














CHAPTER 3

Another important aspect in this context is to avoid what
we call Greenwashing, which refers to the practice of
exaggerating or falsifying the environmental credentials of
a company or project. In disseminating information about
NBS, it is essential to avoid greenwashing, ensuring that
environmental claims are genuine and evidence-based.

Furthermore, NBS projects should be communicated
considering not only their environmental benefits but

also their social impact. This includes involving local
communities in the planning and implementation processes
and considering the social and cultural impacts of NBS.

Communication about NBS projects should emphasise

the importance of long-term sustainability. This implies
highlighting how these solutions can offer ongoing benefits
and how they will be maintained and managed over time.

It is also important to note that NBS projects often

involve complex scientific concepts. Communicating

this information in an accessible manner without losing
accuracy is a significant challenge. It is necessary to strike a
balance between simplification and technical detail.

Finally, NBS projects are of interest to a variety of
stakeholders, including local communities, investors,
policymakers, and the general public. Therefore, adapting
communication to meet the information needs of different
groups is crucial to ensure understanding and widespread
support for NBS projects.
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Ethical and responsible
communication is fundamental
to the success of Nature-

Based Solutions projects. When
disseminating information about
these projects, it is essential

to maintain accuracy, avoid
greenwashing, consider social
and environmental impacts, and
involve a variety of stakeholders.

Ethics in communicating these
projects not only promotes the
adoption of sustainable practices
but also contributes to a more
informed society aware of critical
environmental issues of our time.
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CHAPTER 3

3.2 Practices for fact-checking
and reliable source verification in
content production

The era of digital information has brought unprecedented
challenges to the production of reliable content. Fact-checking
and verifying reliable sources have become essential to
maintain the integrity and credibility of information. Therefore,
fact-checking is crucial to combat the spread of misinformation
and uphold the integrity of public discourse.

Here are some fact-checking practices:

Critical evaluation of sources

It is fundamental to assess the credibility of sources. This includes
verifying the authority of the source, the track record of accuracy,
and the possible existence of bias or underlying interests.
Cross-referencing information

An effective practice is cross-referencing information with

multiple reliable sources. This helps to confirm the accuracy of
data and identify possible inconsistencies or errors.
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Use of fact-checking tools

There are various tools and platforms on the internet dedicated
to fact-checking, which can assist in identifying false information
and confirming data. Utilising these tools can significantly
increase the accuracy of produced content.

Consultation with experts

For complex or technical topics, consulting subject-matter
experts may be essential. They can offer valuable insights and
help in the correct interpretation of data.

|dentification of authoritative sources

Identifying authoritative and respected sources in a specific field
is a crucial step. This may include scholars, reputable institutions,
specialised publications, among others.

Transparency about sources

Being transparent about the origin of information is essential.
This includes clearly citing sources and providing references that
allow readers or viewers to verify the information themselves.

Assessment of source context

It is important to assess the context in which the source is
providing information. This includes understanding the source's
perspective and how it may influence the provided information.
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3.3 Approach to sensitive
and controversial issues with
sensitivity and impartiality

In an increasingly polarised world, addressing sensitive and
controversial issues poses a significant challenge for writers,
journalists, and communicators.

Sensitive topics often involve emotional, moral, or social
issues that can elicit strong reactions. Recognizing the
sensitive nature of these topics is the first step toward a
responsible approach.

Controversial topics are those that generate divergent
opinions and heated debates. Understanding the roots of
controversy and the different perspectives involved is crucial
for a balanced approach.

Here are some practices for a sensitive approach:

Active listening and empathy

Actively listening to the concerns and experiences of people
affected by these topics is essential. Empathy should guide

how topics are addressed, respecting the emotions and
experiences of individuals.
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Appropriate language

Language choice is fundamental. Avoiding derogatory,
stigmatising, or sensationalist terms contributes to a more
respectful and less inflammatory approach.

Careful contextualization

Providing adequate context is essential to avoid
misunderstandings. This includes explaining the origins
and consequences of issues, as well as presenting different
viewpoints in a balanced manner.

Balance in presentation

Presenting different sides of a controversial issue in a balanced
way is crucial for impartiality. This does not mean giving

equal weight to all opinions, but ensuring that arguments are
presented fairly.

Handling public reaction

The public's reaction to sensitive and controversial topics

can be unpredictable. Being prepared for feedback, whether
positive or negative, and being open to constructive dialogues
is an essential part of the process.

Approaching sensitive and controversial issues with sensitivity
and impartiality is a delicate balancing act. It requires a deep
understanding of the issues involved, careful communication,
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and constant reflection on one's own stance and responsibility.
By adopting these practices, it is possible to contribute to a
more informed, respectful, and constructive public discourse.

3.4 Dealing with conflicts
of interest and maintaining
journalistic integrity

A conflict of interest arises when personal, financial, or other
circumstances may compromise or appear to compromise
the impartiality or objectivity of a journalist. This can affect how
information is gathered, reported, or presented.

The first step in managing conflicts of interest is to identify
them. This may include personal relationships with sources,
investments in companies or sectors covered, or external
pressures from sponsors or advertisers.

One of the basic principles for avoiding conflicts of interest is
transparency. This is because being transparent about potential
conflicts of interest is essential. When journalists proactively
disclose these conflicts, they promote trust and credibility with
the public.

Another key point is impartiality. This requires journalists to
report facts in a fair and balanced way, without the influence
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of personal or external interests. This means avoiding personal
opinions from influencing reporting.

Dealing with conflicts of interest is crucial to maintaining
Jjournalistic integrity. Transparency, impartiality, and
independence are key principles in this process.

By establishing clear policies, promoting education, and
monitoring adherence to ethical standards, media organisations
can help ensure that their journalists maintain the public's trust.

3.5 - Ethics in reporting on a
community’s local reality

Local journalism is inherently connected to the lives of the
people who make up the community. It addresses issues that
directly affect residents’ daily lives, from municipal politics to
cultural events and social problems.

Trust is an essential element in the relationship between local
press and the community. Local journalists often build long-
term relationships with their audiences, making ethics even
more crucial in maintaining this trust.

The first principle we need to highlight here is accuracy
and truthfulness. Accuracy is paramount in local reporting.
Journalists must strive to verify all facts and present
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accurate information, avoiding distortions that may cause
misunderstandings or harm to the community.

Other key factors are respect and sensitivity. When
addressing local issues, it is important to be respectful and
sensitive to the particularities of the community. This includes
understanding the cultural, social, and historical nuances that
shape people's perception and reactions to information.

Additionally, proximity to sources can be an ethical challenge
in local journalism. Journalists may find themselves reporting
on neighbours, friends, or acquaintances, which requires a
careful balance between personal relationships and ethics.
Therefore, we have identified three important points to
consider:

Community Knowledge

Having a deep understanding of the community is essential
for ethically reporting its reality. This means understanding the
social, economic, and cultural contexts that affect people's
lives in the area.

Community Involvement and Feedback

Community involvement in news production can enrich

reporting and ensure that important issues are not overlooked.

Moreover, being open to community feedback helps maintain
accountability and relevance in local journalism.
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Transparency

Being transparent about sources of information and reporting
methods helps build and maintain the community's trust. This
includes being clear about any potential conflicts of interest.

Ethics in reporting on local reality is a fundamental pillar of
responsible and respectful journalism. By adhering to rigorous
ethical principles, local journalists can not only inform but also
strengthen and enrich their communities.

Trust, accuracy, impartiality, and sensitivity are key elements
that ensure local journalism fulfils its vital role effectively and
beneficially. While navigating the unique challenges that
proximity to the community presents, journalists have the
opportunity to establish journalism that not only reports reality
but also positively contributes to the lives of the people who
make up the community.
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Conclusion

Reflecting on ethics in communication and journalism
underscores the importance of fundamental principles

that guide not only professional practice but also the social
responsibility of these fields. The digital evolution has brought
new challenges but also opportunities to strengthen integrity
and truthfulness in information dissemination.

