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A NOTE FROM 

If nothing else, covering the Play the Game con-
ference has confirmed my suspicion that journal-
ism is first and foremost learning by doing. We can 
discuss professional ideals and our role in society 
as much as we want – nothing beats actual 
experience. 

A conference can be the perfect microcosm for 
students of journalism to develop their craft. Read-
ily available sources and an engaged audience are 
a luxury, even for the most established of journal-
ists. At Play the Game, we were able to bypass 
the hurdles that usually face journalists, such as 
finding willing sources and proving our legitima-
cy. Instead, we could focus on more fundamen-
tal challenges facing journalism, such as ethics, 
methods and outreach. 

With a newsroom solely consisting of millenni-
al, digitally native journalists, the world is at your 
fingertips. The smartphones we often take for 
granted grant us limitless opportunities, both to 
our gratification and our dismay. With a media in-
dustry in disarray and the legitimacy of journalism 
plummeting, we are quick to name social media, 
smartphones and the internet as the enemy of our 
profession, but let me take this moment, for once 
in my life, to be shamelessly optimistic. 

It has never, in the history of the world, been easier 
to reach people. With one device, our message 
can transcend language and borders, to those 
previously excluded from debate and discourse. 
The democratization of information is not the en-
emy of journalism, but rather its’ ally. If our goal is 

to be read, watched and heard, surely we must be 
headed in the right direction?  

Covering a conference is, in nature, mobile, 
at least if your goal is to be present and engaged. 
It can be interesting, exciting, exhausting and so 
much more. It is a chance to throw whatever ide-
as you may have at the wall to see what sticks. 
Regardless of the outcome, it is an opportunity to 
learn and as Otto von Bismarck said all the way 
back in 1885 “only a fool learns from his own mis-
takes. The wise man learns from the mistakes of 
others”. In this guidebook, we have attempted to 
share our lessons so that you can do exactly that: 
learn from our mistakes. Share our successes and 
marvel at our failures, but if you were to only re-
member one thing, let it be this: 

There is never any harm in trying. Especially 
when our opportunities are, in fact, limitless. 

                             Ingvild Wathne Johnsen

                              Editor, On the Game 17 
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BRA INSTORM ING
The first step in the brainstorming process is to 
get in contact with the conference team. 
Open communication with conference editors 
and communications staff allows you to hear their 
expectations, what content they cover and what 
platforms they use. From there, it’s easier to fill in 
the gaps of what the conference tends to miss 
and utilizing different platforms. 

When covering the Play the Game conference for 
example, the On the Game 17 news desk noticed 
that the conference team did not utilize Instagram. 
This allowed the news desk team to promote the 
conference in a new light and invite a different au-
dience.

In order to have some idea of what you might 
want to cover at a conference, it is important to 
review the program as a newsroom. This al-
lows everyone to get an idea of which discussions 
each individual would like to attend and make sure 
everyone is split up evenly. You want at least one 
or two people at each discussion, if possible, to 
cover your bases.

It is important to remember that plans change. You 
might find yourself unable to attend a discussion 
you had planned to go to before the conference 
started. In this situation, it is important to commu-
nicate with the rest of the newsroom and update 
everyone of your plans to make sure there is still 
even coverage. 

Once you have a rough idea of who will be attend-
ing what discussion, you can begin doing prelimi-
nary research to get an idea of potential story ide-
as.At this stage in reporting, you will most likely 

not have a clear story angle, but it is helpful to 
get in contact with potential sources to introduce 
yourself and set up a time to meet at the confer-
ence. This will be beneficial before the conference 
begins because once you’re there, your time will 
be limited and so will the conference attendees. 
However, even the best laid plans may fall 
through, so be prepared to think on your feet. 

ASSIGNING ROLES 
It’s beneficial to assign roles among the 
newsroom team. Although each team member 
is responsible for their own work, it is beneficial to 
have an editor who oversees the team and pro-
vides guidance or suggestions when needed. 

