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This guide is designed to support Community 

Organisers, Social Action Hubs, Member 

Organisers and Local Leaders with effective 

ways to tell their stories to a wider audience. 

The aim is to engage and inspire others in the 

growing network of community organising. 

 

The information in this toolkit is intended as a 

‘best practice’ guide rather than a set of 

instructions. The advice is top-level and 

certainly not ‘set in stone’.  
 

“ 
 

               ” 
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Why we need to communicate 

Communication is essential for all organisations, large or small.  

Whether the audience is service users, customers, partners, stakeholders, employees, local 

councils, government or the wider public, effective communication is all about making 

friends and turning those friends into supporters and advocates by informing, engaging and 

inspiring them. 

Good communication is essential to the success of the Community Organisers Expansion 

Programme, because we need to demonstrate the positive impact we have in the 

communities we work with and show how our work is improving real lives in those 

communities.  

Demonstrating this impact will help underline the importance of this programme to 

government, encourage partner organisations to get involved and inspire people in the 

community to take part. 

 

How we communicate 

Whether communicating about the Community Organisers Expansion Programme or 

supporting local leaders to effectively tell their stories we need to apply the same 

communications principles that we use when communicating with friends or family 

members -- our communications must be honest, timely, accurate, relevant and, above all 

else, interesting. 

 

About the Communications Toolkit 

In this Communications Toolkit, you will find expert advice, guidance and tips for planning 

and creating effective communications across the channels you’re likely to use most in your 

role, namely blog posts, press releases, general mainstream media relations, social media 

and video content. 

The information in this toolkit is intended as a ‘best practice’ guide rather than a set of 

instructions. The advice is top-level and certainly not ‘set in stone’.  

We will review the information in the toolkit periodically to ensure it reflects your 

experience of communicating on the ground and that it takes advantage of new and 

emerging communications techniques and channels.  
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Blog posts can help us demonstrate impact by telling stories that are relevant and 

interesting to our audience. The main purpose of a regular blog post is to share what is 

happening, how it is happening and why you think it is happening. 

Blog posts don’t need to be long, in fact shorter posts of between 300 to 500 words have 

more impact. The main objective is to tell a story with a clear beginning, middle and end. In 

this section of the Communications Toolkit you will find guidance and tips to help you craft 

engaging, well-written blog posts. 

 

Content ideas 

Although there are no hard and fast rules about selecting subjects for blog posts you should:  

▪ Choose topics that are relevant to your audience.  

▪ Go for the ‘human interest’ angle – focus on real people and real examples that will 

inspire others. 

▪ Use every opportunity to demonstrate the positive impact of Community Organisers 

in your neighbourhood. 

Your blog post could take the form of: 

▪ A ‘newsy’ success story that shows how Community Organisers are making an 

impact and delivering results. 

▪ A report from an event or activity. 

▪ Pre-publicity to build interest in a forthcoming activity or event.  

▪ An opinion piece on a social issue and how Community Organisers is responding. 

▪ A local view on a topical national issue. 

▪ A ‘how to’ guide that tells readers how to do something useful. 

▪ A question and answer style interview with a local leader or someone connected 

with an initiative. 

 

Planning your blog post 

Before putting finger to keyboard, take a few minutes to plan what you will write. Ask 

yourself: 

▪ What is the subject? How is this relevant to the audience? 

▪ What key points do I want / need to make? 

▪ What is the main information I must get across? 

▪ What is new or interesting about this? 

▪ How can I use this blog post to demonstrate impact? 
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Focus on the reader 

When you write, have a specific person in mind: that is, imagine your average reader 

(perhaps someone you know in the local community or a family member) and pretend 

you're talking to that person as you write. This helps to make your writing friendly and 

conversational. 

Blogs are less formal than other media and publications so inject a bit of personality into 

your posts by sharing your knowledge and opinions. Always write blog posts in the first 

person (‘I went’ or ‘I think’) rather than the more formal third person style you might read in 

a newspaper report or use in a press release. 

 

Writing the blog title / headline 

A strong title or headline really helps to draw the reader in to your post so choose a title 

that makes an impact. 

▪ The title should sum up the contents of the post so readers know what to expect. 

▪ Make the title as ‘punchy’ as possible but don't go over-board with puns and 

wordplay. 

▪ Write your title in upper and lowercase text as you would a normal sentence. 

