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C O M E  S E E  M E  T O  T A L K  A B O U T  T H E  I S

Mon: 12-1; Tues: 11:30-12:30 (Rath).



I S  P R O J E C T S
Source lists due next Monday
Check out the website
Profile stories due Oct. 9

(two weeks from today)
Light labs this week, start on the IS!



I S  P R O J E C T S
If you are going to use your story publicly, 

you must disclose that to sources now
You can’t talk to people you know well



I N F O R M A T I O N
G A T H E R I N G



monohex/Flickr Creative Commons

P R I M A R Y
S O U R C E S

Public documents
Private research/

documents
Interviews
Observation



P E O P L E  T O  
I N T E R V I E W
Those with knowledge of subject
Experts — experts.news.wisc.edu
Associations/interest groups



experts.news.wisc.edu



P L A Y E R S

E X P E R T S

F E E L E R SC O N N E C T O R S

E X P L A I N E R S

B A C K G R O U N D
R E S E A R C H



O T H E R  P R I M A R Y  
S O U R C E S

Public documents
Maintained as part of the public’s business
In Wisconsin, a record is anything in final form

(there are exceptions, but the 
law is tipped in public’s favor)



O T H E R  P R I M A R Y  
S O U R C E S

Private documents created outside
public sector

Press releases Publications
Backgrounders Research
Correspondence Fact sheets



O T H E R  P R I M A R Y  
S O U R C E S
Research
Simmons and MRI —

consumer research databases
Self-conducted studies

Focus groups Surveys





O T H E R  P R I M A R Y  
S O U R C E S

Observation
As a participant or a nonparticipant
Important for description and insights
Be sure to maintain objectivity and 

not get too involved



S E C O N D A R Y
S O U R C E S

Information is filtered
As a result, rarely used

in stories
Always attribute if you do

S T A R T  W I T H
P R E V I O U S L Y  
P U B L I S H E D  P I E C E S

Jimmy_Joe/Flickr Creative Commons



Y O U  H A V E  T O  H A V E  A  M I X  O F  
S O U R C E S

Matthew Griffiths/Flickr Creative Commons

Writing a story with
one source isn’t enough



S T A R T  B Y  
M A K I N G  A N
I D E A  M A P



W H A T  A R E  F O U R  A N G L E S  Y O U  
C O U L D  C O V E R ?

W H A T  A R E  T H R E E  D O C U M E N T A R Y
S O U R C E S  Y O U  C O U L D  U S E ?

W H A T  A R E  T H R E E  P R I M A R Y  
S O U R C E S / I N T E R V I E W S  Y O U  
C O U L D  U S E ?



W H E R E  T O  S T A R T ?
Go beyond this



Consult Lexis Nexis and other databases
Set up a Google Alert
Use an advanced Google search

W H E R E  E L S E  
S H O U L D  I  L O O K ?



I N T E R V I E W I N G



W H Y  D O  W E
I N T E R V I E W ?
To gather facts
To get quotes and anecdotes
To understand situations and trends
To glean interpretations and analysis
To confirm — or refute — details 
To show you were there



R E A S O N S  T O
I N T E R V I E W
In reporting, to add voice, emotion, 

opinion to stories
In strat comm, to gather information

and insight for strategy 



P R E P A R A T I O N
Your best option is in-person interview
The phone is the next best thing
The worst option is an email interview

Pascal/Flickr Creative Commons



H O W  
T O  
S E T  
I T  
U P  



R E S E A R C H
Read everything you can about your subject
What can you ask that hasn’t 

been asked before?
Map out the order of questions or themes

you want to cover in the interview
ASK TOUGH QUESTIONS AT THE END



Y O U ’ L L  F E E L  L I K E  T H I S



H O W  Y O U  P H R A S E
Q U E S T I O N S  
D I C T A T E S  T H E  K I N D
O F  I N F O R M A T I O N  
Y O U  G E T

Q U E S T I O N S  M A T C H  N E E D



W H O ?
W H E R E ?

