How to Write an Article
Start with determining your audience:
· Are they internal or external parties?
· What prior knowledge do the readers have?
And determine the goal of the article: What do you want to convey? What has the reader learned or been inspired by once they have finished reading your article?
Once that is decided, you can start writing in this order:
· Title
· Introduction
· Body text
Start by choosing a clear, informative title
The title is the first thing people see from your text, often even before they visit the page. The title appears in Google, on social media, in newsletters, on your category pages, etc.
Based on the title, someone decides whether to click through and read your text—or not. So, a great deal of responsibility lies on that one sentence. A good title is informative, clear, and appealing. It should include words that your visitors want to see, words that resonate with them.
Next, begin the introduction of your article and mention the most important information
Get straight to the point. Structure your text like an inverted pyramid. The first 200 characters of an article are crucial—they need to contain the information that entices the reader to continue reading. They should contain the core of the message, encouraging the reader to delve further. Give as much information as possible, and make the most of those first 200 characters. "Lure" the reader in with an intriguing quote from the main text, a pun, or another phrase that piques curiosity. The key elements are: who, what, where, when.

So, start with the most important details. Less significant points can be placed further down. Even if someone doesn't read the final paragraphs of your article, they should still grasp the core message. This tip is essential because with each paragraph, you lose about 10% of your readers. After 4 or 5 paragraphs, you've lost half of them. The inverted pyramid structure caters to online reading habits. If you only reveal your conclusion at the end of the page, you'll have already lost more than half of your readers.
How to apply this writing tip:
Start with the conclusion. Your first paragraph or the introduction to your page should contain the essence of your message. This way, visitors immediately know what they are about to read, just like the intro of a newspaper article summarises the entire article.
Within each section of your page, place the most important paragraph first. Within each paragraph, place the most important sentence at the beginning. And if possible, start a sentence with the most important word.
Divide your text into paragraphs, the body
Paragraphs enhance readability. They give your page structure and balance, especially if you leave enough white space between each paragraph.
Further tips for writers
Always keep this question in mind: "How do I keep a layperson interested in this topic? How do I maintain their attention?"
Try to avoid jargon as much as possible.
Subheadings help the reader to break the article into sections. Make the titles catchy—they don’t necessarily need to fully capture the content of the paragraph.
Use examples (preferably from current events)!
Avoid too many long sentences.
Practical Guidelines
· Language: Write the article in British English. Can’t manage that? Then we will translate the text into British English.
· Length: Ensure that the article is no longer than 1,000 words.
· Images: Provide at least two high-resolution photos—more is allowed. Is there a specific person featured in the article? If so, provide a photo of that person as well.

How to Write a LinkedIn Post
Structure of a LinkedIn Post
Engaging opening line: Start with a strong opening line or quote that grabs the reader’s attention. This needs to be short and powerful with a clear message.
Note: When you open LinkedIn on your mobile, you can only see 20 to 25 characters before the text is cut off, and you have to click 'see more', instead of the 270 to 320 characters visible on a desktop. Keep this in mind when crafting the opening line.
Clear core message
Communicate immediately within the first few sentences what the post is about. The core message should be clear and to the point. The 'what's in it for me' should be instantly apparent.
Length and format
Optimal length: Keep it between 150 and 300 words. Short posts often work better for quick consumption, while longer posts (up to 1,300 characters) can be used to tell a story or share valuable information.
Tone and language
Professional but personal: LinkedIn is a business platform, but posts can have a personal and approachable tone. Use human language and avoid too much jargon.
Call to action
Ask for action: End the post with a CTA that clearly indicates what you want readers to do.

