Writing within the Discipline:

COMMUNICATION

N4 |
! I. ME.
ISR

T ]


















e following guide provides speci ¢ instructions for
writing within the disciplines Advertising, Multimedia,
Journalism, and Public Relations. is guide features
advice from experts in their respective elds: Professor
John Stack, Dr. Russell Cook, Dr. Sara Magee, and
Professor Veronica Gunnerson.

While the advice was collected speci cally for
Communication students, it can be used by students in a
variety of majors. Each section includes an explanation of
how the discipline relates to other forms of writing as well
as how it will improve the overall writing of any and every
student.

e last two sections of this guide are general tips from
the Communication experts. e rstis a set of guidelines
for e ective academic and professional presentations,
featuring information gathered from the Communication
experts. e second is a citations style guide for the four
disciplines as well as an explanation of the importance of



Advertising

Writing for advertising may seem daunting, but Professor John Stack insists that
itisnotasdi cultas it appears. When writing in advertising, students learn the
importance of tone, keeping the audience engaged, and establishing a genuine
connection with the audience. is form of writing focuses entirely on how the
writer and reader interact.  erefore, these skills are necessary for students of all
disciplines when writing persuasive or argumentative essays

Professor Stack’s background as an advertising copywriter for over twenty years and
an advertising professor at Loyola University of Maryland for fteen years mean that
his advice for writing in advertising has turned into direct, concise tips that re ect
exactly what he expects from his students.

1. Stay simple
Use short, declarative sentences. Communicate your message as clearly as possible.
In long, winding sentences, readers easily lose the message you want to convey.

2. Write conversationally to your target audience
Advertisements create dialogue between the advertiser and the consumer. e
writing should be “informal [and] conversational” to develop a trusting connection
between you and your audience. Adjust to the dialect and vocabulary of your
particular audience. For instance, if your goal is to reach college students, you
should write how they would speak to each other, instead of using formal diction.



3. Keep it interesting
Because there are so many outlets to turn to, advertisers don’t have a lot of time to
make genuine connections with their viewers. So writers for advertisements need to
quickly engage the target audience in an interesting way.

Draft: Starbursts are solid and juicy: try them!
Revision: A screaming mime: makes no sense! Just like Starbursts.  ey're solid and juicy!

e main focus of advertising is to speak directly to the consumer and convince
them that your message is the most important that they will hear, read, or see that
day. By using the above techniques, you will be able to establish a connection with
your audience and inspire them to action.



Journalism
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3. Beclear
When people read journalistic pieces, they are looking for the basic storyline and a
collection of information. ey want to read short, simple reports. So write simply,
and make the context of the story evident.

Draft: On a chilly Monday morning in the middle of October, the students of Loyola
University Maryland resumed their classes.
Revision: On Monday, October 16, students returned to class.

4. Objectivity is key
You are a researcher for your readers, translating lots of information into
understandable statements. Unless you are writing an opinion piece, advice column,
or personal blog post, you should stay as objective as possible. Your opinion is not
fact and your readers are only looking for facts.

Draft: Mayor Rodriquez is the best mayor we have ever had.
Revision: Under Mayor Rodriquez, the city has seen a decrease in obesity, crime, and
higher literacy rates.

5. Use an ethical approach
Journalistic writing speaks directly to the common citizen. e writer has all of the
information and shapes it to what the people need to know. Write the truth as it is.
Always cite the proper sources. Continuously fact-check your work.

Journalistic writing forces students to limit their writing to only the necessary,
important, and interesting aspects.  ese skills will help writers make a connection
with their audience more quickly, and form clearer arguments, reports, and stories
for their audience.
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Multimedia

Studying Multimedia means to observe, analyze, and critique each element of a
medium. e medium could be a sound-clip, video, or animation. To write the
most accurately about media, students use phenomenology. Phenomenology is a
philosophy based in the belief that there are only objects and events. e way that
we perceive them leads to their signi cance. As a phenomenological writer, your
job is to present all the objects and events of a work, completely describe them, and
make a thoughtful conclusion about each of their signi cances within the work.
Once you have mastered thorough and objective descriptions, you will be able to
understand and explain the world around you more clearly than ever before.

e following advice comes from Dr. Russell Cook, an experienced professor
of Multimedia and video in Loyola University Maryland’s Communication
Department. It is based on the most common issues students have when analyzing
multimedia experiences.

