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20 tips on
How to present your 
investigation on TV
- and giving your crazy ideas a go

GIJC-2008 Lillehammer, Norway

· The crazy idea, the idea that no one – not even yourself – believes in can carry the key to the story. Trying out the crazy idea might take your investigation to the next lewel.

· When at a crossroads - publish or continue!

Sit down and brainstorm: Is there a way that might take you closer to the truth? Is there a way through the wall of problems that might give you the final confirmation of your story? 

· No idea is to crazy to discuss. Start a fake company, go undercover, DNA-test fish. Brainstorming means no risks, no money spent, no ethical standards broken. Go back to former stories: what could have been done to reach further in those investigations (often easier to see some years after publication), learn and get ideas from them.

· If you are a lone wolf: ask others for help. Brainstorming alone seldom leads to the bright ideas. 

· Giving the crazy ideas a try might also be the key to how to present a complex in-depth investigation on TV. 

· HOW you tell your story can often be the difference as to whether a disclosure will have an impact or not. Do not neglect that part of the work.

· Reporters often think that the wievers are just as interested as we are in the story we want to tell. Well, they are not. A much better starting point is to keep in mind that the viewers are not interested in it at all.

· Its hard to put together a good story in TV without having the right ingredients. If you have a macro perspective in your investigation, also look for the micro, a concrete case. And vice versa. 

· There has to be someone for the viewer to identify with. A case, a person: a victim, someone who´s struggling, anyone. It can also be you, the reporter telling the story.

· Remember: the start of a longer TV-piece is important. You want to plant a clear and simple question in the head of the viewer, like: what then? what will happen? how will this turn out? 

· Do not fall in the trap of telling your story to the elite, or to your fellow journalists. In your mind, direct yourself to your mother, or any other “normal” person that you know.

· In-depth investigations almost always deal with the past. Try to find ways: persons / scenes / situations / that you can follow and film. Be there when it happens. Authentic and documentary scenes can “save” even the most boring and complex investigation.

· Sit down at an early stage in the process, during the research, and consider possible elements / macro-micro / persons / identification / scenes etc in the story. It is too late to look for that in the cuttingroom.
· When you are in editing putting the storyline/script together, stop and ask yourself: why should one continue to watch at this stage. There are many tricks to keep the viewer in the TV-couch.

· Plant new questions in the story. Use “cliffhangers”. But beware of having to many loose ends flickering at the same time.

· Make the viewer feel smart! Plant objects. “This phone booth at a square near the Parliament in Prague was to become central for the police…”. When explained, maybe 30 minutes into the reportage, it can create an aha-feeling with the viewer.

· Turn your adversities to something useful when telling the story. To use set backs in your investigation is a classic way of dramaturgy. You are not Superman, if you dare to show the viewers your weaknesses you will win their sympathy, and more importantly, they can identify with you (this one goes for when the reporter is present in the story). 

· Let the viewer rest. The understanding often comes in the small pauses, when the just told (facts or emotions) can fall in with the viewer. 

· Do not neglect the sound. Many times as important as the visual. A sound can enhance a feeling, or even create a feeling towards the visual. A sound on a blank screen may create more effect than just a good picture.

· Be humble. TV is teamwork. Listen to your collegues, not least the person editing. Its their job to be the “devils advocate”, to question. Appreciate that your co-workers and the editor question your script, have opinions about your speaker-texts etc. If the editor does not understand your story, no one else will!
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