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				Foreword

				Writing good English must be one of the most difficult jobs in the world. The tracking of a developing language that is rich, diverse and constantly evolving in use and meaning is not an easy task. Today’s rules and uses quickly become outdated, but this book captures English as it should be used now.

				There have been many books on grammar and most of us, if we are honest, have to sneak the occasional look to check whether an apostrophe is in the right place or where a quote mark goes.

				This book by John Foster gives invaluable advice, not only on the rules of English grammar, but on how to make the language come alive. How do you make people excited by your writing style and keep them reading on? How do you delight and surprise them, even if the topic is essentially dull?

				Of course there’s writing and there’s writing. Writing for social media is very different from writing for the press. John takes us through the basics of style for all occasions, right down to pronunciation.

				Also included in this fifth edition are three useful appendices: similar pairs of words that are often confused, a glossary and jargon buster of terms in IT, publishing and investor relations and some tips for when you are lost for words. There is also an excellent reading list at the end of the book. Particular attention has been given in this edition to social media and to internet-related subjects, for example what makes a good website and the writing skills needed in a digital age.

				The book is written in a lively, imaginative style and is suited not only for the new practitioner who is eager to improve his or her mastery of the English language, but for the more experienced practitioner who needs a quick checklist of the essentials of grammar and some hints on how to pep up their writing style.

				Writing Skills for Public Relations is intended to be a no-nonsense guide for busy practitioners. It avoids the traps of being so comprehensive and detailed that it confuses, or so superficial as to be of no use at all. It covers all the major grammatical constructions that we use day-to-day with the one objective in mind: writing good, readable English. Every PR practitioner should have one. Its potential readership extends to the wider reaches of the communications industry – in fact to anyone interested in words and their usage.

				Professor Anne Gregory

				Series Editor
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				Introduction

				Style is the crucial ingredient for everything we say and do: in writing, it is the way sentences are structured, the choice of words and the way they are used, plus punctuation. If the style is outmoded and all over the place, the reader will soon lose interest and might not even get beyond the first few lines. Style calls for clarity, brevity coupled with the use of plain language, and the avoidance of clichés and jargon. It means making sure spellings are correct and that words are not misused. Above all it means consistency.

				This book has been designed for students and others entering the communications industry, in particular for those intending to follow a career in public relations. It will also be helpful for those already employed in the public relations profession either in consultancies or as in-house practitioners – in fact for all those earning their living by their writing skills.

				The advice in these pages is based on the authority of established style guides, in particular the Oxford A–Z of English Usage and the Oxford Style Manual, which embraces the Oxford Dictionary for Writers and Editors and the Oxford Guide to Style, itself replacing the classic reference source, Hart’s Rules for Compositors and Readers (now published by OUP as New Hart’s Rules), and also on personal experience. This has covered many years of close involvement in writing, editing and producing publications of several kinds; from technical and scientific material to professional and trade journals, news releases, and general printwork including booklets, brochures, manuals and leaflets. I must also include The Oxford Dictionary of English, 3rd edition, an essential reference source for much of this work.

				Writing Skills for Public Relations deals not only with the printed but also the spoken word: for messages to be properly communicated and understood, clarity of speech is essential and a chapter is included for those giving audio-visual presentations and taking on public-speaking assignments.

				While readers will benefit from reading this book from cover to cover, some will doubtless wish to dip into individual chapters as needs dictate. If some sections, such as the positioning of apostrophes, appear to be elementary, there will always be someone not far away who is getting it wrong!

				This is not a book of grammar, but does serve as a reminder of some of the basic principles. The emphasis throughout is on those style points which are frequent causes of argument and disagreement: for example when and where to put capitals, how to deal with figures and abbreviations, plus the skills of hyphenating, punctuating and paragraphing. A chapter on editing skills discusses what editors and subeditors look for and why they change your hard-crafted copy. The fewer corrections they make, the better for you, the writer.

				The range of subjects to help writers communicate effectively has been broadened to include tone of voice, the essential ingredient for every message, annual reports, Americanisms and the legal issues facing all writers. The reader will find help on designing and writing websites as well as other internet-related topics including developments in social media and the language of information technology.

				The skills needed for successful presentations are outlined, but the technicalities of presentations, and the equipment needed, are not covered since these are beyond the scope of this book. The essential requirements for handling headlines and captions are covered in detail as are the basics of news releases, and the need for concise language coupled with the readability of the printed word.

				I cannot stress too strongly the need for good readability. We do not all have the eyes of a teenager: few things are more frustrating than a page so full of grey type, unrelieved by headings or illustrations, that it is virtually unreadable. I have no hesitation to repeat my mantra that there is no point in writing it if you can’t read it. Chapter 6 details the prime requirements for text that is an easy read. That must be your first objective from the word go.

				In all, the book provides practitioners with a useful reference source for their day-to-day work. Most chapters in the earlier editions have been updated and expanded, with new material added where appropriate.

				Every organisation should have a house style, and that very often calls for a ‘style police officer’ to make sure that the rules are followed by everyone, from director and manager to all support staff. If that is achieved, and if as a result there is closer interest in and awareness of style, then this book will have met its objective.

				For this and the previous edition, a number of style changes have been agreed with the publishers. Chief among these are the adoption of lower case for internet, web and website as one word, and no hyphen in email and online. Readers in North America may notice that words with -ize in them have been changed to -ise since this is the style generally favoured in the UK both in style guides and in the media. I hope that those readers will appreciate the reasons for adopting this style.

				There are four appendices online, giving information on English grammar definitions, confusions between similar words, a glossary and jargon buster and what to do when lost for words. You can find these at www.koganpage.com/editions/writing-skills-for-public-relations/9780749465438.
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				The importance of style: an overview

				Effective communication demands clear, consistent style. Everyone in public relations – whether in-house or a consultancy practitioner – should put style at the top of their priority list. This book is about the various characteristics of the written and spoken word, or the manner of writing and speaking; in other words the style, the ultimate hallmark of professionalism. It is not about English grammar, although it touches upon some of the hotly argued rules that tend to be the territory of the pedant. The basic terminology of grammar is explained in online Appendix 1 to enable the reader to check upon the technicalities and to provide a refresher if needed.

				The following chapters enlarge upon the topics discussed in my regular column in the IPR Journal since 1993 and in the CIPR’s Profile magazine from November 1999 to March 2010, and subsequently in the CIPR’s digital newsletter, The Conversation. The interest generated by these articles led me to embark upon this work which, it is hoped, will lead to a greater awareness of the importance of style. First, pay close attention to what newspapers and magazines do, and also to developments in book publishing. As soon as a new book comes out on style and usage, get a copy and start a collection. This will be invaluable when you want to establish a set of house rules, to update an existing one, or just for day-to-day reference. Set up a library of books on English style and usage that is accessible to everyone – not just to your own department but to everyone in the organisation – from managers to office juniors. A list of such books will be found in the Further Reading section at the end. Some newspaper style guides, for example those issued by the Guardian, The Economist and The Times, can be viewed online.

				Style on the move

				Style changes fast. Compare, for instance, a magazine or newspaper of today with one printed only a few decades ago: overuse of capitals, stilted phraseology and solid slabs of type unrelieved by subheadings were all commonplace in the 1950s and 1960s. Even now, it is not hard to find press releases ridden with banalities, boring headlines, ‘label’ headings devoid of verb and verve, poorly punctuated reports and letters; and, probably worst of all, inconsistencies in spelling (let alone howlers like ‘one foul swoop’ and ‘rekkernise’ from BBC newcasters).