▪ Keep titles to no more than six or seven words – this ensures the entire title appears 

in search engines and on social media when your post is shared. 

 

Writing the intro (opening paragraph) 

The intro (introductory paragraph) of any blog post should grab the attention of your 

audience and encourage them to read more. 

Keep the intro concise and try to tell the reader something new, interesting or relevant. 

Good ways of starting your blog post might include: 

▪ A brief summary of the main point of the story. 

▪ Surprising, unusual or little-known facts. 

▪ A description setting the scene (for example, from an event or activity). 

▪ A statement of opinion (for example, your personal view or a quote from someone 

involved with the story). 
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Writing the main part of the blog post  

The main part of the post should contain all the essential facts and information you need to 

get across to your reader: 

▪ Ask yourself what the audience needs or wants to know next after reading the title 

and the intro. 

▪ Write down all the points you want to make, then put them into a logical sequence. 

Start with the most important piece of information and work your way down until 

the least important information is at the end of the post. 

▪ Ensure you cover all the essential facts – Who? Where? What? Why? When? And 

How? Make sure you haven’t missed out anything important that could leave the 

reader guessing. 

▪ Check that all the facts in the post are correct. Don’t guess or assume, ask someone 

involved in the story or, if possible, check an authoritative online source. 

▪ Quoted speech can bring your post to life and make readers acutely aware of the 

real people involved in the story. Quotes help put the post into context and provide 

readers with solid, real examples that they can identify with. 

▪ Use anecdotes and real-life examples to illustrate the message you want to get 

across. 

▪ Background information is important – don’t assume that your reader will 

automatically know all the history behind the story. Summarise relevant background 

information in a sentence or two within the main body of your story to bring the 

reader up to speed. 

▪ Include links to other relevant online content that adds value to your post, for 

example, if you write about local opinion on a national issue, include one or two links 

to newspaper sites, community organisations or other high-quality blogs. Linking to 

other sites encourages people to link to your blog and this will grow your audience 

over time. 

▪ End blog posts with a call to action. Ask people to share the post on social media or 

send it to their contacts via email. Of course, always share your blog posts on your 

own social media feeds. 

 

Proofreading and final checks 

Spend a few minutes proofreading your post and get someone else to read it, too. Check 

that it flows in a logical order, makes sense and doesn’t have spelling or grammatical errors.  

As part of the proofreading process, read the post out aloud to yourself.  This can help you 

highlight unclear or confusing sentences that might need rewriting to make them easier to 

read.  
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Need some inspiration? 

Here is a great example - http://glastoco.wordpress.com - of a blog from Community 

Organiser Jon Cousins in Glastonbury. It is well-written, personal, uses images effectively 

and demonstrates impact in the community. 

 

Blog post tips 

Use plain English.  Less is more, so 
use short, sharp sentences and 

simple language to get your message 
across.  Use common every day words; 
avoid jargon, buzzwords or overly technical 
language.   

 Don’t use tired, over-used phrases and 
clichés, such as going forward; the fact 

of the matter is; ballpark figure; in terms of; 
address the issue; on a weekly basis; take it to 
the next level; paradigm shift; low-hanging 
fruit. They are dull and turn-off the reader 

Active voice is more engaging for the 
reader, so use active rather than 

passive language.  For example, we will send 
the event information to your local organiser 
rather than the event information will be 
sent to your local organiser. 
 

 Avoid acronyms and abbreviations if 
possible but, if you must use an 

acronym, then make sure the reader is clear 
about what it means. The first time you use 
the name or term in full, follow it with the 
acronym or abbreviation in brackets, for 
example, Department for Digital, Culture, 
Media and Sport (DCMS). You can then use 
just the acronym in the rest of the post. 
 

Use photos or video clips (you can 
take these yourself with a smart 

phone) to give your blog post more impact. 
Images and video clips also break up text 
and make it easier to read. 
 

 Large blocks of text can make your 
blog post off-putting and difficult to 

read. Break up text with images and 
subheadings, which also help readers navigate 
through the blog post. Use bullet points and 
bold text to make key facts stand out.  
 

Post regularly as regular posts 
encourage readers to return and 

search engines typically favour blogs with 
frequent updates. 
 

 Avoid slang words and ‘street speak’ 
as many readers might not understand 

these references. 
 

Introduce yourself to readers - 
include a sentence about yourself / 

your role and even a profile photo. 
 

