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SOCIAL MEDIA CONTENT 
 

In a constantly changing communications landscape, news is being transmitted across social 

media channels to audiences at a high frequency with just the click of a button. Therefore, 

content needs to be compelling and concise to spark interest and keep audiences reading, 

clicking, watching, listening, and engaging. 

 

With every social media platform comes a different way to share news across your channels. 

Twitter is meant to supply real time information by short messages at only 140 characters or less. 

LinkedIn is meant to manage a professional brand identity, while building and engaging your 

professional network. Instagram is solely based on sharing messages via pictures/videos. 

 

Social Media Content Calendar 
 

A Content Calendar is a great way to organize your social media content. Below is an example 

calendar created for HRC’s PR partner, LINK Strategic Partners. This calendar is meant to 

organize the crafted messages for daily use on multiple platforms. Notice the sharing of recent 

articles relevant to the firm’s work, the use of hashtags to join ongoing conversations, tagging 

other accounts, and planning weekly materials (such as Midweek Motivation, in which LINK 

shares an inspirational quote that has either been created digitally, or a handlettering video). 

 

Sample (from LINK): 

 

Date Facebook Instagram Twitter 

Monday, 

June 5 

New week, new exciting 

initiative! We are thrilled to roll 

out our Sustainable 

Communities practice, which 

kicked off with a presentation at 

@ITGAU last week! Check out 

the Facebook Live recording to 

learn more from our team. [link 

to live stream]  

  Miss the live feed of our 

#SustainableCommunities 

@ITGA_ORG 

presentation last week? 

Watch it live here! [link] 

Tuesday, 

June 6 

  Learning #entrepreneurial 

tips from #Buddhism this 

Tuesday! Lesson one: 

Silence your mind 

monkey [monkey emoji]! 

https://www.forbes.com/si

tes/chrismyers/2017/05/26

/silencing-your-mind-

monkey-how-

mindfulness-can-help-

entrepreneurs-

thrive/#26976bab1007  

https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
https://www.forbes.com/sites/chrismyers/2017/05/26/silencing-your-mind-monkey-how-mindfulness-can-help-entrepreneurs-thrive/#26976bab1007
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Wednesday, 

June 7 

- Midweek motivation  - Midweek 

motivation  

- Midweek motivation  

Thursday, 

June 8 

 
 Looks like we have a 

#MyDCcool summer 

ahead! Check out 

@capitalweather’s 

prediction: 

https://www.washingtonp

ost.com/news/capital-

weather-

gang/wp/2017/06/01/d-c-

summer-outlook-2017-

noticeably-cooler-than-

last-summer-but-hotter-

than-

normal/?utm_term=.cef60

ff712f5 [snowflake emoji] 

#brr 

Friday,  

June 9 

#FlashbackFriday to our 

#SocialMedia presentation 

#LiveStream at @ITGAU a 

week ago: [link to live stream]  

 #FlashbackFriday to our 

#SocialMedia presentation 

#LiveStream at @ITGAU 

a week ago today: [link to 

live stream] 

Saturday, 

June 10 

  Hey #film buffs! Summer 

means its almost 

#Cannes2017 season! 5 

things to expect: 

http://adage.com/article/sp

ecial-report-cannes-

lions/things-expect-

cannes/309188/   

Sunday, 

June 11 

 

 
 Has @Google finally 

bridged the “online #ad–

offline purchase” gap for 

#advertisers? Via 

@HarvardBiz: 

https://hbr.org/2017/06/ha

s-google-finally-proven-

that-online-ads-cause-

offline-purchases  

 

For HRC’s specific content calendar, we suggest following the news, as well as hashtags on 

Facebook, Instagram and Twitter to create more timely and organic content. The already existing 

Throwback Thursday/Flashback Friday hashtags (#TBT and #FBF) offer a cool and hip way for 

