
Jeff Meyers – Writing Samples

Here is a varied collection of writing samples. 

In my more recent role as a Director, my focus switched more to primary content editor and 
message development through the team from a strategy perspective and I took on more of 
the role of an an editor. 

I continued to write as opportunities presented themselves and I write quite a bit outside of 
work content primarily for volunteer work and my personal projects.

Headline: 
Five things to know about COVID-19 vaccines

Lead:
OhioHealth’s medical director of infectious diseases shares five accurate things you need to know about 
COVID-19 vaccines.

Story: 
9/xx/21 - Last week, Dr. Joseph Gastaldo, the medical director of infectious diseases with OhioHealth, joined 
Nationwiders for another update on the COVID-19 pandemic. 

During the conversation, he shared insights on the current variants of the coronavirus, vaccine myths and 
realities, and what the FDA is recommending for booster vaccines.

Here are five things you might not know about COVID-19 vaccines, with links to the relevant portion of Dr. 
Gastaldo’s presentation:

1. Vaccines have been in use for 100 years, and in that long history,  a vaccine has never had a toxic 
reaction after the six-week mark

2. We will likely have access to pediatric vaccines toward the end of the year, and no later than January
2022

3. While immunity wanes over time after getting a COVID vaccine, ,T-cell immunity as a result of the 
vaccine lasts for a long time which would prevent severe illness and death 

4. It’s safe to get the flu shot and the COVID vaccine at the same time. (Nationwide will be offering flu
shot clinics at our main campus locations soon!)

5. Since Pfizer, Moderna and Johnson & Johnson vaccine trials are conducted separately, the CDC will
likely recommend you stick with the same manufacturer when booster vaccines are available. (Right
now, a third dose is recommended for those who are immunocompromised). 

Another important fact that bears repeating is that you should you get the COVID-19 vaccine even if you have 
had an illness. 

Your degree of immunity is variable after infection, and variants of the virus can make that immunity weaker. A 
vaccine provides solid protection against severe illness and death.

Dr. Gastaldo has been practicing medicine for 21 years, and is board certified in infectious diseases with the 
American Board of Internal Medicine. He has been a great partner to Nationwide, providing regular updates to 
help us navigate this pandemic when understanding changes so quickly. 



You can watch the full broadcast replay, including a Q&A session from Human Resources leadership, any time. 
We encourage you to take advantage of this great information so you can make informed decisions for you and 
your families.

News Story:
Nationwide responds to Ida

Lead:
When Ida hit Louisiana this weekend with wind speeds up to 150 miles per hour, torrential rains and strong 
storm surge, Nationwide stood ready to respond.

Story:
8/31/21 – Exactly 16 years to the day and 40 miles from where Katrina made landfall, Ida hit Louisiana this 
weekend with wind speeds up to 150 miles per hour, torrential rains and strong storm surge. Nationwide stood 
ready to respond. 

Long before any potential catastrophic event occurs, Nationwide helps customers prepare for the storm and 
gathers its own resources to respond to customer needs when they need us most.

This year, we increased our social media outreach which helps us support customers throughout the storm. 
Through those channels, we shared safety and readiness content (Link to graphic) in targeted areas likely to be 
affected.

Since Ida made landfall, we shifted from preparedness to helping customers connect with us so they can easily 
start their claims (link to claims video). 

Finally, through ongoing assessment, our recovery efforts continue as we provide information on where our 
Mobile Response Units (MRUs) will be stationed to provide help with needed supplies and important fraud 
avoidance information.

Each event is different and creates a unique set of challenges we must overcome to provide our customers with 
the extraordinary care they need in these difficult times. 

We hope all affected associates, their families and friends are safe and they can begin their claims online or by 
calling our 24-hour claims hotline at 1-800-421-3535. 

Stay tuned to InSide for Ida updates as they are made available.  



AAE Host Search 2021 – Promotional Text

Email:
AAE Host Search - 2021
Are you a storyteller? Have you ever thought what it might be like to be a host or reporter on a show like Good 
Morning America or The Today Show? Do you have the kind of energy and professionalism it takes to talk to 
your fellow associates and help share their stories?

If so, you might be just the person we’re looking for to help with this year’s All Associate Experience on August 
5, 2021.

We’re looking for some talented associates to work as field reporters and co-hosts for this year’s event. If 
selected, you’ll work with our production team to help share associate stories with all Nationwiders during the 
program.  

