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1. Reason for Policy

The White Horse Federation is committed to ensuring all members and associates
of the Trust tasked with producing marketing communications do so in a manner
that aligns with our shared values, and subsequently represent The White Horse
Federation in a consistent, positive manner.



2. Policy Statement

The purpose of this Policy is to assist users in producing marketing
communications that adhere to The White Horse Federation’s house style,
align with its values, and represent the brand of the Federation in a consistent,
high-quality manner.

This Policy also provides users with guidance on best practice regarding the
dissemination of marketing communications to maximise their effect.



3. Policy Scope

💡 Key Point: This Policy helps users create and share communications effectively.

The primary goal of this Policy is to codify and record guidance on the production
of high-quality, effective marketing communications. This policy provides editorial
assistance on structuring and writing marketing communications and contains
guidance to keep communications consistent.

This Policy does not describe the safeguarding measures that must be followed in
the course of producing said communications, nor the procedures to be followed in
compliance with the General Data Protection Regulation (GDPR). It is therefore
necessary to read and be familiar with the Marketing Content Safeguarding Policy,
the IT General Data Protection Regulations (GDPR) Policy, and any materials
referenced therein. Users should also read and be familiar with the following
related policies:

● IT Video and Digital Image Policy
● IT Acceptable Use Agreement — Staff and Volunteers
● IT E-Safety and Online Safeguarding
● Public Relations Policy

This Policy applies to the following users:

● Members of the White Horse Federation Marketing Team.
● Media Champions.
● Any member of the White Horse Federation staff, volunteer, local governing

board member, director member, or contractor who participates in the
production of marketing communications.

http://gdpr.twhf.org.uk/wp-content/uploads/2018/04/TWHF-IT-Data-Protection-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-E-Safety-and-Online-Safeguarding.pdf


4. Policy Definitions

4.1 User

💡 Key Point: Anyone using this Policy to help complete their work is a user.

User refers to any White Horse Federation member or associate for whom this
Policy applies, as described in Section 3 of this Policy.

4.2 Stakeholder

💡 Key Point: Anyone interested in the welfare of the Federation is stakeholder.

Stakeholder refers to any individual with a personal, professional, or civic interest
in the welfare and success of The White Horse Federation, its schools, staff, and
pupils. This includes but is not limited to Federation staff, parents, families,
community members, local businesses and organisations, advocacy groups, and
media outlets.

4.3 Marketing Communications

💡 Key Point: Marketing communications manage opinions of the Federation.

Marketing communications refers to content involved in producing and maintaining
the favourable point of view of The White Horse Federation’s stakeholders.
Depending on the purpose of the content produced, this can include but is not
limited to website content, social media content, emails, printed letters, public
relations such as press releases, and telephone conversations.



4.4 Crisis Communications

💡 Key Point: Crisis communications defend the reputation of the Federation.

Crisis communications refers specifically to communications activity undertaken
with the primary objective of defending The White Horse Federation against
serious challenges to its reputation.

4.5 House Style

💡 Key Point: The Federation house style reflects our values.

‘House style’ refers to the standards and principles for writing communications as
specified in The White Horse Federation’s internal style guide, described in
Sections 5.1-5.5 of this Policy.

4.6 Brand

💡 Key Point: Our values are our brand.

‘Brand’ refers to the communication methods that distinguish The White Horse
Federation from other organisations in the minds of internal and external
stakeholders. Communicating with internal and external stakeholders in a fashion
that is consistent with our values can be seen to constitute the White Horse
Federation brand.



5. Procedures

5.1 House Style

💡 Key Point: Let our values govern how you communicate.

The White Horse Federation is a values-based organisation that focuses on
delivering values-based education. Our values influence our actions, attitudes, and
relationships with ourselves and others. For more information about our values,
refer to Our ‘Little Green Book’.

Given the essential role communication plays in the conduct and reputation of our
organisation, our values also govern the way we communicate with stakeholders.

5.1.1 General Principles

When producing communications, consider the following principles to ensure
content aligns with the tone of The White Horse Federation’s values, brand, and
house style.

Honesty and Freedom

● We are trustworthy and authoritative in all that we say.
● We respond openly, honestly, and politely to any complaints or criticisms.
● We understand that points of view differ and always think before we

respond.

Simplicity and Thoughtfulness

● We communicate with integrity, demonstrating loyalty to each other at all
times.

● We celebrate our successes publicly, and our concerns privately.
● We communicate clearly and concisely, but never forget the value of good

humour and generosity of spirit.

https://thewhitehorsefederation.org.uk/wp-content/uploads/2014/09/Our-Little-Green-Book.pdf


Respect, Responsibility, and Caring

● We celebrate the unique contribution made by everyone.
● We understand the big picture but never forget that small things count.
● We embrace change as a process, not an event.

Cooperation, Love, and Unity

● We are mindful of how we are perceived by others.
● We are clear about our responsibilities and contributions.
● We appreciate the importance of kindness.

Trust, Humility, and Friendship

● We keep our promises and carry through our actions.
● We are compassionate and non-judgemental.
● We create opportunities for everyone to be heard.

Quality and Resilience

● We lead by example.
● We persevere when things get tough.
● We put our shared vision above personal ambitions.

Appreciation, Courage, and Tolerance

● We share our experiences for the good of everyone.
● We contribute to a culture of enjoying learning.
● We understand that everyone is a leader — and a learner.

Understanding and Patience

● We contribute to a culture of collaboration.
● We know how our behaviour impacts the ethos of our organisation.

In communications, aim for a voice and tone that reflect these values. Try to sound
knowledgeable and authoritative while remaining warm, natural, and
approachable. Remember the primary purpose of the communication and let this
guide its contents, but don’t forget to be human and personable.

Remember that many of our stakeholders are not native speakers of English, and
that many of them come from cultures different from yours.



5.1.2 Things to Avoid

💡 Key Point: Use your good sense and judgement when producing
communications.

Avoid the following things when producing communications:

● Informal language or contractions such as “pls” — instead, use full forms
such as “please”.

● Starting all sentences with the same phrase.
● Buzzwords or technical jargon.
● Pop-culture references, jokes, elaborate metaphors, or off-topic verbiage

likely to confuse or obscure information for readers.
● Phrasing that disparages or insults any group of people.
● Long-winded sentences.
● Choppy, short sentences that do not contain enough information to be

useful.

5.1.3 Approaches to Consider

💡 Key Point: If in doubt, read it out.

● If you are having trouble expressing something, ask yourself “What am I
trying to say?” — the answer will likely reveal what should be written in the
communication.