These principles, which include not causing harm, respecting
autonomy, benefiting others, being fair, truthful, granting
dignity, treating others with care and compassion, striving

for excellence, and accepting responsibility, are essential in
building an informed, fair, and ethical society.

Precise and responsible communication, especially in
sensitive areas such as Nature-Based Solutions (NBS) projects,
is crucial for the success and public acceptance of these
initiatives.

Rigorous fact-checking and source verification, along with

a sensitive and impartial approach to controversial issues,
reinforce the trust and credibility of journalism. Principles such
as not causing harm, respecting autonomy, being fair and
truthful, showing empathy, committing to truth, and acting
responsibly function as tools that, in practice, contribute to
increasing credibility and ethics in all content production.
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The main idea is to educate concerning the use of media
and concerning what is the focus of the event covered
(climate, education, environment, etc.). Thus, it is a two-
sided education which passes through communication. This
means that the content produced should be communicative
to inform about what is happening in the specific event, but
at the same time educate on specific themes and values.
Educommunicative Coverages always have the aim of
spreading values, good practices and raising awareness on
specific topics of interest to the public. For this reason, ECs
are suitable for events with contents to be explored in depth
and values to be disseminated, to be effective and change
mentalities and behaviours.

Educommunicative coverages can take place with one-day
events or multi-day events (such as festivals) and are similar
to journalistic coverage, i.e. they concern the storytelling of
what happens, what the main themes and voices are. ECs, in
fact, use some traditional journalistic techniques, adapting
them to the educational purpose. Traditional journalism has
the main purpose of informing, whether it is daily newspaper
or cultural journalism, it must inform people on a certain
topic. Educommunicative Coverages do not only have the
purpose of informing, but also, as we said, of communicating,
therefore with a specific form, and educating. So traditional
techniques like articles and interviews are complemented
with new journalistic techniques, like podcasts and social
media contents, with a more specific goal. To summarise,
Educommunicative Coverages have some techniques in
common with traditional journalism, but the difference lies in
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the way these techniques are used, and how the contents are
then received by the public.

Educommunicative Coverages differ from traditional
Jjournalism also because they are carried out by groups and
not by single individuals. All ECs are the result of teamwork
with different people from different contexts who come
together to spread ideas, topics, and values by combining their
knowledge and skills. Allideas and all new ways of conveying
the message are welcome: this is one of the most important
strengths of Educommunicative Coverages. ECs are open to
new styles of communication and narration, therefore there

is a planning of activities and contents, but also space left for
improvisation and creativity.

Each educational coverage includes three phases: before,
during and after. First there is the phase which is the
moment of getting to know the team, sharing knowledge
and skills and of general organisation of coverage,
brainstorming content ideas, content categories and new
ways of communicating the event and values. Then there is
the phase, which is the main part, during the event,
where everything is planned but where there is space to
follow what was not planned and always creating something
new. Then, there is the phase, which is an important
phase, too, since it is a report of what was done, how it was
done, by means of which tools, concluding with an evaluation
phase carried out by the participants, in order to know what to
improve.
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As introduced in the previous paragraph, Educommunicative
Coverages are based on groups and, therefore, the
collaborative and participatory processes are fundamental.
A collaborative process is a path in which collaboration

is the key to achieve the goal, which is to educate and
communicate; collaboration happens within the team

but also between different teams because it is never an
individual job. The participatory process is another key
element of ECs, precisely because of its main purpose of
educating: it is not only important that the recipients of
communication learn something, but also the producers. To
make an EC effective, everyone must feel free to ask and
answer questions, organise, propose, and create and this

is the base of the collaborative and participatory processes.
There is no hierarchy in the educommunicative team; there
is only coordination of the work to be done to make sure the
processes function well, creating, at the same time, a point of
reference for the organisation.

It is not easy to use journalistic techniques, created mainly for
individual work, in a process of this kind, but it is possible. To
be effective, journalistic techniques within Educommunicative
Coverages must be adapted to become collaborative and
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participatory processes which can also be innovated through
these processes. An article written in a collaborative and
participatory way becomes a richer article as it combines
different points of view, perspectives, and skills. The same
goes for interviews, social media content, podcasts, etc.

In general, journalistic techniques can be enriched by this
adaptation to being used for collective work because they
are rethought and reorganised. Through collaboration and
participation, it is easier to convey the message and achieve
the purpose of ECs. The use of shared documents on online
platforms is an optimal tool to encourage collaboration and
participation and to transform the individual act of writing and
producing contents into collective actions.

In the “before” phase (see 6.1), the participatory process can
be seen in the fact that each participant can present their
ideas in order to improve the organisation and contribute to
the creation of new ways of communicating.

In the “during” phase, it is the collaborative process that can
be seen best, because it's all about teamwork, that is, the
work carried out in the general team as well as in the smaller
groups, such as a team'’s responsibility for a specific content or
a specific category of content. In this phase it is also important
that all participants have the opportunity to try creating
different contents, to offer their different points of view and
skills, but also to receive something in return and have the
opportunity to learn. This is a “learning by doing” process and a
way to learn from one another.
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Interviews can be effective educommunicative tools. An
interview is a dialogue between two people looking for
answers, between two peers who build knowledge together
and share points of view, ideas, and experiences. The interview
is therefore a respectful and nonviolent dialogue in which the
interviewer and the interviewee are protagonists and try to tell a
story.

There are three types of interviews for used different purposes:

short, targeted interviews are
carried out with those involved in various capacities in
the event to construct an article or reportage that talks
about a specific event.

this interview consists of going into detail
about the interviewee's thoughts and point of view on a
particular topic.

this interview tells a person'’s story, collects
and conveys his/her point of view and his/her story.
The questions that the person is asked are varied and
investigate his/her entire experience.
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It is possible to combine these types of interviews with a series
of questions that range from questions about an event (specific
information) to their opinion of a topic, or questions about their
career or life (more general). Be careful to connect everything
well, making sure that there is a logical sense to the questions.

An interview is divided into three phases:

this is the time to gather as much
information as possible on the topic you intend to
cover in the interview, on the character you will meet
(biography, career, previous interviews), and on the event
you will participate in. It is essential to avoid obvious and
value-lacking questions, which should number between
3 and 5, going from general to specific or vice versa.

it is the moment of actual dialogue, when
the interviewer confronts the interviewee through open
questions that give him/her the opportunity to speak
freely. It can be useful to take notes (of keywords) and
to record the interview to facilitate the drafting process.
A few tips: pay attention to what the interviewee says so
that you can possibly ask another connected question
or avoid asking a one that has already been answered;
if he/she doesn't answer a question specifically, ask
again in a different way.

1 it is the moment of writing and editing
the interview, when macro-themes are identified and the
content is organised in a coherent form from the point of
view of language and meaning.
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In the post-production you can choose how to draft the
interview: question/answer, direct/indirect speech or
integration (paragraph).

Question/answer modality: the dialogue between the
interviewer and the interviewee is transcribed and arranged. It
is important not to manipulate the interviewee's answers so as
not to change the meaning of his/her speech. It is permissible
to fix the grammar, explain some technical or slang terms
(through an aside in brackets which will also include the
wording ‘Editor's note’) and eliminate repetitions; it is not
permissible to manipulate what has been said, or to interpret
the words of those interviewed in a personal way.

Direct/indirect speech: the opinions or phrases of the
interviewee are reported while telling a story, alternating direct
and indirect speech > e.g. Mauro Rossi discussed the key topic
of the impact of climate change on agriculture, explaining that
vine cultivation suffers high temperatures. To underline the
issue, the speaker also stated: “Consequently, wine production
is also affected by the current climate crisis” The speech must
be structured by macro-themes (keywords/expressions) and
not necessarily by order of questions.