Depending on the event or size of the news-
room, other editorial positions might be required, 
like social media editor and technical editor. This 
makes sure all platforms have a cohesive 
look. Within the On the Game 17 newsdesk, our 
social media editor created our Twitter and Ins-

tagram platforms, tracked followers and content, 
and made sure content was clear and cohesive 
with the website and Facebook. Our technical ed-
itor had similar duties of creating our website, logo 
and monitoring the Facebook. The technical editor 
also tracked Livestream videos to make sure au-
dio and visual content was adequate. 

The rest of the newsroom were multimedia con-
tributors, who didn’t necessarily have a specific 
role, but made suggestions and contributed where 
it was needed. 



SETTING UP
For the website, the On the Game 17 newsdesk 
decided to buy a domain from one.com, which en-
abled us to work with WordPress, without having 
it as a part of our url. This was the right decision 
for us, mainly because many on our team already 
felt comfortable working in WordPress. 

To further customize the page, our technical edi-
tor downloaded a plug-in called Visual composer, 
which enables you to operate more intuitively by 
clicking and dragging elements. This comes with 
ready-made templates that you will probably have 
to delete in order to start with a blank canvas. 

When setting up your social media, deciding 
on a name is crucial. The aim is to find some-
thing that accurately sets the tone for the content 
you will be creating, whatever tone that may be. 

When brainstorming, make sure to do a quick 
Google search of the potential names to see if 
they have been used before or if they have other 
(sometimes unfortunate) connotations. This may 
be particularly important if the language you are 
working with is not your first language. Idioms and 
sayings with a broader cultural meaning can be 
harder to detect in another language. 

Always aim to find a name that you can use across 
all platforms. With the same name and the same 
visual look in terms of layout, color scheme and 
logo, you will become more recognizable, memo-
rable and visible to your audience. 
 
When covering a conference, every journalist is 
responsible for creating and publishing their own 
work. There is rarely any time for multiple people 
to read through and double check what is being 
put up. Making sure the content you are produc-
ing is cohesive can therefore be a challenge. 

Before publishing anything at all, make sure 
to establish clear publishing guidelines. This 
can involve anything from what how formal or in-
formal the language used should be to what kind 
of content goes on what platform. 

To use On the Game as an example, the content 
varied greatly from platform to platform. Longer 
articles were to go on the website and be linked 
on Facebook and Twitter. Twitter was mainly used 
for pictures, quotes and videos. Instagram was a 
more personal and casual platform, giving our fol-
lowers an inside look into the work we were doing. 

“What I would emphasize the most in setting up the web-
site is to do it as soon as possible. It takes a lot more time 
than you might imagine to fine-tune the small details.”

LUCY SAMSON, TECHNICAL EDITOR

6 7

The On the Game 17 newsdesk chose Insta-
gram, Twitter, Facebook and our own domain 
as the platforms we would present our conference 
coverage. 

When meeting with the conference team, we no-
ticed that they were not on Instagram. We want-
ed to reach a wider audience besides conference 
attendees, which we thought Instagram would be 
able to provide. 

Although reaching a broader audience was our 
goal, we were aware that the majority of our fol-
lowing would be conference attendees. Taking this 
into consideration, we knew Twitter would be our 
most popular platform. With long days of panel 
discussions and short breaks, Twitter is the best 
platform to post minute-long talking heads 
or updates from different discussions. 

Twitter is also the best platform to link to articles 
on our website and to our Facebook Livestream 
videos. 

WHY WE CHOSE
THESE PLATFORMS
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E S TA B L I S H I N G

For initial traction, an already established network 
consisting of friends, family, coworkers and others 
may turn out to be surprisingly fruitful. Facebook, 
being the most popular and common platform, 
was particularly useful whilst starting up. 

Already on day one, we started working on ways 
to introduce our news team on our social media. 
Having your faces out there makes all plat-
forms more personable and interesting, even 
to those who are not necessarily following for the 
subject matter. By simply tapping into our personal 
networks, we managed to attract a core audience 
of around 100 followers going into the conference, 
giving us at least a sense of legitimacy. 

The advantage of covering a specific event is 
that your target audience is very clear and often 
somewhat established. We were early on made 
aware of hashtags and platforms used and 
proceeded to use these in all our postings. 

