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Harmonious Living - Article Structure 
If preparing an article from scratch, please leave in the formatting headers contained in [SQUARE BRACKETS] to make it easy for us to tell what goes where or to see if anything’s missing. 

[HEADING]

A headline is your first point of contact with your audience. Try to be clever or tantalising. Also, keep it short. Stew over your headline the whole time you are writing your article – don’t just slap together a few relevant words. For instance, a story on the benefits of going barefoot could be titled “Walking around with nothing on” or “Eschewing shoes”.
[BLURB]

The blurb is another piece of formatting that markets the article. It is not merely the opening paragraph of the story; it is a standalone piece of information. It will appear on the home page of the site or on the landing page of the section in which the article appears. Because clever headlines draw the reader in, but don’t necessarily tell them what the story is about, the blurb must be more straightforward. But be sure to introduce a hook, rather than giving away the point of the story. 
George Green realised that wearing shoes was preventing him from staying in touch with the earth, so he resolved to continue through life barefoot. And he’s not the only one – even sports shoe manufacturers are realising the benefits of naked feet. 
[BODYCOPY]
This is where the story unfolds. Remember, this is feature writing, not news reporting. You don’t need to cover the who, when, where, why, how, immediately in the introductory paragraph. Rather, tease the information out over the whole story, introducing entire new angles and only getting to the point later on. 

Look for an interesting angle, a good story within the story, an individual affected by whatever it is the article’s about. Tell that story, rather than speaking about the broader concept. Get to the broader concept later, once the point has been illustrated or the issue has been raised through narrative storytelling. 

Remember that when people are reading online, their attention span is short. 600 to 800 words per article is ideal. 

[SUBHEADS]

Subeads are particularly important. They break up slabs of unappealing copy, they provide new hooks to keep the reader engaged. Don’t make them too long, keep them punchy, and use them to provide an idea of what’s coming next in the story. 

[PULL QUOTES]  
If there is a particularly good pull quote in your story, feel free to pull it out and put it upfront for us, for our own ease of reference. 
[TABLES OR BOXES]

If there is a visual element in the story – a table, chart or graph, provide a heading for the table, a very short blurb and then the copy. 

Table head: The stats don’t lie

Table blurb: There is a clear link between smoking parents and asthma in children.

Title each box or table as “BOX 1” “BOX 2”, etc. When the box is complete, remember to mark “END BOX 1” before carrying on with the bodycopy.
[CAPTION]
Provide captions for any pictures provided or provide suggestions for supporting images if there are none. 

Provide a caption head:

Naked Feet

Followed by caption text:

George Green’s toes have broadened to grip the ground. 

[PROFILE]

Provide a short profile of yourself to go at the bottom of the article. This can be the same every time you write for us, but please include it each time. You may also choose to include up to 2 links to your website/email address here. Feel free to change it as you go along, especially if the information can be altered to be more representative of the story you are writing. Try to make it a mix of professional and personal information. 

Erica Smith is a freelance journalist with ten years of experience in the publishing industry. When she’s not churning out words, you will find her in her kitchen, experimenting with delicious organic food. 

Tone
Bear in mind that the tone of the site is accessible and informal. Although it is providing information about issues that are relevant and important, the information should feel friendly, not instructional. 
Jargon

Don’t use jargon. Remember that the people who are reading the article may not be familiar with any aspect of what you are writing about, so keep it simple and avoid the use of acronyms unless you absolutely have to. When you have to use them, write the term out in full first, providing the acronym immediately after in brackets. Thereafter, refer to it by the acronym.
UK versus US – UK always wins.

Always use UK English. No organize, realize or criticize. Although capsize remains capsize. 
Numbers

Write out one to nine, from 10 onwards, use figures.

Use of “we” or “I”

Unless you are writing an opinion piece – a report-back on your own experiences – use the “publishing we” as if you were speaking on behalf of HL. “We were invited to assess…”,  “We bring you this month’s best….”, “We took a look at…”.

Even reviews should ring with the authority of the endorsement of the site, and shouldn’t say “I particularly liked the bit where….” But rather “there is a particularly appealing part in chapter two…”

Tenses

When reporting direct speech, always use the present tense. 

“Life is wonderful since I quit my job,” says Melissa Wagner. 

An exception to this is if you are reporting back on an event. Since the entire article will be written in past tense, the direct quotes should agree. 

“We’re really happy with the way things came together,” said Pete Martin, who organised the event.

Accrediting

When crediting people for the first time, explain who they are after a comma. Use informal terminology to explain their role in the article 
“Bob Peters, who organised the event”, “Britta Hollmann, a massage therapist working with lymph drainage”, “Pete Steenkamp, who heads up research on branding”. NEVER use formal professional titles, especially those that involve colons. “Head of research: corporate branding division” is unnecessary, awful and alienating.

Once you have introduced to someone using their name, surname and informal titling, you can refer to them by their first name throughout the rest of the article.
Selling Guidelines

Please refrain from writing a sales pitch in your article. You will have the opportunity to inform our readers of what you do and what you can offer them in your profile at the end of the article.
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