Interested? Just head to the AAE Host Search 2021 page ((LINK)), read the submission terms, complete the 
online form and provide a clear video recording of your best reporting work by July 1, 2021. 

We know everyone doesn’t have formal reporting background, so make your submission a story about you and 
why you want to be an AAE reporter!

Show us what you’ve got and help make this year’s AAE a memorable experience.

Have questions? Sent them to Jeff Meyers, Director, Creative Services at: jeff.meyers@Nationwide.com

YAMMER:

AAE Host Search - 2021
Are you a storyteller? Have you ever thought what it might be like to be a host or reporter on a show like Good 
Morning America or The Today Show? Do you have the kind of energy and professionalism it takes to talk to 
your fellow associates and help share their stories?

If so, you might be just the person we’re looking for to help with this year’s All Associate Experience on August 
5, 2021.

We’re looking for some talented associates to work as field reporters and co-hosts for this year’s event. If 
selected, you’ll work with our production team to help share associate stories with all Nationwiders during the 
program.  

Interested? Just head to the AAE Host Search 2021 page ((LINK)), read the submission terms, complete the 
online form and provide a clear video recording of your best reporting work by July 1, 2021. 

We know everyone doesn’t have formal reporting background, so make your submission a story about you and 
why you want to be an AAE reporter!
Show us what you’ve got and help make this year’s AAE a memorable experience.

Have questions? Sent them to Jeff Meyers, Director, Creative Services at: jeff.meyers@Nationwide.com

DIGITAL BOARDS:

AAE Host Search - 2021

mailto:jeff.meyers@Nationwide.com


Are you a storyteller?
We’re looking for some talented associates to work as field reporters and co-hosts for this year’s event. 
Interested? Think you have what it takes? Complete your submission by July 1, 2021!

See InSide for details.



Informational Write-up

Becoming the Carrier of Choice for Agents and Members

Nationwide wants to be the trusted experts that consumers and businesses turn to for growing and protecting 
their financial well-being. By leveraging our competitive advantages of mutuality, diverse portfolio and 
relationships, we’re uniquely positioned to deliver integrated solutions to consumers that want a broad, enduring 
relationship with their financial services company.  

But selling integrated solutions requires us to rethink how we go to market.

“Selling insurance and financial solutions requires a diverse portfolio of business and personal solutions, which 
Nationwide has,” commented Amy Shore, president, P&C Sales and Distribution. “It also requires distribution 
partners with diverse product offerings to reach the guidance hunters who desire integrated solutions.”

To do that, we are:
 Helping our agents diversify the products they sell to better respond to changing consumer and industry 

trends
 Initiating sales incentive programs to emphasize commercial and financial services growth
 Sharing our full portfolio of products to independent agents and providing them with full access to the 

Nationwide brand
 Continuing to evolve our Sales and Distribution structure and approach to fully realize the benefits of 

working as One Nationwide

The effort to integrate and innovate has not only contributed to Nationwide’s ability to optimize our sales 
approach, but has helped to reduce overall expenses.

Building a unified sales team

This year, Nationwide Direct and Nationwide Brokerage Solutions (NBS) joined field sales, staff sales and 
Nationwide National Partners (NNP) as part of P&C Sales & Distribution. As an industry, 71 percent of personal
lines policies are written by direct, while only 26 percent of commercial lines policies are sold this way. By 
expanding our field agents’ focus on commercial lines and financial services, enhancing our direct commercial 
lines and optimizing our direct personal lines capabilities, Nationwide can maximize all three channels.

“The ability to focus our field and direct agents, as well as our brokerage and national partners, on collectively 
solving problems for our members is a game changer for Nationwide,” said Shore.  “No competitor offers the 
product or distribution choices we do.”

Our Unified Sales Journey (timeline graphic)

2014
Nationwide announces a move to one brand and one company by 2020

2015
1. 13 independent and exclusive operations are co-located into six regional offices
2. Multi-channel regions, servicing independent and exclusive agents 
3. Introduced Commercial Market Choice

2016



1. Unified sales approach (USA) is introduced to field sales to create a consistent Nationwide 
experience for our agents

2. Nationwide National Partners (NNP), P&C Staff Sales and Field Sales become one team
3. Changed compensation structure to emphasize commercial and financial services growth

2017
6. Nationwide Sales Solutions (Direct) and Nationwide Brokerage Solutions join P&C Sales and 

Distribution
7. Salesforce becomes the shared relationship management tool to enable cross channel information 

sharing and reporting
8. Launched a One Nationwide P&C sales culture
9. Continue the implementation of channel-neutral sales roles 
10. Introduced Partner Choice
11. Adoption of Sales Force



Informational Write-up – Content Development Plan

Getting your story on InSide

Our goal

InSide is the associate’s one-stop shop for news and information. We develop and share timely, relevant, 
Corporate-level messaging aimed at the broadest possible associate audience that is easily accessible and 
digestible so that they are well informed and better able to do their jobs.

