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…and then, of course, the REAL work!


“I rewrote the ending of A Farewell to Arms thirty-nine times before I was satisfied,” Ernest Hemingway once told an interviewer.  “Was there a problem there?” the interviewer wanted to know.  “What was it that stumped you?”  “Getting the words right”, said Hemingway.”  -Judith Applebaum

Rewriting and Editing
“You will only write as well as you make yourself write” – William Zinsser, On Writing Well.
Ask for feedback.
“No passion on earth is equal to the passion to alter someone else’s draft.” – H.G. Wells

Develop a Media Kit
· Provide the media with information about your chorus that goes beyond your immediate need for publicity.

· Consult Selling Sweet Adelines for help and examples.

Who will read it?
· An editor?

· A new comer in the community?

· A neighbor?

· Potential audience?

· A young singer?

…and one last word…

“Let every man take care how he talks, or how he writes of other men, and not set down at random, higgle-de-piggledy, whatever comes into his noodle.” – Cervantes

“To write well is as difficult as being good.” – Somerset Maugham

Who will read what you write?
“Your audience is one single reader.  I have found that sometimes it helps to pick out one person – a real person you know, or an imagined person, and write to that one.” – John Steinbeck

Newswriting Guidelines

· Basic facts: who, what, when, where, why, how

· Paragraph: the basic unit of composition

· Short words: ie,. Use, not utilize; visit, not visitation

· No sentence over 20  words

· No paragraph over 5 – 7 lines

· No article longer than 5 -7 paragraphs

Principles of Composition
· Use the active voice, not passive.

· Put statements in positive form

· Use definite, specific, concrete language.

· Omit needless words.

· Avoid a succession of loose sentences.

· Express coordinate ideas in similar form.

· Keep related words together.

· Place the emphatic words of a sentence at the end.

Hook your reader with a strong lead.
· Be clear and specific.

· When possible, include details that distinguishes story.

· Decide what’s the “meat” of the story?

· Try painting a picture.

· Convey action; use strong verbs.

Lead Techniques:
· Summary: 5 w’s

· Narrative story pattern

· Descriptive: sets a scene

· Quotation: provides personality

· Question: challenges the reader

· Direct address: personal approach

· Teaser: attracts attention

· Freak: off the wall, i.e., sound effect

Write terrific headlines.
· Be as personal as possible

· Use verbs

· Avoid adjectives

· Tell what is really in the story
· Make it short

· Appeal to readers’ interests

· Use identifiable subjects and active verbs.

· Motivate reader to read on.
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