Integration (paragraph): the information obtained during

the interview is inserted into a paragraph to explain better,
complete the information already known, add an expert point
of view. In this case, excerpts extrapolated from more than one
interview may appear in a single article - in depth or opinion.
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EDUCOMMUNICATIVE COVERAGE AND COLLABORATIVE JOURNALISM TECHNIQUES

Before reporting on the actual interview (whether Q/A or
story), an introduction of one or two paragraphs is essential
and introduces the person interviewed and explains the
reason (event participation, in-depth analysis, etc.) for the
interview, as well as the topics covered. This allows you to
contextualise the interview and encourages others to read it.
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Here are some tips on how to draft the interview:

use emotional levers and, if
possible, also describe the emotions
that emerged during the dialogue;

avoid repetition (often present
in speech) but be careful not to
manipulate the information;

connect paragraphs and questions
to each other in a coherent way;

put questions and keywords in
bold writing;

add links if necessary.

Usually, in the field of event/festival coverage, it can also be
useful to produce video interviews. The format is simple: ask

3 questions that are suitable for answers that are not too long;
and create a presentation of the interviewee. It's also important
to use captions in the video to let the user know who the
interviewee is.

The most important thing to always have in mind during

preparing and editing of the interview is the educommunicative

purpose, linking communication to education.
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Thanks to the large space given to sharing videos on various
social media, videos are one of the most used tools today
to convey information in an engaging way, even with social
media where videos are not native. Videos, compared to
written texts and simple images, are more involving and
make narration more effective, as they combine different
aspects of communication and different communicative
languages, capturing and potentially maintaining attention
in different ways, leveraging emotions and, therefore,
stimulating further sharing.

The elements of a video that allow this are:

the use of captivating and different
kinds of moving images;

the possibility of adding short texts;

the possibility of adding a voice-
over and related subtitles;

the use of appealing music (usually
among the hits of the moment).
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Furthermore, with today's levels of technology, it is no longer
necessary to have professional tools to create a video

that can engage users on social media. All that's needed

is a smartphone with a good camera and a video editing
application (we recommend CupCut or Inshot), which allows
you to create an engaging video even without being an
expert in the sector. Obviously, when there is the possibility of
involving a professional in the sector and/or the possibility of
using more professional tools, the result of the work will be of
a higher level and potentially usable on channels other than
social media, such as websites, or screenings during events.
But for rapid communication to engage a young audience,

it is advisable to use tools that a person is familiar with, such
as social media, so non-professional videos are still a great
choice for engagement.

Depending on the social media, the videos created will be
different since they are aimed at different audiences and

are used for different purposes. On Facebook, the videos
published often come from YouTube. They are, therefore, more
structured, longer and more complex, they have a horizontal
format (16:9) and they are accompanied by an explanatory
caption. On Instagram, instead, the format used is a reel of
different lengths but usually between 30 seconds and a
minute. They can also be edited directly on the application
with various functions, the format is 9:16 (vertical) and the
experience is immersive because it is full screen. On TikTok
however, a native social network for videos, the trends of the
application itself are usually followed, with pre-set templates
which are often very informal but which can be adapted to
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more informative contents that can be published without
following trends.

Even with videos, as with other types of educommunicative
products, the production is carried out in different phases:

1. The preparatory phase: this is the phase in which
we reflect on the thematic focus of the video and
understand who it is aimed at in order to structure the
content appropriately for the platform with which it
will be distributed and will therefore be able to reach
its audience more directly. The objective is therefore
to identify the buyer personas, i.e. the people we are
addressing with our video and to whom we want to
convey our message.

2. The production phase: the phase in which, depending
on the type of video chosen, the video recording is
produced, with audio if necessary. In this phase it is
necessary to evaluate the location, the light and the
background noises to be able to maximise the quality
of the shots.

3. The fundamental phase: the production then
concludes with the phase which includes editing
and post-production in which the various video parts
produced are joined, and transitions, sounds, voice-
overs or music are added to reach the final product.

Avideo for educommunicative purposes can also be a video
interview, which in short combines the preparation of an
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interview (gathering information from the interviewee, preparing
questions, etc.) with the production of a video (image/audio
recordings, editing). Even in this case, a good smartphone is
enough, possibly with a tripod to avoid blurring the shot and a
microphone to record the audio as best as possible.

Journalistic Texts are one of the main tools that can be
used on a platform in order to tell a story about a project, an
experience or whatever can be told. Usually, journalistic texts
are used to inform, but they can also be used for the purpose
of educommunication.

There are different types of articles:

delves into a specific topic, usually from
current events (but not only), summarises information, points
of view and news on the same topic, often coming from the
scientific world, adding links, videos, and other content for
further and multimedial exploration of the topic;

tells the story of an experience lived first-hand by the
writer; more informal register, use of the first-person singular,
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similar to a diary entry, with personal photos, as well;

talks about an event (conference, theatre
production, festival, etc)); specifies the title of the event
followed, the date of the event, where it took place, who the
organising body was, the reason why it took place; the names
and surnames and qualification and/or role of the speakers;
paragraphs with information about the topics or interventions
and quotes reported;

alternates text and photographs/images; tells
the story of a journey, of a multi-day experience (at a camp,
for example), of an exhibition, etc.; the text describes the
photographs, and the photographs support and help to
explain the text;

presents and defends a point of view on a relevant
topic, with the aim of promoting debate on current issues;
usually divided into four parts:

1. Title: short, strong, creative, striking

2. Introduction: the topic is presented and one's opinion/
thesis is put in the foreground, as well as the opposing
opinions/theses are also presented

3. Content development: argumentation of the sales
point through facts, data, references

4. Conclusion: summary of what has been argued and
strengthening thesis
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The style is different according to the type of text written, but
some elements are the same.

it's the last thing we really need to think about. Only
after writing the text can we focus on the title, which should
summarise the news in very few words. The title must be
short, between 50 and 70 characters so that it can be read at
a glance and, furthermore, it must be a reminder capable of
arousing the user's interest;

it is a short summary of the text; a concentrate of the
news which, at a glance, gives the reader the impression of
knowing the topic of the news without reading it in full. It must
be written very carefully because this is what the reader's
attention focuses on, after the title. It must add additional
information compared to the title, anticipating the salient
points of the article and inviting the reader to delve deeper.
Here, it is better not to exceed 350 characters, including
spaces. To facilitate the journalistic reporting of an activity,
for example, we can orient ourselves with the ‘five Ws' rule,
inherited from Anglo-Saxon journalism: “Who, What, Why,
Where and When' giving information on the news in terms of
whom, what, where, when and why. \We can then also add the
sixth question: How.

It is essential that the news is divided into several pieces,
to ensure that the reader understands what happened from
the first lines and can then decide whether to delve deeper
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reading the rest or stopping.

The sentences must not exceed four lines and therefore
conciseness, short sentences, common words, few capital
letters, few adverbs, essential adjectives and precise
punctuation should be used.

Punctuation is a very effective tool for dividing the text into
different sentences, highlighting priorities and making the
speech light and flowing.

Lists are also very useful when they are suitable to the
content because they are easy to scroll through while reading
and have a strong visual impact.

Using text styles (bold, for example) is important for
highlighting key words, fundamental concepts, direct speech,
names of people and titles. Bold makes the words emerge
from the visual context, but it is important to use this style
moderately because by highlighting too much you end up
highlighting nothing important. Keywords worthy of evidencing
are usually the names of people and places. Never highlight
adjectives, adverbs or whole word locutions. Italics should be
used for technical vocabulary and foreign words.