Lucky for us, attendees at the Play the Game con-
ference were highly active on social media. This 
meant that we often had the option to directly tag 
attendees, speakers and others in relevant tweets, 
articles or videos, which many then proceeded to 
share with their own audiences. 

The hashtag became the most potent tool 
we used to spread our message. If this is not the 
case, it may take longer to establish momentum 

and traction around your content. Although we ini-
tially focused a lot on our Facebook page, it quick-
ly became apparent that Twitter was to become 
our most active platform. We therefore adjusted 
our coverage throughout the conference, focusing 
more on shorter updates on Twitter, rather than 
more extensive content to be posted on Face-
book. 

In the end, every conference is different. It can 
therefore be helpful to confer with the organizers 
of the event to find out what experiences they have 
made previously. The Play the Game organizers 
were also kind enough to give us a few shout-
outs, which was helpful in us finding our audience. 

AN AUDIENCE “Covering Play the Game, I learned that you need to com-
municate as a team, but it’s best to go off independently 
sometimes and find things on your own. I feel more inde-
pendent as a person and more equipped with the skills I 
need to be a journalist.”

SIMONE WEST, SOCIAL MEDIA MANAGER

LEADING UP TO THE CONFERENCE
Once your platforms are up and running, make 
sure you start producing and posting content 
as soon as possible to further engage and es-
tablish your audience. 

Our first teaser was a video of the news team, aim-
ing to make our sites more personable. We posted 
it across all platforms, hoping that it would make 
us recognizable to potential sources and our audi-
ence at the conference. We let the audience in on 
our preparations leading up the conference on our 
more informal platforms, such as Instagram. 

We also produced content about the event that 
was taking place itself and about relevant subject 

matters in order to potentially attract some future 
attendees. Lastly, we teased one of our major pro-
jects: a daily livestream. This went up across all 
platforms as soon as the guests were confirmed. 

Leading up to the conference, the content pro-
duced can vary greatly. The most important thing 
is that you post something. Anything, really. An 
active page with audience engagement will 
cause traction, even if it is something as small as 
a group photo of the news team. 

And a page that has hardly been used before 
the conference can prove itself hard to get 
off the ground. 
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SQUARE VIDEO  
Covering a conference, it is more or less a giv-
en that the content you will be creating will be 
consumed through some kind of smartphone. 
The videos you produce can greatly benefit from 
adapting to this format. 

A square video is exactly that: instead of using 
the 16:9 that we are used to when creating 
video, we crop the video to make the frame 
square. This fits a smartphone screen better 
and makes whatever is in the video seem closer 
and larger to the viewer than in a traditional land-
scape video.

In a case study done by Buffer, square videos 
outperformed landscape videos on all social me-
dia networks in terms of views, engagement and 
completion. 

Close captioning is also key. According to 
Digiday UK, 85 percent of Facebook videos are 
watched without sound. Close captioning ensures 
that the video can be watched and shared in any 
context.Close captioned, square videos should 
be short, concise and interesting in order to make 
them more sharable, preferably under a minute 
long. 

During our coverage, we mostly used the video 
format for so-called “talking heads” – i.e interest-
ing people giving us snappy one-liners that were 
to the point. We primarily used two apps: Clips 
and Vont. 

Clips enables you to do live captioning when 
recording your video, which can be helpful and 
efficient. The app does, however, have some is-

sues picking up on accents, which can, even with 
post-recording editing, result in some frustration.

Vont can be used to add text on an already 
recorded video and, although more time-con-
suming, it let’s you have more of a say when it 
comes to how and when the text will appear. 

With platforms such as Facebook, YouTube, Twit-
ter and Instagram all offering the option to stream 
live from your personal account, it is becoming 
clear that live streaming is here to stay. 

For us, streaming live offered us an opportu-
nity to produce in-depth content, with longer 
and more casual discussions surrounding certain 
topics of interest. This was an important addition 
to the shorter tweets and talking heads. 

During our four days at the conference, we went 
live four times, covering four different subject mat-
ters. The guests were usually speakers who had 
spoken that day, leaving the topic fresh in every-
one’s mind. 

