
 
 
 

 

Guidance 

 

 

1. Your stories should demonstrate our values - we are inspiring, challenging, innovative, 

responsible and enabling – with respect at the core of these. 

2. We are all about our people and people love to read about other people, so frame your 

article around a personal experience of you, your team or another person (with their 

permission).  

3. Use real examples to bring your story to life. We remember people, not things. 

4. Through stories, we can demonstrate how things have happened. Instead of telling us 

you are the best; show us through your outstanding achievements. 

Audience 

Our primary audience for Dialogue is our staff and students. With this in mind, our content 

needs to be applicable to everyone who reads it. Dialogue is not the place for detailed 

operational information about our processes, policies or procedures. Please use Dialogue 

Signposts for operational messages. We also cannot share confidential information that is 

not available in the public domain.  

Plain English 

We want everyone to be able to enjoy Dialogue, regardless of their background, native 

language or academic credentials. Therefore, we use Plain English. For a great guide on 

how to write in this way, visit our Identity Guidelines (p20). 

Tone of voice 

One of Dialogue’s strengths has always been the diversity of voices from our range of 

contributors. We want this to continue but we also want articles to have a consistent brand 

tone of voice. Our writing should be inspiring, considerate, open and confident. More 

guidance on this can be found on pages 10-12 of our Identity Guidelines. 

Narrative  

Our brand narrative – the important factors that are core to brand storytelling – should be a 

key consideration in our written content. Look at pages 7 and 13-19 of our Identity 

Guidelines for how you can draw the brand narrative into your content.   

Images 

A picture tells a thousand words. Use photos, images and infographics to help tell your story. 

Photos should be high resolution, at least 300 dpi. Look at the Identity Guidelines (p52) for 

helpful hints. 

Word count 

Less is more. We like to keep our articles short and fill our pages with pictures and 

infographics that we know appeal to our readers.  
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Editor’s call 

We sometimes receive more content than we can use for Dialogue, so your article may not 

make the publication. If we believe it is newsworthy, we will endeavour to put it in a future 

publication or find another communications channel that is more appropriate or timely.  

The editor will edit stories to fit our style and criteria as necessary, and has final say on what 

is published. 

 

Get in touch 

If you have any questions, want to run content ideas by us or seek guidance on Dialogue, do 

not hesitate to drop us a line at dialogue@durham.ac.uk  
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