Here are a few more tips to consider while writing an article:

Be concise

Use simple and clear language
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Use short sentences

Use short paragraphs (65 words maximum)

Do not underline any text for emphasis (underlining is reserved for links)

Use capital letters only for the first letter of sentence or title and for
acronyms or abbreviations, such as UNICEF

Write numbers with digits, not letters (23, not twenty-three)

Narration via video, as we have seen, is more effective and
more captivating than narration deriving from static content
such as a photograph, a written text, or social content such as a
carousel. Other elements, however, can also be added to videos
to enhance the narrative even more, so that the information is
transmitted in the most engaging way possible. The elements
that can be added to enrich the educommunicative purpose
are all different from one another and, depending on how they
are combined, result in a different product, also based on that
product's specific purpose and target.
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abstract

body
text

Here are some elements:

allows the interviewee's speech to be
conveyed in its entirety

expresses, for example, a thought,
an opinion, a suggestion on a specific topic by using
“testimonials”; it allows you to show multiple points of view on
the same topic, useful for comparison and variety;

if they accompany an interview/intervention
they are called “coverage” because they visually talk about
what the user is listening to (for example an interviewee or a
voice-over describing an event or place, images showing the
place or the progress of the event); they can be either current,
or from an archive/repertoire;

illustrate more technical information
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In conclusion, the chapter on “Educommunicative Coverage
and Collaborative Journalism Techniques" highlights the
innovative integration of educommunication principles within
the framework of collaborative and participatory journalism.
Educommunicative Coverages (ECs) are distinct in their dual
purpose of educating and communicating simultaneously,
using media to inform about specific events while instilling
values and promoting good practices. This method is not just
about delivering information, but about fostering a deeper
understanding and encouraging behavioural change among
the audience.

The adoption of traditional journalistic techniques, adapted
for educational purposes, enhances the effectiveness of ECs.
These techniques are augmented by collaborative efforts,
where diverse teams bring together varied perspectives and
skills, enriching the content and making it more relatable and
impactful. The process of creating educommunicative content
is inherently participatory, emphasising the importance of
each team member's contributions in shaping the final output.

Furthermore, the chapter delves into how these coverage
strategies are executed from preparation through to reflection,
emphasising a continuous learning process for both the
content creators and the audience. This method encourages

a dynamic interaction where learning is active and ongoing,
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not just from the content but through the very act of
participation in its creation.

The collaborative nature of ECs fosters a unique journalistic
environment where creativity and innovation are not just
allowed but encouraged, leading to content that is not
only informative but transformative. It redefines the role

of journalism in society, shifting from a mere reporting
function to a more engaging and educational role.

By integrating these approaches, educommunicative
coverages strive to not only inform but also inspire action
and reflection, making them a crucial tool in the landscape
of modern journalism and education.
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CHAPTER 5 .
Social Media,

engagement
and SEO

The methodology of Educommunication, which focuses

on promoting transformative dialogues and building
collective knowledge, finds in social media a tool for action.
Digital platforms, by facilitating multilateral interaction

and content dissemination, provide a democratic space
where diverse voices can be heard and valued, essential for

d ¢
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educommunicative practice.
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This model values not only the transmission of information but

also the active participation of individuals in the construction
and reconstruction of knowledge, making social media
powerful channels for citizen and community education.

In this context, the strategic use of social media aligns with
the objectives of educommunication. By choosing platforms
that resonate with the community and adapting content

to effectively engage the audience, it is possible to foster
collaborative learning environments and empowerment.

This not only expands the reach and effectiveness of
educommunicative initiatives but also reinforces the
importance of more integrated communication, essential for
social transformation.

Social media

Establishing effective dialogue with communities requires
more than an online presence. To focus on citizen and
community communication, it is necessary to understand
and appropriately choose the most relevant social media
for your audience.

Therefore, the first step for effective community
communication is to deeply understand the community
you want to connect with. This involves going beyond
demographic data and understanding behaviours,
preferences, and needs of people within the community.
It is essential to know the social media channels they most
actively use and how they prefer to receive information.
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This can vary significantly among different groups within
the same community, depending on factors such as age,
location, and interests.

With the diversity of available platforms, from Facebook
to TikTok, and LinkedIn to Instagram, each offers different
forms of engagement and types of content. Therefore,
evaluating which of these platforms your community
most actively uses provides a solid foundation for where
to concentrate your communication efforts. This does

not mean limiting yourself to a single social media but
prioritising those that offer the greatest return in terms of
community engagement.

In addition to choosing the platform, it is also important to
effectively engage the community. This happens through
content that resonates with their interests and needs. It also
means creating spaces for meaningful dialogues, where the
voices of the community are heard and valued. Citizen and
community communication are more about listening and
responding than just transmitting messages.
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5.1 Search Engine
Optimization - SEO

SEO is an abbreviation for Search Engine Optimization, and
it acts as a bridge between quality content and its target
audience on the internet. It functions as a set of actions and
strategies aimed at increasing the visibility of websites in
organic search engine results, such as Google, for example.

It is important in the production of any content because it is
through these techniques that it becomes possible to make
a website more accessible and visible to those searching for
information, products, or services online. This is because the
majority of internet traffic starts with a search.

These search engines are governed by complex algorithms
tasked with crawling, indexing, and evaluating web pages to
determine their relevance and authority. This process begins
with crawling, where “spiders” or “bots" explore the internet

to discover new or updated content. After finding a page, the
search engine indexes it, storing it in a vast database, from
where it can be retrieved.

The final step is ranking, where pages are ordered in search

results based on various factors, including content quality,
user experience, keyword optimization, and the quantity and
quality of external links pointing to the site.
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It is worth noting that search engine optimization is essential
for those producing content on the internet because it
ensures that the content is structured in a way that is easily
indexable by search engines, increasing the chances of being
found by users.

Therefore, we have outlined some SEO techniques that
improve the user experience on the site, such as page loading
speed, mobile responsiveness, and navigation clarity.

5.2 Proper use of keywords
throughout the content, image
optimization and best practices
for creating relevant internal and
external links

Content is the primary key to any information we create for
the internet, including in the world of SEO. The quality and
relevance of content are crucial not only for search engines,
but also for providing a good user experience.

Moreover, there are three essential aspects of content
optimization: the proper usage of keywords, image
optimization, and best practices for creating internal and
external links. When executed well, these elements not
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only improve a website's visibility in search engines but also
enrich the user experience.

Proper usage of keywords

Keywords are terms or phrases that describe the content
of a web page. They act as a meeting point between
what users are searching for in search engines and the
content that websites offer. Knowing how to choose and
use keywords appropriately is essential in online content
production to ensure that the material produced is found,
read, and valued by the target audience.

Selecting appropriate keywords begins with research
involving identifying the terms that the target audience
uses when searching for information, products, or services
related to what you offer. Keyword research tools such

as Google Keyword Planner or Moz Keyword Explorer,

for example, can provide insights into search volume,
competition, and variations of the most relevant terms for
your content.

Additionally, keywords should be strategically placed
throughout the content. Some of the most important
places include:

Page title: The title is one of the first elements that

search engines and users evaluate to determine the
content's relevance.
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Meta description: Although it does not directly influence
ranking, @ meta description containing the keyword can
increase the click-through rate (CTR) in search results.

Body text: Keywords should appear naturally throughout
the text, avoiding excess that can be penalised as ‘keyword
stuffing.”

Variety and synonyms: To avoid excessive repetition and
make the content more natural and appealing both to users
and search engines, it is recommended to use synonyms and
variations of the main keywords.

Titles and subtitles: It is important to include keywords in titles
and subtitles, ensuring they are both attractive and informative.

Internal and external links: Links are fundamental to SEO
strategy as they help establish the structure and authority of the
site. There are basically two types of links:

Internal links: Hyperlinks that point from one page to
another within the same domain, i.e.,, on the same site. They
are essential for navigation, helping users find relevant
content and search engines understand the site's structure
and hierarchy.

External links: Hyperlinks that direct users from your site to
another domain. They are useful for providing references,
delving into topics, or associating your site with other
authoritative domains.
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Image optimization

Images are crucial components of online content but also
need to be optimised for SEO. Therefore, you need to focus
on two key points:

File names and Alt texts: Name your image files descriptively
and make them relevant to the image content. Additionally,
include relevant keywords in the file name. Finally, separate
words in the file name with hyphens (-) instead of underscores
(L), as search engines read hyphens as spaces.