An hour before going live, we put out a teaser. 

During the interview, one person, behind the cam-
era, continuously live-tweeted what was being 
discussed, with a link to the live stream. 

Going live is a challenge. It takes logistics and 
preparation. However, it can have a long afterlife 
and it is much more efficient than a regular 
video, that often requires editing and an ad-
ditional upload. 

We found that although few were following us 
live, many went on to watch the videos later that 
evening, as they were put up permanently on our 
Facebook page. The interviews had an espe-
cially long afterlife if the guests themselves 
promoted it on their social media or if they for 
some reason or another played a larger part at the 
conference. Picking the right guests was crucial. 

LIVE STREAMING 
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TWITTER
With over 300 million active users per month, it 
is clear to say that Twitter is the most reliable 
source in reaching your audience. 

Of those users, 80 percent of them use twitter on 
their mobile phone. Twitter emphasizes the idea of 
keeping up while on the go. This is the ideal plat-
form for any conference with long days and short 
coffee breaks. 

The most effective way to use twitter is live tweet-
ing from conference discussions. For those your 
audience members who missed a discussion, live 
tweeting is the perfect way to keep them in-
formed and updated on what was discussed. 

Live tweeting can be a quote from one of the 
speakers, an interesting point that sums up the 
discussion, or any interesting question asked by 
an audience member. It is also always best to in-
clude a photo to give your audience a visual ele-
ment. 

On the guidelines of live tweeting, Twitter is also 
great for posting talking heads. This is a per-
fect way to summarize a panel discussion or go 
deeper into a topic with one of the speakers. 

As a quick easy way to keep up with what is go-
ing on, Twitter is also a good way to promote 
work on your website. The On the Game 17 
newsdesk found Twitter to be helpful in promoting 
livestream videos, posting infographics and linking 
to full-length articles on our website. 

I N S TA G R A M 
Instagram has veered towards a younger de-
mographic since its inception. Even now, as 
we are seeing signs that the social media platform 
is being embraced by older generations, 59 per-
cent of users on Instagram are between 18 and 
29 years old. 

It was a natural choice for us to target a younger 
audience through our Instagram presence, keep-
ing it more casual and informal than on any other 
platform. We posted mostly talking heads, be-
hind-the-scenes of the news team, and started a 
“humans of…” segment. 

Variety is good. 

With the Instagram story feature, we had very few 
rules of what could go up. The only rule to follow 
here is:

If you yourself would skip it, don’t post it.

“People really seemed to enjoy our Instagram content as it 
humanized the attendees at the conference. We weren’t 
just posting professors and academics talking about what 
they specialize in.” SIMONE WEST, SOCIAL MEDIA MANAGER
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W E B S I T E 
 
Twitter and Instagram are great ways to reach a 
larger audience, but creating a website empha-
sizes your brand. A website is the center of your 
work where all of your articles and videos go. It’s 
where you direct your Twitter and Instagram fol-
lowers to read your work. 

When creating a website, you must decide wheth-
er you would like to buy your own domain or go 
through a service, like Wordpress. Both options 
allow you to post whatever you would like, but go-
ing through a site like Wordpress has limited 
themes to choose from. 

The On the Game 17 newsdesk made the deci-
sion to buy our own public domain because we 
thought it looked more professional. We also 
wanted the freedom to create our own layout with 
no limitations. 

The main purpose of your website can be to pub-
lish all your articles, as well as any videos or pho-
tos. Your website can also have a tab dedicated to 
who you are as a news team and what you want 
to accomplish through your work.

Just as you would on Twitter and Instagram, your 
website should also include links to your oth-
er social media handles. This allows anyone to 
follow your work on all platforms.

ACEBOOK
With its over 2 billion monthly active users, Face-
book is the most popular social network 
worldwide. This makes it almost impossible to 
opt out of using it. 

During our coverage, Facebook served mainly two 
purposes. It quickly became our main hub where 
we assembled and linked all our more extensive 
coverage. It was also the platform from which we 
decided to stream live interviews. 