HRC to insert itself into Instagram and Twitter conversations while remaining true to its brand 

https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
https://www.washingtonpost.com/news/capital-weather-gang/wp/2017/06/01/d-c-summer-outlook-2017-noticeably-cooler-than-last-summer-but-hotter-than-normal/?utm_term=.cef60ff712f5
http://adage.com/article/special-report-cannes-lions/things-expect-cannes/309188/
http://adage.com/article/special-report-cannes-lions/things-expect-cannes/309188/
http://adage.com/article/special-report-cannes-lions/things-expect-cannes/309188/
http://adage.com/article/special-report-cannes-lions/things-expect-cannes/309188/
https://hbr.org/2017/06/has-google-finally-proven-that-online-ads-cause-offline-purchases
https://hbr.org/2017/06/has-google-finally-proven-that-online-ads-cause-offline-purchases
https://hbr.org/2017/06/has-google-finally-proven-that-online-ads-cause-offline-purchases
https://hbr.org/2017/06/has-google-finally-proven-that-online-ads-cause-offline-purchases
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(i.e. for July 4th #TBT to 1776 when the Continental Congress adopted the Declaration of 

Independence). 

 

Additionally, visuals like photos or videos serve as attention 

grabbers on newsfeeds of followers. People are more likely to 

comment or engage with a post if a visual to communicate the 

main message/story of the brand is being used in the post.  

 

To the right is an example of what History Relevance posted 

for Archives Day 2017. Notice how the GIF (a computer 

image that moves) has the ability to catch the reader’s 

attention among text and other visual posts. This post was 

favorited by 14 people and retweeted 13 times, expanding the 

reach of History Relevance to potential new stakeholders.  

 

 

 

 

 

Next, look at the Instagram post (left) by 

History Relevance that uses visuals to catch 

the readers’ eye. The picture is compelling, 

and entices the viewer to read on about the 

photo and find out the relevance behind it. 

 

It’s important to consistently engage with 

your followers and share your story. Once 

people realize what your brand is, they will 

share YOUR story with their followers, 

increasing your reach. History Relevance 

has done a great job organizing a LinkedIn 

group to encourage conversation — this is 

crucial to starting the conversation and 

allowing your followers to join in and add 

to the conversation of the campaign.  
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BUILDING A MEDIA LIST 
 

A media list is a list of reporters or outlets to whom you would like to tell your story. To build a 

good media list, you must research reporter “beats” or interests to pitch them a story that they 

would most likely cover. Understand who their audiences are (an evening local news cast vs. an 

affluent lifestyle magazine) and plan stories related to their interests far in advance. 

 

Some organizations use media list building software such as Cision or MuckRack, but even lists 

generated through those methods will still need to be screened. Additionally, software like this 

can be pricey, but there are ways to build a media contact list without them. Here are some best 

practices: 

 

• Research. What local newspapers or magazines do you read? Which local TV newscasts 

do you watch? When consuming news, take note of various reporters and outlets that 

publish or air content that is related to your organization and look for ways for them to 

treat you as a subject matter expert. For some reporters, their e-mail addresses are easily 

available by their story byline or on the outlet’s website. You can also check the “Contact 

Us” or “About Us” pages on an outlet’s website. For magazines, look for the masthead 

(the list of who’s who in the publication from the publisher to photographers) and 

research their contact information. If the contact information is not readily available, you 

may call the outlet’s newsroom and ask for a reporter’s contact information. 

 

• Organize using Google and Excel Sheets. These platforms will allow you to easily add, 

edit, and catalog the information you find during research. A column dedicated to the 

publication, reporter, and contact information will help to maintain your research in an 

organized way. 

 

Following reporters on Twitter could also be a great way to establish a relationship. Read 

about what they may be interested in, or comment on their previous stories. It will help 

them recognize your name the next time you need them to cover your story. 

 

Excel is great for more complete lists and Google Sheets is ideal for building with team 

members as editing controls can be regulated. Here’s an example:  

 

 

  

OUTLET CONTACT TITLE EMAIL PHONE TWITTER 

HANDLE 

The 

Washington 

Examiner 

Jane Doe Assignment 

Editor 

Jane.doe@wash

examiner.com 

(202) 123-4567 @newsjane 

ABC 7 John Smith Reporter johnsmith@abc

7.com 

(202) 765-4321 @abc7john 
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BUILDING A STORY BANK 
 

A story bank is a list of story ideas that you may want to pitch throughout the year. Some stories, 

such as events, may be more timely than others. 