● Try reading content aloud to see whether it sounds natural. If you come
across a sentence that is awkward or confusing when spoken, consider
whether it can be improved.

● If you are uncertain about your phrasing or tone, ask a colleague to read
over it.



5.2 Language and Grammar

5.2.1 Abbreviations

💡 Key Point: Spell out terms likely to be unfamiliar to the audience before

abbreviating them.

Abbreviations include acronyms, initialisms, shortened words, and contractions.

When an abbreviation is likely to be unfamiliar to the audience, spell out the first
mention within the text (not the heading) and follow with the abbreviation in
parentheses. For all subsequent mentions of the abbreviation, use the abbreviation
by itself.

5.2.2 Active Voice

💡 Key Point: Make clear who is performing an action.

In general, use active voice (whereby the subject of the sentence is the person or
thing performing an action) instead of passive voice (in which the subject is acted
upon).

When passive voice is used, it can be unclear for readers who is supposed to do
something, or who has done something.

✔ Recommended: Tom will manage the event.

✘ Not recommended: The event will be managed by Tom.



5.2.3 Articles

💡 Key Point: Include definite and indefinite articles in your communications,
and use them correctly.

A and an are indefinite articles and are used before a singular noun. They refer to
any member of a group.

The is a definite article and is used before singular and plural nouns to refer to one
or more particular members of a group.

Whether to use a or an depends on the pronunciation of the word that follows it.
Use a before any consonant sound; use an before any vowel sound.

Examples

✔ An hour, a hotel, an umbrella, a union, an onion.

5.2.4 Capitalisation

💡 Key Point: Use standard British English capitalisation. Use title case for
headings.

In text, follow standard capitalisation rules for British English.

● Don’t use all-uppercase for emphasis.
● Follow the official capitalisation for the names of brands, companies,

software, products, and services.

In titles and headings, use title case. That is, capitalise the first letter of each word
excluding small words and articles.

In text, use sentence case. That is, capitalise only the first letter of the first word in
a sentence.

Use sentence case for all items in a list.

When a hyphenated word is the first word in a sentence or heading, capitalise only
the first element of the word unless the subsequent element is a proper noun or
proper adjective.



5.2.5 Clause Order

💡 Key Point: Put conditional clauses before instructions, not after.

If you want to tell a reader to do something in a particular circumstance, mention
the circumstance before you provide the instruction. This allows the reader to skip
the instruction if the circumstance doesn’t apply.

✔ Recommended: For more information, visit our website.

✘ Not recommended: Visit our website for more information.

5.2.6 Contractions

💡 Key Point: In general, it’s OK to use contractions, but be wary of certain kinds
of contractions.

If your communication is highly formal, avoid using contractions. Otherwise, most
types of contractions can be used.

It is particularly useful to use negation contractions such as isn’t, don’t, and can’t.
This is because it is easy to misread “can not” as “can”, whereas it is harder to
misread “don’t” as “do”.

In general, avoid contractions formed from nouns and verbs.

✔ Recommended: The conference is engaging and inspirational.

✘ Not recommended: The conference’s engaging and inspirational.

Don’t use double contractions, such as mustn't've, shouldn’t’ve, etc.

Don’t confuse its and it's. Its is a possessive determiner; it’s is a contraction of it is.



5.2.7 Plurals in Parentheses

💡 Key Point: Don’t put optional plurals in parentheses.

Even if it is possible that an object might be multiple, don’t put plurals in
parentheses. Instead, choose either plural or singular constructions and use them
consistently throughout your communication.

✔ Recommended: Parents can collect their tickets from reception.

✘ Not recommended: Parent(s) can collect their ticket(s) from reception.

5.2.8 Possessives

💡 Key Point: To form a singular possessive, add an apostrophe-s.

To form a possessive of a singular noun (regardless of whether it ends in s), or a
plural noun that doesn’t end in s, add ‘s to the end of the word. For a plural noun
that does end in s, add an apostrophe but no additional s.

✔ Correct: Customer’s (single), business’s (single), user’s (single), users’ (plural)

✘ Incorrect: Businesses’s, users’s, values’s, class’

! Exception: The possessive of it is a special case and doesn’t take an apostrophe.

However, the contraction of “it is” takes an apostrophe.

✔ Correct: Each school has its own unique voice.

✘ Incorrect: Each school has it’s own unique voice.

✔ Correct: It’s a great idea.

✘ Incorrect: Its a great idea.



5.2.9 Prepositions

Include prepositions that increase clarity and try to avoid cluttering sentences with
unnecessary prepositions.

✔ Recommended: Pupils met industry experts during the visit.

✘ Not recommended: Pupils met up with industry experts during the visit.



5.2.10 Pronouns

💡 Key Point: Ensure that a pronoun clearly refers to its antecedent (the noun that
it’s replacing).

Avoid vague or confusing references between a pronoun and its antecedent. If it is
unclear what “it” is in a sentence, replace it with the thing you are referring to.

Don’t use gender-specific pronouns unless the person you’re referring to is actually
that gender. In particular, don’t use he, him, his, she, or her as gender-neutral
pronouns. Instead use the singular they.

Avoid first-person pronouns (I, we, our) except in communications where the
author makes comments in the first person, or when using “we” to refer to a school
or the Federation as an organisation.

Use the second-person pronoun “you” whenever possible.

When referring to a person, use “who”, not “that”.

Relative Pronouns

That, which, and who are relative pronouns. That introduces a restrictive clause and
isn’t preceded by a comma. Which introduces a nonrestrictive clause and is
preceded by a comma.

Examples

The dog that has three legs is furry.

This sentence describes a particular dog, the one that has three legs.

The dog, which has four legs, is furry.

This sentence describes all dogs, and mentions in passing that they all have four

legs.



5.2.11 Spelling

In general, use standard British English spelling.



5.3 Punctuation

5.3.1 Colons

💡 Key Point: A colon indicates that closely related information follows.

Introductory Phrase Preceding Colon

When a colon introduces a list, the text that precedes the colon should stand alone
as a complete sentence.

✔ Recommended: The benefits of this are as follows:

✘ Not recommended: Benefits include:

Bold Text Preceding Colon

When the text preceding a colon is bold, make the colon bold too.

Colons within Sentences

In general, the first word in the text that follows a colon within a sentence should
be in lowercase.

✔ Recommended: When using a colon mid-sentence, remember this step: start
the following word with a lowercase letter.



5.3.2 Commas

💡 Key Point: Use commas to separate items in series, and use commas to
separate certain kinds of clauses.

