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Introduction
The Regional Delegation of the American Red Cross
in Latin America and the Caribbean works to ensure
effective documentation of our programing in the
region and to ensure that we communicate our key

The guide focuses on 4 specfic categories of

messages across different audiences.

materials and reflect a few that are frequently used by

materials: fact sheets, human-interest stories,
case studies and newsletters. These are only some
of the options that can be used for communications
regional delegations.

To this end, the communications team has developed
a support guide that sets out some of the suggest-

The materials outlined in this guide are meant for

ed formats for materials produced by the regional

external audiences at various levels, as further

delegations and National Societies. The materials

detailed in each individual description. It is important

and links provided with this support guide follow

to note that the templates can be further adjusted to

the branding standards set out by American Red

the individual needs of each communications piece or

Cross headquarters and look to standardize the

campaign and are meant as a guideline only.

types of documents that are produced across the
region. This, to ensure that our brand is strengthened
and recognized at every level - local, national, regional
and international.
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Fact Sheet
A fact sheet is meant to summarize simple data and
present it in a concise and easily readable way.
Fact sheets should be standardized and have a
user-friendly layout, highlighting the most pertinent
information through visually appealing details.
In the case of the Amcross LAC Unit, fact sheets are
useful for illustrating our programming and the
main aspects and achievements of each project.
These are meant for an external audience, to allow
anyone to gain a quick understanding of what we do
in a given region or country.
It is important to produce annually updated fact
sheets, in order to ensure that we have simple and
concise material to share with interested stakeholders
and partners. These can also be used as brochures or
hand-outs.

		
		

Target
Audience
• Current and potential donors
• Governments
• RC Movement

		 Tips for Writing a
		
Fact Sheet
• Use clear titles and include all pertinent logos
• Include numbers and achievements of a given
project/program
• Use simple language and an easy-to-read layout
• Limit text to a maximum of 100 words per
paragraph
• Do not include abbreviations or jargon
• Use graphics when possible, instead of heavy text
• Include contact information and relevant networks
• Limit to a one-page single or double-sided

		
		
		 Media
•
•

Digital or print
One page, single or double-sided

Purpose
Provide the reader with an
easy-to-read summary describing a project and/or program

Frequency
• Annual
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Fact Sheet Sample
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Fact Sheet Template
CLICK HERE TO DOWNLOAD TEMPLATE
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Human-Interest Story
A human-interest story is a feature that discusses a
person or people in an emotional way. It presents
people and their problems, concerns, or achievements in a way that brings about interest, sympathy or
motivation in the reader or viewer.
For the Amcross LAC Unit, human-interest stories are
important in order to relate the reader to real people
we work with in the field. Through these, we can
share field stories from each one of our projects and
share them with our current and potential donors, but
also with other actors, such as the public in general –
to continue reinforcing our brand in the region.
Sharing high-quality compelling material about the
people that we serve is a way to connect the audience to the communities that we work with. It is also
an excelling fundraising tool.

		
		 Tips for Creating a
		
Human-Interest Story
• Answer the following five questions: When?
Why? Where? What? How?
• Try to include a before and after to the story.
• Include a central theme – why are you writing
about this (or filming it)?
• Make sure you have the following: name(s),
community and country, project the person is involved
with, age and gender if relevant.
• Link the story to specific project/program actions.
• Support the story through visual components,
such as photos or videos.
		
		
		

		
		

Target
Audience
• Current and potential donors
• RC Movement
• General public
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•
•
•
•

Media

Digital or print article
Video footage
Photo report
Radio story

Purpose
Spread our key messaging, aid
in fundraising efforts and work
as a motivational tool.

Frequency
• Monthly (minimum)

Using Different Media
There are many different ways to present human-in-

Photo Report

terest stories. In order to determine which is the best

Another way to communicate a human-interest story

for you, ask yourself the following questions:

is through a photo report. Did you go in the field and
get some really great photos? Then use them! This a

• Who is your audience?

less time-consuming way to share a story and often

• What resources do you have - time, money,

more effective. The digital attention span is very low,

staff?

and scrolling through photos with short captions can

• How will you disseminate the material?

be easier and more fun for a reader.

Once you have thought about these questions, it will

There are a couple of things to keep in mind when put-

be easier to identify the best option for your needs

ting together your photo report. Try to look for com-

and resources. Let´s take a closer look at what you

pelling photos and close-ups. Once again, you will

will need and how to use each of the resources men-

need to keep your photo release forms on file. Make

tioned in this section. Please note that you are not lim-

sure to include a caption with each photo - you can

ited to using these options - there are always new and

even add a quote if you can, these should not be lon-

creative ways to communicate human-interest stories.

ger then 100 words total.

