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U.S. newsroom employees

2004: 54,000

2014: 33,000.



Where do Americans get their news?
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Social media sites are an important news source



Serious journalism is growing, on new platforms

Podcast audience rising …as is crowdfunded journalism
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So what does this mean for me?

• Lesser role of “legacy” media

• Proliferation of new outlets (many with a “voice”)

• Accelerating pace
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A field guide to journalists

• Journalists are curious generalists

• Short deadlines, so get to the point: What’s the story?

• Fond of milestones and anniversaries (for example, 
Equal Pay Day happens every year)

• Favor narratives of conflict and change – who or what is 
up or down

• Shun “may” or “could” or other uncertainty
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Talking or writing for media audiences

• Present your key finding first; no throat-clearing. Save 
methodology for the footnotes (then delete the footnotes)

• Paint the big picture, and show where your work fits in 

• Keep sentences short , or vary the length

• Make a key point and step back. Don’t try to do too much 

• Everyday English, active voice, no acronyms

• When talking about numbers, use very few and put them in 
context: “This group grew moderately, about 5% a year”
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If a journalist contacts you…

• Respond quickly

• Look them up before doing an interview or writing an 
op-ed, and decline if they don’t seem like a good fit 

• Find out what they want: A quote? One number? A long 
interview? General background on a topic?

• Keep 25-word talking points handy

• Even if you can’t help, suggest someone else who might 
(and thus become a trusted source)

• Your university media office can be your friend (get on 
their experts list)
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During the interview (via phone, email, 

Skype, etc.)
• Everything you say could be quoted—so think about 

personal disclosure

• Be prepared to be asked:What surprised you?”

• Answer the question you want to answer (reframe)

• Hold your ground on being uncertain

• If you don’t agree with a premise, say so, and move on

• “Is there anything I haven’t asked you?”

• You can ask them to read back your quotes – but not 
the story

• Offer off-hours contact information, in case of editing 
questions later



Afterwards

What about errors?

• If an online story goes up 

first, read it carefully for 

errors, to prevent them in 

the print edition

• Protest substantive errors, 

but try to forgive word 

choices you dislike or 

smaller matters

• Tweet the story, and 

retweet their tweet

Track your media presence
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A few things about Twitter

Why be on Twitter?

• Is used by journalists, so 

they might see you there

• Lets you control your 

message

• Helps you build a 

community of other 

interested researchers

• Can alert you to 

developments in your field

Be part of the conversation
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A quick guide to getting started

• Find journalists you like and follow them. Retweet their stories

• To figure out who to follow, who do people you admire follow?

• Tweets with charts, photos or other media attract more attention (and 

don’t count toward the 140-character limit)

• Hashtags useful for events (e.g. #PAA2017)

• To join the conversation, add a relevant comment based on your 

expertise. 
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Thank you!

D’Vera Cohn

Senior writer/editor

Pew Research Center

dcohn@pewresearch.org

@allthingscensus

mailto:dcohn@pewresearch.org
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Pew Research Center is a nonpartisan fact tank that informs the public about the issues, 

attitudes and trends shaping America and the world. We conduct public opinion polling, 

demographic research, content analysis and other data-driven social science research. 

We do not take policy positions. All of our research is available at www.pewresearch.org. 

We are a subsidiary of The Pew Charitable Trusts, our primary funder.

Major research areas:

• U.S. politics and policy

• Journalism and media

• Internet, science and technology

• Religion and public life

• Hispanic trends

• Global attitudes and trends

• Social and demographic trends

• Research methodology

Follow us on Twitter at:

@Pewresearch

@Facttank
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