Serial Commas

In a series of three or more items, use a comma before the final “and” or “or” when
not doing so could cause a sentence to be misinterpreted.

✔ Recommended: I dedicate this book to my parents, Bill Gates, and Virginia

Woolf.

✘ Not recommended: I dedicate this book to my parents, Bill Gates and Virginia
Woolf.

Commas after Introductory Phrases

In general, place a comma after an introductory word or phrase.

✔ Recommended: In answer to your question, you should use a comma after an

introductory phrase.

Commas Separating Two Independent Clauses

When a coordinating conjunction (and, but, or, nor, for, so, or yet) separates two
independent clauses, insert a comma after the first clause unless both clauses are
very short.

✔ Recommended: The new texts not only make learning easier, but they also

improve engagement.



Commas Separating Independent from Dependent Clauses

When an independent clause and a dependent clause are separated by a
coordinating conjunction (and, but, or, nor, for, so, or yet), insert a comma only if the
sentence could be misunderstood without one.

✘ Not recommended: The blog is now available, and can be read on the school

website.

✔ Recommended: The blog is now available and can be read on the school
website.

✘ Not recommended: The group acknowledged the last person who entered the
room and started the meeting.

✔ Recommended: The group acknowledged the last person who entered the
room, and started the meeting.

Setting off Other Kinds of Clauses

It is recommended to set off certain kinds of clauses with a comma for clarity.

In general, put a comma before the word “which”.

In general, put a semicolon, a period, or a dash before a conjunctive adverb, such as
“otherwise”, “however”, or “therefore”, and put a comma after the conjunctive
adverb.

5.3.3 Dashes

💡 Key Point: When you need a dash, use an em dash.

Indicate a break in the flow of a sentence—or an interruption—by using an em
dash, also known as a long dash. Don’t put a space before or after it.

Don’t use a shorter dash or hyphen in place of an em dash. You can write an em
dash in various ways, depending on the device you are using:

MacOS
Press option+shift+hyphen.



Windows
Turn num lock on, then hold down the left alt key and type 0151 on the
numeric pad.



5.3.4 Ellipses

💡 Key Point: In general, don’t use ellipses.

An ellipsis is made up of three periods (...) and indicates the omission of part of a
sentence, paragraph, or block of text.

Suspension Points

When ellipses are used to indicate hesitation, they are called suspension points.
Don’t use ellipses in this way in communications.

In Text

It’s acceptable to use ellipses in quoted text to replace a portion of the quoted text
— except at the beginning or end of the quoted text.

Punctuation and Spacing

Keep all three ellipsis points together, with a space immediately before and after
the ellipsis unless a punctuation mark immediately follows the ellipsis.

5.3.5 Exclamation Points

💡 Key Point: Don’t use exclamation points in text.

Rather than using exclamation points to call attention to an important point,
consider using notices such as “Note:” or “Important:”.



5.3.6 Hyphens

💡 Key Point: Hyphenate words when needed for clarity.

Compound Modifiers

Use hyphenated compound modifiers before a noun. When you use a compound
modifier after a noun, don’t hyphenate it.

Adverbs Ending in “ly”

Don’t hyphenate adverbs ending in “ly” except where needed for clarity.

When to Hyphenate

Don’t hyphenate a word that has a prefix or suffix except in the following
situations:

● Where not doing so could cause confusion; for example, “re-marking the
test”.

● When a number or capital letter follows the prefix; for example, “pre-1900”.
● When the prefix ends in a vowel and the word it precedes starts with the

same vowel; for example, de-energize.
● When the prefix is self; for example, self-aware, self-important.
● When the prefix is followed by a word that is already hyphenated.
● When the prefix is followed by a compound word that contains a space. In

this case, the space is replaced with a hyphen; for example, twentieth
century but pre-twentieth-century music.

Compound Words

Compound words are two or more words that are joined together to form a new
word. To determine whether to hyphenate a compound word, check a dictionary.

Range of Numbers

Use a hyphen to indicate a range of numbers.



Spaces around Hyphens

Never place a space on either side of a hyphen except when using a suspended
hyphen, in which case you can leave a space after (but not before) the hyphen.

Suspended Hyphens

When two or more compound modifiers have a common base, you can keep the
hyphens but leave out the base for all except the last modifier. In the following
example, the base is “hour”:

✔ Seminars take place at one-, two-, or three-hour intervals.

5.3.7 Parentheses

💡 Key Point: Use parentheses judiciously.

Don’t put important information in parentheses. Whenever you are inclined to use
parentheses for less important information, consider whether they are truly
necessary.

5.3.8 Periods

💡 Key Point: End a complete sentence with a period, unless it’s a question.

Periods with Lists

Use a period at the end of each item in a bulleted or numbered list.

Periods with Website URLs

When a period immediately follows a website URL it can be hard to tell whether
the period is part of the URL. Whenever possible, rewrite the sentence so that the
URL isn’t at the end of the sentence, or put the URL on a seperate line from the text,
omitting the final period.



Periods with Quotation Marks

When a sentence ends with text inside quotation marks, place the period outside of
the quotation marks. If the text inside the quotation marks ends with a question
mark or exclamation point, don’t use a period.

Periods with Parentheses

If the last part of a sentence is contained inside parentheses, place the period after
the closing parenthesis.

Periods with Headings

Don’t end headings with periods.

Periods with Numbers

Use a period to represent a decimal point.

Periods with Captions

In general, don’t use periods with captions.

Periods with Abbreviations

Put a period after a shortened word.

Don’t put periods after the letters of an acronym or initialism.

5.3.9 Pluralising a Single Letter

💡 Key Point: Pluralise a single letter by adding apostrophe-s.

To form the plural of a single letter, italicise the letter and add an apostrophe
followed by the unitalicised letter s.

When the capitalisation is irrelevant, use uppercase.



✔ Recommended: We called support because the printer wasn’t printing

uppercase B’s or lowercase p’s.

✔ Recommended: Mind your P’s and Q’s.

5.3.10 Quotation Marks

💡 Key Point: Use double quotation marks.

Commas and Periods with Quotation Marks

As is consistent with the British style, commas and periods are placed outside of
quotation marks.

Single Quotation Marks

Use single quotation marks for a quotation nested inside another quotation.

✔ She said, “I heard him shout ‘pass’, and saw him running across the field.”

5.3.11 Semicolons

💡 Key Point: Use semicolons to separate independent clauses.

Between Two Independent Clauses

Use a semicolon between two closely related independent clauses that are not
quite unrelated enough to merit a period, but where a comma isn’t sufficient.