 

Here are some best practices for building a story bank: 

 

• Organize using Excel and Google Sheets. Think through the year’s events that could be 

pitched to the media. List them in an Excel file with a short description and 2-3 reporters 

from your media list who would most likely be interested in a similar story. One way to 

gauge a reporter’s interest in a story is looking through past stories. In addition, list story 

elements that could be of interest to the reporter. Think about what a TV reporter (video, 

audio, TV-ready spokesperson) vs. a print reporter (pictures, interviews) vs. a radio 

reporter (audio, interviews, well-spoken spokesperson) might need. Here’s an example of 

a story bank:  

 

STORY IDEA SHORT 

DESCRIPTION 

OUTLET REPORTER STORY 

ELEMENTS 

Teaching kids 

about the 

importance of 

Memorial Day 

Five ways to teach 

kids on how to 

commemorate 

Memorial Day that 

doesn’t involve 

grilling or the beach 

Trenton 

Times 

Rebecca 

Green 

- Talk about the 

history of Memorial 

Day 

- List of various 

activities for kids of 

different ages 

ABC 7 John Smith - Live shot of 

volunteers laying 

wreaths at the veteran 

cemetery 

- Interview with 

organization president 

- Interview with kids 

who are volunteering 

to be a part of the 

wreath laying activity 

 

• Look at editorial calendars and anticipate holidays. Some outlets, such as weekly and 

monthly publications, post their editorial calendars for advertisers to plan accordingly. 

You can use these calendars to your advantage by looking ahead throughout the year to 

see if any potential stories could be featured based on the publication’s theme.  
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STORY IDEA SHORT 

DESCRIPTION 

OUTLET REPORTER STORY 

ELEMENTS 

March – 

Women’s 

History Month 

Whoville 

Magazine’s focus is 

women 

entrepreneurs. Pitch 

a story about what 

lessons we can learn 

from enterprising 

businesswomen 

throughout history.  

Whoville 

Magazine 

Sarah Baron – 

Managing 

Editor 

- Photos of historical 

businesswomen 

- List and stories of 

businesswomen 

- Interview with 

historical society 

executive director. 

 

November – 

Thanksgiving 

Thanksgiving 

recipes from old 

cookbooks 

Trenton 

Times 

Rebecca 

Green 

- Cookbooks from the 

‘20s, ‘50s, and ‘70s 

with recipes that we 

no longer serve on 

Thanksgiving 

ABC 7 John Smith - Live cooking 

segment of a long-

forgotten 

Thanksgiving meal 

staple from an old 

cookbook 
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WRITING A PRESS RELEASE 
 

A press release is a document written in third person that seeks to demonstrate a story’s 

newsworthiness to news outlets. The aim is to get noticed and to give the news outlet enough 

information to capture their attention. In this section, we will cover the technical way to write a 

press release, but first, here are some tips for writing a good press release: 

 

• Avoid jargon. Use conversational language that ordinary people use, not elevated or 

industry-specific language. It should read as a report in a newspaper and not an 

advertisement. 

 

• Keep it short. Language should be conversational but also concise. Try to make press 

releases no longer than one page in length, but not at the expense of important information. 

 

• Use hyperlinks. Using hyperlinks makes it easy and direct for reporters to find first-hand 

information about your organization through your website. 

 

• Use quotes that advance the story. To increase the likelihood of your spokesperson or story 

subject getting quoted in a print story, make sure you include a quote with new information 

that does not appear anywhere else in the story. This way, the reporter will attribute the tidbit 

of information to your spokesperson. 

 

• Provide all the necessary contact details. This should include a cell number so that the 

journalist can obtain more information if needed. They may be on a tight deadline so it is 

important that the person designated as your media contact can be reached easily. 

 

• Consider using different versions for different outlets. Different outlets appeal to different 

audiences and attract different content. Also take into consideration that you can tailor the 

content to the area that the outlet covers. For example, you might have different versions of 

your release for lifestyle publications and college campus newspapers.  
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PARTS OF A PRESS RELEASE 
 

SECTION 1: MEDIA CONTACT   

This portion should include the main point of contact for more information and inquiries, as well 

as the best way for media personnel to reach him/her. If you are listed as the main point of 

contact, be ready to answer the reporter’s questions about the story. 

