watch the film at least once. 

Once is necessary twice is preferable. Taking notes is also a good idea and will 

help the writing process by making it easy to refer to your in-the-moment 

thoughts and reactions. 

2. Express your opinions and support your criticism. 

Professional reviewers do not shy away from telling their readers whether they 

thought the movie was good, bad, or indifferent; in fact, readers come to rely on 

those reviewers whose tastes reflect their own when deciding whether or not to 

spend their time and money. Professional reviewers also have watched a lot of 

movies and can express why and how they came to their criticism. Be sure to 

back up your thoughts with specifics–a disappointing performance, a ridiculous 

plot, beautiful cinematography, difficult material that leaves you thinking, and so 

on. 

3. Consider your audience. 

Are you writing for a fan site, a national news outlet, or a Teen Magazine? 

Knowing who your readers are can help you decide what elements of the movie 

to highlight. You should also adjust your writing style to fit the target audience. 

4. Know the Actors’ portfolios. 

Many casual filmgoers will be inspired to see a movie if a favorite actor is in it, 

so you should probably spend a little space talking about the performances: 

seasoned actor in a new kind of role, brilliant performance from a rising star, 

excellence despite a lackluster script, dynamics in an ensemble, and so much 

more can be said about the actors in any given film. 

5. Call out directors, cinematographers, special effects. 

This is where your film geek can really shine. Tell your readers about the 

highlights or missteps of directors, cinematographers, costume designers and CGI 
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magicians. What worked, what surprised, what fell short of expectations, are all 

great questions to address in the body of your review. 

6. No spoilers! 

Give your readers some idea of the plot, but be careful not to include any spoilers. 

Remember the point of a good review is to get people interested in going to the 

movie. Don’t get over excited and ruin it for them! 

7. Study the professionals. 

As with all writing endeavors, the more you read the better you will be. And when 

you read film reviews that you like (or don’t like), think about why. Use your 

critical eye to think about why one reviewer has a hundred thousand followers 

and another only has two. Be sure also to read the publications where you’d like 

your writing to appear as a template for your own reviews, and don’t forget to 

read the submission guidelines! 

8. Reread, rewrite and edit. 

Edit your work; your opinions will not be taken seriously if you misspell the 

director’s name or can’t put together a grammatically correct sentence. Take the 

time to check your spelling and edit your piece for organizational flow. 

9. Find your voice. 

The best reviewers have a distinct personality that comes across in their writing. 

This does not happen overnight, so take every opportunity to write as an 

opportunity to develop your own style and voice that will grab reader’s attention 

and keep them coming back for more. 

 



EZINE 

Ezine" redirects here. For the town and district in Turkey of that name, 

see Ezine, Çanakkale. 

This article is about online publications. For online academic journals, 

see electronic journal. For the magazine named Online, see Online (magazine). 

An online magazine is a magazine published on the Internet, through bulletin 

board systems and other forms of public computer networks. One of the first 

magazines to convert from a print magazine format to being online only was 

the computer magazine Datamation.[1] Some online magazines distributed 

through the World Wide Web call themselves webzines.[2] An ezine (also 

spelled e-zine) is a more specialized term appropriately used for small 

magazines and newsletters distributed by any electronic method, for example, 

by electronic mail (e-mail/email, see Zine).[3] Some social groups may use the 

terms cyberzine and hyperzine when referring to electronically distributed 

resources. Similarly, some online magazines may refer to themselves as 

"electronic magazines" or "e-magazines" to reflect their readership 

demographics or to capture alternative terms and spellings in online searches. 

An online magazine shares some features with a blog and also with online 

newspapers, but can usually be distinguished by its approach to editorial 

control. Magazines typically have editors or editorial boards who review 

submissions and perform a quality control function to ensure that all material 

meets the expectations of the publishers (those investing time or money in its 

production) and the readership. 

Many large print-publishers now provide digital reproduction of their print 

magazine titles through various online services for a fee. These service 

providers also refer to their collections of these digital format products as online 

magazines, and sometimes as digital magazines. 

Some online publishers have begun publishing in multiple digital 

formats,[4] or dual digital formats, that may include both HTML version that 

look like traditional web pages and Flash versions that appear more like 

traditional magazines with digital flipping of pages. 

Here are 8 tips to ignite your creative spark and allow you to easily create 

content: 

1. Answer a question. Pick a question that your clients frequently 

ask. Answer the question in a short article. You can keep a 

running list of FAQs and refer to this whenever you get stumped. 

The great thing about answering client questions is that you know 

you are providing information that is useful and will help 

showcase your expertise. 
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2. Respond to hot topics in your industry. Review your industry 

publications, ezines, and blogs for what people are talking about 

and offer your opinion on the subject. Don't be scared to be 

controversial or disagree with the majority. This is what will set 

you apart. Your readers want to know what YOU think. 