1. Place yourself outside of the work
Avoid naming your role as the viewer or listener. Separate yourself from the work to
analyze it objectively and more thoroughly.

Draft: “I hear the music in the background, indicating a change of tone.”
Revision: “ e music in the background indicates the change of tone.”
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2. Describe the work; don’t explain it
By explaining the relevance or importance of an object or event without describing
the actual object or event, the argument fails to address its signi cance within a
work. It also limits the variety of interpretations that readers can make about the
events and objects within a work. Explanations include naming the objects or events
of a work. Words such as “person”, “table”, or “party” give certain connotations
to objects and events that corrupt the potential interpretation of readers. Dr. Cook
emphasized this particular tip, saying, “If you focus on the explanation, you'll lose
the experience.”

Draft: “ e person on the table represents the party.”
Revision: “Subject one’s placement above object one de nes the energy of the scene.”

3. Avoid judgmental words
When using words such as “good” or “bad”, you lend your own opinions to the
objects and events of a work and emphasize them beyond their face value. Instead,
provide details that are expressly objective and simply describe the objects and
events.

Draft: * e lighting is really good in this scene.”
Revision: “ e lighting in this scene expands over all of the objects.”

Phenomenology bene ts all students because it teaches concentration on one subject
at a time, and promotes critical analysis of the thousands of media we consume
daily. It also helps the development of writing thorough explanations, and aids
students writing ction, non- ction, and research essays in any eld.
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Public Relations
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3. Conciseness is key
“When writing for PR, you need to think as reporters do,” Professor Gunnerson
claims. Use short sentences (no more than 20 words) and limited details. “Make sure
you budget your words,” Professor Gunnerson suggests.

Situation: A client is launching a non-pro t to bene t literacy development in
elementary-age children.

Response: We are proud to support this non-pro t, which will help elementary-age
children with their reading.

4. Be exible in a variety of writing
A public relations representative must be trained to write media releases, feature
stories, letters to the editor, speeches, public service announcements, and more.
erefore you must be exible in your writing and understand the rhetorical
situation at hand. Each task has a di erent set of rules that you will need to follow to
write most e ectively.

Ideally your writing in public relations will prepare you for how to present yourself
aswell.  ese skills will transfer to writing cover letters, social media posts, and
performing well in interviews.
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4. “Becon dentin yourself...you are the expert.”
—Dr. Sara Magee
When people are reading text directly from a paper, note-card, or an overhead slide,
they aren't engaging with the audience and seem less con dent that they know the
material, and that leads to less engaged and meaningful presentations. You know
what you are talking about. Con dently present what you know.

5. “Do not read directly from your presentation.”
—All four experts
e professors unanimously agreed that the most common mistake students make
during presentations is reading directly from the text on their presentations. “When
people are reading from your presentation, they are not paying attention to you—
and they should be!” Dr. Magee concluded.

6. “Do not overload your presentation with text.”
—All four experts
A presentation is a conversation with your audience. So you need to be the one
speaking to them, not your presentation. Include brief highlights of important
facts on which you will elaborate. Use graphs, pictures, and short videos to your
advantage. Tell your audience what it is important for them to know, instead of
making them nd it.

With these helpful tips, your presentations will be simpler, smoother, and ultimately
more professional.
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8
Citations
Citing sources indicates your reliability, transparency, and responsibility as

an author. For each particular eld, citations can vary depending on what
information your audience needs to evaluate your statements.

Citations increase your credibility as a communicator. Credibility is crucial to
your work because most of it will be subjective analysis or working towards
aspeci c goal. Your audience must believe everything you say in order to
properly get your point across.  erefore, cite your information correctly so
that your audience has no reason to believe that you are not credible.

For most papers in Communication, it is best to use APA style, unless your
professor says otherwise.

Advertising

In writing for ads, your audience will hardly ever see your research.
However, if you are using statistics or facts that are not widely known, cite
the organization that is supplying the information and the year in which
they published the information.

Example: Loyola University Maryland Writing Center, 2018

Multimedia

Mostly your citations will involve the media you are directly dealing with.
If you are analyzing a video, cite the precise time in seconds of the part
you are focusing on.

Example: At 0:04, a bright light enters from the left.
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Journalism

Attributing sources appropriately and accurately is increasingly important
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