
Northwestern Media Digital Style Guide 
 
Purpose and Scope: 
This document is intended to provide some guidelines to help us achieve consistency in our copy 
on our websites, as well as in our mass emails to listeners, social media posts, and other written 
interactions.  

It covers many common issues and decisions that come up in the copywriting process, but not all 
of them. When in doubt, we tend to fall back on the AP style guide. 

This guide is intended to bring consistency to the way we publish. Consistency will help make 
the sites easier to use and will make it more likely that your message will reach your audience.  

 
WRITING RULE #1: OMIT UNNECESSARY WORDS 
Writing for a web audience is different than writing for a print or broadcast audience. Keep 
sentences short (less than 15 words is ideal). Keep paragraphs short (no more than 3-4 sentences). 
Try to avoid writing copy that makes you scroll down far to read the entire text on a page.   

A website is like a billboard on the information superhighway. The viewer is “driving by”. We are 
busy people and rarely take the time to read web pages word for word. We simply scan for key 
information. So, we can help out our audience by putting only the most important information on 
the page - and the critical information near the top of the page. This also helps us communicate 
effectively on the web by ensuring the real message isn’t lost in all the words.    

In radio, we are used to creating images with our words. With the web, we are able to pull in other 
elements to help set the image. Our words need to get to the heart of the message as quickly as 
possible. The words we publish bear less of the “imaging” burden.   

 

TIME and DATES 
 Indicate meridian by using a lowercase ‘am’ or ‘pm’. Always use a space between the last number 
and the first letter.  

Correct examples: 

• pm – as in 7:45 pm.  
• am – as in 10:30 am.  
• noon (not 12 pm)  
• midnight (not 12 am) 
• 7 pm (not 7:00 pm)  



 Incorrect examples:  

• 7:00PM 
• 10:30 am 
• 10:45 p.m.  

 

TIME INTERVALS    
Use en dash (longer than a hyphen). This generally means “to”: (no space).  

  Correct examples:  

• 8 am—4:30 pm.  
• 7:30—9 pm.  
• 11 am—noon  
• 2—3:30 (not 2:00—3:30)  

 

COLON   
 Do not use a second colon after time (i.e. 6:30 pm: Dinner or 6:30: Dinner)   

 

DATES   
Do not spell out dates like this: November 30th, December 1st. (This is an example of where 
our on-air delivery and our on-line delivery may differ for the medium. One reads better and 
one prints better)   

Correct examples:  

• Nov. 15, 2019  
• Thursday, Oct. 25 (Abbreviate month when used with a day of the week) 
• Monday—Friday 
• October 2019 (no comma) 
• Don’t repeat the first two digits for a year: (i.e. use 2018—19 not 2018—2019).  

  

MONTHS 



Always spell out months when they are used by themselves without a date.  

Examples: 

• January birthdays  

• February - October  

 

FORMATTING  
  

HEADINGS  

• All headings should be the same color and font style.   
• Do not capitalize every word in the heading; capitalize the first word and any proper nouns.  
• Do not use someone’s name in a heading unless they are a nationally known figure.   

Correct examples:  

• Listen online  
• We’ll see you in Omaha  
• Encouragement at a glance 
• Billy Graham has died   

Incorrect examples:   

• Win Tickets to see TobyMac  
• Give A Gift, Change A Life During Spring Share 
• Come to our Sticker Stop 
• Joe Smith wrote a book on porcupines  

  

BODY OF POST   

• All text should be the default color (black)  
• Use only the fonts available within WordPress (Paragraph, Heading 1, 2, 3, 4, 5, & 6)  
• When citing book titles, place quotes around the title of the book – do not bold or italicize it.  

 



ITALICS    
Abstain from the use of italics.   

  

UNDERSCORE   
 In many web styles, underscored text indicates a link. Whether or not our style sheet utilizes 
underscored text for links, underscoring should not be used for non-linked text.   

  

BOLD  
Use bold font only when absolutely necessary. Never use bold and italics on the same page 
and especially not on the same word.   

  

CAPITALIZATION   
ALL CAPS MAKES IT LOOK LIKE YOU ARE YELLING. It’s rude to yell. It’s also more difficult to 
read. Please don’t yell.   

  

COMMENTS  
Whenever a post references a giveaway and/or uses a form, comments for that post must be 
turned off.   

 

 
IMAGES AND PHOTOS  
 Photos in posts should be as professional looking as possible and should never replace text for 
communicating a message. The photos we use are a big part of the heart of our online image. 
Consider placing value on those images and avoid the temptation to find a cheap substitute.  

 Never try to increase the pixel size of a photo. Our website is set up to display images that are 
horizontally oriented; optimally at 900x600 pixels. Vertical (tall) images will not display properly and 
should be avoided.   



