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Digital Storytelling Series with
PBS Western Reserve

« Community partners, members, and
individuals can learn the tools in
creating digital content for effective
digital storytelling.

* You will learn about digital content
creation through website creation, video,
audio podcasting, content strategy, and
more.
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Questions:

Feel free to submit any ‘
questions or comments in- |
the chat box duringthe =
presentation.

2020



Topics

* Content navigation behaviors and patterns f u,&:
» How people read mobile content , f:m’fjw

* How people use phones for different content |

« Distractions and Multitasking "
 Writing Tips/ Inverted Pyramid

e Platforms
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Reading on the Web (Mobile) =\ =%

* |nitially, people do not read but scan content
* People scan 16% - 20% of written online conte

» People scan for what catches their attention
* Headlines, the amount of text, keywords, links

* People scan like ...
* They scroll through social media
* They are looking for specific information
* A specific piece of information and need it quickly

OPBS &I
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Reading on the Web (Mobile)

* You have 8-12 seconds to catch their intere

* 55% of all page views get less than
15 seconds of attention.

+ 2.3 letter words are skipped 75% of the time, wi
letter words are focused on (keywords)

* People scan for what catches their attention
* Headlines, keywords, length of text
* Videos, photos

onMaeh 5
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* People scan for clear and concise messag k..
The Power of Digita

* The more words on a page the less they will = ==
read | |

webingt on Marc

* Long paragraphs deter actual reading
* People do not read like you think you do
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Mobile Phone Use

 Smartphone interruptions
* Calls and Message notifications
* Social media badges and alerts
* Music Apps/Videos, Gaming

* How you use hold your
smartphone can effect the
reading or scanning of content

O PBS IR
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Mobile Phone Use

* Different tasks, in this
multitasking era, may
change the physical
Interaction with the phone

 Basic ways of phone usage
* One handed
e Cradled
* two handed

(3PBS Wy
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Mobile Phone Use

When reading content or a web

article, how do you hold your
phone?

Enter , 2, 3,0r4in
the chat box

(DPBS HEskh
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Mobile Phone Use by context

https://dl.acm.org/cms

100%

Tap Check Type Short Long
Link Box Scroll Scroll

igure 1. How people hold and touch with their phones varies by the interactive context and its needs.

2 Fingers
or Thumbs

1 Hand &
Thumb

Hold & Tap
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Question:

V%S

What is the average ’;
reading level o ?’) )
American



Question:
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e a d a b I I It — The Power of Digital
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“The average American reads at the -

/th- to 8th-grade level.”

— The Literacy Project
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“The Organization for Economic Cooperation an

Development found that 50 percent of U.S. adults w

can’t read a book written at an eighth-grade Ievg& ,

WOOA

-The Washington Post (2016)

P B s WESTERN
https://www.washingtonpost.com/news/answer-sheet/wp/2016/11/01/hiding-in-plain-sight-the-adult-literacy-crisis/ RES ERVE
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Readability

- Readability is the ease with which text can
read and understood

* Knowing the reading level of your text can gi

you a general idea how many people may be

able to read It.

* Text intended for readership by the general
public should aim for a grade level of around
8, schooling age 13 to 14.

https://designshack.net/articles/mobile/tips-for-designing-better-mobile-typography/
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Readability

* Having a readable website with engaging

. e Power of Di ital
content is a boost for any organization and i
increases engagement. "
* Content with high engagement has many .
benefits, including: \ o -
* Decreasing bounce rate and Increasing time on

site
* Readers want to share your content
* Readers go further into your site

Having a readable website with engaging content is a boost for any business or organization. P B WESTE RN
readable.com/blog/the-flesch-reading-ease-and-flesch-kincaid-grade-level/ RES ERVE
Presented by Fred Barrett, Emerging Media Manager
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Flesch-Kincaid Readability Test

» The Flesch Kincaid Readability Test is a widely )
used readability formula which determinesthe =~ =
reading grade level of a text. It is effectivefor

* Writing copy for your website
* Advertising your product
* Boosting your SEO performance

* Used by marketers, research communicators
and others to measure the readability of text.

mm!’tm"“’"m‘m
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* The Flesch Kincaid Readability Test scores

The Power of Digita!

based on: | Seeine
» Sentence length or the average number of words if °-.:::.,.v~::t:::.m:mé:w
a sentence
* Word length or the average number of syllables ln |
a word '

* The average length of a sentence has
decreased with time, as well as our attention
span
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Distractions and Multitasking = | = S8

* Videos and photos are more popular amon
mobile-phone users

* More likely to be interrupted by text messag
facetime requests, social media alerts, and.
phone alerts |

e Users could be in different environments or on
the move

* Locations present emotional distractions
* Doctors offices, in automobiles, airport, and more
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* Checki '
ng reminders, to-do lists, calendars |

e Divided attention

The Power of Digital
storytelling
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Writing Tips Before The First Keystr

-‘ .- QPBS tg;iw shadle  Local Procy

* Know your audience -
» Before you start writing ask the following question :‘:::‘:Zi&f&é’""i

* Who is my primary audience? N e

 What about a secondary audience? " |

* Why is your content important to your audlence' ‘ 3

* What keywords would you use in sharing your
information?

 What would get them to share the content?