 

SECTION 2: HEADLINE   

The headline should be concise and use conversational language to include the most compelling 

aspects of the release. Just think: What is the newest and/or most exciting part of the story that 

you’d like to tell? Remember that this is the first thing that the reporter will read, so make sure 

it’s a headline that would capture your attention. This is traditionally written in all caps and in 

bold, but different organizations write headlines differently. 

 

You may also write a sub-headline to highlight the second most important piece of information 

in your story. This is not required, but recommended. 

 

SECTION 3: DATELINE   

A dateline shows when and where the story is released. Capitalize the city and include the state if 

it’s not a recognizable major city, but you can Google the proper “AP Style” for the dateline for 

your city. 

 

SECTION 4: LEAD PARAGRAPH 

This section is where the most important details of the story are located. Think: What is the most 

important (or newest or most exciting) detail in your story that you also used as your headline? It 

needs to be short and to the point. Sometimes, this paragraph only has one sentence because you 

want your most important information to stand out. Some writers even save the lead and the 

headline as the last item they write because of its importance in grabbing a reporter’s attention. 

 

SECTION 5: SUPPORTING DETAILS    

This information should expand and support the information provided in the lead paragraph. 

History, quick facts, and quotes about the topic can be included in the section to support the 

aforementioned details of the release. This should end the release and offer a place where readers 

may receive more information. 

 

SECTION 6: ###   

These three pound signs centered on a page before the boilerplate indicate to a journalist that 

there is no more new information to come. These may also appear as “-30-” or “-END-” or 

“XXX,” depending on how the writer or the journalist learned the practice. 

 

SECTION 7: BOILERPLATE    

This paragraph always comes at the end of the release and includes general background about the 

organization from which the release was distributed. Please include HRC’s boilerplate, when 

relevant, to provide national-level support for your release.  

 

The following page shows how the above parts of the press release come together.   
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Organization Letterhead 

 

[SECTION 1: ORGANIZATION CONTACT]:   

[Organization Contact] 

XXX-XXX-XXXX, contact@email.com 

 

[SECTION 2: HEADLINE]:  

[ORGANIZATION NAME] JOINS DOZENS OF ORGANIZATIONS AROUND THE 

COUNTRY ENDORSING VALUES OF HISTORY RELEVANCE 

Urges History Fans to Support Effort with #HistoryMatters Social Campaign 

 

[SECTION 3: DATELINE]: 

CITY (Date) — [SECTION 4: LEAD PARAGRAPH]: [Organization Name] today joins more 

than 100 historical organizations around the country to endorse the History Relevance Value 

Statement and declare the importance of teaching and learning history. 

 

To celebrate, [Organization Name] is urging history fans to post a selfie of themselves enjoying 

their favorite historical spot, and use the hashtag #HistoryMatters. 

[SECTION 5: SUPPORTING DETAILS]:  

The Value Statement is comprised of seven distinct tenets delineating critical ways the study of 

history is essential to individuals, communities, and our shared future. The full Value Statement 

can be found at https://www.historyrelevance.com/value-statement.   

Endorsement of the Value Statement sends a positive message to raise the value of history in 

American society and help history organizations of all kinds to better articulate the value of 

history with a common language. History studies create a sense of awareness and identity, 

cultivate critical thinking and analytical skills, and lay the groundwork for empowered 

communities. They preserve the past and spark inspiration for the future. 

[Quote from Organization about why their mission upholds HRC Value Statement.] 

History Relevance comprises over 150 like-minded organizations around the world, from the 

Smithsonian Institution and National Archives to historical societies and archivists; associations 

and nonprofits; and museums, trusts, estates, and local institutions. The Value Statement is 

endorsed by organizations that promote and encourage a sense of awareness, identity, and 

interconnectivity in a multicultural world through history-driven courses of study. 

“We are thrilled with [organization name]’s endorsement in our Values Statement,” said Tim 

Grove, History Relevance spokesperson. “History – including knowledge as well as the 

processes of research and reflection – is critically important to our society, culture, and the 

individual citizens who live it each and every day.”  

Visit [Organization] online at [here]. For more information about History Relevance, go to 

www.historyrelevance.com. 