Before a Conjunctive Adverb

A semicolon precedes a conjunctive adverb that joins two independent clauses.
Conjunctive adverbs include the following: accordingly, also, besides, consequently,
furthermore, hence, however, indeed, in fact, likewise, similarly, therefore, and thus.



Before an Independent Clause

A semicolon may appear before an independent clause that is introduced by a
phrase such as “that is”, “for example”, “namely”, and so on.

Between Complex Items in a Series

When you have a series of long or complex items, such as items that themselves
contain punctuation, use semicolons, rather than commas, as separators.

5.3.12 Slashes

💡 Key Point: Avoid using slashes except for website URLs.

Slashes with Website URLs

Use forward slashes as appropriate in computer file paths and website URLs.

Slashes with Fractions

Don’t use slashes with fractions as they can be ambiguous. Instead, use fraction
symbols such as ¾ or consider writing the fraction as a word.

Slashes with Abbreviations

Don’t use abbreviations that rely on slashes, such as c/o. Instead, write the words
out.



5.4 Formatting and Organisation

5.4.1 Dates and Times

💡 Key Point: When writing dates, use the format day, month, year.

Dates are written in day, month, year order.

Spell out the names of months and days in full, and give the full four-digit year:

✔ 15th January 2018

If you must express a date in a purely numerical format the order should remain
the same:

✔ 15/01/2018

5.4.2 Text Associated with Images

Don’t end a figure caption with a period unless the caption ends with a full
sentence. In general, try to avoid putting full sentences in captions.

To refer to a figure, mention it by number (“figure 1”) and avoid spatial
descriptions (“the image below”).

5.4.3 Headings

💡 Key Point: Use title case for headings and titles.

Use title case for headings and titles. For more information, see the Capitalisation
section.



5.4.4 Lists

💡 Key Point: Use numbered lists for sequences and bulleted lists in most other
contexts.

Introductory Sentences for Lists

In most cases you should precede a list with an introductory sentence. The
sentence can end with a colon or period; usually a colon if it immediately precedes
the list, usually a period if there’s more material (such as a note paragraph)
between the introduction and the list.

Where possible, introduce a list with a complete sentence, not a partial one that is
completed by the list items.

Capitalisation and End Punctuation

In most contexts, start each list item with a capital letter.

End each list item with a period or other appropriate sentence-ending punctuation.

5.4.5 Numbers

💡 Key Point: Spell out whole numbers from zero through nine.

Ordinal Numbers
Except for dates, spell out all ordinal numbers in text:

✔ First, fifth, twelfth

Numbers as Words

In general, spell out numbers from zero through nine, and any number that starts a
sentence. It is acceptable to start a sentence with a four-digit year if the sentence
cannot be re-ordered.



Numbers as Numerals

Numbers 10 and greater should be written as numerals.

Always use numerals for the following items, even if they’re less than 10:

● Technical quantities.
● Page numbers.
● Chapter and section numbers.
● Prices.
● Numbers less than 10 when they appear in the same sentence with

numbers greater than 9.
● Negative numbers.
● Most fractions.
● Percentages.
● Dimensions.
● Decimals.
● Measurements.
● Numbers in a range.

Fractions

Express fractions as decimal numbers when possible.

When expressing fractions as words, connect the numerator and denominator with
a hyphen unless one of them is already hyphenated:

✔ Recommended: two-fifths

✔ Recommended: five sixty-fourths

Percentages

In general, use numerals and the percent sign (%) without a space between them.

If the percentage starts the sentence, then spell out both the number and the word
percent.



Ranges of Numbers

Use numerals for ranges. When expressing a range, use a hyphen with no space
either side of it.

Dimensions

Use numerals for dimensions. Use a lowercase x between the numerals in the
dimensions, with no space between the numerals and the x.

✔ 10x5x10

Phone Numbers

When writing a phone number, seperate the area code from the local number with
a space.

Split longer local numbers with a space for readability:

✔ 01793 XXXXXX

5.4.6 Spaces between Sentences

Leave only one space between sentences.

5.4.7 Units of Measurement

When expressing a measurement, don’t leave a space between the numeral and the
unit of measurement.

✔ 10cm



5.5 Website Communications

5.5.1 Blogs and News Posts

💡 Key Point: Best practice changes regularly. Follow these guidelines, your own
research, and your judgement.

Titles

Keep the title of your post short and engaging. Search engines typically truncate
titles longer than 70 characters.

Include appropriate, relevant keywords in the page title to help the post rank for
relevant search engine queries.

Title Tags

Try to optimise all titles for search engines. Ensure that a keyword is included in
the title tag of your post, as the title is one of the most important factors for
ranking in Search Engine Results Pages (SERPS).

Search engines place more weight on the earliest words in a title, so try to ensure
keywords are used near the start of the page title.



Heading Tags

The headings within a post have two functions. One is to give the content an
organised structure, which boosts SEO ranking; the other is to improve the reading
experience and encourage the reader to keep reading.

● Use only one heading with the H1 tag per page.
● Use the main keyword of the post in the H1 heading.
● Subsequent heading tags should reflect the structure of the content.
● Don’t use heading tags to format font size.
● When appropriate, use complementary keywords in subheadings.

Permalink Structure

A permalink is the full URL seen and used for any given post or page. A permalink
typically includes the website domain name plus the slug, the part of the URL that
identifies a specific post or page.

Permalinks are important as both search engines and site visitors use them to
categorise pages.

A short, simple, reader-friendly URL is best.

✔ Recommended: www.example.co.uk/blog-post-title

✘ Not recommended: www.example.co.uk/blog-9304541769



Meta Tags

A meta tag is a snippet of text comprised of keywords that describe a page’s
contents. This tells search engines what a page is about so it appears in relevant
search results.

● Posts should be tagged with 1-2 keywords that reflect that content of the
post.

Meta Description

A meta description is a small summary of a webpage’s contents, written in complete
sentences. These descriptions appear on search engine results pages and are
important for encouraging readers to “click through” to the school website.

Note: This description will also appear when a blog post is shared on social media,
such as Facebook and Twitter. It should therefore be clear, brief, and catch the
reader’s interest.

The meta description should include:

● A summary of the page content, no greater than 175 characters.
● A clear indication of value — what will readers get from visiting the page?
● A strong call to action, specifically encouraging readers to visit the page.
● Unique text that matches the page content and contains the focus keyword.

✔

✘



Content

The content of a post should be concise, engaging, and clear while adhering to the
guidance on style and tone found in Section 5.1 of this Policy.

