

Impact & Dissemination Worksheet
 

Dear grantees,

This worksheet is designed to help you grow the reach of your findings and the impact of your investigation. An additional Impact Stakeholder Engagement guide was created to provide additional guidelines for better understanding the range of stakeholders to engage and how to strategise doing so.

Please download this document and send it to us once you’ve filled out. You can also create a Google doc form it, if you prefer, and then share the link with us.
  
1. Media dissemination
a.  Confirmed interest to publish, Letters of intent or otherwise
List out the names of editors you’ve received Letters of Intent from, their contact details and the media outlet’s name, and any updates regarding your exchanges. Add rows as needed.

Do keep in touch with the editors throughout the investigation process, at least by checking in with them now and then. You do not want to find out that the editor left the outlet or is away just before the moment you thought you could publish it.
 
	Media Outlet
	Editor + contact
	Country
	Notes
date of approval, last contact, updates (incl. if either party decided not to proceed with publication)

	 
	 
	
	 

	 
	 
	
	 

	 
	 
	
	 

	
	
	
	

	
	
	
	


 
b. Additional publications
With the above in mind, think of which audiences would benefit from learning about the findings of your story, but are not covered by the list in the first table. 

Examples: 
local people in the area; stakeholders of the company; policymakers who work on those issues nationally, locally, on the European or global level. 
 
If any of these audiences are left out of reach from publications in the first list, please add the media that those audiences are likely to engage with in the table below. 

You can add it as a specific outlet, a type of media or format, or just the country: local media in the city where the story evolves; national radio in (country); pan-European media outlet focusing on specific issues; an English-language site for decision makers in Brussels, etc. 
 
You can then research which ones fit into this category best and pitch to them.  
If you have concrete ideas, you can add the names of editors straight away.
 
Add rows as needed.
 
	Country
	Media Organisation
	Editor + contact
	Notes (date of approval, last contact, updates)

	 
	 
	 
	 

	 
	 
	 
	 

	 
	 
	 
	 

	
	
	
	


 
c. Pitching
· Get in touch with the editors as early as possible to allow them have a say in what they want to see. 
· Do not wait to have confirmed findings. A hypotheses with strong primary research should be enough..
· Keep it short and to the point - if interested, they will request details. 
· Explain why the topic/findings would matter for their audience.
· Do not expect editors to accept articles that have not been commissioned/pitched before writing. At best, you will likely be asked to rework them and go through the fact-checking process.

2. Stakeholder Dissemination
 
In the table below, list any stakeholders with an interest in the story’s topic that could be contacted via email or tagged in relation to the story once published. 

It could be people working in NGOs, members of working groups or international organisations, activists, local leaders, influencers, opinion makers etc. 
Please indicate if you prefer to contact them yourselves or if you would like Journalismfund to reach out to them. Add rows as needed.
 
 
	Organisation/
position
	Contact Name + Email or social media links
	Country
	Notes, dates of contact
	Who contacts them (team member or Journalismfund)

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


 
3. Other channels for promotion: Social media, newsletters, TV/radio shows
 We suggest promoting the story both through the accounts of media outlets and your own.
 
As a journalist, think of personalising the way you share this story via your own channels of communication. Media brands are usually not enough to connect with audiences. People consuming news will tend to relate more to individuals.
 
Consider creating image or text-based visuals, or recording 30-40 sec video to help boost the chances of your investigative work circulating online. This will enhance the chances of people catching, remembering and doing something with the information you’re releasing. Otherwise, you could consider giving the findings to some influencers, with the purpose of condensing the information and circulating it.  

If your story makes waves, you should also try to book yourself on podcasts, radio or TV shows to speak more about your work and increase the visibility of your work. 
 
Also consider conferences for journalists and wider audiences, live journalism events, reporter slams, creative workshops and other formats (Check availability for scholarships with your JF project coordinator). 
 
4. Impact tracking log
Use this section to track the examples of impact your investigation has had. The type of impact could range from change in policy to being quoted in an official document, or simply shaping an online debate on the issue. You can find a long list of examples, divided into four categories, here. 

Consider compiling this information in a spreadsheet shared with other members of your team.

	Type of Impact
	Source/link
	Description of impact (with a clear connection to investigative story)

	
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 


 
 
 
 


image1.jpg




image10.jpg