[SECTION 6: ###]: 

https://www.historyrelevance.com/value-statement
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### 

 

[SECTION 7: BOILERPLATE]:  

About History Relevance 

History Relevance helps to foster a dialogue regarding how studies of the past link people to the 

present through a suite of engaging and innovative model programs. It seeks to raise the value of 

history in American society and help history organizations of all kinds to better articulate the 

value of history with use of a common language. For more information, visit 

www.historyrelevance.com.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

http://www.historyrelevance.com/
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WRITING A MEDIA ALERT 
 

A media alert is a brief document to notify the media about your upcoming event. The objective 

is to make it easy for busy assignment editors or reporters to find the important details of your 

event at a quick glance and convince them that your event is worth covering. The parts of a 

media alert have some similarities with the press release. 

 

SECTION 1: MEDIA CONTACT   

This portion should include the main point of contact for more information and inquiries, as well 

as the best way for media personnel to reach him/her. If you are listed as the main point of 

contact, be ready to answer the reporter’s questions about the story. 

 

SECTION 2: DATE  

A dateline shows when and where the story is released. Because you should ideally send the 

media alert a few times to your media contacts before your event, make sure the date you’re 

sending the release is properly reflected in this section. 

 

SECTION 3: HEADLINE  

The headline should be concise and use conversational language to include the most compelling 

part of your event. Just think: If the reporter reads nothing else in your alert, what is the one 

thing that could convince him/her to cover the event? Remember that this is the first thing that 

the reporter will read, so make sure it’s a headline that would even capture your attention. This is 

traditionally written in all caps and in bold, but different organizations write headlines 

differently. 

 

You may also write a sub-headline to highlight the second most important piece of information 

in your story. This is not required. 

 

SECTION 4: EVENT INFORMATION 

This is where the details about your event will be located. 

WHAT:  What is the name of the event? What is the purpose of the event? 

WHEN:  What is the date and time of the event? 

WHERE:  Where will the event be held and what is its address? Is there specific information 

about how guests can access the location? 

WHO:  Who are the VIPs of the event that the media will care the most about? Who are 

the honorees and speakers of the event? 

DETAILS: Are there other important details the media need to know to convince them to 

come to the event? 

 

The following is an example of a national non-profit organization’s media alert. 
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[SECTION 1: MEDIA CONTACT]:   
Media Contact:  

Sheena Pegarido, LINK Strategic Partners 

spegarido@linksp.com, 202-559-4431 

 

[SECTION 2: DATE]:  
November 4, 2015 

[SECTION 3: HEADLINE]: 
**MEDIA ALERT** 

THE HONORABLE JOSEPH R. “BEAU” BIDEN TO BE AWARDED HIGHEST HONOR BY 

HUGH O’BRIAN YOUTH LEADERSHIP 

Hunter Biden, LA Mayor Garcetti to Attend Awards Gala 

 

[SECTION 4: EVENT INFORMATION]: 
WHAT: The Albert Schweitzer Leadership Award, the highest honor given by Hugh O’Brian 

Youth Leadership (HOBY), will be posthumously presented to the Honorable Joseph R. 

“Beau” Biden, the former Attorney General of Delaware, at the organization’s Albert 

Schweitzer Leadership Awards Gala. 

 

Biden’s brother, Hunter Biden, will be at the gala to accept the award on his behalf. The 

son of Vice President Joe Biden, Beau Biden is being honored for his “legacy of service, 

honesty and integrity,” according to Javier LaFianza, HOBY President and CEO. Biden 

was a prosecutor with the U.S. Attorney’s Office before being elected as the Attorney 

General of Delaware in 2006. He also served as Major in the Delaware Army National 

Guard. Biden served a tour of duty in Iraq and was awarded the Bronze Star. Biden died 

of brain cancer May 30, 2015. 

 

WHEN: Wednesday, November 4, 2015 – 6:30 p.m. 

 

WHERE: The Beverly Hilton – 9876 Wilshire Blvd., Beverly Hills, CA 90210 

 

WHO: Hunter Biden, businessman and lawyer, Beau Biden’s brother 

 Mayor Eric Garcetti, Mayor of Los Angeles 

 Javier LaFianza, HOBY President and CEO 

  

DETAILS: For advanced interviews or for other information, contact Sheena Pegarido at 

202.559.4431. Media check-in at the gala will begin at 5:30 p.m. 

  

 

### 

 

  

mailto:spegarido@reingoldlink.com
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WRITING AN OP-ED 
 

“Op-ed” derives its name from where it is traditionally positioned in a newspaper — opposite the 

editorial page. It provides a way for a person who is not a member of the newspaper’s editorial 

staff to provide his/her perspective to an ongoing debate or conversation. 

