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Broward Community College Print/Style Manual

INTRODUCTION

The Broward Community College Print/Style Manual is designed to help you
produce printed materials that reflect a professional and consistent image for the
college. By following the guidelines, and using the resources of the Printing &
Graphics department and the College Relations office, your printed materials will be
more cost-effective and easier to produce.

The style manual is divided into three sections: Production, Graphic Style and
Print Style. The Production section focuses on the preparation required to get your
project onto the Printing & Graphic’s schedule with a closing deadline; Graphic Style
is a short section on maintaining our corporate identity in the community and
internally, and Print Style focuses on grammar and usage.

We hope you find this manual helpful.

PRODUCTION

The Printing & Graphics department gives you a wide range of copying and
printing options. The department personnel are a creative group ready, willing and
able to work closely with you and College Relations to produce a piece you will be
proud to distribute internally and/or to the

community.

Generally speaking, it is more economi-
cal to have Printing & Graphics produce
your publications, but sometimes either
unusually long press time or emergency
situations interfere with their ability to do
this. If a piece must be printed outside the
college to meet your deadline, you can still
save dollars by asking Printing & Graphics
to produce camera-ready copy for you on
disk or film.

All work at the print shop begins when
a typed AUX-1 form is logged in on the
date stamp at the entry of the print office. It [E— UL
is important to fill out all the information
requested on the form for communication
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and billing purposes. When you use the print shop for your project, your cost center
is only billed for film, paper stock costs, and bindery costs, if necessary. Your dead-
line must be stated as a date. Make sure you submit all materials (copy on disk saved
as “text only,” photos, artwork, etc.) with the AUX-1 form. The job will not be started
without these materials.

For quick copying in quantity, materials should be camera-ready black and white
originals. If your materials need to be made camera-ready, indicate that on the
AUX-1 and enclose the appropriate materials. Special instructions, such as “collate,
staple, fold, colored paper, three-hole punch paper,” etc. should be included in the
description.

Printing & Graphics is not responsible for proofing your piece. College Relations
will be happy to help you with proofing your final copy, once the job has been set up;
just notify the department as soon as you know you will need this support. After final
proofs are submitted and accepted, film is produced and your piece is ready for the
press.

Printing & Graphics will keep you informed as each step is taken to produce your
piece within the time frame in which you need it. If you have any questions about
printing requirements or preparation of your materials, please call Printing &
Graphics before you start assembling the project.

GRAPHIC STYLE

The most important element to remember when developing printed materials for
Broward Community College is the enduring cardinal rule of public relations - “You
are what you print.” This is particularly true for external publications targeted to off-
campus audiences that will have a direct impact on the college’s image and market-
ing efforts. To the public, your brochure, advertisement, or insert is BCC. The success
in attaining your goal may well depend upon the perception of your printed material.

To help you in the publication process, we offer the following basic guidelines and
key definitions:

Graphic/identity system

A system of visual communications graphically coordinated in such a way that
the public easily identifies the college and its activities.

Symbol

A graphic device (mark) that identifies an organization and promotes immediate
recognition by the public. For example the golden arches of McDonald’s, the Nike
swoosh, and the BCC bull’s-eye.
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Logotype
The institution’s name designed in a unique and individual form. A logotype uses
a typographic approach and usually contains graphic elements.

Broward -
Community

College D) -
 \

Opening doors to a\yrighter future

\

Vision statement Graphic elements

|

Logotype

All elements of the logo must be used; no parts may be removed. The blue of the
logo is always PMS 300. The logo may be used as all black, all blue (PMS 300) or a
combination of black and blue. If used as two color, the bullet and the bar are in blue,
the words in black. A sample of variations is on page 4.

Logotype sheet

The logo in a variety of sizes and photographically reproduced from original
artwork. It acts as camera-ready artwork for publications. A logo sheet is on page 5.