				The ignorance which surrounds modern style trends emanates through lack of interest in the subject. For young people entering the competitive world of communications it is essential to have a grasp of the basics: to know, for instance, that media and data are plural nouns, to understand the difference between a colon and a semi-colon, to appreciate that a dash and a hyphen are not the same thing. (It was this last point, incidentally, which led to my first ‘Verbals’ column in the IPR Journal, later titled Profile.)

				Some will no doubt wonder what all the fuss is about. But the hyphen masquerading as a dash is symptomatic of the lax attitude towards style; few keyboard operators bother whether style is consistent, or even know what it means. So it is up to the public relations practitioner – in fact all professional communicators – to get the message across that consistent style matters in everything an organisation does.

				The way we all write has changed dramatically over the last few years, often without our even noticing it. Information technology has brought scores of new words. Newspapers and magazines have led style changes: hyphens are dropped to make one word, two-word phrases become one. All this reduces clutter, speeds up the copy and helps the reader. Unless we keep up with style trends we soon become outdated, out of step with everyone else. And a reminder: make sure you edit your copy, follow house style and watch out for inconsistencies as you go along. They are just as important as getting facts and figures right.

				Appreciating style

				Acquiring a grounding in grammar is not enough: the finer points of style and presentation will often make all the difference between a good and a mediocre publication – between a stodgy leaflet or complex, wordy brochure and one which is lively and appealing. This means printwork or digital copy that promotes a product or service and turns a glancer into a reader; that tells a story succinctly and in plain language; and is consistent in every respect. If this is achieved then the style has worked, communication has done its job and the public relations effort has paid off.

				It is essential for everyone in PR and communications to have an appreciation of style so that the reader, or receiver of the message, is on the side of the sender from the outset. Just as important is visual presentation style: well-crafted slides where the logo is always the same size and colour, and text mirroring the typeface, are but two essential requirements for a corporate identity – the hallmark of a successful and profitable company or organisation.

				Packs and display panels with a recognisable visual style are instantly identified with the company and product. If that happens, the PR effort has worked and produced tangible results. Clear, unambiguous, concise copy written like a front-page news story is usually the best means of getting your message across and making it work for you, your company or your client. There are other times, however, when a more measured style is appropriate – much depends on the target audience and the marketing objectives.

				It is important when looking at your style that you take tone of voice into account. As discussed more fully in Chapter 20, the tone you adopt for print and on-screen publications, correspondence and all other communications must be warm, friendly, easily understood and free of jargon and technospeak. How you go about this is, of course, a matter for management decision, but once agreed it should be followed rigorously and should be included as a major item in your rules for house style.

				Your organisation’s style

				Style extends beyond the confines of publications and the printed word in packaging. It applies to the livery for your delivery van or lorry; to news releases; to film; to audio-visuals; to print and online news releases; to radio and TV broadcasts; to how your story is put over in speeches at conferences and seminars; the platform arrangements; product labelling and design; office stationery; the layout and wording of the website; and even to the way your receptionist answers the telephone. Stick to the style you have adopted in absolutely everything concerning your company or your client’s products and services. Think about it in all the tasks you perform. Is it consistent? Is it doing justice to your endeavours? Is it, in fact, good PR?

				There are a number of style guides to assist you and some of the best known are mentioned in later chapters. They deal mainly with the printed word, for that is where style is most important and where guidance is often needed. Journalists are inculcated with a sense of style from the moment they join a newspaper or magazine, and it is helpful to see how the print and online media treat the printed word. Most newspapers produce style guides for their editorial staff and it is worthwhile asking for copies.

				There is, for instance, wide variation between one newspaper or magazine and another in the use of titles, the way dates are set out, and how abbreviations are handled. When writing articles for the press you should preferably key the copy in the publication’s style, so check on the way figures are set; how names are written; when and where capitals are used; how quotes are dealt with; whether copy is set ragged right or justified with both edges aligned; whether -ise or -ize endings are used. A public relations executive who writes material specifically for a target medium and follows its style has a far better chance of getting material published than one who ignores it.

				Press releases should follow the general style adopted by newspapers for the treatment of quotations, for example double quote marks rather than single, with short sentences and paragraphs. If points like these are all followed then the subeditor will be on the writer’s side, and your copy is less likely to be changed. This is certainly a bonus for the public relations executive if the chairman’s favourite phrase remains unaltered!

				PR practitioners must also keep abreast of style trends in broadcasting and in social media platforms: radio and TV stations usually have their own rules for scripts. The BBC has its own style guide for presenters and contributors; to take a recent example, they are told that it is memorandums not memoranda, an argument with listeners that was settled in a flash on Radio Four’s Broadcasting House.

				Keep it consistent

				There is nothing sacrosanct about style: it is constantly changing, with spellings, ‘vogue’ words and phrases falling into disuse, to be replaced smartly by new ones. Favourite sayings become clichés, and myths that infinitives must not be split, that sentences must never end with a preposition or start with ‘but’ or ‘and’, that job titles must always be capitalised and never put a comma before ‘and’, are now mainly discarded.

				On the other hand, some style rules like never starting a sentence with a figure, or numbers up to and including ten always being spelt out unless they are part of a table or figure, are still firmly established in style books. But whatever you decide on, keep it consistent throughout the whole piece.

				Points to watch

				Be on your guard against repetition, or using the wrong word and putting your reader off for good. Perhaps it won’t be noticed, but mostly it will. Imply is not the same as infer; there are no degrees of uniqueness (something is either unique or it isn’t); fewer than is often used for less than and vice versa (fewer is not interchangeable with less); and so on. Keep it simple and understandable: use short rather than long words, write snappy sentences, cut out jargon and over-worked words, and leave foreign words to the specialist journal. But don’t hesitate, occasionally, to launch into ‘Franglais’ (le Weekend) or German-English (Die Teenagers) or even ein steadyseller (for the bookshop) to provide a breather and a spot of humour.

				Usage differs enormously: English is spoken as a first language by up to 400 million people throughout the world (257 million in the United States alone, 60 million in the UK), while almost as many speak it as a second language. As a percentage of the world’s population, 7.2 per cent use English as their mother tongue, second only to Chinese. English is the official language of over 70 countries.

				Writers have at their command more than half a million words (there are some 600,000 words and phrases in the latest edition of the Oxford Dictionary of English), yet it has been estimated that most people go through life with only some 2000 words at their command. This limit on the average person’s vocabulary shows there is good reason for avoiding long or little-used words: not only do they fail to communicate, but the writer is felt to ‘talk down’ to the reader.

				A number of rules for style and usage have been proposed by journalists, lexicographers and others, but few are set in stone; the advice and examples given in this book are based on current best practice, although allowance must be made for individual taste. English is a living language always on the move: today’s style will soon be yesterday’s.

				When you are thinking about your company’s style and following the rules that have been established, it is crucial not to be pedantic and overzealous with your corrections. But what is the difference between being pedantic and being correct? Pedantic is being over-fussy, like never ending a sentence with a preposition; on the other hand, there are shades of correctness depending on constantly changing style tenets.

				However, there are some points of grammar like verb agreeing with subject on which there can be no argument: they are either correct or they are not. The overriding rule is, follow trends but keep the grammar right.

				Language must never get in the way of the message. It is therefore important to be aware of the significant style differences existing between American English and ours, particularly now that so many websites and press releases are targeted to the United States. For instance, while it is acceptable to write ‘shop’ for ‘store’ on both sides of the Atlantic it is wrong for a motoring journalist over there to talk about a ‘bonnet’ when he should say ‘hood’, or put ‘boot’ for ‘trunk’.