Every photo used on our websites must be properly licensed and 
attributed as follows:  

• Licensing: All photos must be properly licensed. 
• Attribution: When utilizing an iStock image, type in "iStock Network License" in the Description 

field. Images/posts that are syndicated to your station will already have this. If it is an image that 
you took, attribute it with your name, date, and any special requirements (for use with ___ post only, 
etc.).   

• Alt Text: In accordance with the Americans With Disabilities Act (ADA), as well as with the intent of 
serving our audience better, we need to include descriptor details with the images we use. In the Alt 
Text field, write a concise (no more than 10 word) description of what you see in the picture. That 
text will be what is read aloud to persons who cannot see the screen.  

  

  

HOMEPAGE FEATURES and KEY ANCHORS   
Both Homepage Feature images (formerly known as "rotators" and "slideshows") and Key 
Anchor images should be a single photo. Because of the proximity to the headline and 
description, never use text within the image. Homepage Features and Key Anchors should link 
to items within the website, and should avoid linking to other sites.  

  

FEATURED IMAGES   
Featured images in blog posts, articles, and pages should be uploaded with a minimum width 
of 900px. Smaller or vertical images will be cut off and not appear correctly in the featured 
image areas. Featured images that are used in thumbnails on program pages, blogs, events, or 
the homepage should consist of a single photo and should not contain text or illustrations. 
Never use an organization's or event's logo as a Featured Image.  

  

  

IMAGES USED IN EMAILS   
All images that are displayed in emails are specifically sized, and must be Photoshopped to 
these dimensions:  

 
Single Message Template  

• 650 pixels wide. Height is variable, but no bigger than 650 pixels tall. 



    
Multi Message Template 

• Top message picture (currently Matthew West): 244x165 pixels 
• Below images (square): 140x140 pixels   

 

PUNCTUATION  
  
EXCLAMATION POINTS!   
What we do is exciting. It makes it tempting to use a lot of exclamation points.  Every time you 
use an exclamation point, every other exclamation point in the world gets a little less exciting. 
The world has a finite amount of excitement. Don’t go wasting it.  

  

OTHER  
  
EMAIL   
When needing to add an email contact, it is best to use a web form to protect the email 
address from spam-bots. If an email address is used, always link to it in the CMS 
(mailto:info@ktis.org) so readers can click on it and email directly from the link.   

The word “email” is not hyphenated, but things like e-books and e-readers are. (2019)  

  

HYPERLINKS   
Linking to outside organizations may only occur within a post or page - never on the 
front/landing page of your website.   

  

CLICK HERE 
Do not use the words “Click here”; instead, keep it simple by using descriptive hyperlinked 
text. Blue text below indicates that the affected text is linked:   

• Register before Dec. 1 (not “click here to register”)  
• Schedule of Events (not “click here to see a schedule of events.”) 
• Learn more (not “click here for more information”) 



• External web addresses should be identified as such (i.e. Learn more at unwsp.edu) 
• Unless required by the URL, avoid the “www” when displaying a web address (“unwsp.edu” not 

“www.unwsp.edu”)  

  

DOCUMENTS   
 It is best to avoid posting documents as content pieces. On occasion this may be necessary 
(Drive-thru Difference, registration forms, etc). Never post “Office” format documents (DOCX, 
DOC, XLS, PUB etc.); always post as a PDF.   

  

  

PROPER LAYOUT  
Never attempt to change the font or default paragraph behavior on a post. Consistency is key. 
Every time we change a way content is displayed, our user needs to spend a little extra time 
discovering how our site works. Let’s get out of their way.   

  

  

A FEW TERMS WE USE AND HOW TO DISPLAY THEM  
Correct (and incorrect)   

• PrayerWorks! (Prayer Works, Prayerworks) 
• Drive-thru Difference (Drive-Thru Difference, Drive Through Difference, DTD)  
• Life 101.9 (LIFE 101.9, Life 101, Life 1019, Life101.9)  
• KNWS (Knws, knws)  
• Faith Radio (FaithRadio)  
• pre-sale - lower case with hyphen (Pre-Sale, Pre sale, pre-Sale...)  
• Bible (bible)  
• Share, Pre-Share (share, pre-share, Pre-share, preshare, pre share, etc.)  

  

  

OVERARCHING BEST PRACTICES   

• Limit usage of en-dashes, ellipses, and other long parenthetical sentences  
• Write in the present tense, avoiding such words as “new”, “upcoming”, “next/this/last year”, etc.   
• Never use the term “So-and-so thinks”; we know what someone said, not what they thought.   
• Before publishing, read what you’ve written out loud. This is a great way to catch errors.  
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