For safeguarding purposes, some topics and information should be avoided in a
blog post. For details, refer to the Marketing Content Safeguarding Policy.

Posts should be a minimum of 300 words. There is no upper limit to the length of a
post. However, avoid making posts overly long where possible. Consider using
elements like lists to break up text and make content digestible for readers.

Where relevant and appropriate, the post should contain keywords.

Keywords

Keywords help readers and search engines find content relevant to their searches.

There are two types of keywords: high volume keywords, which are general and
regularly searched for; and long-tail keywords, which are more specific and less
searched for. Long-tail keywords are searched for by users who know precisely
what they are looking for and are therefore more likely to click when they find it.



Anchor Text

Anchor text is the clickable text in a hyperlink.

Where appropriate, relevant, and natural, it is beneficial to include hyperlinks
within your post directing readers to other parts of the school website, including
related posts.

Don’t use words like “Click here” for the anchor text in such links; instead, use one
of the following:

● A keyword related to the content you are directing readers to.
● The page title.
● Text that reflects the permalink slug (see Section 5.5) of the content you are

directing readers to.

In the following example, the anchor text is directing readers to another page on

the school website (www.example.co.uk/blog/healthy-eating-in-school). Blue
text indicates anchor text:

✔ Learn more about the importance of nutrition in our school by reading our blog
on healthy eating.

✔We’re deeply passionate about healthy eating in school and have written on the
topic before.

✘ Click here to read our blog about healthy eating in school.

Call to Action

The post should conclude with a strong call to action (CTA) that invites readers to
complete a desired action. The action readers are invited to complete will depend
on the purpose and objective of the post.

For posts with the purpose of raising engagement, good CTAs include:

● Following the school on social media (Twitter, Facebook, LinkedIn, etc.).
● Sharing the page on social media.
● Signing up for the school newsletter / subscribing to the school blog.
● Navigating to a specific section of the school website (such as a contact form

or admissions area).



Other posts may have different, specific calls to action depending on their purpose
and objective.

Featured Images

The post should be accompanied by a high-quality featured image that compels
users to click through and read the post.

This image will appear when the blog post is shared on social media, such as
Facebook and Twitter, as well as in search engine results pages. It should therefore
be of a high quality with a low file size to ensure it loads quickly for users.

Any images utilised should be used in accordance with the Marketing Content
Safeguarding Policy and GDPR Policy.

Alt Tags

An alt tag is a snippet of text that describes the content of an image. Search engines
use alt tag text to determine not only what is on an image, but also the topic of the
surrounding text.

In circumstances where the image cannot be displayed, the alt tag text will be
displayed instead. Text-to-speech software will read an image’s alt tag text aloud,
making it an important accessibility feature for visually impaired users as well as
an important factor for search engine optimisation.

Alt tag text should contain a clear, accurate description of the image. Where it is
relevant and appropriate, the alt tag text should also contain a page keyword.
However, do not try to force a keyword into an alt tag as this is seen as an attempt
to manipulate search engines and can result in pages being delisted from results
pages.



Here is an example image and associated alt tag text:

✔ Recommended: ”A healthy school sandwich with lettuce, onion, cheese, and
cold cut meat beside some chips”

✘ Not recommended: ”healthy lunch, healthy school lunch, healthy eating,
healthy diet, nutrition”

5.5.2 Site-wide Announcements

Severe Weather and Emergency Closure

Information about the delayed opening or closure of school due to inclement
weather or other emergencies should be clear, concise, and unlikely to cause panic
or confusion.

The announcement should include the key information needed for stakeholders in
the immediate term.

Announcements should be made in absolute tense, rather than relative tense.

✘ Not recommended: Due to horrendous weather conditions, school will be

closed tomorrow and re-opening next Monday. However, next week’s dance classes
are unlikely to be affected.

✔ Recommended: Due to adverse weather conditions, school will be closed
Thursday 1st March 2018 and will not reopen until Monday 5th March 2018. For
more information, contact the school office.



5.6 Social Media Communications

💡 Key Point: Best practice changes regularly. Follow these guidelines and
supplement them with your own research and judgement.

5.6.1 Twitter

Content

For safeguarding purposes, some topics should be avoided when posting to Twitter.
For details, refer to the Marketing Content Safeguarding Policy.

Content should be targeted toward potential parents and staff as well as existing
community members. Depending on the purpose of a tweet, the target audience
could also include businesses and organisations. Refer to Section 4.2 for the
definition of a stakeholder.

Content should show the school or Federation in the best light and demonstrate
strengths and achievements.

A concise tweet makes an impact. Keep each tweet focused on one specific message
instead of trying to communicate multiple things. If you have a longer message,
consider submitting a blog post or update on the school website and using a tweet
to refer readers there instead.

Asking questions and running polls is an effective way to interact with the
community, bring readers into the conversation, and even gather data on people’s
opinions. You can tweet open-ended questions, or use a Twitter Poll to survey
people on specific responses.



When to Post

💡 Key Point: Consider when your target audience is most likely to see your post.

Research suggests Twitter users are 181% more likely to be on Twitter when they
are commuting. Factor this into your decision when choosing a time to post a
tweet.

Consider who you are primarily trying to reach with a given tweet and when they
would be most likely to see it. Tweets aimed at businesses perform 16% better
during business hours, while tweets aimed at parents perform 17% better on
weekends.

Reposting

💡 Key Point: If your post contains a link to content, such as the school blog, it’s
fine to share it multiple times on Twitter. Be careful not to spam, however.

Social media feeds are busy places. Most followers won’t see all of your posts once,
let alone multiple times. This makes resharing posts important. Resharing old
content gives users who missed it the first time a chance to see it.

Posts strongly tied to a specific window of time should not be reposted once that
time has elapsed. Posts that do not refer readers to the school website or do not
contain a call to action do not need to be reposted.

Posts should not be reposted word-for-word. Think of alternate ways to share the
content, including:

● Quoting the Content.
● Asking a Question Related to the Content.
● Stating a Benefit of Reading the Content.

Twitter is a high-volume social network. Therefore, consider resharing a post more
than once on the day it is first published. For example, you may share a tweet once
in the morning, and a second time in the afternoon.

Then, consider a plan for resharing the post over the course of the following month
at intervals of 2, 3, 4, 8, 9, 12, 18, 20, 22, 25, 27, and 30 days after first sharing. The
actual frequency will depend on the importance and objective of the post.



Using Hashtags

Hashtags are a powerful tool that help expand the reach of a tweet and allow the
school to tap into relevant conversations, engaging more members of the
community.