				The question of whether or not to adopt Americanisms such as in spelling or vocabulary for communications to US and global markets is discussed in a later chapter.

				The guidance in these pages will help public relations practitioners and other communicators to lay down effective style rules for their own companies and organisations. Once these have been established, they should be rigorously followed. If they are not, then style becomes inconsistent and that is almost as bad as not having any rules at all. All the work that has gone into establishing house style will be wasted. But not for long: it will be revision time again before you know it.

				Good style is good manners

				Good style means good work. It also means good manners: letters and emails, as well as tweets and Facebook messages being answered promptly, returning telephone calls, sincerity in everything you say and do. If you cannot do something, say so – don’t just leave it and hope that the problem will go away. When Christmas comes, don’t send out unsigned cards, even if your company’s name and address is printed inside.

				And when something goes seriously wrong, don’t be afraid to apologise for it, preferably in writing. If you make a mistake in someone’s name or get a figure wrong, a telephoned apology will usually be sufficient. An apology costs nothing, but can mean so much to the other person. After all, that is what good manners is all about.

				Style is just as important with the spoken word. Few speakers at a conference would think of muttering and mumbling their way through a talk. Carefully enunciated speech without clichés or jargon is essential for avoiding slipshod presentation and ensuring effective communication.

				Some hints and tips on pronunciation style will be found in Chapter 17. And as Sir Trevor McDonald, the TV presenter and newscaster, confirms, well-articulated speech can raise someone from humble origins to the very top. McDonald advises young people aiming for wider horizons to speak their language well. Diction and grammar really do matter. This is particularly true when most people entering the PR profession soon find themselves making presentations – sometimes to packed conferences – and frequently appearing in broadcast interviews and in company videos.

				Appreciate the need for style – be aware of style trends – and follow it through relentlessly and consistently. This book will help you to do that.

				[image: ]

				At a glance

				
						Make good, consistent style your priority.

						Follow style trends. Don’t be old-fashioned.

						Good style means clear, plain, lively, concise language.

						An instantly recognisable style helps to get your message across.

						Build a library of style guides accessible to all.

						Adopt the right tone of voice for your audience.

						Distinguish between being pedantic and correct.

						Never let language get in the way of the message.

						Good style, good manners mean good work – and good PR.
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				Trouble with plurals and possessives

				How many times have you seen attempts to make words ending in -y into plurals just by adding an ‘s’ and ending up with daisys? Or even worse – tomato’s, a familiar notice in the high street? Errors like these would be immediately spotted by professional communicators, and staff in PR departments making them would not last for long. But there are plenty of difficult plurals and it is not always easy to tell from the office dictionary how to deal with them. Similarly, there is often confusion about how to handle possessives: not just to know whether an apostrophe should be there, but where to place it. Again, how frequently have you seen the possessive its with an apostrophe shouting at you, pretending that it’s is OK?

				Plural matters

				Common problems

				Most nouns require an ‘s’ to make them plural. Because of the needs of pronunciation, with some words it is necessary to put in an ‘e’ to give an extra vowel (branches), with different rules for changing vowel sounds (stomachs). Particular difficulty is encountered with words ending in -o: embargoes but mementos. A useful rule here is that -e is never inserted when another vowel comes before -o: an instant answer to any thought of putting an ‘e’ in ratios. Note that there are roofs, not rooves; wharves but dwarfs; scarves but turfs. The preferred plural of hoof is hoofs, but hooves is allowable.

				Compound words made up of a noun and adjective, or two nouns connected by a preposition, form plurals by a change in the main word as in courts martial, heirs presumptive, poets laureate and in sons-in-law, hangers-on, runners-up, passers-by and men-of-war. Note, however, that there are brigadier-generals and sergeant-majors. And there are runthroughs, set-ups and forget-me-nots, handfuls, stand-bys and spoonfuls.

				Care is needed with plurals for words of foreign origin and it must be noted here that media/data are plural nouns and take a plural verb. However, the new edition of Fowler’s Modern English Usage says ‘we are “still at the debating table” on the question of the media is/are’, but nevertheless recommends the use of the plural when in doubt. (In informal writing, or speech, only the purist will object to the media is/data is.) Misuse of criteria and phenomena is common as they are mistaken for being collective, singular nouns: the singular forms are criterion and phenomenon. It should be noted that graffiti is the plural of graffito, termini of terminus, viruses of virus and bacteria of bacterium.

				Some other plurals: analyses, appendices, basis/es, bureaux (but often Anglicised to bureaus), indexes (but indices in mathematics), memorandums (but memoranda in a collective sense), moratoriums, referendums, quorums (but addenda, curricula), stadiums (try saying stadia/syllabi and you are in danger of being pedantic and bowing to the purist); also synopses, syllabuses, theses. An extensive list of foreign words in their singular and plural forms will be found in the Oxford Style Manual and in New Hart’s Rules, also OUP.

				Singular or plural for collective nouns?

				There is a problem for the writer using a collective noun: should it take a singular or plural verb? The choice will depend on whether the noun is considered as a single entity or as a group of people or things. Thus, whether to write the committee is or are, agrees or agree can be answered simply by saying to yourself does it refer to the committee as a whole or to the views of separate members? Similarly, the mass noun audience can take either the singular or plural as in ‘the audience was seated, ready for the speaker’ or as in ‘the audience were all clapping madly’. The same applies to other mass nouns like board, cast (of actors), committee, company, family, group, government, staff.

				It is important to decide if the emphasis lies on the individual or the group with a word like board, to take one example. If it lies on the individual members of the board, then write the board ‘who broke off for lunch’ but if the sense is collective, the construction would be ‘the board which made a decision’. When we use the singular word majority we write ‘the majority of people are’. That is because it is people being talked about, thus the noun takes the plural. But if it’s the majority itself that is being discussed then it needs a singular verb (the majority is smaller). Again, if number is the subject then it takes the singular, but plural if ‘of people’ is added. The singular always follows if the noun has a qualifier like this, that, every as in ‘every manager has a part to play’.

				As a general rule, it is better to have a singular verb with a collective noun, and to treat names of companies and organisations as singular entities. The plural form tends to smack of informality: ‘XYZ company are announcing’ is a relaxed and friendly style, but loses crispness. Avoid a mixed style of singular verb and plural pronoun as in ‘the committee has made their decision’ (‘the committee has made its decision’ is preferable). In the end, however, house style will decide – another reason for every company to have a set of rules for basic style points such as this.

				Whether to write is or are for companies with more than one name, such as Legal & General, is somewhat of a conundrum, and one faced sooner or later by everyone. While it is largely a matter of house style, Marks & Spencer and the multi-name styles for PR consultancies and advertising agencies mostly take the singular verb, thus adhering to the general rule of ‘keep it singular’.

				Watch out for company or brand names ending in ‘s’. They will invariably be singular as in Boots is, Harrods sells – again a matter of house style. The same applies to organisations, such as the United Nations and US Congress, which always take the singular, and this is so even in the case of the United States.

				Note, however, that a pair and a couple take the plural, as do two singular nouns linked by and unless the conjoined words form a single idea as in wining and dining. Conversely, note that the number is, public relations is. Other nouns taking a singular verb include advice, equipment, furniture, knowledge, machinery, stationery, traffic. There are a number of nouns which only take the plural: people, police, clergy and some others recognisable by their -s endings, notably briefs, clothes, congratulations, glasses, goggles, outskirts, pants, pliers, remains, riches, scissors, thanks, tights. Nouns with a plural form which do take a singular verb are billiards, measles, news. Trousers, on the other hand, have not always been a plural. Gone are the days when the assistant in a menswear shop might have declared ‘A good trouser, Sir’.