In retrospect, we could have probably gone with 
Twitter for the live stream. Here, our audience was 
far more engaged and active. However, stream-
ing from Facebook has clear advantages: 
The streaming service they offer is very user friend-
ly and easy to operate. 
When you go live on Facebook, it automatically 
sends out notifications to subscribers, making the 
stream more visible. 
The video is automatically saved after the live 
stream ends, making its lifespan longer without 
any additional work. 

After Twitter, Facebook was by far the easi-
est place to reach people. This will most likely 
be the case no matter what kind of conference 
or event you are covering, based merely on the 
scope of the social network. Your potential au-
dience on Facebook is huge. 

During the conference, our posts at one point had 
a reach of 1,491, which we found was surprisingly 
high considering the subject matter that we were 
covering. It is clear few social media sites can 
offer the same kind of reach. 
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When covering a conference, time is limited. 
Days are filled with panel discussions and breaks 
are usually spent talking to potential sources. In 
order to be present and keep a clear mind, it is 
important to go in each day with a game plan. This 
means looking over the schedule, planning tweets, 
having photos ready, and questions prepared. 

During the conference, you won’t have much time 
to write and edit full-length articles. At the same 
time, conference attendees won’t have time to 
read those stories either. This is why being mo-
bile is the most efficient way to report. 

All you need to report and be present at a 
conference is your smartphone. You can 
tweet, take photos and create and edit talking 
heads all from your phone. From there you can 
instantly post to Twitter and Instagram. Not only is 
this easier for you and allows you to create more 
content, your audience is more likely to view 
your work since it’s easily accessible from 
their phone. 

The only other equipment you might need 
is a lavalier microphone. Conferences tend to 
get noisy, especially if you are trying to film a talk-
ing head during a coffee break. If you a filming a 
longer video, a tripod might come in handy, but 
unnecessary for talking heads. 

The On the Game 17 newsdesk only used a port-
able phone tripod during Facebook live stream 
videos since they were longer and more in-depth.

BEING PRESENT 

MORNING MEETINGS
Morning meetings are crucial in making sure 
everyone in the newsroom is on the same page. 
It’s important to have some sort of game plan, as 
plans change and it’s easier to modify if you al-
ready have a set of guidelines.

Coming together as a newsroom allows you to 
talk over your plan for the day, delegate who goes 
to what meetings, who is posting on social media, 
who has interviews set up, and a general overview 
of the day. This keeps everyone on the same page 
and lets you see how you can prepare for the day. 

The most important thing to keep in mind about 
morning meetings is time. Time is limited at a 
conference so every minute is valuable. You don’t 
want to waste your colleagues or other confer-
ence attendees time if you’re late. It is important 
to plan ahead and be on time. 

END OF THE DAY FEEDBACK 
Just as important as morning meetings, end of the 
day feedback is crucial. Debriefing the day as a 
newsroom allows you to evaluate what went well 
and what can be improved in the future.

The importance of meeting as a newsroom is to 
make sure everyone is on the same page. This al-
lows you to ask questions, get feedback on story 
ideas, reflect on the day and prepare for tomorrow. 
These meetings are not all about pointing about 
the negatives, but creating a space for creativity 
and ideas to be expressed. 

Even more at the end of the day, your time is more 
valuable than ever. Being timely to these meetings 
is important in showing respect for the rest of your 
team and giving everyone equal opportunity to ex-
press their ideas or concerns. 

AND MOBILE



At a conference, you are likely to be faced with 
an abundance of sources. This can be excel-
lent, as it allows you to focus more on craft of 
journalism than desperately looking for someone 
willing to talk to you. 

However, it is important to be aware that the 
sources at your disposal have most likely 
already been through a selection process of 
some kind. All sides to a story are not always rep-
resented in the same conference hall. 

Any event that gathers a group of people who 
share similar interests is at risk of becoming an 
echo chamber in one way or another. Paradigms 
and hegemonies exist everywhere and it is our job 
as journalists to question these unspoken truths. 

SOURCE CRITIQUE It can be very easy to buy into a narrative or a 
premise laid before you, maybe especially in the 
conference bubble. Always make sure you ask 
yourself one important question: who is not be-
ing heard in this discussion? 