Our content

The editorial team in Corporate Communications (CORPCOMM) is responsible for developing and maintaining 
the following:

4. News content/links on the InSide home page
5. Breaking News – as needed

Some things to remember:

4. We post chronologically, moving items through the story listings as new pieces go live
5. We archive the stories online for future use
6. Because we post stories as they come in, news items may move through the listings quickly
7. We can “update” published stories with new information as it develops

Our process

If you need a story written…

 Submit all story requests by completing the CIC Project Intake Request Form, found on Sites A to Z
 The earlier you involve the content team, the more we can help
 The editor reviews the request and assigns a writer, designer or others as needed
 The writer then works with the content owner/client manager to pull the story together and post the story
 If you aren’t already, you should be working with a client manager in CORPCOMM assigned to your 

business unit for message development and coordination

If you have a story draft or approved content…

12. Writing for the intranet or other electronic media is a little different than writing for print
13. Readers like to scan for information, and we follow established Web writing guidelines
14. Include your story draft as part of the CIC Project Intake Request Form
15. The editor reviews all content and either edits the story or assigns a writer to edit the story to make 

sure it’s Web ready and formatted properly to fit our space
16. This may require that we alter even “approved” content
17. We return the piece to you for review and approval, then work to post the story

What makes a news story?

Our news format gives us the flexibility to post information in a number of places on InSide. Working with a 
CORPCOMM client manager and the editorial team will help ensure your information is developed and posted 



properly and in a timely manner. If you have information that doesn't fit these guidelines, that information is 
better suited for another option.

We post stories on the homepage aimed at the majority of associates across the organization. They reflect 
substantial, corporate-level information related to our operations, or significant events or trends in our industry, 
and our involvement as a company. Our news stories rotate regularly to keep information fresh. Our goal is to 
post stories as news happens.

Each news story requires:

 A photo or graphic that must be good quality: 
o Images will be adjusted as need by our designers

 When providing a photo:
 Keep the focus toward the center
 Use the rule of thirds
 Know that we use a template that is roughly 16:9 with a “safe area” that is about

4:3
 Anything outside of the 4:3 area may be cropped depending on the user’s screen

size (desktop, tablet, phone, etc.)
 Optimum resolution is 788x452 px

 Because of the various requirements, our preference is to have the designers on the 
editorial team create all graphics

 A descriptive and engaging headline 
o Sentence capitalization
o 55 characters or less (including spaces)

 A dateline
 A location identifier (e.g. Columbus, OH)
 Lead-in text* 

o 200 characters or less (including spaces and the date in this format: xx-xx-xx)
 The story (written using brand standards and Web best practices)
 A news-based focus and supporting source information
 A by-line (which will include an e-mail link to the writer)

*The editorial staff reserves the right to edit content to fit format and site specs. They may also edit to clarify 
messaging for the web space and the audience.

Using different media on InSide

Like the Internet, we can post all sorts of information in various formats including audio and video files.

Good uses for multimedia include:

 Brief presentations
 Interviews
 Records of events

To include multimedia elements in your communications:

 Include the request on the CIC Project Intake Request Form
 Make sure it supports or enhances a business need or existing story
 If you are providing the finished piece:



o Make sure the piece is produced to meet our technical requirements 
o Ensure that the content meets brand standards
o Make sure you use approved content that you have rights to 
o We need at least one day notice to post a completed video

 If you need video created, we need advanced notice for planning and production time suitable to the 
complexity of the project 

Provided video files need to be:

 MP4 format
 90 seconds or less in length

Other intranet benefits

The intranet allows us to do things we can’t do in the print universe. As you develop your communications, think
of how to maximize its use to get your messaging through effectively.

Think about:

 Linking your story to other sites or pages for additional information
 Using multimedia features
 Soliciting feedback
 Responding to questions
 Monitoring the effectiveness of your message and how you present it
 Updating your content as you need to
 Expanding readership by linking to Yammer

Intranet Content Standards

The key to writing for the web is brevity and good basic writing skills. Correct spelling, proper grammar and 
relevant content are critical to the credibility of any written piece. 