 Give an opinion but don’t attack 
anyone personally in your blog. 

Personal attacks look unprofessional, may 
alienate your audience and could result in 
legal action 

   
.   

http://glastoco.wordpress.com/
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Press releases can help us get a wider audience for our activities through coverage in 

mainstream print and online media.  
The target audience for a press release is journalists, rather than the general public, so they 

must be written and formatted in a certain way. The general rule is to write press releases in 

the same way as journalists write news stories.  

Journalists receive hundreds of press releases every day so it is important that your press 

release is well written and stands out. 

 

What makes a good press release? 

The media prefers human interest stories so focus on stories involving real people and the 

positive impact Community Organisers make to their lives. Stories about innovation or being 

the ‘first’ to do something, new initiatives, courage, or triumph against the odds can all 

make strong press releases that may generate positive media coverage for Community 

Organisers.  

 

Target media 

When identifying potential news stories, bear your target media in mind: 

▪ Regional weekly and daily newspapers and local radio and TV stations might be 

interested in any news that is locally relevant to their circulation or transmission 

areas. 

▪ National newspapers, radio and television will cover only major news stories or, 

perhaps, something highly unusual or very quirky. 

▪ Trade and specialist publications, particularly those with a focus on the third sector, 

might cover stories about Community Organisers and their work. 
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How to write a press release that gets coverage 

▪ Write a snappy, relevant headline and a punchy introduction that contains the nub 

of the story. Journalists often discard press releases if the news angle isn’t 

immediately obvious from the headline and the introductory paragraph. 

▪ Use the same method to organise your information as you did for blog posts – with 

the most important information at the start of the release and the least important 

information at the end. 

▪ Remember the ‘five Ws and an H’ – Who? What? Why? Where? When? And How? – 

to ensure you cover all the basic facts in the release. 

▪ Keep the press release concise with short sentences and short paragraphs. Again, 

use simple and jargon-free English with all acronyms and abbreviations written in full 

on first use. 

▪ Use the present tense to give the release more immediacy, for example, Community 

Organisers announces today rather than Community Organisers announced today. 

▪ Write press releases in the third person rather than the first or second person, for 

example, Community Organisers is launching a new scheme not we are launching a 

new scheme. 

▪ Include simple examples involving real people to make the content relevant – show 

and tell, don’t just tell. 

▪ Don’t exaggerate or overhype the story. Journalists dislike ‘glossy PR language’ so 

keep the press release factual. Use descriptive words only to inform, never to flatter. 

▪ Use quoted speech for opinion and to expand on key facts. Quotes typically work 

better towards the middle or end of the press release when you have already 

covered all the main information.  

▪ Attribute all quotes clearly to an identified, named person. Include their job title or 

role in the story, for example, Nick Gardham, Chief Executive, Community Organisers, 

says or Joe Bloggs, local resident, says. 

▪ Provide additional background information or online links that help the journalist in 

a separate ‘Notes to editors’ section under the main press release (see the press 

release template on the next page).  

▪ Include a named contact, phone number and email address at the end of the press 

release in case the journalist needs to get in touch for further information or to 

arrange interviews. 

▪ Consider adding a ‘boiler plate’ with general information about Community 

Organisers including website address / social media feeds at the very end of the 

release. Once you have agreed a standard boiler plate, use it on all press releases. 

  



11 
 

 

Distributing press releases 

▪ Spend a little time researching local newspapers, radio, online news sites and 

regional TV stations. Most, if not all, will have a ‘contact us’ page on their website 

with a newsroom email address.  

▪ Note down the email address for each media outlet in a spreadsheet or in your usual 

contact management software or email application. Add email addresses for 

individual journalist contacts if you already know some local reporters. 

▪ Although it’s convenient to use Word or similar software to create your press 

release, journalists typically prefer to receive releases in text format in the main 

body of an email (rather than as an attached Word document). So, copy over the 

press release text into a new email message.  

▪ Use the title of the press release as the email subject line. 

▪ Insert the distribution list – the email addresses you have collected for local media 

news desks and journalists – into the email message’s ‘Bcc’ blind copy field and 

address the email to yourself in the ‘To’ field. This ensures that each journalist 

receives the release without seeing the entire distribution list and also prevents 

them from ‘replying all’ to the entire list. 

