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FEARLESS JOURNALISM FOR JUSTICE



IMPACT JOURNALISM &
MULTIMEDIA STORYTELLING

THE MOST IMAGINATIVE WORKSHOP TITLE EVER.



http://www.youtube.com/watch?v=Bkhela2RzF4


HOW DID THAT VIDEO 
MAKE YOU FEEL?

AND WHICH ELEMENT
IN THE VIDEO MADE 
YOU FEEL THAT WAY?

Daughter’s face (visuals)
Mom crying
Her voice
Personalising the issue
Mother’s emotion
Tone of mother’s voice
Music
What was said

Sad
Upset
Injustice
Sympathy
Connection



WHICH VIDEO HAD 
MORE VIEWS?

A. SAYA JUGA ANAK MALAYSIA B. RANDOM CAT VIDEO

BUT WHICH WOULD 
INSPIRE YOU TO
DO SOMETHING?

38 MILLION VIEWS



INFORMATION + INSPIRATION
= IMPACT



JULY 2016:

“PREDATOR IN MY PHONE”.
R.AGE RECEIVED POLICE STATISTICS ON SEXUAL ASSAULT.

NOTICED A WORRYING TREND WITH CHAT APPS. 
STARTED UNDERCOVER INVESTIGATIONS.



http://www.youtube.com/watch?v=JN5ZBdieouU


http://www.youtube.com/watch?v=5xyLBBm2OAk


OCTOBER 2017:

“MPs AGAINST PREDATORS”.
A CAMPAIGN FOR NEW LAWS AGAINST CHILD SEXUAL CRIMES.



APRIL 2017:

A BIG VICTORY: LAWS AGAINST 
CHILD SEXUAL CRIMES PASSED.

SEXUAL OFFENSES AGAINST CHILDREN ACT (2017) NOW 
PROTECTS MALAYSIAN CHILDREN FROM MANY NEW FORMS OF 

CHILD SEXUAL EXPLOITATION.





EXPOSED CORRUPT MALAYSIAN 
OFFICERS INVOLVED IN PANGOLIN 
SMUGGLING TRADE.

IN COLLABORATION WITH THE 
ENVIRONMENTAL REPORTING 
COLLECTIVE (ERC)



http://www.youtube.com/watch?v=fYRIzXqBGiA


AN ILLUSTRATED ONLINE
INVESTIGATIVE STORYBOOK





AND WE SAVED THREE PANGOLINS.
WE NAMED THEM RAINIE, RANDI AND RAYMOND.



1. CONTENT
2. CONCEPT
3. CHANNELS
4. CALL-TO-ACTION
5. CONVERSATIONS



STEP 1

CONTENT
DECIDE WHAT IS YOUR STORY ANGLE.
PURSUE THAT STORY RIGOROUSLY.

DEVELOP AN IMPACT GOAL.



STORY ANGLE = A HYPOTHESIS, an assumption based on 
initial info or evidence. 

EVERY TOPIC/ISSUE HAS MULTIPLE STORY ANGLES.
FINDING THE RIGHT ONE IS AN ITERATIVE PROCESS.

AND IT HELPS DEFINE YOUR “ONE SMALL STEP”.

WITHOUT AN ANGLE, 
A STORY IS POINTLESS.



RESEARCH

Assemble all the 
facts you can find.

THE JOURNALISTIC PROCESS
INTERVIEWS

Start speaking to 
people on the 
ground.

Requires EMPATHY.

FACT-CHECKING

Confront your 
assumptions and 
biases in the most 
brutal way —
EDITORS.

INVESTIGATION

Still can’t find 
definitive answers? 
INVESTIGATE. 

The best journalists 
never give up.

STORY ANGLE

USE NEWS VALUES



RESEARCH

Assemble all the 
facts you can find.

THE REPORTING PROCESS
INTERVIEWS

Start speaking to 
people on the 
ground.

Requires EMPATHY.

FACT-CHECKING

Confront your 
assumptions and 
biases in the most 
brutal way —
EDITORS.

INVESTIGATION

Still can’t find 
definitive answers? 
INVESTIGATE. 

The best journalists 
never give up.

STORY ANGLE

USE NEWS VALUES



5.   CONFLICT
6.   NOVELTY
7.   HUMAN INTEREST

NEWS VALUES
1.   TIMELINESS
2.   IMPACT
3.   PROXIMITY
4.   PROMINENCE



EXERCISE
PICK A NEWS STORY OR VIDEO THAT CAUGHT YOUR EYE.
TRY TO SEE HOW MANY NEWS VALUES YOU COULD FIND.

ANYONE CAN IDENTIFY ALL 7?



THE 
FIVE-WORD 
HEADLINE



EXERCISE:
THE FIVE-WORD HEADLINE

SUMMARISE YOUR STORY ANGLE INTO 5-10 WORDS.
CRAM IN AS MANY NEWS VALUES AS POSSIBLE.
HELPS KEEP YOUR IMPACT CAMPAIGN FOCUSED.