				The crucial point in any singular/plural dispute is to maintain consistency throughout the piece as a whole, through each sentence and each paragraph. If that consistency is lost, news releases may be rubbished, and printed documents and contact reports will mostly fail to command the reader’s respect.

				Communication or communications?

				Difficulty also arises in distinguishing between the terms communication and communications. Even public relations practitioners have a problem with this and argument rages: both refer to the act of communicating, the latter relating to the technicalities or the hardware of communicating – email, blogs, tweets, telephones and so on. Confusion is compounded by the fact that there are courses in communication management, and that communications can be managed. In reality, there is little difference in meaning. So, take your pick.

				It is relevant to note that the titles communications director/manager/ consultant have largely replaced the title public relations officer, which has now become somewhat outdated. But whatever the title – whether for undertaking the mechanics of communications or for advising how a company communicates with its public – the context will usually clarify job descriptions. Again, consistency is the watchword.

				Apostrophe problems

				Trouble with possessives

				The missing or misplaced apostrophe was once dubbed by a newspaper columnist ‘that errant tadpole’. True enough. It seems that knowing where to put the apostrophe in possessives – indicating possession or ownership – causes as much difficulty as any other mark. Kingsley Amis in The King’s English says that if it hasn’t been mastered by the age of 14 then the chances are that there will always be the possibility of error. There is often confusion between its (in the possessive) and it’s, the shortened form of it is. And the apostrophe is further misused when denoting the plural – the so-called greengrocer’s apostrophe as in potato’s (or perhaps even potatoe’s!) – or when letter(s) have been omitted.

				First, take the basic rules for positioning the apostrophe for a possessive. When the thing or person is in the singular then the apostrophe goes before the ‘s’ as in the boy’s tie. If, however, there is more than one boy, the apostrophe goes after the ‘s’ as in the boys’ ties. Another example: in the cat’s paws there is one cat and as the paws belong to the cat it is the cat that is in the possessive, and since it is one cat the apostrophe goes before the ‘s’. You talk about the campaign’s objective (where there is one campaign and one or more objectives); John’s brother (or brothers, it doesn’t matter) there is one John and the name is in the singular. When there are several journalists, you talk about journalists’ needs.

				For singular words ending in ‘s’, just add ’s as in the boss’s office. To form the plural possessive, add ‘es’ apostrophe after the ‘s’ as in the bosses’ bonus, the Joneses’ dog. With plural words that end with an ‘s’, simply add the apostrophe as in the ladies’ room, the Smiths’ house. For nouns that are already plural as in children, men, women add an apostrophe ‘s’ in the same way: children’s, men’s, women’s, people’s. For goodness’ sake never write childrens’, mens’, womens’ or peoples’ or leave out the apostrophe altogether, even though you might be tempted to do so.

				It is quite common to see four weeks holiday wrongly written without an apostrophe as a matter of course. While the clumsy holiday of four weeks would be pedantic in the extreme, it is far better to write four weeks’ holiday with the apostrophe correctly positioned than not having one at all and risk offending the reader. And, of course, you go on a fortnight’s cruise. In distinguishing the difference between its and it’s, two examples will help: its in the possessive – the dog wagged its tail; it’s as the shortened version of it is – the client said ‘it’s a good presentation’.

				Many other purposes, but don’t put one if not needed

				The apostrophe is a multi-purpose mark: it can signify omitted characters as in isn’t, doesn’t, and the verbal elisions I’m, I’ll, you’ll, we’ll. It indicates the plural of single letters: A’s and B’s, p’s and q’s. Note that the apostrophe is omitted in the plurals of groups of letters and numbers as in MPs, 1990s and in whys and wherefores. It would, however, be used to show an omission as in the ’90s.

				There is, of course, no apostrophe in hers, ours, yours or theirs (an apostrophe is needed in one’s), but care is needed in distinguishing between the relative pronoun whose and who’s, the shortened version of who is.

				Leaving it out when it should be there is bad enough, but putting one in when it is not needed is worse still: not only is there the illiterate use of the apostrophe for plurals as in the greengrocers’ signs for carrot’s and pea’s – there are now ‘garage’ apostrophes in advertisements for Fiesta’s and Mondeo’s and there are headlines for Suzuki’s but, curiously, they advertise at the same time Range Rovers and Cavaliers, while cafés have notices for tea’s and coffee’s, and roadside restaurants displaying signs for lunch’s and dinner’s. Ouch! It happens more often than you might think.

				Much of the problem comes from designers who either don’t know or don’t care whether there should be an apostrophe: Grannys (a shop), Henrys Table (a restaurant); but it is gratifying to see that Sainsbury’s has stuck with tradition. And the apostrophe is often at the mercy of the designer who readily turns it into a dagger, pen or heart without a qualm, diminishing its importance and contributing if not to its demise, to uncertainty about positioning.

				It is quite common in emails to drop the apostrophe, along with capitals where they are normally needed. Such disdain for the rules of grammar practice can mean trouble: an important yet pedantic client could deliver a sharp rebuke in return for a sloppy message.

				Missing apostrophes can perhaps be excused in text or Twitter messages where space is limited, but for websites, blogs and other media platforms such as Facebook and YouTube you cannot afford to be lax: put them where you need them. If you don’t it seems you don’t care. That attitude runs against your reputation and that of your company. And that’s not good PR is it?

				Inconsistencies to watch for

				Organisations discard their apostrophes without hesitation, perhaps in an attempt at making them user- and customer-friendly. Thus we see Chambers English Dictionary, Debenhams and Barclays Bank; or Queens’ College (Cambridge) but Queen’s College and All Souls (Oxford), which all add to the inconsistencies. Some of the above can easily be checked in telephone directories, but where writers struggle is in knowing where to put the apostrophe in words ending in -s or in names like Charles. The Oxford Style Manual says: ‘Use ’s for the possessive case whenever possible.’

				The guidance here is that the ’s should appear in all monosyllables and in longer words accented on the next to last syllable as in Jones’s, Thomas’s, St James’s Square. Another striking inconsistency is Earls Court which does not have an apostrophe according to style books. Yet it is given one by London Transport for the Tube station and by the exhibition centre. And in addition there is a long tradition of the possessive apostrophe being dropped from some proper names, Boots, Harrods and Horlicks.

				There was fierce reaction from the Apostrophe Protection Society when the chairman of stationer and bookseller Waterstones, announced in January 2012 that the apostrophe would be dropped before the possessive ‘s’ from the company name. ‘Grammatically incorrect’ declared the Society’s chairman and reported on the Radio Four Today programme. However Professor David Crystal, the respected linguist and author, said in a Front Row BBC interview that the usual rules of punctuation could not be applied to place names, personal names or shops. ‘They are there to express identity, not meaning. It’s your democratic right to decide how your name is spelt, and it’s the same with other names.’

				So it seems that apostrophe enthusiasts should restrict their efforts to traditional rules of grammar and punctuation. This will result, no doubt, in more examples of Selfridges and Thorntons despite the inconsistencies with other well-known trading names including Sainsbury’s and McDonald’s.

				And, of course, there are retailers which don’t use the possessive ‘s’, Homebase, Tesco, Waitrose to name a few. So, when it comes to spelling and punctuating names, do as you want to.

				In general usage and apart from naming names, I would prefer to keep this ‘aerial comma’ or ‘errant tadpole’, call it what you will, if only for reasons of consistency. But as in everything else, there’s a contrary view, and that says the mark just causes clutter. There’s even the opinion that the apostrophe in Earl’s Court should go after the ‘s’ simply because there were a number of earls who were part of the original courthouse. So you could be right (or wrong) whatever you do.