Page Template Guide

In 2001, the college adopted a template system to help in the preparation of
college-related publications and to have some consistency of design. These templates
permit flexibility for users but still maintain certain design and logotype elements.
Printing & Graphics personnel will help you select the templates that best fit your
needs. The Page Template Guide is in the back of this document.
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SAMPLES OF ACCEPTABLE USE OF LOGO
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BROWARD COMMUNITY COLLEGE LOGO SHEET
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USAGE
Logotype & seal usage

The Broward Community College logotype and seal are the sole property of
Broward Community College.

Use of the logotype or seal or any of the separate graphic elements in them by
anyone outside the college including commercial vendors requires a license or
authorization agreement from the college. All product uses and art samples should be
approved in advance by the College Relations department and, in the case of a formal
licensure or authorization contract, by the District Board of Trustees.

The elements of the BCC logotype and BCC seal, as illustrated below, should not
be broken up. The logo should appear on the cover of all printed materials. The BCC
vision statement is an integral part of the logo. The seal is used selectively. If you
have a question about the use of the BCC seal, please call the College Relations
department. The ink color and print font on the logotype and seal are also
pre-determined.

Board box usage Lourdes Gando, chalr 1 Chery Krause, e chai
A . Paul Anderson O Georgette Sosa Douglass O Levi Williams
The board box must appear on all publications BROWARD COMMUNITY COLLEGE
A ) illi , president
except pr'nt advertlsements or ﬂyers AN EQUAL ACCESS/EQUAL OPPORTUNITY INSTITUTION

Equal Access/Equal Opportunity statement usage

The EA/EOQ statement must appear on all advertising, and it is strongly
recommended that it appear on all external and internal brochures and other printed
materials.



ADA statement usage

The following ADA statement must appear on all printed materials: “This material
is available in alternate format upon request.”

Printing & Graphics symbol usage with production date

Using the Printing & Graphics department symbol with the production date on a
printed piece immediately indicates that the piece was printed in-house, and whether
it is recent or needs to be updated and revised. The symbol should appear on all
documents printed in-house, except print advertisements. Print advertisements
should be dated on their proofs before going to film. Projects printed outside of the
college should contain a date discreetly printed below the board box.

\@PRINTING &
ON\Graphic Arts

ORIGINAL DESIGN,
TYPESETTING AND PRINTING

10/02

IMPORTANT TELEPHONE NUMBERS

Printing & Graphics department . .............. ... .. ... . ... ... 954-201-7510
Bill Buckler, director . ... ... ... .. 954-201-7512
College Relations department . . .......... ... . ... 954-201-7550
lillian Krueger Printz, director . ............ ... ..., 954-201-7540
Cynthia Thuma, communication coordinator .................... 954-201-7498



PRINT STYLE

“The English language is incredibly flexible.
It’s the largest, most inclusive language in the world.”

— Rita Mae Brown, Ph.D.
Author, poet, screenwriter and BCC graduate

This section contains guidelines governing printed materials published by
Broward Community College. The general resource for BCC style is The Associated
Press Stylebook and Libel Manual. Other stylebooks used in the preparation of this
document include:

e The Columbia Guide to Online Style

= Eckerd College Style Manual: A Handbook for Producing Printed Materials
e Honolulu Star-Bulletin Stylebook

« Indiana University Style Guide

« Miss Nomer’s Guide to Painfully Incorrect English

< National Lesbian and Gay Journalists’ Stylebook

» Sound Reporting: The NPR Guide to Radio Journalism and Production

e The South Asian Journalists’ Association Style Guide

e The NewsWatch Project Style Guide

e The U.S. News & World Report Stylebook for Writers and Editors, 6th Edition
= Wired Style: Principles of English Usage in the Digital Age

Other style guidelines within the BCC Style Guide have evolved from special
applications of college terminology.

No guide or stylebook can include all contingencies in style or usage; this style
guide will attempt to address those encountered most often at BCC. Please feel free to
call the College Relations office (201-7540, 201-7498) with any specific questions you
may have.