Image format: The following aspects of image format are also
fundamental for Image Optimization:

JPEG: Ideal for images with many colours, such as
photographs, due to its high compression that reduces file size
without losing quality.

PNG: Better for images with transparency or simple graphics,
such as logos and icons, offering high quality with a
reasonably small file size.

\WebP: A modern format that offers superior compression for

both lossy and lossless images, being a good choice for all
types of images.
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Best practices

Here are a few best practices to implement to improve a
website's visibility in search engines but also enrich the user's
experience;

Readability: Readability is a fundamental aspect of content
production, essential to ensure that your message is
understood by the target audience.

It involves various factors, from word choice to text structure.
Below, we will explore the main readability topics and how to
improve them to produce more accessible and enjoyable-to-
read content;

Distribution of subtitles: One of the most effective ways to
improve readability is through proper subtitle distribution. Text
sections with more than 300 words without any subdivision
can make reading tiresome and discourage the reader.
Adding subtitles helps organise the content, making it

easier for the reader to quickly find the information they are
interested in. Additionally, subtitles introduce natural pauses in
reading, contributing to a more enjoyable experience.

Transition words: The use of transition words is essential for
creating a cohesive and fluid narrative. These words guide the
reader through your argument or narrative, establishing logical
relationships between sentences and paragraphs. Expressions
such as “furthermore,” “on the other hand,” and “consequently”
are examples of transition words that help build a bridge
between ideas, facilitating text comprehension.
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Using an active voice: An active voice makes the text more
direct and dynamic, significantly contributing to readability. In
contrast to the passive voice, which can make the text more
difficult to follow, the active voice clarifies who is performing

the action, making sentences shorter and more straightforward.

This is a valuable resource for maintaining reader interest and
conveying your message effectively.

Sentence variety: Variety in sentence structure is crucial for
keeping the text interesting. A good mix of short and long
sentences prevents the text from becoming monotonous or
repetitive. Fortunately, maintaining good sentence variety
seems to already be a well-established practice, which is
excellent for the readability of the content.

Paragraph and sentence length: The length of paragraphs and

sentences also plays an important role in readability. Short
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paragraphs are more accessible and less intimidating to the
reader, while concise sentences help maintain text clarity.
Maintaining paragraphs and sentences at an appropriate length
is important to facilitate the reading and understanding of the
content.

While there are no strict rules, there are general guidelines that
can help create more accessible and enjoyable texts for the
reader.

Sentences: Simplicity and clarity, as a general rule, are
necessary in sentences which should be clear and concise. An
average of 15 to 20 words per sentence is often recommended
for general texts. This does not mean that all sentences must
strictly follow this limit, but it is a good average to keep in mind.
Varying the length of sentences is also an important way

to keep the text interesting. A combination of short and long
sentences can help maintain the reader’s attention and
emphasise important points.

Paragraphs: Each paragraph should focus on a single main
idea or point. This helps the reader digest the information more
effectively. When a new idea is introduced, it's time to start a
new paragraph.

There are ideal lengths for different types of content to be
written. For the web, shorter paragraphs are preferable due to
how digital readers scan content on the screen. Paragraphs of 3
to 4 sentences or about 50 to 80 words are considered ideal for
keeping the reader's attention online. However, depending on
the context and audience, longer paragraphs may be suitable
for more analytical or academic texts.
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Conclusion

In conclusion, the confluence between the methodology of
Educommunication and the strategic use of social media
opens up a range of possibilities for creating more informed,
participatory, and engaged communities.

By adopting digital platforms as channels to disseminate
knowledge, promote inclusion, and foster dialogue, we are not
only expanding the reach of our messages but also reinforcing
the active role that each individual plays in the collective
construction of reality.

This process, which goes far beyond the mere transmission of
information, requires a careful approach in selecting tools and
adapting content, ensuring that the nuances and diversity of
community voices are properly represented and valued.

Search Engine Optimization (SEO) is an indispensable tool

in the digital era for any entity wishing to enhance its online
visibility. Through techniques such as proper keyword

usage, image optimization, and strategic implementation of
internal and external links, it is possible not only to improve a
website's position in search results but also to enrich the user
experience.

The integration of SEO techniques, attention to readability,
and strategies for content dissemination on social media
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platforms are not mere technical complements but essential
elements that facilitate interaction and accessibility, making
educommunication even more effective.

After all, it is through listening, participation, and collaboration
that strong community bonds are formed and genuine

social transformation is promoted. Therefore, social media,
when used wisely and purposefully, become powerful allies
in the mission of educating and communicating, proving

to be indispensable in advancing educommunication as a
transformative practice in contemporary society.
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A practical how-to
summary

Throughout this eBook, we have explored the
fundamentals of Nature-Based Solutions and Youth
Participation, deepened our understanding of
Educommunication and Citizen Communication, reflected
on Ethics and Responsibility in Communication, and delved
into the techniques of Collaborative Journalism from an
educommunicative perspective.
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We will now move forward to an essential chapter that aims
to be both a practical guide and a source of inspiration. This
chapter is intended to bridge the gap between theory and
practice, paving the way for the effective application of the
concepts discussed earlier.

Here, the intention is to reveal the ‘how-to" aspect of our
project turning the educommunicative ideal into tangible
reality. Our focus will be on the practice of producing content
that reflects the values of educommunication, such as
respect for diversity of thoughts, promotion of constructive
dialogue, and inclusion of voices which are often marginalised.

At the same time, this chapter will shed light on how to
integrate nature-based solutions and youth participation
into narratives that foster environmental and civic awareness,
aligned with ethics of responsibility and collaboration.

This chapter is not just about creating content; it's about
creating change. It's about how every word written, every

image shared, and every story told can be a catalyst for action

? ?

and reflection.
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6.1 The first steps

It is fundamental to start with the basics: conceptualising the
agenda and defining the target audience. These are the pillars
upon which the entire creative process relies, ensuring that the
content not only resonates with the audience but also prompts
reflection and action.

Knowing who your target audience is is crucial. Each group

has specific characteristics, interests, and needs. Defining the
target audience will influence everything from the choice of topic
to the tone and format of the content.

Therefore, take the time to research and understand who your
readers or viewers are, what they value, what their challenges
are, and how they prefer to consume information. With
knowledge about who you are communicating with, the next
step is to develop agendas that not only grab attention but also
deliver real value.

The agenda should align with the interests and needs of your

audience while incorporating the values and objectives of your
educommunicative mission.
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Step-by-step to create the agenda:

1. Thematic brainstorming
Based on your project's values and your audience'’s
interests, hold a brainstorming session to list
possible topics.

2. ldeas validation
Refine your list considering the relevance, feasibility,
and potential impact of each topic. Which one offers the
best opportunity to engage, educate, and inspire your
audience?

3. Format and structure
Decide on the most appropriate format for each agenda
(article, video, podcast, infographic, etc) and outline a
basic structure that will guide content production.

4. Research and planning
Conduct in-depth research on the chosen topic and plan
how the content will be developed, including sources,
methodology, and visual resources.

5. Scheduling and publication
Determine a schedule for content production and
publication, ensuring consistent and strategic distribution.

By following these steps for defining the agenda and

target audience, you will facilitate the process of creating
educommunicative content. Remember, the goalis to build a
bridge between information and the reader, fostering not only
knowledge but also action and transformation.
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6.2 Types of content

Here are some types of content that can be produced:

Articles: Informative, educational, or opinion pieces on
relevant topics, promoting awareness and critical debate
among readers.

Reportage: It is an expository textual genre in which a
topic of general interest is developed. It can be expository,
interpretative, or opinionated.

Interviews: Conversations with experts, educators, students,
and other relevant individuals on the topic at hand, offering
diverse perspectives and deepening the audience’s
understanding of the issues discussed.

Opinion articles: Texts in which authors express their personal
opinions on various subjects, promoting debates and
reflections among readers.