				In multi-syllable words like Nicholas, it is equally acceptable to put the apostrophe alone as in Nicholas’ or Nicholas’s, but if in doubt always add the ’s. Where two possessive nouns are joined by ‘and’ the apostrophe falls only on the second, as in members and guests’ rooms and Bill and Mary’s wedding.

				It would be unwise to put public relations in the possessive. Try it, and the result is awful if not a tongue-twister: public relations’ or public rela-tions’s are equally ugly; a better way would be to treat public relations as an adjective and so achieve, for example, the public relations objective, or the wordier objective of public relations.

							
				Figure 2.1OUP reference books on English style and usage, essential writing tools for public relations practitioners. The Oxford Style Manual is a comprehensive guide while the other three titles are handbooks, two of which are in A-Z format for quick look-ups
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				While no apostrophe is needed when writing ‘He will be taken to the cleaners’, it should appear in such constructions as ‘He is going to the butcher’s’ when there is ellipsis of the word ‘shop’. However, to say (or write) ‘I am going to the doctor’s’ without the word ‘surgery’ would offend many an ear or eye. In these and similar examples, it would be better to omit the possessive ‘s’ altogether.

				There are, shown above, a number of inconsistencies in the use of the apostrophe, and it seems that incorrect usage is increasing both where the apostrophe is omitted or where it is included when it shouldn’t be. The Oxford A–Z of English Usage, as well as Fowler’s and other style guides should be consulted whenever in doubt. Dictionaries do not help much for dealing with these matters although some of the lengthier ones, including the Oxford Dictionary of English, provide usage guides.

				Responding to an appeal for its abolition by Guardian columnist Matthew Engel, the Queen’s English Society points out that the apostrophe aids clarity. ‘If we had no apostrophes someone reading Mr Engel’s article would not know if he was Engel or Engels,’ says Dr Bernard Lamb of the QES. Linguists agree that the apostrophe does have a purpose and should be retained so long as we have possessives.

				Further help on whether and where to place an apostrophe will be found in the excellent and intellectually vigorous handbook Eats, Shoots and Leaves by journalist Lynne Truss. Of all the points she makes, it is the unnecessary apostrophe in it’s when in the possessive that disturbs her most.
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				At a glance

				
						Watch the spelling when adding ‘s’ for plurals.

						Plural noun/adjective compounds need special care.

						Misuse of Latin plurals easily occurs.

						Collective nouns take singular or plural verbs but singular is usually best.

						Some nouns only take the plural.

						The apostrophe goes after the ‘s’ for plural possessives, before the ‘s’ when singular.

						Don’t confuse the possessive its (no apostrophe) with it’s for it is.

						The apostrophe can signify omitted characters.

						Look out for inconsistencies: Sainsbury’s but Harrods.
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				Making your mark

				Taking care over punctuation shows that the writer has the reader in mind. Putting the correct marks – and making sure there are no unnecessary ones – aids understanding and avoids ambiguity. The comma, stop, colon and interrogation mark are not there just to satisfy the rules of construction or even the whims of the grammarian. They have a real and active purpose: to give the reader a breather, to give a pause and, at intervals, to provide a change of pace or thought.

				They are like traffic signs to take and guide the reader along a piece of written work. The full stop, if you like, is the red light to stop you moving forward and to bring the sentence to an end, the comma an amber to provide a pause.

				Take the analogy a stage further: proper punctuation is a skill, it controls the speed at which the reader reads and it dictates how text should be read. It is an art to be mastered. If your punctuation is not up to the mark, you fail to communicate effectively.

				Too many people think that punctuation is just another chore: get on with the words, never mind the irritations of having to bother with brackets, dashes or hyphens, let alone using quote marks properly or typed the right way round. On the other hand, it is easy to over-punctuate and end up with complicated, obscure sentences and a ‘spotty’ page. Look now at the various marks and how they should be used and presented.

				Basic punctuation

				‘Style is the template of the times, not an irrevocable rule’, declares The Times Style and Usage Guide. Nevertheless, there are some basic rules of punctuation to help the reader understand and follow the words: they are there not to show how clever you are at placing commas and dashes, but to provide a structure for whatever you have written whether in print or in websites, blogs or emails. Correct and properly placed punctuation gives style and presence to any news story or feature article, brochure or report. And if it is misused it can spoil the message, even give it the opposite meaning.

				Let’s now look at the marks one by one.

				The full stop

				This is the writer’s best aid to crisp, clear copy. That, after all, is what the public relations practitioner should aim for when writing for the press, and indeed for all forms of written communication. But that does not mean that a piece of copy should be littered with stops like currants in a pudding. A full stop (or full point to the printer) brings a sentence to an abrupt halt, ready for the next one and an expansion of thought. No stop is needed when ending a sentence with a question mark, exclamation mark or if ending a sentence with a quotation which itself ends with a full stop.

				But there are other uses: for instance, a set of three is used to show an omission (use three and only three, but if they come at the end of a sentence insert a concluding one). It will soon be noticed when the incorrect number has been used – there are plenty of examples of the writer not having the faintest idea of how many stops to put and sometimes finishing up with a line of them. Full stops are rarely seen these days in sets of initials for organisations (put them between the initials CIPR – or for any other organisation you can think of – and it will immediately look old-fashioned).

				Stops are fast disappearing from initials of company names, but they can be used with great effect and impact in advertisement display heads. They should not appear in headings for press release stories for the simple reason that they are hardly ever seen in newspaper or magazine headlines. Do not put them after abbreviations like Mr, Mrs, Ms, or in lb or ft, unless of course they come at the end of a sentence.

				A full stop goes after abbreviations that are part of a word, Dec. Sat., and in email and website addresses, blogs and tweets. Omit them at your peril.

				The comma

				This is one of the most common marks, but often misused: either it is put in when not needed or it is in the wrong place. Typically, the comma is used to encase a job title or descriptive phrase after a name. But a very usual mistake is just to put an opening comma, leaving the rest of the description dangling and yelling out for a companion comma.

				The comma separates adjectives qualifying a noun as in ‘a small, profitable consultancy’, but there is no comma when one adjective qualifies another, for example ‘a bright red tie’. They are useful for breaking up a long sentence, but take care not to put in too many and cause greater confusion than having none at all.

				Some do’s and don’ts. A comma would only go before and/or in a list of three or more items if one of them includes another and. The extra comma is called a serial, or so-called Oxford comma as in ‘I had egg, tomato and bacon, and corn flakes for breakfast’. Do not put commas in dates or round adverbs and adverbial phrases unless special emphasis is required. They do not normally go before or after therefore and accordingly, but they always encase however when there is a change of thought. And do not, at least in copy for press or printwork, put a comma before a direct quote – a colon should be used here.

				It is easy to go mad with commas and put them where they’re not needed, or leave one out and completely change the meaning. This is illustrated well by the title chosen for Lynne Truss’s book. Remove the comma in Eats, Shoots and Leaves and it’s saying something else entirely: it thus makes the point in a striking way that commas and their placing are critical elements in any writing.

				It is worth noting that commas should be kept inside quote marks when you insert ‘he said’ in a passage, as in ‘The figures are good,’ he said, ‘but the year ahead will be difficult.’ The Times guide advises that the comma should be omitted before if, unless, before, since, when unless sense demands it. Journalists are also advised that the Oxford comma before and should be avoided in, for example, ‘he ate bread, butter, and jam.’ The reader will find further help on positioning of quotes in relation to punctuation later in this chapter.

