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1.
Educating Clients

Clients often think of “style” as the difference between a novel by Atwood and a novel by Dickens. Make sure that your clients understands what you mean by the “mechanics of style” or “editorial style.” Give lots of examples. Point out that there are very few hard and fast rules.

Style manuals, style guides, and style sheets

Clients may also need to be educated about the difference between style manuals, style guides, and style sheets. We use these definitions

style manuals are published books on style, such as The Chicago Manual of Style

style guides are references created by an organization and tailored to its publications and documents

style sheets may be created while editing a document and set the mechanics of style for that document alone

What about websites?

Aside from imposing a different writing style, websites also require some special style guide considerations. To begin with, a style guide for a website should consider many more issues than a traditional print style guide. A thorough web style guide may take into consideration issues of construction and architecture, interface, site and page design, and the look and use of graphics and multimedia. 

Some traditional style issues are addressed in a different context. For example, because readers can use hypertext to roam about a website, editorial landmarks are critical in maintaining consistency, continuity, and, ultimately, reader confidence in the website’s credibility. Titles, subtitles, headers, subheads, and headlines need a consistent approach. 

A common mistake in website design is to forget that “www” stands for World Wide Web. Many style decisions may be influenced by an anticipated international audience. For example, day/month/year is used more frequently outside Canada than are other date formats. For advice on various aspects of writing and design, see the Globalization section in the Microsoft Manual of Style for Technical Publications, 3rd ed.

2.
Helping Clients Choose a Style Manual and Dictionary

With so many options to choose from—so many decisions to make—what criteria can you use to choose a style appropriate to a document? Guide the client through a series of questions.

· Who is your audience or audiences?

· What kind of content is involved?

· What is the tone of the text?

· What is the purpose of the document?

What is the anticipated shelf-life of the document?

General-use manuals

· The Chicago Manual of Style

· New York Public Library Guide and the Merriam-Webster Manual

· The Canadian Style

· Editing Canadian English

· The Little, Brown Handbook and
the Simon & Schuster Handbook for Writers

· The Gregg Reference Manual

Specialty manuals

...for news releases, newsletters, and magazine articles

· Globe and Mail Style Book
· Canadian Press Stylebook and CP Caps and Spelling
· Associated Press Stylebook and Briefing on Media Law
· New York Times Manual of Style and Usage
Times Guide to English Style and Usage

...for scientific, technical, and academic documents

· Scientific Style and Format

· MLA Handbook

· Publication Manual of the American Psychological Association

· American Medical Association Manual of Style

· Mathematics into Type

ACS Style Guide

...for websites and computer-related documents

· Wired Style: Principles of English Usage in the Digital Age

· Read Me First: A Style Guide for the Computer Industry

· Microsoft Manual of Style for Technical Publications
The 3rd edition of this manual is available as a download (about 400 pages) from the Microsoft website at www.microsoft.com/downloads. It contains a “globalization” section on making content suitable for worldwide use: colours, images, legalities, syntax, currency, word choice, times, place, measures, names, software, and the Web.

· Web Style Guide (2nd edition)

...for other specialities

· cookbooks:

Follow the recipe style in Canadian Living magazine.

· religion:

The Little Style Guide to Great Christian Writing and Publishing
Christian Writer’s Manual of Style
Style manuals available on the Internet

· Robert Wood Johnson Foundation (health care); this very good guide is set up electronically for Web use:

www.rwjf.org/publications/style/I/titlepage.jsp

· Kingsley Indexing Services’ “Style for Indexes”:

www.indexpup.com/guidelines.html

· Deborah Patton and L. Pilar Wyman’s “How to Develop an Index Style Guide”:

www.toadmail.com/~pilarw/IndexStyleGuide_files/frame.htm

· Web Style Guide (2nd ed.):

www.webstyleguide.com/index.html?/contents.html%20

· APA Style Guide for Electronic Resources:

www.apastyle.org/styleelecref.html

· Yale C/AIM Web Style Guide:

www.rz.uni-hohenheim.de/www/styleguides/manual/

· The US Government Printing Office Style Manual is available as a searchable site:
www.gpoaccess.gov/stylemanual/

· The National Geographic Style Manual is available as a PDF download:

magma.nationalgeographic.com/ngm/styleguide/stylemanual.pdf

Style manuals in French

· Le guide du rédacteur (2nd ed.)

A word about dictionaries

Make sure that your client is using the latest edition of its dictionary of choice. The 1983 Canadian Gage Dictionary is seriously behind the times. Not only does it lack entire vocabularies for items and topics that didn’t exist in 1983, it contains definitions that are no longer commonly accepted. The second edition of the Canadian Oxford Dictionary added 5000 new words and senses—and the first edition was only six years old.

Also educate clients that choosing a dictionary involves more than just a choice of spelling. Some dictionaries are prescriptive, and some are descriptive. A descriptive dictionary makes decisions based on what is already “common usage.” A prescriptive dictionary sets out rules or logical patterns and sticks to them regardless of common usage. So, for example, one dictionary might treat all words that start with the prefix “non” in the same way: no hyphens. If a dictionary is reflecting how people actually write, some “non” words will be hyphenated and some will not. The Canadian Oxford Dictionary, which is descriptive, shows “nonlogical” and “nonpayment,” but “non-literary” and “non-profit.”