One simple way to incorporate hashtags is by identifying popular events and
linking the school to them in an authentic way.

● Use no more than two hashtags per tweet.
● Focus on hashtags that are relevant to the topic of your tweet.
● Always include your unique school hashtag.

Be judicious about the hashtags used and ensure you understand the broader
context of a hashtag and evaluate its appropriateness before including it in a tweet.

Retweeting Posts

Retweeting relevant content is a great way to maintain a robust Twitter presence.
Consider retweeting:

● Positive feedback that mentions the school or Federation.
● Posts shared by the Federation and other schools within it.
● Helpful, relevant articles.
● Messages that align with the school and Federation values.

When you retweet a post, its contents will be shared on the school Twitter feed and
be seen by anyone following the school. The content will also appear wherever the
Twitter feed has been embedded, such as on the school website. Remember that
retweets are often considered an endorsement of the retweeted content. It is
therefore important to be judicious when choosing what to retweet and ensure
anything retweeted aligns with the style and tone described in Section 5.1 of this
Policy.

Just as you would not personally post anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not retweet content that
breaches or goes against the spirit of these Policies.

Where possible, add a comment or reflection alongside a retweet to give added
context to readers.



Liking Posts

Liking a post is considered an endorsement of the liked content. It is therefore
important to be judicious when choosing what to like and ensure anything liked
aligns with the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally endorse anything inflammatory, libellous,
discriminatory, or in breach of this Policy or related Policies, do not like content
that breaches or goes against the spirit of these Policies.

Images

Adding a bold image or video to a tweet adds a touch of personality and leads to
higher engagement rates. In fact, people are three times more likely to engage with
tweets that contain media content such as an image.

Any image included with a tweet must comply with the Marketing Content
Safeguarding Policy, IT Video and Digital Image Policy, and IT Acceptable Use
Agreement — Staff and Volunteers.

http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf


5.6.2 Facebook

Content

For safeguarding purposes, some topics should be avoided when posting to
Facebook. For details, refer to the Marketing Content Safeguarding Policy.

Content should be targeted toward potential parents and staff as well as existing
community members. Depending on the purpose of a post, the target audience
could also include businesses and organisations. Refer to Section 4.2 for the
definition of a stakeholder.

Content should show the school or Federation in the best light and demonstrate
strengths and achievements.

A concise post makes an impact. Keep each post focused on one specific message,
rather than trying to communicate multiple things. If you have a longer message,
consider submitting a blog post or update on the school website and using a
Facebook post to refer readers there instead.

Asking questions and running polls is an effective way to interact with the
community, bring readers into the conversation, and even gather data on people’s
opinions. You can post open-ended questions, or use a Facebook Poll to survey
people on specific responses.

When to Post

💡 Key Point: Consider when your target audience is most likely to see your post.

Research suggests Facebook users engage with posts more toward the end of the
week (Thursday/Friday) and particularly on weekends.

The optimal times of day to post updates midweek are 9am, 1pm, and 3pm. On
Saturday and Sunday the best time to post is between 12-1pm.

Consider who you are primarily trying to reach with a given post and when they
would be most likely to see it.



Reposting

💡 Key Point: If your post contains a link to content, such as the school blog, it’s
fine to share it more than once on Facebook. Be careful not to spam, however.

Social media feeds are busy places. Most followers won’t see all of your posts once,
let alone multiple times. This makes reposting content important. Reposting older
content gives users who missed it the first time a chance to see it.

Posts strongly tied to a specific window of time should not be reposted once that
time has elapsed. Posts that do not refer readers to the school website or do not
contain a call to action do not need to be reposted.

Posts should not be reposted word-for-word. Think of alternate ways to share the
content, including:

● Quoting the Content.
● Asking a Question Related to the Content.
● Stating a Benefit of Reading the Content.

Facebook is not as high-volume as other social networks. While it is beneficial to
repost content, this should be done less frequently than on high-volume networks
such as Twitter.

For example, on the day a Facebook post is first published, consider reposting it
five hours later. Then, consider resharing the post over the course of the following
month at intervals of 8 and 30 days after first sharing. The actual frequency will
depend on the importance and objective of the post.

Using Hashtags

Hashtags are a powerful tool that help expand the reach of a Facebook post and
allow the school to tap into relevant conversations, engaging more members of the
community.

One simple way to incorporate hashtags is by identifying popular events and
linking the school to them in an authentic way.

● Use no more than two hashtags per Facebook post.
● Focus on hashtags that are relevant to the topic of your post.
● Always include your unique school hashtag.



Be judicious about the hashtags used and ensure you understand the broader
context of a hashtag and evaluate its appropriateness before including it in a
Facebook post.

Sharing a Post

Sharing relevant content is a great way to maintain a robust Facebook presence.
Consider sharing:

● Positive feedback that mentions the school or Federation.
● Facebook posts shared by the Federation and other schools within it.
● Helpful, relevant articles.
● Messages that align with the school and Federation values.

When you share a post or link, its contents will be shared on the school timeline
and be seen by anyone following the school. Remember that sharing content is
often considered endorsement of the content. It is therefore important to be
judicious when choosing what to share and ensure anything retweeted aligns with
the style and tone guidance Section 5.1 of this Policy.

Just as you would not personally post anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not share content that
breaches or goes against the spirit of these Policies.

Liking a Post

Liking a post is considered an endorsement of the liked content. It is therefore
important to be judicious when choosing what to like and ensure anything liked
aligns with the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally endorse anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not like content that
breaches or goes against the spirit of these Policies.

Images

Adding a bold image or video to a Facebook post adds a touch of personality and
leads to higher engagement rates.

Any image included with a Facebook post must comply with the Marketing Content
Safeguarding Policy, IT Video and Digital Image Policy, and IT Acceptable Use
Agreement — Staff and Volunteers.

http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf


5.6.3 LinkedIn

Content

💡 Key Point: Your target audience on LinkedIn is primarily existing staff,
potential staff, businesses, and organisations.

For safeguarding purposes, some topics should be avoided when posting to
LinkedIn. For details, refer to the Marketing Content Safeguarding Policy.

Content shared on LinkedIn should be primarily targeted toward potential and
existing staff as well as businesses and organisations. Refer to Section 4.2 for the
definition of a stakeholder.

Content should show the school or Federation in the best light and demonstrate
strengths and achievements, with particular focus where possible on the benefits
of each as a workplace or working partner.