▪ Before pressing ‘Send’, double-check that the entire release has copied into the 

email correctly, including the all-important contact details at the end of the release. 
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Press release tips  

 

Press releases should carry the date on 
which they are sent. Put the date at the 

top of the release on the left above the 
headline. 

 Avoid exclamation marks in a press 
release. They do not add emphasis 

and look unprofessional. 

Ensure that quoted spokespeople or 
those involved in the story are 

available to respond to media calls and 
interview requests for two to three days 
after the press release has gone out. 

 Don’t use ‘you’, ‘we’ or ‘I’ in a press 
release except in quoted speech. 

 
 

For press releases that are more 
detailed or longer than usual, add one 

or more subheadings under the main 
headline to sum up key information.  

 Never make false claims or assert facts 
that you can’t prove. Check all facts in 

the press release before you send it out. 
 

Use embargoes with care. An 
embargo specifies a date and time 

when a press release can be used. They are 
not necessary for most press releases. 

 Never issue a press release that 
mentions or quotes a third-party 

organisation without first getting the 
approval of the organisation. 

Check with Nick Gardham / David 
Symes before issuing press releases 

that mention Community Organisers Ltd or 
the Community Organisers Expansion 
Programme.  
 
 

 Avoid sending press releases in Word 
document or PDF format. It’s much 

easier for journalists to copy and paste from 
the main body of an email. 

   
.   
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Press release example / template 

 

Friday, 10 February 2017 

Massive expansion of Community Organisers Programme  

£4.2m contract to train 10,000 Community Organisers by 2020 

Community Organisers Ltd (COLtd) is pleased to announce today (2nd March) that it has secured a 

major £4.2m contract from the Office of Civil Society, part of the Department of Culture Media and 

Sport, to expand the movement of Community Organisers from 6,500 to 10,000 by 2020. 

COLtd is the independent body that grew out of the original 2011 - 2015 Community Organisers 

Programme, which mobilised communities to take action on issues they care about. 

The ambitious expansion programme announced today will increase the number of community 

organisers across England and enable residents to take greater control of their lives and create 

strong and resilient communities that work for everyone. 

Community Organising is the work of bringing people together to take action around their common 

concerns and overcome social injustice.   Community Organisers reach out and listen, connect and 

motivate people to build their collective power. 

In areas where community organisers work, people have a stronger sense of belonging to their 

neighbourhood, feel more valued and are motivated to work together to improve lives and 

transform where they live. 

COLtd will launch a £1.3 million grant fund to embed community organising at a neighbourhood 

level, empowering Community Organisers and local leaders across England to work with local and 

national partners to strengthen networks and drive social action. 

The programme will embed community organising as part of the fabric of our neighbourhoods and 

equip local people with the skills to transform their communities for good. It will expand the 

community organising movement to include young people from the National Citizen Service (NCS) 

and ambassadors for the #iwill social action campaign for 10 to 20-year-olds. The programme will 

also establish the National Academy for Community Organising to sustain the ongoing training of 

Community Organisers.  

The programme enables people to be part of the Government’s commitment to create a shared 

society by supporting people to come together to improve their own lives and social action to 

become established as routine in our public services and communities. 

COLtd will work with local authorities, such as Staffordshire County Council, helping them to train 

their staff to strengthen their ambition as an authority committed to enabling social action. 
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Rob Wilson, Minister for Civil Society, said: 

"From improving cancer services in Sunderland to creating mother and toddler groups in 

Southampton, Community Organisers are facilitating local neighbourhoods to help people transform 

their communities, creating a sense of pride and belonging in where they live. 

"It's fantastic that Community Organisers Ltd. are expanding the programme even further, helping to 

build a shared society that works for everyone." 

Nick Gardham, CEO Community Organisers Ltd, said: 

“This is a fantastic opportunity to build on the foundation from the previous programme. This 

expansion will strengthen the existing network of Community Organisers and increase the numbers 

of people taking action at a local level to transform their communities for good.” 

Ends/more 

 

Media contacts 

Nick Gardham, CEO Community Organisers Ltd, on 07734 694626 or email 

nick.gardham@corganisers.org.uk. 

 

Notes to editors 

Get involved in your community and link up with others taking action in their neighbourhood. Check 

the Community Organisers Ltd website - http://www.corganisers.org.uk/.  

For information about the other ways that DCMS is supporting social action, click here – 

http://goo.gl/y3AC7m. 