3. Comment on a statistic or study. There is always ongoing 

research in every industry. Look up some recent statistics in your 

field and write an article or blog post about it. For instance, I 

wrote an article about keeping in touch with customers because a 

study showed that most salespeople give up after one or two 

contacts even though most sales are made after the fourth contact! 

(See Study on Small Businesses NOT Using Web 2.0) 

4. Use a numbered tip list or a "How to..." This article you are 

reading right now is an example of this format. You can pick a 

topic and then share a number of points on the subject. Try 

headlines such as: Top 3 Ways to... and  5 Secrets on How to... 

and 11 Ways You Can... and so on. Magazines often use these 

type of articles because they are easy to read and quickly 

disseminate information to the reader. 

5. Interview someone in your field. Pick a few questions to ask 

someone who is well known in your industry. I like to use this 

type of article to highlight an expert who has complimentary 

knowledge to mine or deep expertise on a topic that will be very 

useful to my audience. For instance, my expertise is in marketing 

but I might choose to interview an authority on publishing a book 

or on public relations. 

6. Share your latest gem. To stay at the top of our business game, 

most of us read industry publications, attend seminars, and/or 

listen to teleseminars. When you learn something new that will 

help your clients, write about it. Your audience will be grateful to 

you for teaching them about the latest and greatest. You can also 

offer a review of an event or resource as well. I have done several 

book reviews for my blog audience. 

7. Use Your Success Stories. People learn quickly from stories. So, 

use a client case study to demonstrate how a particular challenge 

can be overcome. Then, you can use the success story as a launch 

pad for more general advice. This type of article will teach your 

readers and reinforce your position as the expert. 

8. Tell a Story. People love to read stories and you can easily turn 

this into an article. Write about something that happened to you 

recently, and then give your opinion about it. Tie it into recent 

trends in your industry or explain how your clients are affected by 

it. There are many spins you can take on the story-telling 

https://www.kinesisinc.com/design/small-and-medium-business-are-not-using-web-20-for-marketing/


approach. For instance, my business partner, Shawn Busse, wrote 

a powerful article about his experience purchasing a camera case 

called Good Design = More Profits and one of our graphic 

designers, Michelle, discussed her trip to L.A. and what she 

thought about building wrap advertising. 
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Writing for the Web 

When writing for the web, using plain language allows users to find what 

they need, understand what they have found, and then use it to meet their 

needs. It should also be actionable, findable, and shareable. 

It’s important to understand how what you are writing fits into the 

overall content strategy, what the content lifecycle entails, and who is 

involved in the process.  
Why it Matters 

People read differently online than they do when they read print materials 

-- web users typically scan for  information.  In a study of online reading 

behavior , Jakob Nielsen found that “on the average webpage, users have 

time to read at most 28% of the words during an average visit; 20% is 

more likely”. 
Identify Your Users’ Top Tasks 

People come to your website with a specific task in mind. When developing 

your site’s content, keep your users’ tasks in mind and write to ensure you 

are helping them accomplish those tasks.  If your website doesn’t help them 

complete that task, they’ll leave. Conduct market research, perform a task 

analysis and other types of user research, and analyze metrics to better 

understand what users are looking to accomplish. 

Knowing your users’ top tasks can help you identify: 

• Content to feature on your homepage or landing pages 

• Page headers and sub headers 

• A logical structure to each page’s content 

How to Write User-Friendly Content 

It’s important to target your audience when writing for the web. By 

knowing who you are writing for, you can write at a level that will be 

meaningful for them. Use the personas you created while designing the site 

to help you visualize who you are writing for. 

• Use the words your users use.  By using keywords that your 

users use, you will help them understand the copy and will help 

optimize it for search engines. 

• Chunk your content.  Chunking makes your content more 

scannable by breaking it into manageable sections. 

• Front-load the important information. Use the journalism 

model of the “inverted pyramid.” Start with the content that is 
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most important to your audience, and then provide additional 

details. 

• Use pronouns. The user is “you.” The organization or government 

agency is “we.” This creates cleaner sentence structure and more 

approachable content. 

• Use active voice. “The board proposed the legislation” not “The 

regulation was proposed by the board.” 

• Use short sentences and paragraphs. The ideal standard is no 

more than 20 words per sentence, five sentences per paragraph. 

Use dashes instead of semi-colons or, better yet, break the 

sentence into two. It is ok to start a sentence with “and,” “but,” or 

“or” if it makes things clear and brief. 

• Use bullets and numbered lists. Don’t limit yourself to using this 

for long lists—one sentence and two bullets is easier to read than 

three sentences. 

• Use clear headlines and subheads. Questions, especially those 

with pronouns, are particularly effective. 

• Use images, diagrams, or multimedia to visually represent 

ideas in the content. Videos and images should reinforce the text 

on your page. 