If you anticipate publishing extensively within your department or area, The
Associated Press Stylebook and Libel Manual is an excellent resource, as is the Chicago
Manual of Style, which is fabulously comprehensive, but costs $40. Both are available
at many bookstores locally. The College Relations office has available several copies
of the Associated Press style guide for those who may wish to consult it.

Other excellent style resources include:

« The Handbook of Nonsexist Writing, by Casey Miller and Kate Swift, New York:
Harper Perennial

< Words on Words: A Dictionary for Writers and Others Who Care About Words, by John
B. Bremner, New York: Columbia University Press. Many journalists know this book
simply as the “Purple Bible.”

e United Press International Stylebook. Lincolnwood, Ill.: National Textbook Co. (Note:
The AP and UPI style guidelines have been the same since 1977, but the UPI guide
provides some helpful extra material in its stylebook.)
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* Merriam Webster’s Standard Style Manual. Springfield, Mass.: Merriam-Webster, Inc.

« The Wordwatcher’s Guide to Good Writing & Grammar, by Morton S. Freeman,
Cincinnati: Writer’s Digest Books

e Dos, Don’ts and Maybes of English Usage, by Theodore M. Bernstein, New York:
Barnes & Noble Books

Copies of several of these books are available in the College Relations office for
consultation.

For those who seek an excellent general resource on style, William Strunk Jr. and
E.B. White’s The Elements of Style is the gold standard and is available inexpensively in
paperback (Allyn & Bacon, fourth edition, 1999).

This section of the guide discusses college print style guidelines and helps explain
recent changes in country names and other items that may be of assistance. The
College Relations office works to help assure that printed materials meet a high
standard of copy quality. Departments that prepare materials for dissemination
within and outside the college community are asked to please scrutinize and proof-
read all copy to assure its accuracy and compliance with the rules of grammar,
punctuation, spelling and syntax. Publications such as guidebooks, handbooks,
brochures, pamphlets and schedules introduce and represent the college to the
community.

ABBREVIATIONS

« Names: Broward Community College may be abbreviated to BCC on second
reference, but be wary if by doing so there is the possibility Broward Community
College may be mistaken for Brevard Community College.

» Titles: See the section on capitalization for more information on this topic.

e Courtesy titles: In most cases, courtesy titles (Mr., Mrs. Miss, Ms.) are to be
avoided.

e Time elements: Use periods for a.m. and p.m., as well as B.C. and A.D.

e Months: The names of the months must be spelled out when used alone or with a
year alone. (i.e. “l always go skiing in November.”) Months may be abbreviated
when used as part of a specific date. (“I'm leaving for my ski trip on Nov. 7.”) The
following months may be abbreviated: Jan., Feb., Aug., Sept., Oct., Nov., and Dec.
The others - March, April, May, June and July - must be spelled out.

» States: College style permits use of abbreviations for state names when the state’s
name is not standing alone. Two-letter postal abbreviations are not acceptable,
except in addresses, where they are permitted. Some states’ names are not
abbreviated, except on addresses. They are: Alaska, Hawaii, Idaho, lowa, Maine,
Ohio, Texas and Utah.
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Standard and postal abbreviations for the states are:

Alabama
Alaska
Arizona
Arkansas
California
Colorado
Connecticut
Delaware
Florida
Georgia
Hawaii
Idaho
[llinois
Indiana
lowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri

Ala./AL
none/AK
Ariz./AZ
Ark./AR
Calif./CA
Colo./CO
Conn./CT
Del./DE
Fla./FL
Ga./GA
none/HI
none/ID
[.71L
Ind./IN
none/lA
Kan./KS
Ky./KY
La./LA
none/ME
Md./MD
Mass./MA
Mich./Ml
Minn./MN
Miss./MS

Mo./MO

Montana
Nebraska
Nevada

New Hampshire

New Jersey
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas

Utah
Vermont
Virginia
Washington
West Virginia
Wisconsin
Wyoming

Mont./MT
Neb./NE
Nev./NV
N.H./NH
N.J./NJ
N.M./NM
N.Y./NY
N.C./NC
N.D./ND
none/OH
Okla./OK
Ore./OR
Pa. or Penna./PA
R.I./RI
S.C./SC
S.D./SD
Tenn./TN
none/TX
none/UT
Vt./VT
Va./VA
Wash./WA
W.Va./WV
Wis./WI