 

Ends/all 

 

 

 

 

 

 

 

 

mailto:nick.gardham@corganisers.org.uk
http://www.corganisers.org.uk/
http://goo.gl/y3AC7m
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Media relations is about handling media interest in your role and activities, and building 

productive relationships with journalists. This usually takes time and effort.  

Ultimately, the relationship will be successful only if the journalist comes to regard you as a 

useful and trustworthy source of news stories. Providing local media with newsy, well-

written and properly formatted press releases makes a very good start to the relationship. 

As a general rule, Community Organisers should only front stories that relate to CO training. 
Local leaders should be the spokespeople for social action stories, with COs supporting them 
with guidance and training about how to engage with the media. 
 

 

Dealing with follow-up media calls 

After you have sent out a press release or publicised an activity or event on social media, 

journalists may wish to contact you to get more information, check facts or arrange 

interviews and photos. The media will sometimes use a well-crafted press release ‘as is’ but 

often they will want to do their own story and interviews. 

▪ Make yourself available to take calls from journalists for two to three days after 

issuing a press release. The same applies to anyone else you have quoted in the 

press release. Journalists sometimes give up on press release-generated stories if 

they can’t quickly get in touch with the key contacts. 

▪ If the journalist asks a question and you don’t know the answer, promise to find out 

the information and call back before an agreed deadline. The journalist won’t mind 

and will often appreciate that you are making the effort to source correct 

information. Make sure that you call back before the agreed time, even if it’s only to 

request more time to find the information required. 

▪ Try and do as much of the legwork as possible on the journalist’s behalf, for 

example, make all the arrangements to get people in the right place at the right time 

for a photo shoot. This keeps you in control of the process and helps the journalist 

out. 
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Pitching stories to journalists 

After you have built up relationships with local journalists, you may feel confident enough to 

call them direct and flag up a press release that you are about to issue or recently issued. Or 

you might want to tip them off about another event, activity or photo / video opportunity. 

Journalists usually welcome this approach from people they know and trust and may even 

call you for a general catch-up when short of news. 

▪ Don’t ‘cold call’ journalists until you know them well.  

▪ Never use a ‘hard sell’ approach on journalists. Simply state that you are calling 

because you believe the story will be interesting and relevant to their readers or 

audience.  

▪ Don’t overhype the story or ‘big it up’ into something more than it really is. Just state 

the facts and bring the journalist’s attention to the key points you wish to make.  

▪ Follow the same rules as for dealing with follow-up enquiries, ensuring that you get 

back to the journalist with additional information within an agreed timeframe. 

▪ Assume that everything you say to a journalist is ‘on the record’ and therefore might 

appear in the media. Don’t be tempted or persuaded to give journalists information 

that is confidential or sensitive, however well you know them.  

▪ Never speculate if you’re unsure of the facts. 

▪ Don’t be afraid to bring the journalist’s attention to any significant or serious 

inaccuracies in the final story when it appears … but do this with tact and grace. Bear 

in mind that the journalist’s copy might have been shortened or altered during the 

editing and production process, so it might not be your contact’s fault. The media 

will usually correct online errors quickly after they have been flagged up. You will 

have to wait longer for corrections in print publications.  
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Handling broadcast interviews 

Local TV news programmes, radio stations and other media outlets offering multimedia 

content might wish to interview you or a local leader about a story that you have been 

involved with. Broadcast interviews present a great opportunity for talking to a wide 

audience, so accept these invitations if you feel confident. 

Before the interview: 

▪ Prepare for the interview beforehand. Find out from the journalist whether the 

interview is pre-recorded or live. Bear in mind that for pre-recorded interviews, most 

broadcasters will use only a ‘soundbite’ – a short clip -- from your interview. Live 

interviews are longer so you will have more time to get your messages across. 

▪ Agree an interview time and location that is convenient for you and fits with your 

schedule.  

▪ Spend time researching the subject so that you feel confident of your facts. Make a 

list of the three main points you wish to get across in the interview. Rehearse these 

points but don’t memorise them before the interview as this can come over as ‘fake’ 

to viewers. Never read from written notes during a broadcast interview; it looks 

terrible. 

▪ Dress for the interview in the same clothes that you would normally wear for work 

or while on Community Organiser business. 

▪ Get to the interview location with half an hour to spare so you have time to collect 

your thoughts. 

▪ Ask the interviewer what question they will ask first. Most don’t mind telling you this 

and it gives you an opportunity to rehearse the answer and start the interview 

confidently. 