4.
Selling the Benefits of a House Style

Find out why your client doesn’t have a house style guide. You may discover one of these common reasons:

· They are not aware of style guides.

· They haven’t had time to assemble one.

· They think it would be too expensive.

Occasionally, the reasons are less obvious. For example, there may be a tendency for an individual or a unit to control publications by controlling access to style information (“I’m the expert here, so we’ll do it my way.”)

To convince senior management, you will need to

· explain the benefits.

· assure them that developing a style guide won’t drain resources.

· demonstrate that the guide can be easily kept up-to-date.

Enhancing credibility

Documents that are internally consistent are more credible. People form opinions about an organization when they look at its documents. One of the best ways to maintain editorial consistency is to use a style guide. Full-scale style manuals not only look intimidating to some people, they often present options—users must still make the decisions. People are more likely to look up style issues in a short, customized, user-friendly style guide that gives specific answers.

Saving time and money

Project managers, writers, editors, designers, and proofreaders (whether in-house or contract) won’t have to make as many queries. Nor will they have to correct their corrections. It’s always faster (and less expensive) to make the correct decision the first time and not have to re-edit a document.

Reducing arguments

Documents that are sent out for approval are often returned with style corrections—much to the irritation of publications staff. Using a style guide ensures consistency and makes the work of the publications staff easier, which is one more way to attract and keep good editors and proofreaders.

5.
Developing a Style Guide

For an organization that is starting from scratch, the task seems daunting. Break it down into manageable stages.

Don’t reinvent the wheel

Begin by agreeing on which style manual and dictionary to use. Making them available and promoting their use is a big first step.

Start small

Identify one or two of the most common difficulties. Publicize the acceptable usage in these instances. Once everyone has accepted these style choices, it will be easier to keep adding style decisions a few at a time. Begin with one type of publication. By putting the style sheet for one project into an electronic file, sorted into categories, you have started your house style guide. Add to it over time as you make each style decision. Add a table of contents and an introduction. Voilà: a style guide.

Allocate resources

To get the job done as quickly as possible, assign someone with the necessary skill and knowledge, and see that they have the time to complete the task. Because this situation is rarely possible in today’s work environment, hire an editor to do it.

Conducting a needs analysis

Use the Style Guide Development Consultation Form as a guide.

The process

Inform people about the project. Tell them what the guide can do for them, and how you plan to develop it. Get permission, buy-in, and support from high-level managers. Consult with the editorial staff and get their buy-in.

Put someone in charge—whether it is a staff person, a co-op student, or a contractor—and introduce everyone else to their personal role and task.

Decide the scope of the project. Are you starting with a style sheet and any notes already on file and slowly building from there? Or are you assigning someone to create a complete guide now? Base your decision on available resources (time or money) and on the complexity of the guide required. Do you want a complete guide in place now, or can the organization operate efficiently on a guide that builds little by little?

Analyze the organization’s needs. Based on the organization’s publication products and style problems, choose the style issues to cover, and select one or more style manuals and dictionaries.

Set the layout. Consider the order of material, grouping, and structure (including examples, if you use them).

Write the introduction: purpose, intended users, contact information, and update process. Consider including a copyright notice, because the guide was created for the organization and belongs to it.

Assemble the content. Be guided by situations in the organization’s existing publications, and draw your examples from those publications as much as possible. For example, if the organization’s publications are likely to use terms or phrases in other languages, include guidance on usage and layout.

Find and insert a source of authority for each style decision (as appropriate), drawn from the style manuals that the organization follows. Here is an example of an entry that cites an authority:

Leave a space on each side of a slash if at least one of the terms separated by the slash is an open compound. Margaret/Meg; World War I / First World War.

[Chicago 15.6.112]

As the author of the guide, you must be able to back your decisions by citing authorities. And the organization needs to be confident that the choices aren’t arbitrary. Even if the final version will be distributed without citations, a draft version containing the citations should be saved. When authorities differ, cite the variant version and the reason for choosing one authority over the other.

While drafting the guide, you may need to seek approval from the organization’s legal department. For example a Department of Indian Affairs and Northern Development style guide deals with terms that have a specific legal meaning—for example, “confer rights.”

Approval of the complete draft offers another opportunity to get buy-in and support from editorial staff and high-level managers.

Finally, decide how to introduce the style guide to its users. If printed copies are not being distributed, let users know how to access the guide. You might hold a launch to build positive feelings and to endorse the guide. Example: In December 2004, the World Bank in Washington, DC, hosted a lunch party for all their writers and editors to launch their new style guide.

Checklist for developing a style guide

· Gather information

· Obtain authorization

· Consult potential users

· Define the scope

· Analyze the needs

· Select one or more style manuals an dictionaries

· Set the layout

· Write the introduction

· Assemble the content (including examples and authorities)

· Obtain approvals

· Distribute and promote the style guide

Style Guide Development Consultation Form
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	Person Responsible for Distribution:

	Person Responsible for Updating Guide:

	Production Format:
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