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Introduction

The following editorial guidelines have been developed for Spire Systems, in order to lend consistency to text
presentation in print and electronic communications.

The primary purpose of this guide is to address topics specific to Spire Systems that may not be adequately
covered in the standard published style guides, such as The Chicago Manual of Style (see below). In addition,
the guide summarizes some of the most frequently raised questions of style in order to offer a quick, but more
comprehensive, reference tool.

Questions of style, unlike many questions of grammar, usually do not have a “right” or “wrong” answer.
Instead, establishing a “preferred” style is helpful so that a consistent presentation can be maintained
throughout an array of materials that may be produced by many different individuals. Having a set of
predetermined guidelines can also save those individuals the time and energy required to develop their own
guidelines.

References and Sources

Style Guide

The Chicago Manual of Style (16th Edition)
Chicago: University of Chicago Press, 2003 or 2010.
Used for books, brochures, catalogs, reports, and websites. The 16th edition was published in 2010.

Dictionary

Merriam-Webster’s Online Dictionary
To be used as a quick reference guide.

Grammar Guide

The Elements of Style (4™ Edition)
William Strunk Jr. and E.B. White, Boston & New York: Allyn & Bacon/Longman, 2000.

Proper Names

Modules and Add-ons

Modules

Accounts Payable
Accounts Receivable
Accounts Reconciliation


http://www.chicagomanualofstyle.org/home.html
http://www.merriam-webster.com/
file://///QNAP/Marketing/Spire/Collateral/The%20Elements%20Of%20Style%20(Strunk,White-4th%20Edition).pdf

Bill of Materials
Communications
Customers
General Ledger
Inventory

Job Costing
Multi-Currency
Price Matrix
Point of Sale
Purchase History
Purchase Orders
Requisitions
Sales History
Sales Orders
Vendors

Add-ons

Payroll

Production Manager
Service Manager
User Defined Fields

Addresses, Provinces/States and Countries

1. Commas are used in text to set off individual elements in addresses and names of geographical places or
political divisions. The standard Canada Post abbreviation for a province or country should be used when
providing addresses primarily for the purpose of mailing or in citations. (Use only one space, not two,
between the province and the postal code.) Otherwise, states/provinces and countries should be spelled
outin full. Note that “D.C.” in running text is used with periods but “DC” in an address for mailing
purposes is used without periods.

Examples:
Please send all proofs to the editor at 25 Bentley Drive, New Brunswick, NJ 08901.

The plane landed in Nairobi, Kenya, that evening.
2. Whenreferring in general to a municipality, city, or province/state, the word “city”, “province” or “state” is
not capitalized when it precedes a place name, but when referring specifically to an official governmental

function/action of the municipality, city, province, or state, “city”, “province” or “state” is capitalized
when it precedes the place name.

Examples:
Visitors to the city of Surrey will notice new traffic lights on King George Blvd.

The Province of British Columbia is densely populated.



The City of Surrey approved a new housing program at the council meeting.

The State of New Jersey issued new guidelines for teen drivers.

Capitalization

1.

General Rule: Capitalize sparingly. Lowercase is preferred in modern usage.

Titles of Organizations: Capitalize the formal, full names of centers, bureaus, institutes, academic
departments, administrative offices, and other formal groups, such as boards or committees. Lowercase
shortened names or casual references. Always capitalize proper nouns in formal or casual references.

“The” as Part of the Title of an Organization: Lowercase “the” in front of all formal titles unless you know
that the organization insists on making the “the” a formal part of its title. Note that the word “the”
preceding a newspaper title is lowercased and not italicized. This is the case with all newspaper titles
regardless of whether the word “the” appears on the newspaper’s masthead.

Example: John is a reporter with the New York Times.

Academic Degrees: The preferred style is to spell out all degrees offered by the university: bachelor’s
degree instead of B.A. or B.S., master’s degree instead of M.A. or M.S., doctoral degree instead of Ph.D.,
medical degree instead of M.D. Use either doctorate or doctoral degree, never doctorate degree. Use
abbreviations if spelling out the degree is unwieldy or space is limited. Lowercase all academic degrees
except when using the abbreviations. Using the word “degree” after the title is strongly preferred for
clarity.

Example: bachelor’s degree, bachelor of arts degree, B.A. degree

Some degrees often drop periods in modern usage. If, for example, MBA is used in a publication, it is
preferable to drop the periods in other degrees mentioned.

Example: BA and MBA, but B.A. and M.B.A
Titles of Persons: Lowercase titles of persons unless the title is used as an honorific with a last name.
Example: the dean of students; professor of English Rachel Hadas, but Professor Hadas

Use titles and positions (do not include degrees) to identify and explain someone’s standing; a descriptive
title adds more context to your communication.

Examples: researcher and oceanographer Scott Glenn; endocrinologist and chief of endocrinology,
metabolism, and nutrition Louis Amorosa

Generally do not use honorifics (Mr., Mrs., Dr.). List someone’s full name on first reference and then use his
or her last name.



10.

11.

Example: Physicist Karin Rabe was elected to the American Academy of Arts and Sciences. Rabe’s research
focuses on the structure and properties of materials.