Infographics: Visual representations of data and information,
facilitating the understanding of complex statistics or trends.

Photographs and image galleries: Collections of images

documenting events, places, or themes, providing a rich visual
experience.
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Videos: Content that combines text, sound, and image,
including short documentaries, informative video clips, and
multimedia reports.

Podcasts: Audio programs discussing news, specific topics, or
interviews, allowing readers to consume content conveniently.

Comics and illustrations: Content that uses visual art to
tell stories or comment on current events in a creative and
accessible way.

6.3 How to write an article

Writing an article within an educommunicative context requires
a careful approach that balances information, engagement, and
clarity. Below, we present a step-by-step tutorial:

Step 1: Theme and objective definition

Theme selection: Choose a theme that is relevant to your
target audience and aligned with the goals of your blog.
Consider the needs, interests, and challenges of your audience.

Objective definition: Clarify what you want to achieve with the
article. Do you want to inform, persuade, entertain, or educate
your readers? Having a clear objective will make it easier to
structure your content.
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Step 2: Research

Gathering information: Conduct comprehensive research to
collect data, statistics, examples, and quotes that can enrich
your article. Make sure to use reliable and up-to-date sources.

Related content analysis: Examine other articles, blogs, or
publications on the topic. This can offer insights into interesting
approaches and unexplored areas.

Step 3: Article structuring

Introduction: Start with a captivating introduction that
introduces the article's theme and indicates what the reader
can expect. Use a question, a surprising statistic, or a brief
story to grab attention.

Development: Structure the body of the article into sections
or subsections that unfold the theme logically and smoothly.
Each section should contain a main point, supported by
evidence or examples.

Conclusion: Conclude with a summary of the main points
and reinforce the article's central message. You can include a
call to action, encouraging the reader to reflect, comment, or
apply what they have learned.
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Step 4: Writing

Tone of voice: Adopt a tone of voice appropriate for your
audience and the topic at hand. Be clear and straightforward,
but also friendly and accessible.

Clarity and conciseness: \X/rite clearly and concisely, avoiding
adding unnecessary information. Use short sentences and
well-structured paragraphs to facilitate reading.

Step 5: Revision and editing

Content review: After completing the first draft, revise the
content for grammatical errors, confusing sentences, and
inconsistencies. Ensure that the flow of the article and logical
progression are clear.

Step 6: Publishing and promotion
Final formatting: Before publishing, ensure to format the

article attractively, including images, videos, or infographics
that complement the text.
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6.4 How to write a news report

A news report is a journalistic format aimed at informing the
public about events, issues, or phenomena, offering in-depth
and comprehensive understanding.

Here's how to proceed:
Step 1: Theme selection and research

Theme selection: Identify a current and relevant subject
of and public interest. Choose topics that offer depth for
exploration.

Initial research: Collect preliminary information to understand
the complexity of the theme and the different angles from
which it can be approached. Determine the most significant or
controversial aspects to be addressed.

Step 2: Planning and structuring

Plan the development: Define the objectives of the news
report and outline an action plan, including primary and
secondary sources to be consulted.

Structuring: Organise the news report in a logical sequence,

starting with the context, followed by the presentation of facts,
analysis, and finally, the consequences or implications.
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Step 3: Data collection

Interviews: Conduct interviews with experts, witnesses,
and other stakeholders. Prepare in advance and be open to
following new leads that may arise.

Observation and documentation: Visit locations, attend
related events, and collect documents or official reports that
can enrich your news report.

Step 4. Writing

Factual writing: Present information clearly, accurately, and
objectively. Use quotes and data to reinforce credibility.

Narrative insertion: Although focused on facts, a good news
report also tells a story. Use narrative elements to engage
the reader.

Step 5: Review and publication

Fact-checking: Carefully review all information and confirm
the accuracy of data and quotes.

Final editing: Make adjustments to the structure, language,

and flow of the text. Ensure that the text is clean and polished
before publication.
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6.5 How to conduct an interview

An interview is a dynamic format that allows exploring a
person's perspective on a particular subject.

Step 1: Preparation

Interviewee selection: Choose a person whose experiences,
opinions, or knowledge are relevant to your audience.

Research: Conduct research on the interviewee and the topic to
be discussed to formulate pertinent and informative questions.

Step 2: Question formulation

Question development: Prepare a list of questions covering
different aspects of the topic. Include open-ended questions
that encourage detailed responses.

Flexibility: Be prepared to adapt your questions based on the
interviewee's responses and explore new topics that may arise.

Step 3: Conducting the interview

Environment: Choose a suitable and quiet location for the
interview, whether in-person, over the phone, or via video.

Technique: Establish a connection with the interviewee,
actively listen, and follow up with additional questions or
probes as necessary.
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Step 4: Editing and publication

Transcription: Transcribe the interview and select the most
relevant and interesting excerpts.

Structuring: Organise the content logically and smoothly,
maintaining the essence and tone of the conversation.

6.6 How to write an opinion article

Opinion articles allow the author to express their views on a
topic, arguing and persuading the audience.

Step 1: Theme selection

Selection: Choose a subject on which you have deep
knowledge or a strong opinion. The topic should be current
and of public interest.

Angle: Define a unique angle or a new perspective on the
topic, to stand out.

Step 2: Argument structuring

Central thesis: Start by clearly defining your position or thesis.

Supporting arguments: Develop logical and coherent
arguments to support your thesis, using evidence, examples,
and data where possible.
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Step 3: Writing

Engaging introduction: Capture the reader's attention from
the beginning with a powerful statement or a provocative
question.

Development: Unfold your argument in a structured manner,
addressing different viewpoints if applicable.

Strong conclusion: End with a conclusion that reinforces your
position and inspires the reader to reflect or take action.

6.7 How to make an infographic

Creating infographics is an effective way to present complex data
in a visually appealing and easy-to-understand manner. Here's a
step-by-step tutorial on how to create impactful infographics:

Step 1: Theme definition and data collection

Theme selection: Choose a theme that is relevant and of
interest to your audience. The theme should be suitable for
data visualisation or information display.

Research and data collection: Gather reliable and accurate
data related to your theme. This may include statistics, facts,
timelines, comparisons, or any other type of quantitative or
qualitative information.
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Step 2: Planning and structuring

Identify key points: Based on the collected data, determine
the main points you want to highlight in the infographic.

Layout sketch: Make a simple sketch of your infographic
layout, deciding how the data will be visually organised. Think
about how you can use charts, graphs, bars, icons, or timelines
to represent your information clearly and attractively.

Step 3: Tool selection

Design tool selection: Choose a graphic design software or an
online infographic creation tool, such as Canva, Piktochart, or
Adobe Spark. Many of these tools offer templates that can be
customised, making the design process easier.

Step 4: Design creation

Template application or layout creation: If using a template,
select one that aligns with your theme and the type of data
you are presenting. Otherwise, create your layout based on
the sketch you made.

Insertion of visual elements: Add charts, icons, images, and
texts to your infographic. Ensure that each visual element
contributes to the understanding of the data. Use colours to
differentiate sections or highlight important information, but
avoid overuse that may visually clutter the infographic.
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Typography: Choose readable fonts and maintain consistency
in the use of font styles and sizes. The text should be easy to
read and complement the visual information.

Step 5: Review and editing

Accuracy check: Review all the data and information
presented to ensure its accuracy and reliability.

6.8 How to create a podcast

Creating a podcast is a truly compelling journey. It starts
from an idea to then arrive at an autonomous product, capable
of establishing a very strong relationship with the recipient.

To create an effective podcast, not only from a communicative
but also educational point of view, you need to mix various
ingredients well: dynamism, rhythm, facts and information of
interest, but also time and spaces to encourage reflection and
personal meditation. Let's see how to do it!

Step 1. Podcast concept definition
Decide on your podcast's theme, format, and target

audience. What topics will you cover? What will make your
podcast unique?
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Step 2: Episode planning

Outline the structure and content of your episodes.