Studies show most people scan online information. The want to go in, get what they want and move on. The way
you develop your message is critical. Through various searches and links, one reader may access your 
information one way, while another comes to it from an entirely different direction. There’s no guarantee that a 
reader who starts with your home page will move page by page or link by link through the site. In fact, it’s 
highly unlikely.  Your message must be easy to find and easy to absorb with a clear call to action.

Content for InSide reflects general best practices for Web writing and our brand voice standards.

Your content should:

 Mean something to associates 
Always ask yourself, “Will associates care? Why?” You need to make an immediate connection with 
associates and show them the value of your message. Making the message relevant to them shows we 
recognize the value of their time and it underscores the credibility of the intranet as an effective way to 
communicate.

 Talk directly to the associate 
Use “you” to draw the associate into the content. When possible, build it (imply it) into the headline or 
first line of the text to make an immediate connection with the associate. A headline that starts with 
“Nationwide introduces (offers, announces, sponsors, etc.)” is quickly seen as “corporate speak” and can
turn associates off.



 Be conversational and informal 
Contractions and simple words help make your message more inviting, as if you’re talking to them in 
person. Associates are tired of “corporate speak” and find casual writing engaging and refreshing. 
Always use an active voice rather than a passive one.

 Include the associate’s perspective 
Try to include a personal story or quote from someone who represents your audience. This adds life to 
your message, making it real to associates and provides credibility.

 Be natural…not mechanical 
When you include links, make the links easy to understand and easy to follow. Don’t use “Click here.” 
Work your links into the content to provide better descriptions like, “View the newly revised Key Facts 
brochure.”

 Use headlines that are concise and descriptive 
The headline needs to grab the readers’ attention and provide a good idea of what’s coming. Write them 
in the present or future tense and keep them to 550 characters or less - including spaces to properly fit 
our standards and format.

 Be easy to scan 
Use subheads, bullets and numbered lists to make your content easy to scan. It’s easier for associates to 
see the highlights because it builds in white space. The white space makes the text stand out more and 
look more approachable. Think about using sidebars to pull out interesting details and to break up the 
text.

 Show the critical information first 
Don’t make the reader scroll around to find the information you want them to have. Show the important 
stuff first. 

 Include a strong call to action 
Give all your messaging a call to action. Whether it’s telling them to talk to their managers or taking 
them to another web site, this step makes your content actionable and reinforces its purpose. 

 Have the brand in mind 
Everything we do should support and strengthen our brand. Our brand voice is informal, conversational, 
engaging and easy to understand. We avoid jargon and made up words and unnecessary technical terms 
that only serve to cloud the message. Communicate to associates as equals. Avoid words like “should” or
“must.” Look for opportunities to make reading fun and interesting for associates without distracting 
them, and they’ll thank you for it.

Article Submission Checklist for InSide Online

Refer to this list to ensure that your content is complete and ready to post.

My InSide News Story: 
____ was proofread according to the attached guidelines by the writer and editor 
____ is final and approved by the appropriate reviewers 
____ has gone through the appropriate legal and/or technical review (URBO) 
____ has gone through one peer review 
____ includes an effective headline (55 characters or less with spaces) 
____ includes the appropriate lead-in text (200 characters or less with spaces and date) 
____ has the correct titles and name spellings and verified for accuracy
____ includes a date line 
____ includes verified quotes and approvals from quote sources 
____ includes captions for photos, and individuals in the photos are correctly identified 
____ includes all pertinent files (text, photos, graphics, etc.) - sent as one submission 
____ includes clearly identified links and specific locations (URLs) identified 
____ includes links that were checked and are active 
____ (if linking to a document) includes the file size and type (i.e. 34k PDF) 
____ means something to associates 



____ is conversational and informal 
____ puts the important information first 
____ is easily scanned (includes subheads, bullets or lists) 
____ contains an effective call to action 
____ uses brand voice effectively 

Proofreading Guidelines for InSide content:

Proofreading is not a formality but a necessity. It is critical that we review all content carefully and thoroughly 
prior to posting. 

Proofreading can take one of three forms:

 Comparison proofreading—checking one text against another to make sure they are identical
 Format proofreading—reviewing the content to ensure that headers, photo captions and paragraphs 

layout according our standards
 Content proofreading—reviewing content for grammar, style and punctuation.