				But for me, my firm rule is that if there are three commas in a sentence there’s probably one too many. Just look at any newspaper front page and you will see what I mean. Unless it’s an unedited quote, there’ll be only one or two in most sentences.

				The colon

				The colon is used to amplify or explain something. This is a useful mark for the writer of news releases, and copy for articles and house journals. It is normal journalistic practice to use a colon to introduce a quote, as in Joe Bloggs said: ‘This is the best way of doing it.’ (Teachers and college instructors, who seldom have any knowledge of, or interest in typography, usually insist upon a comma before the quote – perhaps this is why this style is seen so often.) The colon is useful for starting a list, but do not put a dash after it as in :– where the dash is superfluous. It is also handy for leading the reader to fresh fact or thought or to follow these expressions: such as, for example, namely, the following.

				The semicolon

				This little-used mark deserves greater awareness of its attributes. While in no sense a substitute for the comma, the semicolon provides a far stronger break and a longer pause, and it can perform some of the comma’s functions. It can separate two or more clauses of equal importance and is useful for listing words and phrases that cannot neatly be separated by commas. In a lengthy sentence, it can bring a thought to a halt, enabling a new one to be started, so aiding clarity. Some writers will prefer to use a full stop instead; perhaps this is why the semicolon is falling into disuse. Certainly, journalists hardly ever use them. It is rare these days for front-page news stories to carry a single semicolon. They are far more likely to be seen in feature articles. Semicolons slow down the copy and simply mean more words per sentence.

				Exclamation and interrogation marks

				These marks normally count as a concluding full stop and take a capital letter afterwards. But they are sometimes seen after a supporting clause in brackets within a sentence. Exclamation marks express surprise or dismay: don’t use them for emphasising simple statements. Don’t use an exclamation mark in a release unless it is a quote, and even then edit it out if you can. It is a perfectly valid rule to say never use one: it is hardly ever needed. They are out of place in printed and online publications and formal documents; the only time for them is for emails and for the occasional headline in feature articles. And never, never put more than one.

				The interrogation (question) mark never follows indirect speech, or statements that pose a question; only direct questions – as used in quotes.

				Brackets, round and square

				When using round brackets to enclose a complete sentence, put the full stop inside the closing bracket as in (This is the way to do it.). It goes outside only if the last part of the sentence is in brackets. The square bracket is used to denote comments or explanations added to the original text, usually by the editor or someone other than the author.

				The dash

				This is used to add an afterthought or, if used as a pair, to replace commas if there are already too many in the sentence. Some writers are getting into the habit of using a hyphen instead of a dash. This on the face of it seems to matter little, but there is a distinct difference between the two marks: the dash (known to the printer as the en-dash) is twice as long as the hyphen and when they are both used in the same piece – as very often happens – something is clearly amiss. The hyphen masquerading as the dash is a common fault, but seldom seen in newspapers and magazines and in well-designed publications.

				Today’s keyboards do not always have a dash key and that is how the trouble starts. To print a dash with some computers two keys are usually needed, and reference should be made to the operating manual or to the software supplier for advice on achieving a proper en-dash. Don’t take the easy way out and type, or even double-type, a hyphen when a little effort will show how to produce a dash. It’s the sign of professionally produced work if your dashes are right.

				Journalists are usually advised to avoid dashes, which can indicate that a sentence is badly constructed and needs rewriting. Too many, says Robert Thomson, former editor of The Times, can be ‘ugly and disruptive’.

				The hyphen

				Hyphens indicate when two or more words should be read together and taken as one. A check with the dictionary will quickly tell whether a word is hyphenated or not. They will enable the reader to distinguish between, for example, recover (from an illness) and re-cover (with material). Modern style soon overturns established practice, and words that were once hyphenated are now seen as one: payphone, feedback, multinationals, wildlife for instance. Few in PR would think of writing lay-out or hand-out.

				Once a hyphenated word assumes everyday usage, it is not long before the hyphen disappears. The closed up form usually looks and ‘feels’ better; a hyphen in the middle looks a touch pedantic and ugly to some eyes.

				Hyphens are happiest when used in numbers (twenty-one) or as fractions (two-thirds). And they are useful for separating similar vowel sounds (co-ordinate/co-operate for instance). The main purpose of a hyphen is to avoid ambiguity as in five-year-old children. But always ensure that if you do use a hyphen it has a job to do. A consultancy once asked me whether its client should say ‘state-of-the-art facility’, followed by ‘easy-to-use products’ and even a further hyphenation ‘to-the-point solutions’. Avoid such abominations: sets of compounds in the same sentence should be re-written. Do it once and once only.

				Whether or not to hyphenate is hardly a subject of breathtaking importance. Study current style and decide for yourself.

				If you adopt a rule which leans towards avoiding the hyphen whenever possible, that would have my vote. But for certain compounds, such as adjective/noun combinations, then the hyphen must be retained for sense and to make the meaning clear.

				The apostrophe

				The main use of the apostrophe is to denote the possessive case, a subject discussed at length in the previous chapter (see pages 12–16). It is also used as a mark of omission: it can signify omitted characters as in isn’t, doesn’t, I’m; it distinguishes between its and it’s; it indicates the plural of single letters, A’s and B’s.

				When you are quoting…

				Quotation marks often give trouble. The writer who knows that a word or phrase – for example a cliché – is not the right one gets over the problem by enclosing it in quotes; at other times, there may not be a need for quote marks at all. Further, there is often uncertainty about whether to use single or double quotes, and on the placing of punctuation within them. Consider now some of the pitfalls.

				Try not to use them for facetious, technical or slang words. Their proper, and most usual place, is for direct speech quotations: hence the term quotes or quote marks. (The phrase ‘inverted commas’ is old-fashioned and not the way most journalists would describe them.) They should be used for words or phrases not yet in everyday use – but only sparingly. Include them for titles of articles in magazines or chapters of books, but again avoid over-use. Do not use them for household names as there is no logic or merit in doing so.

				Single or double?

				Most publishers nowadays use the single quote mark for direct quotations, inserting the double mark for quotes within a quote. This does not, however, apply to newspapers whose editors will favour double quotes for quoted speech and the single mark for quotes within. Consequently, the double quote style should be used for press releases and news-style publications and for social media platforms. For example, the chairman’s address to an AGM might contain a quote from the marketing director; in which case the release would be typed with double quotes for the main statement and with single quotes for the marketing director’s comments inside it.

				Misuse occurs when there are several paragraphs of quoted speech. Quotes get closed at the end of each paragraph and opened again at the next paragraph. But the opening quote marks should go at the beginning of each paragraph and only appear at the end of the quote. If the text reverts to reported speech at any point the quote should be closed, and only opened again when direct speech restarts.

				Punctuation marks go inside the quote marks (single or double as style dictates) when they refer to the words quoted, as in the managing director said: ‘When will dividends be sent out?’ but outside if they are part of a longer sentence carrying the quotation: the chairman commented on the company’s ‘excellent year’. If the complete sentence is a quotation the final point goes inside, as follows: ‘The marketing director wants greater effort by the sales staff.’

				Guidance on the relative placing of punctuation and quotation marks will be found in most style books, with the Oxford Style Manual giving detailed advice and a variety of examples. And take a look to see how newspapers deal with this point; they provide an excellent guide to the treatment of quotations, and they are at your elbow every day.

				Unless the piece contains a number of direct quotes, general guidance gives that quotation marks be used sparingly. You can often avoid them altogether by indenting the paragraph (or paragraphs) and putting the type in a smaller size. Take special care when using direct quotes: make sure they are verbatim. The last thing you want is the person to whom the quote was attributed later denying the words were ever said. And it goes without saying that the writer must be sure the quoted words were not in any way defamatory.