Wyo./WY

ACRONYMS: Words formed from the first letters of a series of words, such as WINGS
(Women Investigating New Goals and Services) or LEAP (Leadership Enhancement
and Advancement Program) are acronyms. Acronyms should be spelled out com-
pletely on first reference and thereafter displayed without periods between the letters
(i.e. “Students may learn their Scholastic Assessment Test results by contacting their
counselors. Students who wish to retake the SAT may do s0.”)

ADVISER: Not advisor.

CAMPUSES AND OTHER LOCATIONS: BCC'’s eight locations are spread throughout
Broward County. The names of each location are listed below. All should be referred
to by their complete name on first reference. They are:

e A. Hugh Adams Central Campus, at 3501 S.W. Davie Road, Davie. All subsequent
references should be to Central Campus. Dr. Adams was the college’s third presi-

dent, serving from 1968 to 1986.



Judson A. Samuels South Campus, at 7200 Pines Boulevard, Pembroke Pines. All
subsequent references should be to South Campus. Mr. Samuels was a Hollywood
attorney and civic activist who served on the BCC Advisory Committee in 1959 and
as a trustee from 1971 until his death in 1974.

North Campus, at 1000 Coconut Creek Boulevard, Coconut Creek.

District Administrative Offices/Downtown Center, at 111 E. Las Olas Boulevard,
Fort Lauderdale. All subsequent references should be to the Downtown Center.

Miramar Center, at 7451 Riviera Boulevard, Miramar.
Pines Center, at 16957 Sheridan Street, Pembroke Pines.

The Institute for Economic Development, at 1515 West Commercial Boulevard,
Fort Lauderdale.

Tigertail Water Sports Center, at 2000 Gulfstream Boulevard, Dania Beach.

CAPITALIZATION: Broward Community College, of course, is always capitalized.
Do not capitalize the word “college” when the name of the college does not appear
with it. (i.e. “Broward Community College is ranked second in the state in college-
level enrollment. The college plans to grow by 49 percent by the year 2010.”)

Academic and administrative divisions: Capitalize names of academic and
administrative divisions, but not the words such as office, department or others
that may appear with them, such as Student Affairs department, College Relations
office.

Student classifications: The words freshman, sophomore, junior and senior are
not capitalized except as the first letter in a sentence or when used as part of a
proper noun. (i.e. “Freshmen are encouraged to participate in the Student Affairs
picnic. The Freshman Council voted affirmatively on the fee. Diane Smith, captain
of the tennis team, is a freshman from Coral Springs.”)

Titles: Capitalize the title of persons only when the title precedes their name.
BCC President Dr. Willis Holcombe

Dr. Willis Holcombe, BCC president

Professor Trish Joyce; Trish Joyce, professor of English

Trademarks: Items or services which are trademarked should be capitalized.
However, as a general rule of thumb, it is preferable to use a generic equivalent
unless use of the trademark name is imperative. See section on TRADEMARKS and
SERVICEMARKS for more information.

Odd cases: Some terms defy conventional rules for capitalization. They include:

— brussels sprouts (Note, too, the spelling of brussels.)

— french fries (but French poodle)

— devil (but do capitalize Satan)

— scotch barley, scotch broth, scotch eggs, scotch pine, scotch salmon and
scotch sour, (capitalize for Scotch whiskey. Still, when Scotch whiskey stands
alone, it’s scotch, as in “I'll have a shot of scotch, please.”). See also the entry
on SCOTS, SCOTCH and SCOTTISH.
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— English muffin, English sparrow, English setter

— Spanish fly, Spanish mackerel, Spanish Armada, Spanish rice, Spanish
omelet

— manhattan cocktail, graham crackers

» Headlines and cutlines: BCC utilizes an “up-and-down” style for headlines and
cutlines (photo captions). Our headlines and cutlines capitalize the first word in
each headline (not in each line of the headline) and also capitalize the first word of
proper nouns.

