
 
 
WRITING FOR CSRNEWSSA  
ACADEMIC PIECES  
EDUCATIONAL. 
 
To be able to write for CSRNEWSSA you have to be a research writer – as our readers 
are industry experts/university graduates, to corporate business and the likes.  
CSRNEWSSA content has to be thought-provoking and exciting, researched, fact based 
and informative, always leaving the reader to make their own decision on the subject, 
concept or programme they intend to pursuit. 

The articles have to be a cross between knowledge and heart/ fact and informative 
(something like – a reader’s digest).  Simple and easy English – yet complex enough to 
elevate the reader to the next level in the industry. 
 
Invariably – the content has to be understood by a seven year old in the same manner as 
a 90 year old.  Call the style the step up between – university and the corporate world – 
similarly to how you first learnt corporate language or your field language from being an 
intern to being a knowledgeable industry practitioner or expert. 
 
The writing model and format should be as follows: 

1. We speak about the problem. (If we can interview a few industry experts great – 
University Professors, Doctors, Academics) 

2. We diagnose the problem by breaking the problem apart and allowing the reader 
to see each part individually) (think human anatomy) 

3. We build it with facts, and possibilities – nice to look at international and 
continental best practice (we then build it for a South African context) 

4. We close the case by giving facts, recommendations and suggestions and what 
we learned and what our readers can learn. 

PROFILING: 
SUCCESS, FAILURE, SUCCESS. 
MOTIVATIONAL 
 
Our profiling writing skills have to be in the format of Success, Failure, Success Model.  
When we profile organisations – including NGOs, CSI Managers, CEO’s and the likes we 
have to begin our story modelling from their point of success.  Let’s look at where they 
are now and profile that aspect.  The story has to take the reader on an emotional 
journey rather than an educational journey only. 
 
Let the story and articles speak to the reader.  As a reader I should be able to see myself 
in that story from the opening line of the profiling story – whether I am writing for an 



 
NGO or corporate. Profiling is really not about the story being profiled, it’s about the 
reader who reads the story – let them catch themselves and begin to align themselves – 
let the reader say – yes I can.   

Writing Model and Format  

1. So we look at the success,  
2. we dive in the failure, and we climb back up with the story on how the 

organisations or individual being profiled clawed themselves out to be where 
they are now.   

3. We close the story with success and where the organisation is headed 

Profiling our CSI stories have to be as a motivational aspect – giving each individual or 
business the opportunity to say – yes I can.  CSRNEWSSA remains a premium and 
sophisticated industry magazine/publication – as a brand and style icon we hold all 
rights to refuse or not publish advertising that does not conform with the standard of the 
publication. 
 

Style guidelines: 

• No serial commas: apples, oranges and bananas -- not apples, oranges, and 
bananas. 

• The dashes we use have double hyphens and spaces: The CEO -- whom the board 
tried to fire -- addressed the scandal. We don't use em dashes or, heaven forbid, 
hyphens for dashes. 

• Commas and periods go inside the end quote marks. ALWAYS. 
• No double spaces after periods. To repeat: NO DOUBLE SPACES AFTER 

SENTENCES. 
• Appropriate sourcing of quotes: This means that quotes should be attributed to a 

source, e.g.: 
• "Blah, blah, blah," Warren Buffett told me in an interview -OR- 
• "Blah, blah, blah," Warren Buffett said in an interview with the New York Times. 

• Single quotes belong only around quotes within quotes and in headlines and 
subheads. NOWHERE ELSE. 

• Put in your own hyperlinks. Don't put URLs in parentheses and expect us to link 
them. 

• Use one-sentence paragraphs sparingly. Too many makes your piece clunky. Two to 
three sentences is an ideal paragraph length. 

• Percent is used as a word. Never use %, except in charts. 
• Subheads (copy that breaks up long chunks of text) should have the same, parallel 

format. 



 
• If the first head is a full sentence, they all should be. If one has a verb, they all should 

have a verb. 
• Don't use links in subheads. Use them only in your text. 
• Don't capitalize the words in subheads, after the first word. 
• Don't forget that women hold up half the sky. If you must use "he," also use "she." Get 

around this awkward construction, at least sometimes, by pluralizing your pronouns. 
Instead of "An employee has his job to do," make it "Employees have their jobs to do." 

• A company or organization or government agency is an "it," never a "they." For the 
possessive pronoun, when you refer to possession by a single person or company, 
use "its," not "their." Similarly, when you write about a company's web audience, 
mention "the audience's members" before saying "them." An audience is not a "them." 

• Be consistent: If you start with the pronoun "you," stick with it. Avoid mixing "we," "I," 
"he/she" and "you" all in the same article. 

• Be consistent, Part II: Stick with the same verb tense throughout. Remember that the 
present perfect tense ("That company has followed the same policy for years") 
expresses ongoing, habitual action. 

• Check for repetition of the same words, points and themes. That's just poor writing. 
• Numbers under 10 are written out (unless appearing with the word "percent.") 

Numbers 10 or higher are written as numerals (unless they start a sentence). Years 
are always expressed with numerals. Use "more than" rather than "over" with 
numbers. 

• Check quotes with reliable sources. Brainyquote and unedited blogs are not reliable. 
• If you must use jargon, particularly abbreviations and acronyms nobody else knows, 

spell these out on the first reference (followed by the abbreviation in parentheses). 
Avoid "SMB" altogether. We don't like that one. In fact, we hate it. 

• Names: For the first reference, use the full name: Johnny Depp. For subsequent 
references, use the last name only. Even if Johnny Depp is your best friend, even if 
he was the best man at your wedding, don't call him "Johnny" in copy. 

END! 

 
 

 