				Finally, when checking copy, ensure that the quote marks are the right way round. They are easy to spot and you will surprise yourself when you see how many word processor operators get them wrong. They can be corrected easily by typing the key twice and then deleting the unwanted one. The pity is that so many office staff cannot be bothered to do that. But they usually remember that a capital letter follows all punctuation marks except a comma, colon, semicolon and quote marks within a sentence. When and when not to use capitals will be the subject of the next chapter.

				Quotes in news releases

				Journalists like to use quotes whenever possible. Aim for one or two in a news story to follow the first or second paragraph. Quotes can be inserted in feature articles to good effect – perhaps a series of them throughout the piece. These would give it pace and energy.

				Speeches can give significant and newsworthy quotes. In a release, you can usually include a significant quote in the intro. But don’t open with a quote: it will be written out by the subeditor or placed lower down where impact will be lost.

				Above all, ensure accuracy. Unless you have a tape-recording, check the source every time. Once a release has gone out and you spot a mistake, there’s little you can do. Except pray.

				[image: ]

				At a glance

				
						The full stop is your best friend. Use it liberally.

						Don’t put stops in sets of initials, they look old-fashioned.

						Only three stops to show something left out, one more as a terminator.

						If you have more than three commas in a sentence you usually have one too many.

						The colon introduces a quote. Don’t use a comma instead.

						Avoid semicolons in news stories.

						Exclamation marks are hardly ever needed.

						Don’t use a hyphen or even two together for a dash.

						Drop hyphens when possible. The closed-up form often looks and ‘feels’ better.

						Double quotes are for direct quotations, single for quoted passages inside.

						Journalists love quotes. Include at least one in main news stories.

				

				[image: ]

			


		

	


End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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Good English Matters
Autumn 2011
YOUR IDEAS, PLEASE

As many members will be aware, the QES vas
founded back in 1972 by Joe Clifton. Next year
will be the 40% anniversary of the society and
we need suggestions as to how to mark this
milestone in our history.

If you have ideas about an event we could hold
or a campaign with which we could become
involved please get in touch.

It would also be helpful to have information on
past events to help build a 40 year history. If
you are willing to help with this, or have any
suggestions, please contact the secretary.

IMPORTANT DATE FOR YOUR DIARY
‘Members of the QES are reminded of he society’s AGM
12.15 pn. Saturday, 24 September
Medical Sociey of London, Chandos Street, London, WAG SEB
“The meeting wil e followed by the annual luncheon.
with guest speaker Gyles Brandreth.

I you wish fo join ofhers at the lunch, please contact the secretary
a5 soon as possible. The cost per person Is £22.50.
[ My thanks to those who have already been in touch to book places.|
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For the purpose of working with patients
whose first language is not English a
recommendation of good practice involves
the utiisation of interpreting services,

From social worker guidance

Please use the interpreting
services when working with
people whose first language is
not English.

Consideration should be given to the
identification of an individual to orchestrate
‘access to funding and to develop
programmes that contribute to the aims of
specific regeneration iniiatives.

From a sports strategy document, written
by external consultants.

We must identify o recruit
someone to access funds and
develop programmes that
contribute to the aims of our
regeneration initiatives.

A co-ordinated approach to all marketing for
sport and leisure in Derby is required
incorporating innovative ways of marketing
sports facilities and opportunities and use of
language ‘appropriate for relevant target
markets.

From the same sports strategy document

We should co-ordinate marketing
sport and leisure in Derby in a
creative way, using language and
publicity that attracts the groups
we're targeting.

A charge is not normally made for the use of
parks and open spaces if the event s for
Charity or Fund Raising purposes but i the
event s of a commercial nature the hirer will
be advised of the hire charge after their
application has been received.

From the Council's Hire Conditions

‘The Council does not normally.
charge for the use of parks or
‘open spaces if the event s for
charity or fund-raising. If the
eventis commercial, we wil
contact you about the hire charge
once we receive your application.

Evidence of Public Liability Insurance
covering the event must be provided to the
Council at least 3 weeks prior (o the event.

From the same hire conditions

You must send details of your
Public Liabilty Insurance covering
the event to us at least three
‘weeks beforehand.
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READABILITY — MAKING THINGS EASIER TO SEE

. known as ‘sans serif
Arial s good, ther examples are Helvetca and Univers.

® font size - use 12 on letters and leaflets, with 11 as a minimum. For

e 18in 16

see equalities readability on the next page

. text; only use it on
1o odc word 1o ampnasise Somelhing o you ose the ffect

© underlined and nnnc fextar hard o roa, esmla”y for people with anhl
old to. omething

CAPITALS are harder to read so just use them for main headings. DON'T mix
capitals with lower case to emphasise something; use bold instead

® layout - eft align text; don't justify it. Don't splitwords at the end of  line and
try not to spiit dates or times at ine ends

® spaces -~ two spaces after a full stop, one after a comma

. the same as the font size you'
smzllev font for line speces if it helps you keep oevant ormaton together or

Two line spaces between title and text
Aline space between each line in a bullet point st if possible

atable. S o v s clearly

with a minimum of five.
paler font

® paper - use plain matt, not glossy, shiny or semi-transparent paper

‘colour - use white or pale paper with black or dark inks, or black or dark
‘paper with white or pale inks. Avoid yellow inks that are hard to se¢

you u
between them is good and don't overuse colours or designs
® overprinting — don't print text over designs, photos or pictures

® posters - follow thi advic s0
reduce it to Ad paper size and see if it sl follows hese guidelines.
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Example.

X Your bin willbe collected
by the councilon a
Monday

 We wil collect your bin
every Monday

X The new policy has been
reviewed by the scrutiny
panel

+ Our serutiny panel
reviewed the new policy

X Ameeting willbe held by
directors next weok

7 The directors meet next
week
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The state of the communications nation
November 1, 2011

New report revesls communications coverage and capacity n the UK

‘Otcom today launched digtal communications coverage maps,including ouldoor moble coverage
‘and mobie broadband avalabilty, using data suppled by communications providers.

The maps, avalable at hitp:/maps. ofcom o uk. are part of Ofcon' it report o the UK's
‘communications nfastructure which s now fequired 0 SUDIMI 10 the Secrefary of State for
‘Cultre, Media and Spor every hree years. Ofcon's report lso refers (o the coverage and
capacity ofthe UK's landine network, digtal acko and TV.

Each of the 200 areas of the UK has been ranked according 0 a score given for coverage and
colour coded wih green ranking highest and red lonest

‘Otcoms data shows considerably befter ousehoid coverage compared wih geographic coverage.
“This is because moble providers end o priorise nvestment n network nfastructure where the
mamum number of consumers and businesses can be served.

The maps show tnat 7% of premises and 65°% ofthe UK landmass can recenve a 26 signal
outdoors rom al four 2G networks. This means that approximately 900,000 UK premises do not
have a choke of al four 2G moblie networks

For 36, 73% of premises and 13% of the UK’ landmass can receve a sgnal oulgoors rom al fve
3G networks, wih lower coverage i lss densely populaled areas. Ths means thal approdmaely
7.7milon UK premises do not have a choie of al ive 3G mobie netorts.

The areas of lowes! 3G geographi coverage are i the highiands of Scotiand and mid-Wales
‘which are boih sparsely popuiated wilh il trrain.