Written Story - Blog vs. Article

Click here to access the Photo Guide Folder

There are two main ways to present a written humaninterest story: by writing an article or a blog. An ar-

Video

ticle is usually more formal, reflecting a report-like

Today, video is probably the most dynamic way to

style (for example, a newspaper article). A blog, on

present information. It is also a great way to share

the other hand, is written from your own perspective

information with local communities. But be careful!

and experience.

Making videos can be time-consuming and heavy on
the use of technology and software - so make sure

There are certain rules that apply to both. Because it

you have the time and resources to get your foot-

is likely that you are writing to post this online, keep

age edited after you have taken it.

the article or blog short - between 300-500 words.
Make sure to include the most important information

Here are some tips when putting together your video.

first and thus peak the interest of your reader. You

Keep it no longer than 3 mintues - otherwise you

should also include at least one great photo go with

will lose your viewers´ attention. When inlcuding inter-

your post. Click here to download photo release form.

views, include their name (if permitted) and relation to
the project. Keep your videos dynamic by switching
between frames and content!
Click here to access the Video Guide Folder
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Written Sample

Want to read the full story? Click here
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Written Story Template
CLICK HERE TO DOWNLOAD TEMPLATE
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Photo Report Sample

Want to read the full report? Click here
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Photo Report Template
CLICK HERE TO DOWNLOAD TEMPLATE
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Case Study
The main purpose of a case study is to share
knowledge obtained from project implementation.
Unlike a lessons learned document, case studies are
more detailed and more engaging to an external
reader. They are meant to ensure comprehension
for external audiences, who may not have in-depth
knowledge of the project or initiative.
In the case of the Amcross LAC Unit, case studies
are useful in sharing specific experiences of the
National Societies or Amcross regional teams during implementation. They can provide the reader with
knowledge that was obtained and a higher level of
detail than, for example, a human-interest story. At the
same time, the information is presented in a more
engaging way than a report; therefore the reader
has an easier time interacting with it.
Case studies can be the follow-up to a human-interest
story from the field. For example, if you report on a
great story and see that there is program knowledge
that is important to share with an external audience,
you can go in more depth and write a case study.

Target
Audience
• Amcross and NS Staff
• RC Movement
• Peer organizations
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Tips for Writing a
Case Study

• Background: describe context around the project
• Project: write a simple summary of the project
and/or specific actions taken within a community
• Results: how does the project/action impact
communities where it is carried out?
• Lessons learned: what went well, what had to be
changed to achieve project goals?
• Looking forward: how is this project / action
sustainable?
• Include visual aid, such as photographs,
infographics, charts, graphs, etc.

		
		 Media
•
•

Digital or print
Two to six page document

Purpose
Share knowledge acquired
through a specific project with
a wider audience.

Frequency
• Ad-hoc

Case Study Sample

Want to read the full case study? Click here
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Case Study Template
CLICK HERE TO DOWNLOAD TEMPLATE
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Newsletter
Newsletters are used to share recent and most
important news with a given audience, often
members of a society, organization or business. It is
also intended for sharing upcoming events and activities,
specific campaigns, and key messaging.
For the Amcross LAC Unit, newsletters can be helpful
in reporting on monthly or quarterly activities in a
user-friendly manner, and sharing messages through
easy-to-read material. When appropriate, newsletters
can include invitations to events or activities, as
well as key messaging, for example on resilience.
They are also meant to compile the materials outlined
previously in one place and share these with our audiences.
It is useful to include links to external sources in
your newsletters. For example, if you would like to
share a video or a case study, all you need to do is
include a summary or description of the document
and then inlcude a link to where this document can
be accessed.

Target
Audience
• Current donors
• Facebook followers
• Peer organizations

		

		

Tips for Writing a
Newsletter

• Share valuable and exclusive information that will
engage your audience
• Keep each item short and concise, provide links
to longer articles if necessary
• Use clean and compelling design in line with our
brand
• Include visuals, such as photographs or icons to
highlight your messages
• Utilize call-to-action to engage your audience
• Link the newsletter to social media and external
resources

		
		 Media
•
•
•

Digital or print
One or two-page, double-sided
Published online and on social media

Purpose
Inform the audience about past
and upcoming activities; share
key messages.

Frequency
• Quarterly
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Newsletter Sample
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Newsletter Template
CLICK HERE TO DOWNLOAD TEMPLATE
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