W H E N ?
Information-gathering

questions

T E L L  M E  A B O U T …
Subjective
questions

W H A T  W E N T
T H R O U G H  Y O U R  
M I N D …
W H A T  D O  
Y O U  T H I N K …



https://twitter.com/SNFon
NBC/status/9121015636440

02304/video/1



I N  T H E  I N T E R V I E W
Start by softening up the subject
Follow up with an explanation of

what you’re doing
Know what themes you want to cover
Stay flexible for follow ups
Always get name, age, occupation 

and city of residence



theunquietlibrarian/Flickr Creative Commons

B A D
Q U E S T I O N S

Cliches
Leading questions
Yes or no
Cross examination
Offensive or insulting 
Interruptions
Detours



T H R E E  K I N D S
O F  I N F O R M A T I O N
On the record: Anything said is fair game, 
can be attributed to source
Not for attribution: You can use it in a 
story, but it can’t be attributed
Off the record: Can’t be used in a story 
and can’t be linked back to a source



I F  Y O U  D O N ’ T
U N D E R S T A N D  
S O M E T H I N G ,  
A S K  F O R  
C L A R I F I C A T I O N

Wrap up by asking what 
you’ve missed



L O G I S T I C S
Always record your interviews
Always take notes
Take note of time stamp
Let your subject know 

you’re recording
Think about body language



E T H I C S
Y O U  S H O U L D  N O T …
Record surreptitiously Select unrepresentative
Use others’ quotes content

without credit Interview those unable to
Sensationalize give consent
Jeopardize your source Use foul language

recklessly



T I M E  T O  
I N T E R V I E W
Y O U R  
N E I G H B O R



W R I T E  A
F E A T U R E  L E A D
F R O M  T H A T  
I N T E R V I E W



L O N G - F O R M  S T O R I E S
Narrative structure
Feature leads
Emphasis on meaning, reason for 

telling the story
Objective copy, subjective quotes



G I V I N G  
S H A P E
T O  
Y O U R  
S T O R Y

find a structure that works 
with the kind of story 
you’re trying to tell



T H E  N U T  G R A F
This is the paragraph that tells readers why  

they should keep reading

It's the essence of the story IN A NUTSHELL

Why is this happening? Why does it matter?
What bigger trend is happening? Why is this relevant?

It needs to come — at the latest —
by the fifth paragraph



The lead is the tease to 
draw in readers

The nut graf is the heart 
of the story and tells 
why a reader should 
keep going



T H E  N U T  G R A F
On Super Bowl Sunday, Sean Aron will gather at the stadium with around 80 friends and family.
Before kickoff, they will admire its unique architecture, looking down with anticipation at the 
lush green gridiron.

Then they will eat it.

Within minutes, they will have scooped out its jalapeño-cilantro-hummus field and 
cucumber-salsa end zone, devoured its carrot-cake entrance and finished off any 
Vienna-sausage players. “Before the first quarter is over,” Mr. Aron said, “that stadium is 
empty.”

The venue, in this case, is a “snackadium,” a kitchen-island-sized replica of Houston’s 
NRG Stadium, where the New England Patriots will battle the Atlanta Falcons this weekend, 
although not on hummus.

A growing fringe of snackadium builders like Mr. Aron spend days meticulously
constructing elaborate football-arena models using Super Bowl party food. 
Guacamole end zones rest under beef-jerky goal posts. Spectator stands seat hot wings, 
sliders and sushi. Cocktail weenies become players with Frito helmets. Cheese blocks
perched on skewers make excellent stadium lights. 



THE KEBAB/THE CIRCLE
OTHERWISE KNOWN AS THE WALL STREET JOURNAL FORMULA

L E A D

F A C T S

F A C T S

N U T  G R A F

F A C T S

O P E N I N G
A N E C D O T E

N U T
G R A F

D E T A I L

C L O S I N G
A N E C D O T E

Good for telling 
feature stories about 

issues or trends



A problem, said his wife, April, is his perfectionism. When he blotches a sour-cream line on 
the gridiron, say, he will level out the hummus and start over. “I’ll say ‘No one will notice that,’ ”
said Mrs. Aron, 30. “And he’ll say, “Oh, yes they will.’ ”

Normally, he finishes his stadiums—they can take a month or more—a week before Super Bowl.
This year, he was sidetracked by another project, a replica of the 16th hole of this week’s 
Waste Management Phoenix Open at the TPC Scottsdale course, to hold sandwiches for a 
company event.

He expects his Super Bowl 51 snackadium to be ready at kickoff time Sunday. Judging from
experience, he said, guests will be reluctant to take the first scoop. After the national anthem, “everyone starts digging in

“It’s always a little deflating, because it takes literally 10 minutes to break down something 
that took six to eight weeks to create,” he said, “But I always look forward to the next year.”

https://www.wsj.com/articles/we-have-sunk-to-this-replica-super-bowl-stadiums-made-of-snacks-1486051213