‘Ofcomis currenty working closely wilh the Government 1o Conside how the £150m hat  nas.
‘alocated to help address moble not-spos, can delver th greatest benefts for UK consurmers
Working o address mobie notspot s one of Ofcom's priories as set ot nfs 2011/12 annual
pan
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PRESS RELEASE

AA signs up to Public Health deal

15 March 2011 The Advertising Association (AA) has signed up to Department of
Health's Responsibilty Deal, with a specific focus on the food, physical activity and
responsible drinking pledges.

‘The Responsibility Deal seeks to tackle pubic healtn issues through partnership
between govemment, health professionals and industry. The A has worked with
the Portman Group, advertisers, media owners and agencies to pledge further action
‘on alcohol advertising, including an industry commitment to avoid advertising of
alcohol on static poster sites within 100 metres ofschoos.

The AA also hosts businessdife - a coalition of organisations that support the
govemment's ChangedLife programme by playing an active role in improving the
nation's lifestyle through better diet and physical activty.

AA Chief Executive Tim Lefroy said:

“This is a government that thinks we will get further, faster by working together rather
than imposing the heavy hand of reguiation. We agree, which is why we have signed
the deal and will be supporting its delivery through our members and our nefworks.”

-ends-

For more information please contact lan Barber: 020 7 340 1107 / 07828 656298

Notes to editors

‘The Advertising Association is the only body representng allsides of the advertising and
promotional marketing industries. Its membership represents advertsers, agencies, media
‘and support services in the UK The advertising industry employs nearly 250,000 people, and
has a Gross Valued Added (GVA) of £6.20n to the UK economy each year. Further
information about the organisation is avaiable at: www, 9ass0c.org uk
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Graphico selects Polar to replace Wohlenberg machine

Riots in Croydon left Graphico unscathed but delivery of its Polar 115 X Plus
guillotine had to be delayed a week.

‘Set back behind the London Road and just opposite the much-publicised shop where
the lady leapt to safety, Graphico saw neighbouring businesses bumt and
vandalised.

“The London Road was closed for four days as fires were stil simmering but we:
were alright and we did get our Polar in when the road re-opened,” says Shaukat
Dunganwalla.

Itis the company’s first Polar guillotine and replaces a 17 year old Wohlenberg.
Graphico has always had Heidelberg presses and two years ago added a
‘Suprasetter 74 Computer to Plate device. Confidence in the service support that
Heidelberg provides was a key element n the company's decision to change
guillotine supplier

‘The company shopped around for a machine. It iked the Polar technology, the
robustness of the machine, its touchscreen and programmabity but it was the peace
of mind in knowing how and where to get speedy service back up that was
convincing. Without a working guilltine work cannot be completed.

“The Polar 116X Plus will perate a 12 hour day on national and intemational work,
inciuding contracts for many leading hotels, restaurants and banks. The business.
offers a concept to delivery service, incuding offset and digital printing, and it as
extensive print and storage logistics to enable users to cil off products as needed,

14 September 2011
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We have now completed B0 B out redralting work conducted on an annual basis for
you management biochure however a number of issues stll omain (o bo addressed before it

Can bo sent ot printing.
1 have been asked to follow-up on & number of questions that need to be answered by
yourself o1 the your head of public aifairs.

1 would be grateful if you could give this malter your uigent altention. Should you have any
‘questions concerming the informalion required, please do not hesiale to contact me.

Vords §3 [Sviendex 172 Dioadil[Ave Setence 19 Good [Pasive 80 5d
(=i

Patiom| [=11 e T

Advice| e sl

e | T |

Doar Hi Thampson

We have completed most of this year's redrafting work on your corporate management
biochure. However, you need to addiess some issues before we print the brochure

1 need o follow up these questions with you of your head of public affsirs.

Please look at thess issues uigently and contact me if you need more information
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NEWS 212201

Advertising Not Without Its Merits, Says Woman | Now Love

We have a new heroine at the home of advertising matters — comedian, wrier, broadcaster,
genius and prophet, Natalie Haynss. Natalie, who wasn't even paid or threatened by us, fook (o
the pages of The independent (i's a newspaper ~ ke this, but not s funny) to argue that
advertising might not be such a bad thing after all. I fact it fums out s reall rather good —
funding Kids' telly and even the Indie - as well s, we'd argue, doing al the choice, competiton
‘and cultural contribution stuffthat we get excited about

But not everyone is convinced. Over at the Daily Mai's Right Minds blog, Sonia Poutton takes
issue with, well, almost everything to do with advertsing. We'l let you make your own minds up
‘about how coherenty argued, far-minded and wellresearched her piece s but whie you're doing
that, why not give yourself a break from all those sexy home insurance ads that are comupting
your kids and read about a topless Lady Gaga spraying Cheerios al over her bathroom, peek
under the canvas to discover the junge couple nbody saw coming of look at the seven pictures
{vep, seven) of Amy Chids going for a walk in some skintoht vinyi rousers.

Unseemiy stuff - particuiarly i you're a Cheerio.

The Wrong Prescription?

Consutants have called on the Government to introduce new curbs on aicohol advertising to
protect young people, according to e Guardian. They wam that the country is facing an
“epidemic ofiver disease caused by a binge drinking culture and cheap booze.”

Butas is 50 often the case in these important debates, the evidence base and proposed solutions
(ad bans frst among them) do not aways match up with the laudable objective of siopping
dangerous drinking. The indusiry wants to tackle this — that's why they fund Drirkauare, don't
target under 185 in ads, don' link alcohol with seducton or socia success, don't place alconol
‘ads within 100m of schools, don't run alcohol ads in pubiications or around programmes of
specific interest to kids, don't produce ads which Ink drinking with iresponsible, tough of daring
ehaviour, don't show aicohol being served irtesponsibly i their marketing materias...you get
the picture.

Lots of peaple have a role to piay in making sure that under-18s do not dink. Parents, publicans,
politcians, teachers, friends, advertisers and even sarky newsletter edors should all do thei b,
but 100 often it seems that aicohol marketing is made {o shouder the biame for a deep-seated
societal problem which seems unikely o be ended simply by ending sports sponsorship or
banning TV ads for drnks.

For some clear-headed thinking on this stff we recommend you take a tot of Credos's recent
review of the evidence around alcohol marketing's impact on consumption.
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WHY SOCIAL MEDIA MATTERS (CONTINUED)

Social media targoting

‘The new Google® plator lusirates the power of the data that
ties behing social media.Injust e weeks It has attacted an
estimated 19 millon global users and ncludes a host of
Innovative features.

These inciude: Sparks, which lets you speciy the content you
ke, Such as cas, and create a bespoke news feed; Hangouts,
which enables group video chat and Circles, a feature tha lets
you efine different groups of friends who are generating
comments,

By combining the soclal power o the connecton withthe data
provided by Gl reisraton, Adword argeting and knowledse
of search keywords, brands can ind out more about their
customers than ever belore.

Imagine a consumer searchin for products and retailers on
‘Google Maps and getin results that show them recommen-
dations from their network of fiends about what to buy, whare to
‘shop and, mare crucially. where o avold.

Paid for messages from recommended retalers might prove
highly powerful. Imagine consumers searching fr a restaurant
on their mobile and the results showing redoemable vouchers
that match thei aste preferences, serviced by recommended
outiets nearby.

Brands are already estabishing themselves on Google - Ford
has a page, for instance - bt the real potenta s in the power
of the cata fusion mentioned above. ' the opportunityfor
‘advertisers o use the power of Google's reach and targetng in
 new,richer, more personal way.

Of course, everything hinges on Googler reaching the
kind of ponetration/usag its more ostablished brothren
currently enjoy.

The new Google+
platform llustrates the
power of the data that
lies behind social
media. In just three
weeks it has attracted
an estimated 19 million
users.