A concise post makes an impact. Keep each post focused on one specific message,
rather than trying to communicate multiple things. If you have a longer message,
consider submitting a blog post or update on the school website and using a
LinkedIn post to refer readers there instead.

When to Post

The optimal time to post to LinkedIn is in the morning between 7-8am, as these
posts usually receive the highest engagement.

Consider who you are primarily trying to reach with a given LinkedIn post and
when they would be most likely to see it.



Reposting

💡 Key Point: If your post contains a link to content, such as the school blog, it’s
fine to share it more than once on LinkedIn. Be careful not to spam, however.

Social media feeds are busy places. Most followers won’t see all of your posts once,
let alone multiple times. This makes reposting content important. Reposting older
content gives users who missed it the first time a chance to see it.

Posts strongly tied to a specific window of time should not be reposted once that
time has elapsed. Posts that do not refer readers to the school website or do not
contain a call to action do not need to be reposted.

Posts should not be reposted word-for-word. Think of alternate ways to share the
content, including:

● Quoting the Content.
● Mentioning a Fact or Statistic.
● Asking a Question Related to the Content.
● Stating a Benefit of Reading the Content.

LinkedIn is not as high-volume as other social networks. While it is beneficial to
repost content, this should be done less frequently than on high-volume networks,
such as Twitter.

For example, on the day a LinkedIn post is first published, consider reposting it five
hours later. Then, consider reposting over the course of the following month at
intervals of 12 and 27 days after first sharing. The actual frequency will depend on
the importance and objective of the post.

Using Hashtags

Hashtags are a powerful tool that help expand the reach of a LinkedIn post and
allow the school to tap into relevant conversations, engaging more members of the
community.

One simple way to incorporate hashtags is by identifying popular events and
linking the school to them in an authentic way.

● Use no more than two hashtags per LinkedIn post.
● Focus on hashtags that are relevant to the topic of your post.
● Always include your unique school hashtag.



Be judicious about the hashtags used and ensure you understand the broader
context of a hashtag and evaluate its appropriateness before including it in a
LinkedIn post.

Sharing Content from Other People’s Updates

Sharing relevant content is a great way to maintain a robust LinkedIn presence.
Consider sharing:

● Positive feedback that mentions the school or Federation.
● LinkedIn posts shared by the Federation and other schools within it.
● Industry articles or thought leadership pieces.
● Messages that align with the school and Federation values.

When you share a post or link, its contents will be shared on the school LinkedIn
feed and be seen by anyone following the school. Remember that sharing content is
often considered endorsement of the content. It is therefore important to be
judicious when choosing what to share and ensure anything retweeted aligns with
the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally post anything inflammatory, libellous,
discriminatory, or in breach of the Communications, Marketing Content
Safeguarding, and related Policies, do not share content that breaches or goes
against the spirit of these Policies.

Liking Posts

Liking a post is considered an endorsement of the liked content. It is therefore
important to be judicious when choosing what to like and ensure anything liked
aligns with the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally endorse anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not like content that
breaches or goes against the spirit of these Policies.



Images

Adding a bold image or video to a LinkedIn post adds a touch of personality and
leads to higher engagement rates.

Any image included with a LinkedIn post must comply with the Marketing Content
Safeguarding Policy, IT Video and Digital Image Policy, and IT Acceptable Use
Agreement — Staff and Volunteers.

http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf


5.6.4 YouTube

Content

For safeguarding purposes, some topics and subjects should be avoided on videos
posted to YouTube. For details, refer to the Marketing Content Safeguarding Policy.

Content should show the school or Federation in the best light and demonstrate
strengths and achievements.

The average length of YouTube’s most popular videos is 4 minutes and 20 seconds
and it is recommended videos do not greatly exceed this length.

All videos must comply with the Marketing Content Safeguarding Policy, IT Video
and Digital Image Policy, and IT Acceptable Use Agreement — Staff and Volunteers.

Videos must not be created or shared without the agreement and consent of the
Principal.

When to Post

Traffic on YouTube is highest in the evening — around 8-10pm. However, it takes
time for a video to be uploaded and indexed by YouTube.

Posting at 3pm means videos have time to be indexed by YouTube and will appear
in search results and subscription feeds at peak viewing time.

http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf


Reposting

It is not necessary to repost a video once it has been uploaded. Instead, share a link
to the video on other social media channels to encourage more views.

Liking a Video

Liking a post is considered an endorsement of the liked content. It is therefore
important to be judicious when choosing what to like and ensure anything liked
aligns with the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally endorse anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not like content that
breaches or goes against the spirit of these Policies.

YouTube Live Streaming

YouTube live streams should not be broadcasted unless this activity forms part of a
wider communications strategy, has been planned in advance, has the approval of
the Principal, and relevant consent has been obtained from all involved parties.



5.6.5 Instagram

Content

Instagram is a picture and video sharing network, so content is primarily pictorial
in nature.

Any text posted alongside an image should serve as a caption and give added
context where appropriate.

Visual and written content should show the school or Federation in the best light
and demonstrate strengths and achievements.

For safeguarding purposes, some topics and subjects should be avoided when
posting to Instagram. For details, refer to the Marketing Content Safeguarding
Policy.

All videos and images must comply with the Marketing Content Safeguarding
Policy, IT Video and Digital Image Policy, and IT Acceptable Use Agreement — Staff
and Volunteers.

Videos must not be created or shared without the agreement and consent of the
Principal.

Never post content to Instagram without first ensuring that relevant consent has
been provided by the parent or guardian of any child pictured.

When to Post

Generally, the best times to post on Instagram are lunch time (11am-1pm) and in
the evening (7-9pm). Engagement is slightly higher on weekdays, particularly
Wednesdays and Thursdays.

Consider who you are primarily trying to reach with a given Instagram post and
when they would be most likely to see it.

http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Video-and-Digital-Image-Policy.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf
http://thewhitehorsefederation.web-proofing.com/wp-content/uploads/2017/11/TWHF-IT-Acceptable-Use-Agreement-for-Staff-Volunteers.pdf


Reposting

It is not necessary to repost an Instagram post once it has been shared.

Using Hashtags

Hashtags are a powerful tool that help expand the reach of an Instagram post and
allow the school to tap into relevant conversations, engaging more members of the
community.

One simple way to incorporate hashtags is by identifying popular events and
linking the school to them in an authentic way.

● Instagram encourages users to use many hashtags, with each post able to
contain up to 30 hashtags.

● Focus on hashtags that are relevant to the topic of your post.
● Always include your unique school hashtag.