Considering the theme you've chosen and the objectives
you've set, what tone of voice would be most suitable for you
to adopt? What should the ideal duration be, and what kind of
audio identity should your podcast have? Consistency is key!

Step 3: Content development

Let's get started! The first elements to focus on are the title,
subtitle, presentation abstract, opening and closing jingles,
and possibly a trailer. Working on these components will help
you clarify the direction you're heading in and allow you to
begin to feel your podcast come to life.

Now you can move on to developing the actual content of
the podcast. Begin with research to then proceed with the
writing. Determine if you need to interview people and start
reaching out to them if necessary.

One piece of advice: initially, it will be easier for you to
write the full scripts. As you gain experience behind the
microphone, you'll realise that sometimes an outline is
sufficient, and the rest can be improvised!

And here’s another tip: when writing your podcast scripts,
remember that they will be listened to, not read, by your
audience. Therefore, use short sentences, few subordinate
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clauses, and syntactic structures typical of spoken language.
Step 4: Equipment gathering

Acquire essential podcasting equipment, including a
microphone, headphones, and recording software, to
ensure high-quality audio without spending an excessive
amount of money.

There are many youth and student associations that allow you
to use their recording spaces for free! By joining these groups,
you'll also have more opportunities to engage, learn, and gain
insights from those with more experience.

Step 5. Episode recording
Find a quiet space to record your episodes. Speak clearly and

maintain good microphone technique. Consider using editing
software to polish your recordings.

Step 6: Episode editing

Edit your recordings to remove mistakes, pauses, or any
unwanted sounds. Add intro/outro music, transitions, and any
other necessary effects.

For both recording and editing, you can use free programs

like Audacity, which will allow you to produce good-quality
content without a lot of hassle.
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Step 7: Podcast art creation

Design eye-catching artwork for your podcast cover. This
is what potential listeners will see first, so make it visually
appealing and reflective of your podcast's theme.

You don't need to be a professional illustrator or graphic
designer. With free programs like Canva, you can achieve
excellent results!

Step 8: Podcast hosting platform selection and

episode upload

Select a podcast hosting service where you'll upload your
episodes. Popular options include Spreaker and Spotify for
Podcasters.

Then upload your edited episodes to your chosen hosting
platform. Add titles, descriptions, and tags to make your
podcast discoverable.

Step 9: Podcast promotion

Now, at this stage, don't forget the most important step of all!
Your podcast could be the best of all time, but if people don't
know it exists, no one will listen to it! Spread the word about

your podcast through social media, your website, and other

channels. Encourage friends and followers to listen and share.
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And if you still have time and energy, interact with your
listeners through social media, email, or comments. Consider
listener feedback to improve future episodes.

One final piece of advice: consistency is key! Maintain a
regular podcasting schedule to keep your audience engaged
and attract new listeners.

6.9 How to take good photographs

Many millennials and Gen Zs started taking photos with their
cell phones before ever using a camera in their lives. Having
less controls on a phone may seem like a disadvantage as a
photographic tool, but limitations can have a liberating effect,
especially for those who have never taken photos in their
lives. “You start to think much more about your composition,’
suggests photographer Andrew Kearns. ‘I always encourage
those who own a digital SLR (Single-Lens Reflex) camera to
start with a fixed lens like a 35mm. The process is the same as
that of a phone’

Limitations can help you stay focused on the fundamental
elements of great photos: composition, light, shadow,

contrast, proportions, emotion, and storytelling.

©® Activate the grid tool in the camera app to compose your
shots. These visual cues help you adhere to the rule of thirds.
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©® Use HDR mode (i.e., high dynamic range) for scenes with
very dark and very bright areas, such as sunsets, where you
want to expose different elements of the image well.

©® Photography is light; remember that the more light, the
better the photo quality. If your photo is grainy, this is caused
by low light, i.e., lack of data received by the sensor. Light
should be plentiful but not direct, because direct light creates
shadows which are too sharp, or use panels to filter it. Don't
take backlit photos unless you want to achieve a particular or
creative result.

Even if you take pictures with your cell phone, you should have
the same posture as a professional photographer:

® Hold the smartphone with 2 hands to avoid blurring.

@ If you don't want to distort the perspective, hold the phone
perpendicular to the ground. Remember that if you frame a
person from below, they will appear taller, and if you frame
them from above, they will appear shorter.

© If you want to lower the point of view, bend your knees and
keep your back straight.

Depending on the model of the smartphone, the quality of
the photo will be higher or lower. Today, the best phone for
photos is the iPhone, thanks to the size of its sensor and the
features of the Camera app, but with some adjustments,
even with other operating systems and smartphone models,

130

A PRACTICAL HOW - TO SUMMARY

you can get interesting photos. Here are some settings to
adjust in the settings:

©® Go to settings and take multiple photos, 10 per second, so
you can choose the best one. This tip is especially useful if
you shoot moving subjects.

® Exposure, by default, is set at a higher exposure. Decide
the correct exposure by tapping on the subject; you will see
that the lighting changes. But if you want to be even more
precise, after tapping on the subject, move the slider up and
down.

® Use the other lenses. 13mm is the wide-angle, usable for
panoramas or architecture.

©® Never use the smartphone's zoom. What you have available
is a digital zoom, which leads to a loss of sharpness and a
grainy effect. Get as close as you can to your subject.

For many young adults, especially those from the millennial
and Gen Z generations, smartphones have become the

initial choice for photography, often before using traditional
cameras. This shift presents an opportunity to explore the
fundamentals of photography, as smartphones simplify many
photographic elements.

To enhance your smartphone photography, here is a summary
of strategies to consider:
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® Enable your camera's grid feature to improve composition
using the rule of thirds.

® Lighting is crucial; aim for abundant natural light while
avoiding direct sunlight to prevent overpowering shadows.
Soften the light with diffusers if necessary.

® For stability, especially in dim conditions, hold your phone
steadily with both hands.

® Maintain a perpendicular alignment with the ground to
prevent perspective distortion and adjust your stance to
capture your subject faithfully.

® Explore different photographic effects with various lenses
available on your phone, like wide-angle or telephoto, but
avoid digital zoom to preserve image quality.

® Regular practice with these techniques can significantly

improve your ability to produce impressive images using just
your smartphone.
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6.10 How to use photography to
describe a site's co-participated
transformation based on Nature-
Based Solutions

Photography is one of the most powerful communication
tools utilised today. Within the context of your TRANS-
lighthouses project, photography thus becomes a highly
efficient and creative tool for narrating the transformation of
a place, not only by documenting the changes brought about
by the project but also the impact of the community’s actions
itself.

To begin, it's essential to understand and know the context of
the place and its history. Historical photographs can be used
to showcase the evolution over time. While visiting libraries,
cultural centres, and historical monuments of the place may
seem commonplace, these moments can be supplemented
by more informal situations, such as conversations at local
bars, which can lead to surprising contacts for gathering
information.

Gradually, the community itself will learn to know you. This
can be done through street activities, public meetings, and
community engagement initiatives. During these occasions,
residents can share their experiences and knowledge about
the area, identify challenges, and suggest solutions. The key is
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to portray the perspectives of those who live in those places
every day: only in this way does the photographic medium
become valuable to the community itself. Even better if that
perspective has not yet been told. Without direct or in-depth
contact, you will never have access to the most interesting
stories.

Once the information has been collected, just like a
photojournalist would do, build a conceptual map connecting
current events or issues to real people. Next, draw or envision
your “ideal” photograph, which can narrate the project

in a single shot. That's the starting point. The rest of the
photographic narrative should be defined based on your
interests for further exploration and the availability of the
personalities photographed.

6.11 How to make a campaign and
mobilise action

Here, by campaign, we mean mobilising action that takes
place over a certain period of time in order to obtain a specific
change, in particular where there is a decision maker or a group
of decision makers who have the power to make choices.

