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What we do
• Independent, not-for-profit 

source of news, analysis and 
expert opinion, written by 
academics working with 
professional journalists. 

• Academics get sign-off on all 
edits, including headlines 
written by editors, so we 
accurately portray your 
research.



Benefits of publishing in The Conversation

● Connects your research directly 
with the public, practitioners and 
key decision-makers and extends 
its influence beyond academia.

● Experienced editors help 
translate research so it engages 
and connects with a general 
audience.

● Faster publication than journals: 
communicate current research 
on topical issues in a timely 
fashion.

● Authors can use Conversation 
readership metrics to support 
funding bids etc. 

● Writing skills you gain 
translate to writing in other 
forums: journal articles are 
clearer and grant writing more 
compelling.
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Reach a global audience through our 
network of 20,000 republishers

• All our stories are free to read 
or republish – which is how we 
reach millions more readers 
through global media outlets.

Kurt Sengul, Doctoral Researcher, University of 
Newcastle



Reach an international audience
More than half our readers 
are from outside Australia 
and New Zealand, with USA, 
India, UK and Canada the 
top four countries of origin. 

   







Reach a large and diverse audience



Reach a large and diverse audience



We play a vital role in 
sharing research

After publishing with The Conversation our authors also: 

● Are invited to speak at conferences (13%).
● Discuss the article with students (32%), colleagues and the 

public (76%).



A University of Adelaide expert wrote about the contribution of older workers. 

Policy-makers listened.

"The impact of my Conversation article was pretty astonishing. 

I was invited to meet with the Office of the Commissioner for Public Sector 
Employment (SA) to discuss the implications of my research findings for the SA 
public sector. 

I was also invited to discuss lessons from my research with COTA Australia. 

The article was republished on the front page of ABC News website, and I did 
interviews with ABC Radio Sydney, ABC Radio Central West NSW and FIVEaa 
radio.

The research described was European. So the impact that The Conversation 
article had in Australia made its way to the UK (core funder of this study), where 
it has counted towards our research project’s impact assessment.”

(140,553 reads)
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Use our metrics
As an author, you’ll also get your 
very own author dashboard.



4 key types of stories we publish

Timely: New research, often tied to a journal article





4 key types of stories we publish

Timeless: tell an interesting story, 
answer an interesting question



4 key types of stories we publish

Arts and book reviews/analysis



How do we find authors?

Editors send daily expert 
requests to member unis’ 
media teams

Does your media team know your 
work? Do they have your mobile?



Who can write for us? And how do we find authors?

theconversation.com/au/pitches

https://theconversation.com/au/pitches




Who else can write for us?

Indigenous Knowledge 
lead or co-authors

The Conversation’s main point of 
difference is that our authors are 
academics and researchers (inc. PhD 
candidates) from partner institutions, 
writing in their area of expertise. 

But the lead or co-author of a story can 
be from outside academia if they’re an 
Indigenous knowledge holder. It’s 
another way to recognise deep 
expertise.



Follow these pitching tips
● What’s the story? In a nutshell, what are your conclusions or findings, or the 

takeaway for the reader? Be clear and succinct

● Why should the reader care? Why is it interesting or significant to an audience 
who Ȅ$,7ƥ1 specialists in your field?

● Why now? What is it relevant to? Breaking news, or a topic of current interest? A 
new paper? A future event? Or is it an ‘explainer’ of a topic of general interest?

● Do I have good examples to explain what I’m writing about?

● Why are you the person to write this? What expertise informs your view? What 
can you bring to the story that others can’t?
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Which pitch is better?

Tick paralysis is one of the most 
common preventable causes of death of 
dogs and cats along the east coast of 
Australia. 

It results from a cystine knot neurotoxin 
secreted in the saliva of the paralysis tick 
Ixodes holocyclus. This ectoparasite 
normally lives on native Australian 
marsupials such as bandicoots, 
macropods and possums, where it causes 
few adverse effects…

Tick paralysis is one of the most 
common preventable causes of 
death in dogs and cats along the 
east coast of Australia.

Some 10,000 dogs are affected 
each year, 5% of them fatally. That 
means 500 dogs will die from ticks 
each year, with the remainder 
undergoing discomfort and 
suffering.

or



We get far more 
pitches than we 
can publish
The Conversation Australia & 
New Zealand has 30 
commissioning editors ( just 26 
full-time equivalent). Each section 
has only 1-3 editors. 

We publish around 4,000 articles 
a year — but receive many 
thousands more pitches. So 
rejection of pitches is common, 
even for experienced authors.

DO: Use The Conversation’s standard pitch process 
(rather than emailing editors)

DO: Pitch as soon as possible. If it’s tied to a journal 
article, try to let us know a rough publication date. 

DON’T: Draft entire articles before pitching. 

DON’T: Give up if you get a no on your first go.



Life cycle of a story

1. You ‘pitch’ an idea or we contact you.

2. If accepted, we agree on a brief and word count 
(usually 800 words).

3. You write and file your draft.

4. Your editor edits, finds extra images, and writes a 
carefully crafted headline.

5. We hand it back for checks, changes, and your 
approval.

6. Once approved, we publish on our site.

7. We try to get other media to republish it, reaching 
as many people as possible.



Key points of difference

Collaborative editing & shared final approval



Our editors spend a lot of 
time crafting headlines

The Conversation editors use their 
knowledge of what’s trending on the 
internet and social media to use the 
right keywords in headlines. 

The right headline can help you reach 
a huge global audience.



Reading our site and the 
morning newsletter are the 
fastest ways to see what we 
do – and don’t – publish. 

It also makes a huge 
difference to help your pitch 
stand out from the crowd.

On social media? Follow us 
@ConversationEDU



What to do if 
your pitch is 
accepted?

●



In our Pitching & Writing masterclasses, two senior 
editors offer individualised feedback on pitches and 
stories for small groups of individuals.

Contact masterclass@theconversation.edu.au for 
more details.
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– Dr Kelly Bertolaccini, Griffith University

In-depth training options

https://theconversation.com/au/pitching-and-writing-masterclass
mailto:masterclass@theconversation.edu.au