During Play the Game, a conference centered 
around sport politics, much of the criticism was 
targeted at bigger organizations, such as FIFA and 
the International Olympic Committee. As much of 
the criticism was more than justified, and as we as 
journalists are taught to question power, it was an 
easy narrative to buy into. Nevertheless, it is cru-
cial to our journalistic legitimacy that we, regard-
less of context, make a significant effort to hear 
both sides. 

The journalistic ideal of objective methods 
applies, even at a conference. BEYOND THE CONFERENCE 

Although it can be comforting to have an already 
engaged and interested audience in the confer-
ence attendees, it never hurts to also branch out. 

Try and keep the more specific inside references 
to the conference to a minimum in order to make 
your story relevant to a broader audience outside 
the conference hall. Most topics, however spe-
cific and particular, can be made more uni-
versal and relevant beyond their assumed reach. 

An advantage would definitely be to know what is 
on the agenda at the moment. For example, go-
ing into the Play The Game conference in 2017, 
the hashtag #metoo was flooding social media. 
The hashtag was an attempt to uncover the is-
sue of sexual assault and harassment in a myriad 
of different areas in society, including the world of 
sports. 

Play The Game did one session on sexual abuse 

in sports, with speakers such as Karen Leach, 
former athlete and sexual abuse survivor. After-
wards, On the Game asked her to comment on 
the #metoo campaign. Her response, claiming 
this was merely the tip of the iceberg, was inter-
esting not only through the lens of sports, but as 
an addition to the debate overall. 

Just because the conference is over, there is 
no need to give up the momentum that your 
newsroom has built. You now have sources, 
you now have an audience – use it. Chances are 
there have developments in issues covered. It’s 
very likely your stories could require a follow-up. 
This is the time to do it. 

When all is said and done, make sure you share 
your stories with your sources in order for 
them to share them further with their own 
audiences. Little things such as this can be key 
when ensuring a longer afterlife for your stories. 
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“During PtG, I learned that there is so much more related 
to sport than sports. It is also social issues like gender 
and money... And I learned that these topics are so much 
more important than the actual sports.”

ELENA STENZEL, MULTIMEDIA REPORTER 

Whether you follow these guidelines or find a differ-
ent approach that works for you, the one thing we 
hope you get out of this guidebook is to have fun. 
Like any assignment or event, stress is a common 
feeling. We hope these guidelines can help 
you alleviate some of those fears and allow 
you to experience the excitement of covering 
a conference. 

A very valuable lesson I learned from covering the 
Play the Game conference was how beneficial it 
can be going into something without a solid back-
ground. All I knew about sports journalism before 
the conference was what I had read during re-
search the week prior. Attending discussions and 
talking to professionals, I realized how fascinating 
the world of sport is. Having this newfound inter-
est opened me up to new ideas, tons of questions 
and the ambition to find the answers. 

Conferences can be long and tiring, but it is a new 
experience. You will meet people many young 
journalists don’t get the opportunity to meet. A 
majority of your audience is just as interested in 
talking to you as you are to ask them questions. 
One of the best experiences from covering a 
conference comes from the newsroom. Hav-
ing a strong following and easily accessible sourc-
es, you have a decent amount of time to focus on 
the more editorial aspect of journalism, such as 
layout. Working with your peers is a great way to 
learn what you like and experiment with different 
techniques.

Just as we started this guidebook, it’s important 
to reiterate that journalism is all about trial and 
error. It’s important to be creative, expressive and 
communicative as a team in order to see what you 
like as an individual journalist and what works best 
in a newsroom setting. 

Here are our guidelines for how we think the most 
effective way to report a conference is. You can 
follow these guidelines exactly or experiment with 
what works best for your news desk team.

Ruby Vichow,
Multimedia reporter, On the Game 17

F I N A L 

Thank you to the organizers of 
behind Play the Game 2017, all 
the sources we were honoured 
to talk to and a special thank 
you to the rest of the On the 

Game 17 newsroom:

Lucy Samson
Chloe Levalley
Elena Stenzel
Simone West

Sing Lee
Rita Berrìos

Asbjørn Jørgensen

W O R D S