• Use white space.  Using white space allows you to reduce noise 

by visually separate information. 

It’s also important to create an editorial calendar. You can encourage 

visitors to return to your site by keeping your content fresh and up-to-date, 

especially when working with blogs, social media, or dynamic content 

websites. 

Remember that developing web copy in plain language in the federal 

government is the law. Learn more about the government’s plain language 

standard and find a checklist  to help you in your projects. 
Testing Your Document’s Readability 

Use Microsoft Word’s Readability Statistics feature—part of the Spelling & 

Grammar check—to measure your progress as you write and edit copy. Try 

to make your reading ease number go up and your grade level go down. 

You can improve your readability by using active voice and short words, 

sentences, and paragraphs. 

The 11 Golden Rules of Writing Content for Your Website 

http://www.plainlanguage.gov/howto/quickreference/weblist.cfm


 

 

Good website writing is the key to beating these statistics. Well-written 

content that’s optimized for the web rises to the top of search results and 

holds readers’ attention. 

1. Know your audience 

It sounds simple, but so many writers put pen to paper—or finger to 

keyboard—before thinking about who it is they’re trying to reach. Before 

drafting content, ask yourself these questions: Who is my primary 

audience? What about a secondary audience who can influence and 

inform my primary audience? How will they find my site online? 

For example, say you’re creating a website for a law firm. Your primary 

audience might be existing clients. However, your secondary audience is 

much broader and could include other attorneys, law reporters, or 

anyone who might need your services in the future. You’ll need to make 

sure your content is both accessible and interesting to all of these 

audiences. What kind of questions might these groups ask about a 

particular topic? Where are they most active online? What kind of 

information do they need? 

Audiences find web content through many different paths—social media 

sharing, links from other websites, email sharing, and search engine 

results. That last method is especially important when you write for the 

web. Text could be extremely well-written and informative, but if it’s not 

optimized for search engines, chances are few people will find it. Think 

of your audience again: what search terms would they type into Google? 

Make sure to include those terms in headlines and sub-headers. 

2. Follow the “inverted pyramid” model 

https://www.jimdo.com/blog/how-to-naturally-get-high-quality-backlinks/


Web readers have short attention spans—they’ll decide whether your 

site has the information they need in seconds. Structure your content 

like an upside-down pyramid or cone. The most important messages go 

at the top of the page. Then, gradually drill down to the more specific, 

supporting information. End with tangential details. 

For example, say you’re creating a webpage about a conference. The 

most pertinent details—a description of the theme, date, and location—

would appear at the top of the page. Supporting details like speakers 

and their lecture topics would follow. The less important information—

such as conference organizers, the history of the conference series or a 

list of related resources—would appear at the bottom of the page. 

These two graphs helped guide our own website makeover and can help 

you conceptualize the structure of your site. 

These two graphs can help you conceptualize the structure of your site. 

3. Write short, simple sentences 

Long sentences are for Charles Dickens—the short attention span of 

today’s reader demands sentences of 35 words or fewer. And according 

to webpagefx.com, the average American adult reads at a 7th to 9th-

https://www.jimdo.com/website/how-to-create/


grade level. So website content that’s accessible and easy to read will 

naturally reach a wider audience. 

Focus on using nouns and verbs; use adverbs and adjectives sparingly. 

Don’t use words like “equanimity” or “obfuscate” when words like “calm” 

or “confuse” will do. 

If you’re not sure what grade level you write at (like most of us!) then it’s 

useful to check how your texts score on readility models. 

Most of the popular models are based on the length of words and 

sentences in a text. Your text’s readability is then scored by a number or 

an education level. These three tools will scan your text and score its 

readability: 

• The Readability Test Tool 

• The Readability Calculator 

• Microsoft Word 

4. Stick to active voice 

Use active rather than passive verbs, and specify the subject of the 

sentence. For example, rather than writing “A coffee was ordered,” write 

“The man ordered a coffee.” Instead of saying “Products can be ordered 

on our website,” say “You can order products on our website.” 

Active voice helps create succinct, reader-friendly sentences. It’s also 

more direct; when you speak directly to the audience (“You can do it”) 

it’s more engaging than saying “It can be done.” 

5. Show, don’t tell 

https://www.webpagefx.com/tools/read-able/
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Don’t limit your prose to generalities and high-level statements. Specific, 

real-world examples help readers better understand and visualize your 

messages. Consider these two descriptions: 

This is the best dog toy money can buy. 

Or 

We made the “Rough Rover” dog toy from durable, 100 percent natural 

rubber, designed to resist punctures and tears from even the most 

dedicated of chewers. 

Which version gives you a clearer picture of the type of toy you’re 

buying? Specific details in the second description show readers the dog 

bone rather than tell them about it. 