Wrong:  “Trustees Approve Fee Hike”
Right: “Trustees approve fee hike”

Additionally, headlines, even though they may be complete thoughts and stand as
sentences, normally do not take a period at the end. Occasionally secondary head-
lines (also called “subheads”) will if they are particularly long. Cutlines are
punctuated normally.

CITY OF/STATE OF: This is one of the significant deviations of the college’s style
from Associated Press style. College style capitalizes “City” and “State” when used
with the city or state name, as in “City of Fort Lauderdale” or “State of Florida.”

COMPUTER TERMS

The proliferation of computers and their ever-expanding effects upon our lives
has resulted in a barrage of new words and cant that may not be understood by non-
computer-literate persons.

Some of the most commonly used terms are generally understood by the majority
of student or adult populations. These terms may include:

e Cyberspace is a term coined by novelist William Gibson in Neuromancer that refers
to the vast expanse of the online galaxy. Cyberspace and other similar words
derived from it should not be hyphenated.

e E-mail is short for electronic mail. E-mail refers to the form of written
communication that can be originated, transmitted and replied to totally online.

e Internet: The term was originally used to describe the network of computers set up
by the U.S. Department of Defense to ensure the continuity of communications in
the event of a disaster or other catastrophe. Today, the Internet links millions of
government agencies, commercial entities, organizations, colleges, universities and
schools and individual service subscribers. BCC style capitalizes the word and also
capitalizes Net, when it is used to mean Internet.

e Intranet: Any interconnected network of computers within a single organization is
an intranet. This word is not capitalized, except, of course, at the beginning of a
sentence or the first word in a headline.
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e Online is a term describing the state during which a computer is connected to,
interfacing with and sharing information with another computer(s) or server(s).
The term also is used to describe works or information retrievable via a networked
computer.

« Website refers to the home page(s) of an entity that provides information through
the Internet. It is written as one word and not capitalized unless it begins a
sentence.

« World Wide Web is not synonymous with the Internet, but most Internet travelers
experience the Internet through the World Wide Web, which was conceived in
1989 and launched in 1993 through NASA’s browser, Mosaic. Today, a barrage of
browsers serves to provide access to the World Wide Web, which may be referred
to on second reference as the Web or the WW\W.

CO-REQUISITE: A course or courses that must be taken at the same time as other
courses.

CV: Curriculum vitae is another term for a resume. Plural form is curricula vitae or
CVs. Also called a vita.

DEMOCRATIC REPUBLIC OF THE CONGO: The African nation formerly known as
Zaire.

DINGBATS and EMOTICONS: When most of us hear “Dingbat,” we think of Archie
Bunker’s pet name for his wife, Edith. Actually, dingbats (sometimes also called
wingdings) are a variety of decorative marks used in the printing industry. They are
usually employed as markers for the beginning of paragraphs. Among the dingbats
most often used are the bullet (¢), open box (&) and closed box (m). The number of
dingbats is broad and seemingly limitless. A small selection includes:

LITTTTIT T (T1T11

In general, the number of dingbats used in copy should be limited and judicious to
avoid cluttering the page. Types of dingbats should not be mixed on a page, and
dingbats should never be used to replace words (i.e. “Poetry by e.e. cummings makes
me ©.”).

Emoticons are textual representations of facial expression that began and grew
with the advent of electronic mail. Because e-mail does not allow the sender and
receiver to add the facial expression, vocal inflection or other visible or auditory
emphasis, emoticons, such as :-), came into widespread use. Although they are
commonly and popularly used in casual correspondence, particularly in e-mail, their
usage has no place in formal communication.

DISCOMFIT/DISCOMFORT: Discomfit means to defeat or overthrow; discomfort is a
state of uneasiness or inconvenience.

15