Writers and editors should:

 Check and verify all dates
 Check comma use
 Check for typos and words missed by standard spell checkers
 Check the footers
 Check the bullets to make sure they hang and align properly
 Check for boldface and italics
 Check all attributions
 Check for proper indentation throughout
 Check that lead content is consistent with body content
 Spell out numbers in headlines
 Make sure numbering in lists is accurate
 Sentences begin with capital letters
 Sentences have correct ending punctuation
 Sentences are complete
 Quotation marks are used correctly
 Apostrophes are used correctly
 Eliminate all unnecessary words, phrases or sentences
 Use of common homonyms (there, their, they're; to, too, two; your, you're) is correct
 Check that verb tenses are correct
 Subjects and predicates agree
 Pronouns agree with the nouns they replace
 Proper nouns and adjectives are capitalized
 Colons are used correctly
 Semi-colons are used correctly
 Italics are correct
 Parentheses are correct
 Dashes are correct

Other tips:

 Consider reading a document from back to front
 Try reading the content out loud



* Refer to the Intranet Brand Standards document for photo specs. You can access this document through Brand 
Source. Also, please let the CIC team know if you have special photography or graphic needs.



Angie’s List Article 

“Confessions of an Electrician”

Here are just a few things every homeowner should know before hiring an electrician. For our answers we went 
straight to the source and randomly chose on of our top rated electricians from the List.

John Dyer - Bell Electric Company, Inc.

After being laid off from a warehouse job some 28 years ago, John Dyer began to train as an electrician’s 
apprentice. While the Bell Electric Company, Inc. has been flourishing in the Columbus area for over 30 years, 
John became the owner operator 10 years ago.

L/B/I: Licensed, bonded and insured. What’s the deal with that?

“Being licensed means I’m legally allowed to do the work I do. I am required to be licensed by the State of Ohio
and most municipalities in the area. Being bonded means there is coverage under the bond, for a certain dollar 
amount, should something go wrong or a mistake is made on the job. Having insurance protects me, my workers 
and our customers.”

Do you know of any horror stories where someone didn’t use a qualified, (experience and/or licensed, 
bonded, insured) electrician?

John indicated that it is sometimes hard to tell what an unqualified person has done, especially if that work 
results in something like a fire, which can ultimately cost the homeowner far more than the cost to repair the 
home. 

“If there is anything, any sort of repair that when it’s done wrong it has the potential to kill you, it’s work done 
on either your gas or electric systems. Unless you are working with a qualified and licensed service provider, no 
one should be doing anything to those systems beyond general, basic maintenance. 

What services should I expect when hiring an electrician?

A qualified electrician should be able to provide services related to almost any wired system in your home or 
business. That would include, phone, cable, electric systems and so on. You will want to call around to make 
sure to find an electrician who is familiar with and capable of doing the work you need done.

What services are not included when hiring an electrician?

“We get a lot of calls do to work on heating and air cooling systems. While we will do baseboard electric 
heating, or similar units, we don’t generally work on forced air systems.”
A qualified contractor should handle general maintenance, up keep, repair or replacement of heating and air 
conditioning systems.

What are two things you wish all your customers knew or understood about what you do (the service you 
provide)?

“I wish people would take the time to learn a little bit more about their electrical systems, at least learn the 
basics. They should know to have them checked regularly and know what it takes to maintain their system.”

“Another thing is communication. The best time to call us is when you first notice something happening, not 
when the something you noticed grows into a bigger problem. When you have a problem, be able to describe it 
as best as you can so that we can help figure out what’s wrong, and how to best help you.” 



What’s the funniest/oddest thing you’ve ever dealt with when on the job?

“I see a lot of homemade light fixtures which are pretty scary. It seems people will do almost anything to save a 
buck. I’ve seen light sockets attached to wood where the bulb is wrapped in foil. I’ve seen pennies shove into 
fuse boxes to keep the fuse from blowing. Scary stuff.”

What should I always ask before hiring an electrician?

“You always need to know if the work you are going to have done is going to be the thing that is guaranteed to 
solve your problem. You’ll also want to check their information like copies of their licenses, insurance 
certificates and references to make sure they are professionals.”

What will an electrician need to ask me?

“Have you had any work done recently? What are the symptoms of the problem you seem to be having? Then be
ready to provide as many details as you can.

What’s your favorite tool? Why?

“My speedy Kline off-set screwdriver. An electrician has to remove a lot of screws. This screw driver helps me 
take things apart faster without getting as tired as a regular screwdriver.” 
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