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By KEITH LAWRENCE

iSTOCK/THINKSTOCK

How Duke University’s
syndicated op-ed service
gains media attention

for its faculty members
and raises the institution’s
profile far beyond its North
Carolina home

My fellow communicators, please raise your
hand if you’ve experienced the following:

A faculty member emails you late in the
day. “I've just written this very important
op-ed article. It’s a little long. Can you help
me get it placed in tomorrow’s New York
Times?

“Or The Washington Post? Or The Wall
Street Journal?”

I’m guessing a few hands just shot skyward.
When Duke University’s Office of News
and Communications received such requests

a decade ago, our response generally was,
“Yes, it would be great if 7he New York
Times would run your piece. However, The
Times gets hundreds of op-ed submissions
daily, so your chances of being published are
slim.” (Like winning the Powerball jackpot, we
would think but never say.)

We would also explain that it could take a
few days to hear back from 7he Times’ op-ed
page editors, which means if they say no,
your piece may no longer be timely.

“Yes, I understand, but I still want it in 7he
Times,” professors occasionally insisted.
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