Although many steps are the same as an awareness raising
campaign, we focus here on the so-called advocacy campaigns.
In these specific campaigns, the core idea is that of building

a collective power capable of counterbalancing that of the
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decision-maker who can or must make a choice. This power
is built both through strategic alliances and by involving and
mobilising groups of people who can become campaign
activists. This is even more effective if the mobilised people
are directly interested in the problem, whether they are rights-
holders or stakeholders.

Before we start:

Do you really need to campaign? Campaigning is usually only
done when all else has failed. Campaigning is the science and art
of changing what is possible. A campaign succeeds in inspiring
its followers to go on to the next target. So before you go any
further, stop and ask yourself: do | really need to campaign? Or
can | get what | want by other means? Can it be delivered by
simply asking politely, through quiet lobbying, by exchanging
information or possibly through political means?

Ok, so now we can start!

1. Focus on specific goals and objectives

Select an objective which is SMART (specific, measurable,
achievable, relevant and realistic, time-based). You don't need to
cover all the aspects of a broader problem: choose a battle that is
symbolic, strategic, and can represent other battles,

Don't worry, you don't need to show the broad complexity of the
issues. You will have the time to deepen the topic with the people
involved. But first you need to motivate and mobilise people.
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2. Be timely

You should start to plan your campaign and reach out to decision
makers in advance, when the decision-making process starts.
But this timing is very different from the timing of the launch of
the campaign. When you are ready to launch your campaign,
choose a moment in which it will mobilise as many people as
possible because it will likely be spoken about by the public, it
will most likely be in the spotlight and it will probably be covered
by the media.

3. Have data that supports your campaign

Collecting valid data is fundamental. Data will support you when
you ask specific questions and it will give you credibility. If you're
not an expert, don't worry: find partners that can help you and do
your own research. In any case, data is not the most important
thing that you have to communicate. You need to focus on
emotional and motivational messages: the initial support you
receive from people will not come through a rational process.

4. Analyse the forces

You know what needs to change, so ask yourself the following
question: Why hasnt it happened already? Try mapping out

the forces that are for and against what you want to happen.
Draw a mind map of the problem - the people involved, the
organisations and the institutions that are part of the problem
- work out exactly what the mechanisms are for the things you
want to change. Then, identify potential allies and opponents
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and work out who your target audience is for each step. Look at
it from their point of view. How are you now going to change the
balance of the forces that are for and against this change in order
to overcome the obstacles? If you don't know the answer to this
question, how can you determine an objective to be achieved?
Here's a specific tip: give the people collaborating in this
campaign the possibility to help you in different ways: can they
provide a space for meetings or contact the media or maybe
fund the campaign?

5. KI.S.S. ("Keep It Simple, Stupid”)

Campaigns are needed when there is an urgent problem
which has to be made public in order to be resolved. Effective
motivation needs simplicity in message and purpose.
Communicate only one thing at a time. Use a simple,
unambiguous ‘call to action" which requires no explanation.

6. Step by step

Choose battles that are possible to win, even if they are hard. You
can break down your wins into smaller, more achievable tasks
using different criteria: geographic criteria (you win in a district

or a city and then scale up), or policy criteria (first you get an
amendment passed and then a whole law is passed). Win little
battles, galvanise your supporters and then scale up! If you work
on developing leadership and give the necessary tools (like a
toolkit) to local leaders, you will multiply your impact on future
decisions to be made.
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7. Craft your messages and start from where your audience is

A marketer finds out what you want, what you already do and
how you think, and creates or finds a product that fits you. When
it comes to communication, do your market research. Let's say
you need to persuade a group of councillors to take a particular
decision about a forest. You may think it's important for the frogs
living in it or as a watershed. But what do they see? What is their
point of view? What if they use it to go jogging or 50% of their
constituents are woodcutters? You may see a forest but they may
see timber, or an area to exercise in. Put the issue in their terms.

8. Construct a strategy and a critical path

Keep thinking step by step and reverse the thought process, as
well. If the end result is the success of a campaign, try to picture
what that success looks like and then try to think of what the
step before that success is. And the one before that? If your goal
is to convince the Mayor to stop cutting down trees, what needs
to happen before the decision is made? Could building alliances
in the city council, etc. be useful?

9. Make real things happen

Don't argue, just act. Create news for the media. News is not
about ideas or concepts, it's about things that happen. Every

day, ask yourself questions like: What exactly is the campaign
doing? What's the main verb that represents the campaign? Is it
starting or blocking something, publishing or painting something,
or maybe rescuing something. Maybe it's occupying something
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or marching or lobbying against something. And what are you
doing? Too often, campaigns get bogged down in collecting
information or circulating it to people who already agree with
the cause. Some of the most powerful events are direct action
events, especially where these actions are non-violent and can
be justified on moral and scientific or economic grounds.

10. Communicate with pictures

At every level, think about how your campaign can be
represented through pictures and symbols. Create events that
actually generate those pictures - or lead them to occur. Then
make sure you communicate in pictures, not just words. If you
find this difficult at first, try involving a local photographer. Take
them through your campaign plan and get them to say whether
they can tell the story in pictures. As a rule, if there's nothing to
photograph, there's no actual activity, no objective to achieve,
and no campaign to join in with.

11. Find your “megaphones”

Choose influencers and micro influencers who may support the
cause and make it credible.
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12. Take the personal contacts and nurture your database

Find ways to get your supporter's email address or phone number
and keep them updated every week or every two weeks. Suggest
different ways for them to support the cause or directly take action in
a clear and easy way, like signing a petition, organising a fundraising
dinner or participating in a flash mob.

Conclusion

In conclusion, this chapter serves as a bridge between theory
and practice, offering practical guidance and inspiration for
effectively applying the concepts discussed earlier.

It emphasises the importance of understanding the audience
and developing agendas that resonate with them while
aligning with the values of educommunication.

By following step-by-step processes for defining agendas,
creating various types of content, conducting interviews, and
utilising photography effectively, communicators can foster
not only knowledge but also action and transformation.

Ultimately, the goal is not just to create content but to create
change, to use every word, image, and story as a catalyst for

reflection and action, thereby making a meaningful impact on
individuals and communities alike.
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Conclusion

This eBook about educommunication and content
production with a focus on Nature-Based Solutions

(NBS) encapsulates a transformative approach that
intertwines educational methodologies and environmental
sustainability. By integrating educommunication, the eBook
delves deep into how education and communication

serve as fundamental human rights that catalyse social
transformation. The emphasis on democratic management,
inter and transdisciplinarity and non-violent communication
underscores a commitment to fostering inclusive and
responsible communicative ecosystems. This approach

not only educates but also actively involves individuals,
particularly the youth, in social and environmental advocacy,
preparing them to be agents of change.

Nature-Based Solutions are portrayed as holistic strategies
that balance environmental stewardship with social equity
and economic sustainability. By harnessing natural processes,
NBS provides innovative answers to urban planning,
agriculture, and coastal defence, promoting a sustainable
future where human and ecological needs are met in
harmony. The active engagement of youth in these initiatives
is particularly noteworthy, as it highlights a generational shift
towards deeper environmental consciousness and proactive
participation.

Moreover, the eBook addresses the importance of digital
platforms and social media in expanding the reach of
educommunication. Through strategic use of SEO and
mindful content adaptation, it aims to enhance online
visibility and user engagement. This digital approach not
only increases the audience but also enriches the quality of
interaction, making the educational content more accessible
and effective.

In conclusion, this eBook bridges theory and practice,
offering practical insights into how educommunication can
be leveraged to address critical issues like environmental
degradation and social inequality through Nature-Based
Solutions. It calls for a concerted effort to empower
communities, in particular young people, to use their voices
and digital savviness to advocate for a just, sustainable
world. Through its comprehensive discussion, the eBook not
only informs but also inspires action and change, aligning
educommunication with the urgent need for environmental
stewardship and community engagement.
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