Be judicious about the hashtags used and ensure you understand the broader
context of a hashtag and evaluate its appropriateness before including it in an
Instagram post.

Sharing Posts by Other Users

Sharing posts created by other users is not an officially supported feature of
Instagram.

Liking Posts

Liking a post is considered an endorsement of the liked content. It is therefore
important to be judicious when choosing what to like and ensure anything liked
aligns with the style and tone guidance in Section 5.1 of this Policy.

Just as you would not personally endorse anything inflammatory, libellous,
discriminatory, or in breach of this or related Policies, do not like content that
breaches or goes against the spirit of these Policies.



5.7 Email Communications

The following principles must be considered when marketing email
communications are produced:

● Always use an email template which contains the appropriate disclaimer
notice from the school or Federation and do not amend this notice in any
way.

● Subject lines should be clear and unambiguous, yet engaging for readers.
● Consider your audience and leverage this to produce content in keeping

with the house style.
● Wherever possible, address your audience by name.
● “Give before you take” by offering something of value to your audience

before requesting something from them.
● Consider the purpose of your email and include a clear, tactful call to action.
● Be economic with words to increase the likelihood that the email is read

and acted upon.
● It is good practice to leave the “To” and “Cc” fields blank while writing an

email to ensure it is not sent accidentally.
● It is good practice to re-read and check an email before sending. Check not

only grammar and spelling but the tone of your message, keeping the house
style in mind.



5.8 Printed Communications

The following principles must be considered when printed communications are
produced.

5.8.1 Letters

● Always use a letter template which contains the appropriate letterhead for
the school, as well as any required disclaimer notice, and do not amend
these elements in any way.

● Consider your audience and leverage this to produce communications in
keeping with the house style.

● Wherever possible, address recipients by name.
● Consider the purpose of the letter and include a clear, tactful call to action.
● Be economic with words to increase the likelihood that the letter is read and

acted upon.
● Close formal letters with the words Sincerely, Yours Truly, or Yours Sincerely.



5.9 PR Communications

The following principles must be considered when PR communications are
produced.

5.9.1 Press Releases

Content

The primary audience of a press release is the press. Journalists, reporters, and
bloggers receive many press releases, so it is important to answer their question —
“Why should I or my audience care?” — as quickly as possible.

Cover all essential information in the first paragraph. Answer the who, what, when,
where, why, and how questions as soon as possible.

Don’t include unnecessary background information that could obscure the clarity
and importance of the message.

Give the facts so journalists can quickly understand the story and aren’t left
deciphering the message.

Avoid subjectivity or emotive language in the main body of the press release.
Remember that the press will ultimately have editorial control of the message.
However, the press cannot alter the wording of quotes and statements — this is
where positive, emotive language that steers the tone of the message should be
used.

Pay close attention to grammar, spacing, and style. Most editors won’t take the time
to correct any mistakes — if a press release doesn’t meet standards, it won’t be
used by the press.

5.9.2 Crisis Communications

When PR communications are undertaken with the primary objective of depending
the Federation or a school against serious challenges to its reputation, this is
referred to as ‘Crisis Communications’. For procedure to follow in this context, refer
to the Public Relations Policy.



5.10 Telephone Communications

It is uncommon for telephone marketing to constitute part of the marketing activity
undertaken by the Federation or schools. However, telephone conversations may
take place in the course of producing other forms of communications content.
Consideration must therefore be given to the following principles:

● The General Principles of the house style also apply to telephone
conversations.

● For safeguarding purposes some topics and subjects should be avoided. For
details read the Marketing Content Safeguarding Policy.



6. Responsibilities

Senior Leadership Team

Members of the Senior Leadership Team are responsible for:

● Implementing the Communications Policy.
● Taking a lead role in investigating any reported incidents.
● Making an initial assessment when an incident is reported and involving

appropriate staff as required.
● Approving account creation in the case of social media; for more

information, refer to the Social Media Accounts Policy.
● Approving the creation and posting of specific and individual videos to

social media.

Staff

All staff are responsible for:

● Referring to and practising the contents of the Communications Policy.
● Assisting in ensuring communications are read and approved by a peer.
● Reporting incidents or breaches of Policy to appropriate members of staff.



7. Enforcement

💡 Key Point: Make every effort to work within the guidelines of this Policy.

Editorial Enforcement

The editorial guidance provided in this Policy:

● Section 5.1 House Style
● Section 5.2 Language and Grammar
● Section 5.3 Punctuation
● Section 5.4 Formatting and Organisation

is provided as guidance to assist users in producing communications of a
consistent style, tone, and quality. It is acknowledged that there are contexts in
which it may be necessary to diverge from these guidelines. This is acceptable as
long as the spirit of the Policy, particularly the General Principles in Section 5.1
House Style, is upheld in the course of producing communications.

However, serious divergence from the spirit of the Policy could negatively impact
the reputation of the Federation and schools within it.

Users who become aware of a serious divergence from the spirit of this Policy’s
editorial guidance must report the content in question to their line manager. Line
managers should then liaise with the content author to have the content amended
or removed.

Unacceptable conduct will considered extremely seriously by both the school and
the Federation and escalated where appropriate.

Communications Enforcement

The guidance on communications provided in this Policy:

● Section 5.5 Website Communications
● Section 5.6 Social Media Communications
● Section 5.7 Email Communications
● Section 5.8 Printed Communications
● Section 5.9 PR Communications



● Section 5.10 Telephone Communications

is provided to assist users in distributing communications effectively. It is
acknowledged that there are contexts in which it may be necessary to diverge from
certain guidelines, such as recommended posting times. This is acceptable as long
as the spirit of the Policy is upheld in the course of distributing communications.

However, it is never acceptable for users to diverge from any part of this Policy as it
relates to seeking consent, or gaining relevant permissions from the school
Principal in accordance with procedure. This and other serious divergence from
the spirit of the Policy could negatively impact the reputation of the Federation and
schools within it.

Users who become aware of a serious divergence from the spirit of the Policy must
report the content in question to their line manager. Line managers should then
liaise with the content author to have the content amended or removed.

Unacceptable conduct will considered extremely seriously by both the school and
the Federation and escalated where appropriate.



8. Related Information

Portions of the editorial assistance contained within this Policy are significant
modifications based on work created and shared by Google and used according to
the terms described in the Creative Commons 3.0 Attribution License.

Stacked handmade sandwich photo by Diego Duarte Cereceda via Unsplash and
used according to the terms described in the Unsplash License.

https://developers.google.com/terms/site-policies
https://creativecommons.org/licenses/by/3.0/
https://unsplash.com/license

