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 We are the university’s representative to local, regional, national and international 
media organizations. 

 We work across the university with our communications partners — and our 
colleagues at the Cornell Chronicle — to share research, expertise and ideas with 
print, broadcast and digital media.

 We are a bridge between the news media (editors, reporters and producers) and 
faculty experts.



 An Op-Ed is one of 3 basic columns that appear on the opinion pages of most 
newspapers and online media:

 Editorials – Editorials are written by staff and state the official opinion of that 
media outlet. 

 Letters to editor – The letters section is set aside for readers to state brief 
opinions, or react to news articles, editorials or other opinion columns that already 
have been published. Letters are short, usually 100 to 150 words.

 Op-Eds – Op-Eds are opinion columns that introduce new perspectives and 
viewpoints to a topic that editors feel are important to their readers.  They’re also 
longer, usually 600 to 750 words – sometimes more. Most op-eds on a particular 
page are written by that publication’s in-house or syndicated columnists, and a 
handful are submissions by unaffiliated writers (such as you). They are a writer’s 
opportunity to make a point, introduce a new idea — express an interesting 
opinion. 
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 With the right ingredients, an op-ed can stand out.
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 Effective op-eds succinctly present the crux of an argument in 2-4 sentences early 
in the piece. You can think of it as a thesis statement. Some editors refer to it by the 
journalistic term: “nut graf.”

 A “nut graf” clearly demonstrates what is new, counterintuitive, interesting or 
different about your argument or idea. It gives readers a clear sense of what they’re 
getting by reading your piece. Everything that follows should serve to bolster your 
thesis.
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But to date, there has been very little interest in real change from the highest levels of 
political leadership. Through executive order, the president has issued modest police 
reforms, and congressional legislation has already stalled. To create lasting change in 
the United States, we must do more than reform the police. We must reconcile with our 
history — with race and with racism. And to do that, there is no better model to guide us 
than South Africa’s.

The killings of George Floyd, Ahmaud Arbery, Breonna Taylor and Rayshard Brooks are 
the latest in a continuing pattern of violence inflicted by state agents and citizens, mostly 
white, against Americans of African descent. Their deaths have stoked strong 
denunciations and calls for justice and change, to do something, anything, to put an end to 
such incidents.

https://www.washingtonpost.com/politics/courts_law/a-look-at-trumps-executive-order-to-improve-policing/2020/06/16/2d4091f4-b01a-11ea-98b5-279a6479a1e4_story.html?itid=lk_inline_manual_6


As the national debate over immigration swirls on, we are at risk of losing sight of that 
foundational ideal. On America's campuses, a tightening net of government 
regulations is increasingly excluding some of the young minds our country needs 
most -- a trend that endangers our ability as a nation to innovate and compete.





 Establishing a clear, succinct and accessible headline can help give an op-ed 
direction and focus.

 Avoid broad academic titles that leave the reader wondering what your message is. 

Example:

Avoid: Reforming presidential elections for fairness, equity and 
inclusion 

Try this: It’s time to throw out the Electoral College. Here’s why.



Examples…





 Editors are always seeking content on the news of the week, day, even hour. 
Having a timely news peg can be one tool to grab an editor’s attention.







 Don’t be afraid to raise eyebrows, then back your argument. 
Editors like counterintuitive.





KNOW YOUR 
TARGET OUTLET

 Opinion pages foster ongoing 
conversations. Some op-eds appeal to 
editors because they challenge, or 
advance, prior arguments already 
published. 





Out of this inertia and worried about interrupting economic recovery 
prematurely, the Fed has dismissed concerns about rising inflation, pointing 
instead to its transitory nature. This is in line with a chorus of opinions exalting 
the benefits of inflation. As a former managing director of Blackrock put it, 
“many Americans, particularly the less wealthy, actually stand to benefit from 
higher levels of inflation.” The intuition is that wages have risen steadily during 
the pandemic and inflation erodes the value of household debt, improving the 
purchasing power of salaried workers and reducing their debt burden.

https://www.reuters.com/business/why-fed-chair-powell-still-thinks-high-inflation-is-temporary-2021-08-27/
https://fortune.com/2021/07/15/inflation-biden-economy-fed-debt-investments/


 Personal, emotionally driven op-eds can make compelling, impactful pieces, 
especially when academic research and expertise are pulled in to back them up.



DO YOU WANT TO 
WRITE AN OP-ED 
BASED ON NEW 

RESEARCH?

That’s great! Now think about your 
argument. 







 Are you trying to reach a national audience? A state-wide audience? A regional 
audience? A targeted audience of environmentalists, academics, scientists, or 
higher ed professionals?



And more…







 Media Relations can advise on op-ed ideas, drafts, headlines, nut grafs, or pitches.

 When op-eds show high media potential, Media Relations can pitch op-eds for 
faculty.

 In the event that Media Relations pitches a faculty op-ed, a four-step process is 
used: Media Relations staff will pitch an op-ed up to three times. If an op-ed is not 
accepted for publication in the media after three pitches, the op-ed can be posted 
on the University Medium site where it can be shared and promoted through social 
media.



 Jeff Tyson

 Media Relations Office

 jeff.tyson@cornell.edu
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