 

In this section, we provide guidance for organizations seeking submit op-eds for their local 

papers. Generally, papers are receptive to op-ed submissions between 500-750 words. Most 

publications will have a list of guidelines/parameters stated on their website for people interested 

in offering submissions. Most organizations using this template won’t be using publications as 

prominent as the New York Times, but here is an example of the guidelines posted on their 

website.  

 

One word of caution: writing an Op-Ed could cast the organization as “choosing” or “defending” 

a side of a debate. Make sure it is one the organization is ready to truly engage in, to advance the 

study of history in the community. 

 

STEP 1: IDENTIFY YOUR AUTHOR AND ISSUE 

Op-eds are generally written by a person or by a group of persons, not an organization. People 

are interested in hearing from people, not companies. Ensure that the person writing the Op-Ed is 

someone with whom your organization can align and support. Find an issue in the community in 

which history can provide a perspective. The op-ed author should seek to clearly outline for 

readers how history can provide context, and refer to the Value Statement in his/her own voice. 

Readers will immediately recognize content that is “stock” or pre-written. Furthermore, 

publishers will recognize content that is standard, and would likely be less inclined to publish it. 

Op-eds provide an opportunity to be creative and make an argument. Authors should avoid 

starting the op-ed with talking about his/her organization or HRC, but instead try starting with an 

anecdote or a relevant story, and then relate it to your organization or the Value Statement 

throughout the article. 

 

STEP 2: TAKE A POSITION  

Tell the readers why they should care and why your perspective drives the current conversation 

forward. Let your opinion be known and back it up with facts. Statistics and figures, as well as 

well-attributed quotes and facts could help solidify your argument. 

 

STEP 3: CALL TO ACTION  

This is where you state your goal. What do you want the readers to do now that they’ve read this 

piece? Although clarity in the call to action is important, overt promotion often leads to 

publishers declining to publish op-ed pieces. So, be cautious not to go too strong on the 

promotion. Moreover, the call to action should be written in an active voice.  

 

STEP 4: REVISE  

This part probably goes without saying, but authors should read over the op-ed more than a few 

of times before submitting. Ask someone from your organization to read the piece for content, 

then another for proofreading. Avoiding the use of jargon and reviewing for clarity will ensure 

that the article has the intended impact, and will get better reception from publishers and readers.  

https://www.nytimes.com/content/help/site/editorial/op-ed/op-ed.html
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NEWSLETTER CONTENT 
 

We recommend publishing an HRC monthly newsletter. We understand that new information 

might not be available every month, but there are items that can be included that will ensure that 

the newsletter persists. Here are examples or newsletter sections that can recur monthly: 

 

ORGANIZATION SPOTLIGHT/WELCOME 

Highlighting organizations is a good way to boost morale via the newsletter. This section would 

talk about the endorser and their mission, as well as why they’ve earned a shout-out. New 

partners will appreciate the shout-out and know that you appreciate them. 

 

TESTIMONIALS 

Use this section to highlight how endorsers or partners have used social media or resources from 

the toolkit to engage in critical conversations relevant to current events. 

 

MONTHLY RECAPS 

Use the newsletter to recap what endorsers might have missed — it’s new content to them! 

Language should be conversational and include all the important information, but also be 

concise.  

 

ARTICLES 

Share articles that advance HRC’s mission or the goals outlined in the Value Statement. The 

newsletter can be an additional medium to publish information that has been shared through the 

LinkedIn page (e.g., the article discussing the economic impact of history on a community). 

 

FUN/OBSCURE FACTS 

Use fun facts to get at readers’ inner nerd! Fun facts provide a pseudo-interactive aspect to the 

newsletter and give readers something to look forward to when they open their email.  

 

FREQUENTLY ASKED QUESTIONS 

If there is a month where endorsers (or others) have asked numerous questions or the same 

questions numerous times, highlight those in the newsletter so that answers will be accessible for 

general consumption. 

 