6. Nix the jargon 

The web is for everyone—not just technical experts. So make sure 

information is understandable for the educated non-specialist. Spell out 

acronyms on first reference. Avoid insider language. Explain complex or 

niche terms. And provide hyperlinks to other articles where readers can 

get more background information on a particular topic. 

Consider this sentence: 

The journalist grabbed a SOT from the MOS, drove back to the station 

and put the story in the can. 

Many of these terms are comprehensible only to broadcast journalists. A 

reader-friendly revision would be: 

The journalist interviewed a bystander about the incident, and recorded 

her statement to include in the story. 



This tip is especially important if you work in a technical industry, but 

want your website to attract non-expert customers. Remember that you 

need to write for your audience (see point #1) and not for your 

colleagues. Using accessible language will help you come across as 

approachable and open—just what you want to convey to future 

customers. 

7. Mix up your word choice 

Words are like cookies—we all have our favorites. But when it comes to 

keeping your visitors interested, variety is key! Word clouds are fun to 

use and can help you vary your word choice by visualizing which words 

you use the most. Just copy and paste your text into a free word cloud 

tool like this one to generate your cloud. The more you use a word, the 

bigger it will look in your cloud. Have you overused a certain word? Type 

it into Thesaurus.com to find new synonyms to enhance your text. 

Negative words standing out in your cloud? Now you know exactly what 

to tweak for a more positive tone. Keep an eye out for your website 

keywords as well: these should appear several times in your text, so it 

should be easy to recognize them in a word cloud. 

Here’s the exception: keep key terms consistent across your site to 

avoid confusing your visitors. For example, if you’re a photographer, 

don’t offer “photoshoots” on one page then call them “photography 

sessions” on the next. 

Make a list of terms that describe your company and group together any 

words you use to mean the same thing. Pick your top choice and stick to 

it everywhere on your website. Like this: 

Use: invoice . 

Not: bill 
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Use: photoshoot 

Not: photography session, photo appointment, shoot 

Do you call your customers clients, patients, or users? Do you refer to 

services, packages, or plans? Once you have this list, you can use it to 

review any text before you publish it. 

8. Make text scannable 

In addition to putting the most important information up top, make sure 

text is easy to skim. Most web readers will scan the page to find the 

specific piece of information they’re looking for—if they don’t find it 

easily, they’ll move on. 

Don’t believe it? Try paying attention the next time you open a webpage 

you haven’t seen before. Are you reading every word beginning to end? 

Or is your eye jumping around, looking for the information you want? 

• Instead of text-heavy paragraphs, use bulleted or numerical 

lists. Instead of one long page of text, organize content into 

labeled tabs. 

• Always include “white space.” This is the empty space that 

surrounds paragraphs, images, and other elements on your web 

page. Though it may seem like this is just wasted space, 

it’s actually a web designer’s best friend. Comfortable amounts of 

white space around text make it more legible, and more enjoyable 

to read. 

• It’s also important to divide content into sections with descriptive 

sub-headers. For example, a webpage about climate change might 

organize information under the following headings: 

o What Is Climate Change? 

https://www.jimdo.com/blog/website-bounce-rate-how-to-keep-visitors/
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o Drivers of Climate Change 

o Current and Projected Impacts of Climate Change 

o Solutions to Reduce Emissions 

o Learn More 

These sub-headers not only help readers navigate the page, they’ll help 

search engines find your content. On your Jimdo site, just select the text 

you want to edit, highlight your heading, then hover over the Style 

options to set your heading size. Use one large (H1) heading at the top 

of each page, use medium (H2) headings to separate your main content, 

and use small (H3) headings for any minor points. 

9. Incorporate multimedia 

Sometimes a picture—or infographic or video—really is worth a 

thousand words. Research shows that 90 percent of the 

information transmitted to the human brain is visual, and people process 

visual information 60,000 times faster than text. An easy-to-read chart or 

graph can also do a better job of explaining a complex topic than text 

alone. If you’re not a graphic designer by trade, there are lots of ways 

to use visuals on your website and some great services out there to help 

you make graphics yourself, like Canva and Piktochart. 

Images also help break up text, making your page easier to read. We 

recommend having at least one image on each page of your website. 

 10. Layer website content 

The great thing about a website is that it’s easy to direct readers from 

one page to another. Help readers find more great content by 

hyperlinking certain words or phrases to other relevant resources, 

especially those on your own website. This will help keep people 

engaged with your content and moving through your site. 
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For example, say this sentence appeared on your cooking 

website: Ratatouille is a low-fat dish that consists of seasonal 

ingredients like eggplant, squash, and tomatoes. You could hyperlink 

“low-fat dish” to a page with other blog posts on healthy eating. 

Building these internal links within your own site also helps your SEO, 

but keep in mind that links should always be relevant and helpful. 

Visually, if you overload your text with links, people won’t know what to 

click on. Google recommends keeping the amount of hyperlinks on a 

page to a “reasonable number.” 
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