OPBS &I

22222



~7“r e
Pt R
C (’ 06 mm‘l.a-pmgmntnhw
oWt | It rmasin: § emtary Datbnert

. on | G F R L

- Q@pesua

_ 1
How many times have
you shared an article A

Local Productiont

The Power of Digital
storytelling

REGISTEN TODAY

OPBS uemn

ledia Manager
22222

Presented by Fred



The Power of Digital

storytelling

Inverted Pyrami

QPBS TRy

2020



Inverted Pyramid

» Write your content like an upside-down pyre

e Start with your conclusion or the most impo
information
* Two to three sentences or short paragraph

» Rank your secondary information that explains or
supports your main point.

* Web readers have short attention spans and will
determine their interest in seconds.
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Inverted Pyramid Benefits

- Readers can determine if they want to reac
entire article.

* Readers can stop reading at any point and s II"
the intended information.

* Reduces need for longer text and read time
* Encourages scrolling.

 Gets to the point and supports all types of
readers.

QPBS TRy
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"The Lead": The most important info
Who? What? Where? When? Why? How?

Inverted Pyramid: Lead (Lede)

The Lead ‘
- This is the what, where, T T

Argument, Controversy, Story, Issue

when, how and who of the e i L

Quotes, photos, video, and audio that

Sto ry support, dispute, expand the topic
|

"The Tail": extra info

Interesting/Related items

* This is the hook to get the

In blogs, columns, and
other editorials: the

audience to keep reading. csemantor g

QDPBS ek
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Inverted Pyramid: Body

The Body

* This is the supporting
information of the lead
backed with more detail.

* Includes photos, video, or
audio to enhance written
text and engagement

https://ohiostate.pressbooks.pub/stratcommwriting/chapter/inverted-pyramid-style/

"The Lead": The most important info
Who? What? Where? When? Why? How?
Approximately 30 words (1-2 thin paragraphs)
May include a"hook" (provocative quote or question)

"The Body": The crucial info
Argument, Controversy, Story, Issue
Evidence, background, details, logic, etc.

Quotes, photos, video, and audio that
support, dispute, expand the topic

"The Tail": extra info
Interesting/Related items

May include extra context
In blogs, columns, and
other editorials: the
assessment of the
journalist

eeeeeeeeee
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Inverted Pyramid: Tail

ICREN
* This is any additional

information or extra content

such as links to other
sources, urging readers to
share, or any other call-to-
actions

https://ohiostate.pressbooks.pub/stratcommwriting/chapter/inverted-pyramid-style/

—

"The Lead": The most important info
Who? What? Where? When? Why? How?
Approximately 30 words (1-2 thin paragraphs)
May include a"hook" (provocative quote or question)

"The Body": The crucial info

Argument, Controversy, Story, Issue
Evidence, background, details, logic, etc.

Quotes, photos, video, and audio that
support, dispute, expand the topic

"The Tail": extra info
Interesting/Related items

May include extra context
In blogs, columns, and
other editorials: the
assessment of the
journalist
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Writing Tips: Keep It Simple i

WESTERN
RESERVE

* Keep written content clear and simple ‘

The Power of Digital

* Use active voice and common language Storytelling
i 3 DD vt
* strong, direct, and clear tone e

REGISTER TOOAY

* use the same words and phrases your audleno d

* Use these words as keywords for
SEQ - Search Engine Optimization

* Avoid abbreviations
* Avoid repetition

YYYYYYYYYY
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The Power of Digital

Paragraphs, 1
Sentences, & Lists,
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» Put the most important content in the first
paragraph

* Keep sentences and paragraphs short
e 2-3 sentences per paragraph

* A paragraph should consist of 70 words or Iess.'»j-,_

* Choose lists over long paragraphs
* Use lists to make your content easier to scan
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Writing Tips - Headlines

- Headlines should communicate what the

| o Power of Digital
article is about. 4 o:":“"‘"“f 96
» Headings and subheadlines allow readersto’ | = =
navigate content. gl
* Choose a word or phrase from the \ T

paragraphs that will make the reader want to
keep reading.
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Writing Tips - Headlines

* Use short and direct headlines and
subheadlines

* Use subheadlines to clearly describe the
content in each paragraph.

» Helps divide long text into shorter text bloc

QPBS TRy
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Suggested Word Count

In Writing For Web
Headlines: 8-10 words or less |
Sentences: 15-20 words '

Paragraphs: 40-70 words

QPBS TRy
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Writing Tips: Formatting

* Don't bold, italicize, or indents unnecessar ..
» They can hinder scanning. s

Western free digital
n Qegerve for Wi
o mbmumMmmwwmmo\m

* Don't underline | .
* Underlined content is reserved for hyperlinked.text

» Use proper font size, lists, and subheadlines.. “~ "
* Don’t use colors “
* AVOID ALL CAPS

* Avoid multiple punctuation marks!!!???
QPBS RELH:
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Platforms

* WordPress (hosted)
* Most customizable blog platform

* Medium
* Best for building an audience

* LinkedIn
* Best for attracting B2B projects

e SgaureSpace.com/Weebly
e Good for small businesses

storytelling
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PBSWesternReserve.org

IEI. IEI
Fred Barrett ..__ -I'-l-:i"
Emerging Media Manager

fbarrett@pbswesternreserve.org
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Join The Next o
Power of Digital Storytelling Webinar! - ==

Topic:

Graphic and Photo Basics
When:

Wednesday, April 28
12:00-1:00pm

(US and Canada)

Register in advance for this webinar:
https://zoom.us/webinar/register/WN 4J-lrrtNTSayGt8jQfLGMA

After registering, you will receive a confirmation email containing

information about joining the webinar. @ PBS \ESTERN

©2020
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