During the interview: 

▪ During a TV or video interview, look at the interviewer and not directly at the 

camera. Interviewees who look at the camera can come over as odd and 

untrustworthy. Also keep still - avoid moving from foot to foot or gesticulating with 

your hands and arms distracts the viewer. 

▪ Try to answer the interviewer’s questions directly. In most cases this will also give 

you the opportunity to make your key points.  

▪ Give short, succinct answers of no more than 10 seconds or so. This is particularly 

important for pre-recorded interviews where only one or two of your answers ends 

up in the final broadcast item. Rambling makes editing the interview difficult and 

there’s a danger that your most important points won’t make the final cut. 

▪ When giving answers, try to use brief, real life examples that people watching or 

listening to the interview will be able to relate to. Making it real helps the 

information stick. 

▪ Bear in mind that you are the expert and have far more knowledge about the subject 

than the interviewer. The interview is your platform to share that knowledge. 
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▪ Don’t panic in the unlikely event that you are asked a question and don’t know the 

answer. One way of dealing with this situation is to acknowledge the question and 

then make one of the key points you have already rehearsed. If in doubt, be honest 

and just say that you don’t have an answer to that question. 

▪ Remember that for pre-recorded interviews you can ask to do the interview again if 

you’re not happy with your performance first time round. Equally, the interviewer 

might ask you to re-record the interview if they want to focus on a specific area. 

 

 

 

 

 

 

 

 

“ 

             ” 

Finally, in your role you are never 

likely to come across a hostile 

interviewer pursuing a negative 

agenda so don’t worry about a 

Jeremy Paxman-style grilling. Doing 

interviews is usually fun, so enjoy 

the experience 
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Social media offers a great opportunity for getting our messages across instantly to a wide 

audience.  

The main benefit of social media is that it has an immediate impact and provides a platform 

for talking directly to your audience in a way that other communications channels don’t. 

One of the disadvantages of social media is that combining professional and personal posts 

in a single account does not always work successfully. Wherever possible, try to create 

separate professional and personal social media accounts (Twitter and Instagram, for 

example, allow multiple accounts. Facebook allows users to set up specific organisational 

Facebook Pages). 

 

When to use social media 

Use social media platforms, such as Twitter, Facebook and Instagram to: 

▪ Promote your blog posts, video clips and other online content. 

▪ Build interest and raise awareness before specific events and activities. 

▪ Provide live updates and commentary from events and activities. 

▪ Improve two-way engagement through direct conversations with your audience 

▪ Share and comment on topical stories that are relevant to your work  

Tailoring content for social media platforms 

Tailor all content for the specific social media platforms that you will use: 

▪ Twitter posts must be short and concise to meet the 140-character limit (Twitter is 

testing a 280-character limit for some users from autumn 2017).  

▪ Facebook posts can be longer, but don’t go overboard as too much text can turn-off 

the reader. Limit Facebook posts to three or four short paragraphs for maximum 

impact.  

▪ Instagram is designed for sharing photos with short captions, YouTube for video clips 

and Periscope for live video streaming. Use these platforms only when you have 

suitable images and videos to share.  

▪ Photos, graphics and video clips also add impact and value to Facebook and Twitter 

posts so always include them if you can.  

▪ Avoid using automated tools that send the same post to different social media 

platforms simultaneously. These tools might save time but you sometimes lose 

images, graphics, video clips, links and even some of the text of the original post 

because of the way different platforms handle auto-posted content. Instead, invest a 

little time to create separate posts for each social media platform. 
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How to write engaging social media posts  

▪ Plan your post - jot down the key fact or message you need to get across and use this 

as the basis of your social media post. 

▪ Write the post using plain English that everyone will understand. Just as with blog 

posts, avoid jargon and technical terms that might confuse readers. 

▪ Keep your posts short and clear. If possible, sum up the story in one paragraph. This 

is essential for Twitter where you won’t have much more than a couple of sentences 

to tell your story.  

▪ Use descriptive words to give posts more impact. For example, ‘Community 

Organisers today launches an exciting new campaign …’ However, don’t use more 

than one descriptive word per paragraph, or the post might look over the top. 

▪ Use teasers to tempt readers. Teasers give just enough information without giving 

away the whole story and this can tempt readers to click through to find out more. 