KEEP TRYING!
IT TAKES TIME TO HONE YOUR INSTINCT FOR STORY ANGLES.

TRUST THE PROCESS, AND DON’T GIVE UP.



STEP 2

CHANNELS
DIFFERENT FORMATS FOR DIFFERENT PLATFORMS.

FIGURE OUT WHAT PLATFORM(S) YOUR TARGET AUDIENCE IS ON.
PICK A FORMAT THAT WORKS FOR THAT AUDIENCE/PLATFORM.



http://www.youtube.com/watch?v=zdl394vQ90U


YOUTUBE
16:9 ASPECT RATIO, > 10 mins

FB & INSTA VIDEOS
4:5 ASPECT RATIO, 2-3 mins

TIKTOK, IG REELS, YT SHORTS
9:16 ASPECT RATIO, < 60 secs



TELL US SOME OF THE CONTENT FORMATS YOU ENJOY WATCHING ONLINE!

PICK A PLATFORM, 
AND PICK A FORMAT.



5.   SHORT FILMS
6.   TALK SHOWS
7.   ANIMATION
8.   SOMETHING NEW! 🤯

PICK A PLATFORM, 
AND PICK A FORMAT.

1.   DOCUMENTARIES
2.   EXPLAINERS
3.   PSAs
4.   SKETCHES



Watching content when you’re 
back at home, leaning back on a 
couch or a bed.

YouTube and Netflix are built for a 
‘lean back’ experience.

Longer content, usually in 
widescreen.

LEAN
BACK
EXPERIENCE

LEAN
FORWARD

EXPERIENCE

vs

Watching content when you’re out 
and about, on the train, or when 
waiting around for someone.

Facebook, Instagram, Twitter, etc. 
are built for ‘lean forward’ 
viewing.

Shorter content, built for 10-
second attention spans.



PROS

LEAN
BACK
EXPERIENCE

LEAN
FORWARD

EXPERIENCE

vs

CONS PROS CONS



STEP 3

CONCEPT
A GOOD STORY ANGLE IS NOT ENOUGH.

YOU NEED A CREATIVE CAMPAIGN CONCEPT TO GRAB 
ATTENTION.



CONCEPT: Interactive map for public to lobby MPs 
on child sexual grooming law.



CONCEPT: An animated character to create 
awareness among younger audiences.



CONCEPT: A social experiment to see if six opposing 
strangers can practice empathy.

http://www.youtube.com/watch?v=9CEi81cMEuU


STEP 4

CALL-TO-ACTION
FIND A WAY TO MOBILISE YOUR AUDIENCE TO HELP CREATE 

IMPACT, TOGETHER.







KEEP IT SHORT! 

You should be able 
to read it out easily.

TIPS FOR CTAs
WIIFM? 

What’s In It For Me? 

Let the audience 
know how the 
action can benefit 
them.

USE A VERB! 

Ask people to do 
SOMETHING. 

“Sign this” “Donate 
here” “Watch this”

USE #FOMO 

“Donate here before 
it’s too late!”

“Join thousands of 
Malaysians…”



STEP 5

CONVERSATIONS
ENGAGE IN COMMENTS.

REINFORCE YOUR NARRATIVES.
PLAY THE ALGORITHM.



RESPOND AS 
MUCH AS 
POSSIBLE

Improves your 
algorithm score.

SOCIAL MEDIA 
ENGAGEMENT

PREPARE 
TALKING POINTS

Anticipate what the 
trolls will say, and 
have your facts 
ready.

DEVELOP A 
BRAND VOICE

Hello. Cannot.

USEFUL LINKS 
AND INFO

Your CTA links and 
FAQs, mostly.



1. CONTENT
2. CONCEPT
3. CHANNELS
4. CALL-TO-ACTION
5. CONVERSATIONS



YOU DON’T NEED FANCY TOOLS! 
USE FREE TOOLS, AND KEEP IT SIMPLE.
FOCUS ON YOUR “ONE SMALL STEP”.

TIME TO PRODUCE 
YOUR CONTENT!

AND IT ALL ELSE FAILS, HIRE THE FOURTH.



THE FOURTH ESTATE.



EXECUTIVE
(The Cabinet)

Enforces the law

LEGISLATURE
(Parliament)
Makes the law

THE FOURTH ESTATE.
THE THREE BRANCHES OF GOVERNMENT:

JUDICIARY
(The Courts)

Interprets the law

THE MEDIA
A FOURTH ESTATE: Holds government accountable, and reflects will of the people.

THE PEOPLE









http://www.youtube.com/watch?v=ahKtCutmYEc


WE ALL HAVE THE POWER/PRIVILEGE TO BE 
THE FOURTH (OR FIFTH?) ESTATE.

BUT WITH GREAT POWER…



QUESTIONS?



FOLLOW US!
IG: @thefourth.media

TikTok: @thefourth.media
Twitter: @thefourth_media

YouTube: youtube.com/TheFourth
Facebook: fb.com/TheFourth


