Flip the Media: Submission Guidelines and Editorial Process

Flip the Media is the blog for the University of Washington Master in Communication in Digital Media (MCDM) program -- and its voice. It is a place for students, faculty, and alumni to analyze recent developments in the field of digital media and online communication, share ideas and resources, and report on interesting MCDM-related projects.

The Flip the Media editorial board is putting together an editorial staff to raise the profile and increase the readership of the blog. There are two types of writers for Flip the

Media: subject experts and contributors-at-large. Subject experts stay up-to-date on their area of interest and write regular posts on noteworthy developments. Being a subject expert for Flip the Media is an opportunity to position you as a thought leader in a specific area. Contributors-at-large write for the blog on an occasional basis, sometimes reporting on topics of discussion or class projects in MCDM classes.
Editorial Process

Subject experts go through a thorough editorial process, working with an editor to agree on a post topic and outline. Once a first draft of the post is ready, it goes through a content and copyediting pass and then is returned to the writer for posting. The goal of this extra editorial layer is to help raise the writer’s profile and reputation as a subject expert. Posts by contributors-at-large go through a copyediting pass only.
If you would like to write for the blog either as a subject expert, please apply by e-mailing flipmcdm@uw.edu and describing your qualifications and areas of interest. If you would like to post an article as a contributor-at-large, email the post to flipmcdm@uw.edu. After it has been copyedited, the post will be returned to the writer for posting. (If it’s your first article, or you haven’t posted in a while, you may need to request posting privileges.)

Post Format

· Blog entries should be 500-600 words long.

· Paragraphs should be short and to the point.

· Posts should have an engaging lead—perhaps a newsy hook—to draw in readers

· Posts should be written for a general audience interested in digital media.

· Posts should contain relevant hyperlinks and media, where appropriate.

· Titles should be catchy and descriptive, allowing readers to quickly grasp what the topic is about.

· For subject experts, a two- to three-sentence bio follows each post, highlighting the writer’s background and experience (you can include a link to your website).

· For those familiar with style guides, the blog follows AP style. For instance, titles use headline capitalization, like: A Guided Tour Through Twitterville, not A guided tour through Twitterville. (Familiarity with AP style is not a requirement for writing for Flip the Media.)

What Makes a Great Post on Flip the Media?

· A great post has original content, or offers original analysis of an issue based on the writer’s knowledge and experience. It provides more value than re-re-reporting news found elsewhere on the Web.

· A great post is narrowly focused. It takes a sliver of a topic and makes about three or four insightful points. Other aspects of the topic can be covered in later posts.

· A great post generates discussion.

Posting and Media Guidelines

· Before posting an entry, the writer should assign content categories and tags to it. If one of the existing categories is not appropriate, please contact your editor before creating a new one.

· Break your post after the second or third paragraph by inserting the “Read More” tag.

· Include photographs and other media when possible, inserting it before the “Read More” break. Make sure to credit the source of the media you choose. To find media available under a Creative Commons license, go to http://search.creativecommons.org.

Multimedia Posts

Flip the Media also welcomes video or other multimedia posts. If you have an idea, send a brief description to flipmcdm@uw.edu. 

Participate in the Conversation

Writing posts is just one way to contribute to Flip the Media. Everyone's participation by rating, commenting on, and sharing posts helps establish FTM as an important blog and conversation hub around digital media. Comments remain unmoderated (except for spam). You can also share tweets relevant to the MCDM community by using the hashtag #uwmcdm in Twitter. Community tweets appear in the right rail of the blog.