For example, ‘It’s a big day for us today! Find out how we’re taking Community 

Organisers to the next level …’ 

▪ Don’t forget to include links at the end of the post when promoting online content. 

Consider using link-shortening tools because long, complicated links can look messy 

on social media posts. 

▪ Never post ‘naked links’ with little or no additional information. For example, ‘Read 

my new blog post’ is unlikely to generate much interest, while ‘Find out how 

Community Organisers is helping young people to revamp their town park’ sums up 

the story and encourages people to find out more. 

▪ Proofread your post - check spelling, grammar and that all links and hash tags work 

before hitting the send button. 

 

Using hash tags 

Hash tags will extend the reach of your social media posts and you can use them on most 

social media platforms, including Twitter, Facebook, Instagram, YouTube and Periscope.  

▪ Choose hash tags that are relevant to the content of each post, for example, 

#SocialAction and, of course, #CommunityOrganisers. 

▪ If you notice a hash tag that is popular or trending on Twitter and is relevant to your 

post, jump on the band wagon and use this hash tag. The whole point of hash tags is 

to help readers find relevant content. 

▪ Don’t use more than two hash tags per post – research indicates that too many hash 

tags can often have a negative effect and actually reduce engagement. 

▪ Include Twitter handles in your post when you want specific people to see your 

Tweet, for example, ‘.@DCMS’. However, always add a full-stop immediately before 

the @ symbol or Twitter will treat the post as a direct message and it won’t go to 

your followers’ tweet feeds. 
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Social media tips  

 

Always use proper English grammar, 
spelling and punctuation.  

 Avoid LOL, IMHO, TBH, OMG and 
other ‘text speak’ in professional social 

media communications.  

When using images on Twitter don’t 
forget to tag relevant people and 

organisations as this can bring it to the 
attention of those that you want to share it 
with 

 Don’t overuse the emoji. The smiley 
face or thumbs-up emoticons are 

acceptable if used sparingly. 
 

Social media is about interaction, so 
get involved. Post interesting news 

and views, share community stories and 
provide insight on community topics.  

 Never get dragged into online 
arguments – getting involved in online 

spats or ‘flame wars’ will not reflect well on 
any organisation that you represent.  

Check social media streams regularly 
and ensure that you reply to questions 

or comments promptly. If you need to reply 
in detail or deal with a sensitive or 
confidential issue, take it offline or 
communicate with the follower via direct 
message. 

 Don’t make party political points or 
judgements, particularly if you are 

involved with a charity or a government-
funded programme / organisation. 
 

Use high-quality, relevant and original 
images or infographics and text-on-

image overlays to add visual interest and 
impact to your posts. 
 
 

 Never post jokes, funnies or ‘memes’. 
They tend to look unprofessional and 

bear in mind that everyone’s sense of humour 
is different. 

   
.   
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It has been said many times that a "good picture is worth a thousand words" and we're 

repeating this truism again because it's a fact. 

Photographs can help make all communication more attractive, catching the eye of the 

reader on social media and breaking up large chunks of text in your blog post or on a web 

page. Local media will often use photo contributions, too, as long as the image is of 

satisfactory quality – many welcome this approach because it saves them having to book 

and deploy their own photographer. 

We all have the tools to take a decent ‘news’ photo in our own hands in the form of the 

smartphone. Most smart phones take high-resolution images and do all the hard work for 

you through integrated automatic focusing, white balancing and even image enhancement 

software. 

 

How to take a photo for your blog, press release or social media 

▪ Plan the photo before you take it. Most images should involve people because 

stories are about people. Images of buildings or inanimate objects on their own tend 

to look dull so always include at least one person in your main photo.  

▪ Go for landscape rather than portrait shape for most photos. They are easier to 

display on blog posts and social media. 

▪ Limit the number of people in the main image to three or four – photos of large 

groups of people lack detail and may not interest the viewer / reader. Of course, 

there’s nothing wrong with taking photos of crowd scenes if you want to show that 

an event was well attended, but use these as subsidiary images rather than as the 

main photo. 

▪ Get in close to the subjects of the photo so that they fill the screen on your smart 

phone. Wide images with lots of irrelevant detail to the side or in the background 

can look unattractive and unprofessional. If necessary, crop the image on the smart 

phone after you have taken the photo to ensure the subjects take centre stage. 

▪ Try shooting above or below your subject or from a slight side angle rather than 

straight on. This can make the subject and the background look more interesting. 