Academic Credentials: Generally avoid listing degrees after a person’s name (otherwise it can lead to
alphabet soup). However, you may spell out his or her degree or provide a description.

Example: Joseph A. Barone, who holds a doctor of pharmacy degree...; Maria L. SotoGreen, who holds a
medical degree...; Jacob I. Sage, a medical doctor who specializes in...

Ifitis essential to your communication to indicate doctoral designations, do so after the name by adding
“M.D.,” “Ph.D.,” etc. Do not add “Dr.” before the name.

Capitalize names of racial, linguistic, tribal, religious, and other human groups. Designations based on
color are usually lowercased.

Example: Caucasian, Dane, Hispanic, Latino, Catholic, black, white

Titles of Works: In titles, capitalize the first and last words and all nouns, pronouns, adjectives, verbs,
adverbs, and subordinate conjunctions. Lowercase articles, coordinate conjunctions, and prepositions
(no matter how long).

In hyphenated compounds in titles, always capitalize the first element. Subsequent elements are
capitalized unless they are articles, prepositions, or coordinating conjunctions, or if the first elementis a

prefix.

Example: Fifth-Century Art, Medium-Sized Schools, Non-Christian Mythology, but Outof-the-Way Places,
Re-creating the World, Anti-intellectual Pursuits

Geographical terms that are considered proper names are capitalized. Lowercase descriptive adjectives
that are not part of a recognized name.

Example: The North won the Civil War. The northern United States is quite cold in winter. The Pine Barrens
are in South Jersey.

Lowercase the four seasons: spring, summer, fall, winter.

Electronic Media

Use “spiresystems.com” when referring to the company web address, not www.spiresystems.com.

http:// (Hypertext Transfer Protocol) and www. (World Wide Web): Before deciding whether to include
“http://” and/or “www.” in web addresses in your copy, test the URL to see if you can open the desired
webpage without these components. Try to avoid using http:// and www. for webpages because it often is
not necessary to enter them as part of a URL, and they clutter copy. Rather, state clearly that the address
is a web address.



Example: Please visit spiresystems.com on the web.

Do not underline URLs. Do not format URLs in italics. If you want to draw attention to a URL in a printed
piece, consider using bold or a color. There is no specific style, since the best choice may vary depending
on the design of the publication. For the most part, URLs should be lowercased; check the URL to be sure
itis not case-sensitive.

Itis strongly preferable not to break a URL at the end of a line of text. If possible, rewrite the text to avoid
this. If a web address must be broken between two lines, be sure that a hyphen or space is not added
inadvertently at the break point.

When a URL falls at the end of a sentence, it should be followed by a period. Itis assumed that it is
common knowledge that the period is not part of the URL. Should you wish to emphasize this and your
URL is formatted in bold or in a color, then the period should revert to the previous (often regular/roman
or black) type. (This contradicts standard formatting, which calls for punctuation to be set in the type

style of the preceding word.)

Ewords: Many expressions are cropping up with the letter “e” preceding a familiar word. We recommend
closing all such expressions and lowercasing the word immediately following the “e” prefix.

Example: ebusiness, ecommerce

Note that the “e” in such terms is capitalized when the term appears in a headline, as a stand-alone head,
and at the beginning of a sentence.

Example: Ecommerce is important to success in the retail marketplace.

Exceptions are made on a case-by-case basis for official names of organizations, businesses, and other
entities that may present their names using a different style.

Example: Pearson eCollege, eBay

Social media use:
When promoting a fan page on Facebook, use the following: Find us on Facebook

When promoting Twitter pages, use the following: Follow us on Twitter
When promoting a LinkedIn company page, use the following: Follow us on LinkedIn

Website URLs (specifically designated by .com, .org, .edu, .gov, etc.) are lowercased, are formatted in
regular/roman type, and are not italicized. Check the URL to be sure it is not case-sensitive.

Examples:

wikipedia.org
spiresystems.com



cra.gc.ca
Exception: If a URL starts a sentence, capitalize the first letter (or letters if it is an acronym or initialism.)
Example: Wikipedia.org is a free encyclopedia.

NOTE: Many web-based companies have dropped .com as part of their formal names and can be referred
to just by the core name as a proper noun, e.g., Facebook, Google, Yahoo, YouTube, etc. Others, such as
Amazon.com, still keep .com as part of the formal name; these should be treated as proper nouns, and
therefore capitalized, when you are referring to the corporate entity.

Media websites (newspapers, magazines, blogs, etc.) follow formatting conventions for analogous print
media and are almost always formatted in italics. It is preferable to indicate when you are referring to the
online version of media that also appears in print rather than including the URL.

If you must include a media URL, format it in regular/roman, lowercased. Check the URL to be sure itis not
case-sensitive.

Exception: If a URL starts a sentence, capitalize the first letter (or letters if it is an acronym or initialism.)

NOTE: If a media website has .com in its formal name, you may treat the website as a proper noun and
capitalize as appropriate.

Examples:
His comments appeared last year in the Economist.
He writes










