▪ Always enable the flash function on your smart phone if you take the photos indoors 

or in a low-light environment. Keep your hands still, though, as flash photos on smart 

phones will sometimes appeared blurred if you move even slightly while taking the 

photo. 

▪ Ensure the sun is behind you (and lighting your subjects) when you take photos 

outside. Taking a photo into the sun will bleach the image and make the subjects of 

the photo look like silhouettes. 

▪ After framing the photo on your smart phone screen, tap the screen gently to enable 

the device’s auto-focus function.  
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▪ Take multiple photos of the same scene and you can then choose the best one to use 

for your communication. 

▪ Check the names and preferred job titles (if necessary) of everyone you have 

included in the photograph. You will need this information when writing the caption 

to accompany the photo.  

▪ Ensure that everyone featured in the photo gives you permission to use the image. If 

the photo includes a child, you must always get permission from the child’s parents 

or legal guardian. 

 

Presenting your photos 

Once you've got your photos, ensure you exploit them for maximum impact by presenting 

them correctly: 

▪ Make sure that the photograph is immediately relevant to the story – don’t leave 

your readers wondering why the picture is there. 

▪ Choose the best photo from the session for the main blog image and for social media 

posts.  

▪ Clearly caption all photographs with a very brief summary of the story and the 

names of the people in the photo (Don’t expect your reader to look through the 

whole blog post or the rest of the social media feed to try to work out who is in the 

photo – it should be spelt out for them in a caption.) 

▪ When captioning a photograph featuring more than one person, the convention is to 

name them from left to right.  

▪ Consider putting captions in bold or italicised text on blog posts to make them stand 

out from the rest of the copy. 

▪ Only use image filters if they add value to the image. Filters can sometimes obscure 

detail and look a bit contrived so avoid anything too colourful or ‘arty’. 

▪ Be aware of image size upload limits on social media. Facebook automatically adjusts 

the size of image uploads, but Twitter has a file size limit of 5MB. 
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Writing and editing 

Go beyond the standard spellcheck in Word with the Intelligent Grammar and Spellchecker 

tool. Is your writing easy to read? Test it with the Flesch-Kincaid Readability Test Tool. 

Stuck for the right word? Look for alternatives to commonly used words with the Collins 

Thesaurus. 

 

Media relations and press releases 

Research individual journalists and what they write about at the Journalisted website. This 

isn’t fully comprehensive but includes many regional and national journalists. 

Find your regional or local newspaper on the Local Media Works database. Find your 

nearest hyperlocal news websites with the searchable Local Web List. 

RadioNow is a list of local BBC and commercial radio stations organised region by region. 

Unfortunately, there is no equivalent list for TV stations so visit the BBC and ITV websites for 

details of their local news programmes and use The Local TV Network site for details of 

community TV stations. 

Check Cardiff University’s Centre for Community Journalism for other helpful information 

and resources. 

 

Images and photos 

A list of useful image editing applications and software from the respected Techradar 

website. Many of these are free to download and use. 

Picfont and BeFunky allow you to overlay text on to images to create great graphics for 

social media posts. 

 

Social media 

Hootsuite and TweetDeck let you save and schedule social media posts across several 

accounts. Note that the free version limits the number of accounts you can manage. 

Find keywords and hashtags that are trending on social media with the free Social Mention 

tool. The service also provides basic analytics for the search terms you enter.  

Storify curates content from social media feeds, which is useful if you want to embed social 

media posts into blog posts. 

 

http://www.reverso.net/spell-checker/english-spelling-grammar/
http://www.thewriter.com/what-we-think/readability-checker/
https://www.collinsdictionary.com/dictionary/english-thesaurus
https://www.collinsdictionary.com/dictionary/english-thesaurus
http://journalisted.com/
http://www.localmediauk.org/A-Z-Newsbrands?letter=D
http://localweblist.net/
http://www.radio-now.co.uk/main.htm
http://www.bbc.co.uk/news/england/regions
http://www.itv.com/news/
http://localtvnetwork.org.uk/members/
https://www.communityjournalism.co.uk/resources/
http://www.techradar.com/news/the-best-free-photo-editor
http://picfont.com/
https://www.befunky.com/features/text-editor/
https://hootsuite.com/create-free-account
https://tweetdeck.twitter.com/
http://socialmention.com/
https://storify.com/
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