January 2005
Dear IFMA Member:

Welcome to the IFMA chapter public relations, marketing and newsletter manual. The manual is designed as a guidebook to help you promote IFMA in your community and to produce an effective newsletter.

This manual will help you keep active members aware of ongoing events, remind non-active members of IFMA’s benefits, inform prospective members about the Association, relate IFMA information to the media and educate your community about the Association and the work of facility managers.

We strongly advise that each chapter appoint someone to be responsible for public relations and marketing and, if possible, a separate member to be editor of the newsletter.

If you are interested in learning more about public relations, we recommend reading Effective Public Relations by Scott Cutlip, Allen Center and Glen Broom, published by Prentice-Hall Inc. It is an excellent introduction to public relations and should be available through most bookstores.

Please remember to update your membership statistics, both local and international, on a regular basis. Do not release the number of Association members or a count of IFMA chapters if you have not checked with IFMA headquarters in the past four to six weeks.

As always, if you have any questions regarding this manual or other public relations 

or newsletter topics, please call the communications department at IFMA headquarters, at 
1-713-623-4362.

Good luck!

The IFMA Communications Department
PUBLIC RELATIONS

ANSWERS TO COMMON QUESTIONS

ABOUT PUBLIC RELATIONS

What is public relations?

Public relations is the management function that identifies, establishes and maintains mutually beneficial relationships between an organization and various publics on whom its success or failure depends.

What are public relations “publics?”

Publics are the various audiences for public relations impressions or messages.  The primary publics for local IFMA chapters are:

· Current membership,

· Prospective members,

· Local media and

· Other local organizations.

What is publicity?

Publicity, a part of the central foundation of public relations, is information from an outside source used by the news media based on its news value. It is an uncontrolled (unpaid) method of placing messages in mass media.

Publicity primarily is seen in broadcast (television or radio) or print media.

Examples of publicity include an announcement of a large increase in membership, the results of a fund-raising campaign, etc.

What is the difference between public relations and marketing?

Marketing is specifically concerned with an organization’s relationship with its customers. It identifies ways to satisfy customer needs and wants while public relations deals with a broader range of publics involved with or affected by an organization.

What is the difference between publicity and advertising?

Whereas publicity is free and uncontrolled, advertising content, placement and timing are controlled by the sponsor who pays for the time or space in the media. Publicity and advertising are used in public relations programs as alternative methods of placing messages in the media.

THE SEVEN Cs OF COMMUNICATION

1.  Credibility. Communication starts with a climate of belief. This climate is built by        

     performance on the part of the institution and reflects an earnest desire to serve the receiver. 

     The receiver must have confidence in the sender and high regard for the source’s competence 

     on the subject.

2.  Context. A communications program must square with the realities of its environment. 

     Mechanical media are only supplementary to the works and deeds that take place in daily   

     living. The context must provide for participation and playback. It must confirm, not      

     contradict, the message. Effective communications requires a supportive social environment,   

     one largely set by the news media.

3. Content. The message must have meaning for the receiver, and it must be compatible with that 

    person’s value system. It must have relevance to the receiver’s situation. In general, people 

    select those items of information that promise the greatest rewards. The content 

    determines the audience.

4. Clarity. The message must be put into simple terms. Words must mean the same to the 

    receiver as to the sender. Complex issues must be compressed with simplicity and clarity.

5. Continuity and consistency. Communication is an unending process. It requires repetition to 

    achieve penetration. Repetition—with variation—contributes to both factual and attitude 

    learning. The story must be consistent.

6. Channels. Established channels of communication should be used. They should be ones the 

    receiver uses and respects.

7. Capability. Communication must take into account the capability of the audience. 

    Communications are most effective when they require the least effort on the part of the 

    recipient. This involves factors of availability, habits, reading ability and receiver’s 

    knowledge.

“The Seven Cs of Communication” were developed by Scott Cutlip, Allen Center and Glen Broom and can be found in their textbook, Effective Public Relations.
DEVELOPING A CHAPTER OR COUNCIL

PUBLIC RELATIONS FILE

Maintained by the public relations officer of your chapter or council, this file contains information and promotional facts about your chapter or council. Use the file to write press releases, respond to media inquiries and answer questions for prospective members. This file should be transferred each time there is an officer change. Include the following:

1. Current chapter or council and international statistical figures.

2. Articles from trade publications that give an overall perspective of the facility management profession.

3. Color slides and black-and-white photographs of chapter or council activities. Digital images should be 300 dpi. 
4. A log of radio, television and speaking engagements carried out on IFMA’s behalf.

5. List of possible PR relationships with other organizations.

6. A supply of brochures, reprinted articles and other materials concerning your chapter or council, IFMA and the facility management profession.

7. Clippings of all articles, news releases and calendar events from local publications.

8. A publicity calendar for social events.

9. A media list containing the following:

    a) 
Daily and weekly local newspaper contacts: contains the names of papers that would print IFMA news. This should include the names, phone numbers and e-mail addresses of writers at each paper in charge of a calendar/event section (for meeting announcements) and a business section (for officer elections, awards and newsworthy chapter functions).

    b) 
Television and radio contacts: contains the names, phone numbers, and e-mail addresses of contacts at stations which may announce IFMA meetings (many run listings late at night or on weekends) or which have community affairs programs that may run listings or even devote a segment to facility management or your chapter or council. 

DOs AND DON’Ts OF MEDIA RELATIONS

Do:

1. 
Always tell the truth to the media.

2.
Admit when you don’t know the answer and arrange to get the information or refer the 

reporter to someone who can help.

3. 
Be “low-key” rather than “hard-sell” in your relations with the media.

4. 
Seek only tasteful, positive publicity.

5. 
Prepare and keep current lists of all media people with whom you deal.

6. 
Direct all materials to the proper person.

7. 
Know media deadlines and provide material accordingly.

8. 
Be sure a “cutline” or caption is pasted to the back of every photo sent out. 


Also clearly identify, from left to right, all persons in the photo. On portrait or 


personnel photos, a label on the back should include name, title and organization, as well 


as the current IFMA office held by that person.

Don’t:

1. 
Say “no comment.” 

2. 
Say anything to a media person anywhere, at any time, on any subject that is “off the 


record.” Everything you say is fair game.

3. 
Become a pest by calling too frequently to find out if a story is accepted.

4. 
Invent reasons to call.

5. 
Pressure a reporter or editor.

6. 
Be abusive to the media.

7. 
Insist on name identification in a story regardless of context.

8. 
Ask a reporter if he or she is going to use a story; he or she doesn’t know. It is an editor’s


decision.

9. 
Ask to read or review a story before it is used.

10. 
Schedule press conferences, except in unusual circumstances, and then only after 

conferring with the PR department at IFMA headquarters.

GUIDELINES FOR FORMATTING A PRESS RELEASE

There is no “one-and-only” way to set up press releases. Here are some general guidelines:

1. Use a standard, easy-to-read typewriter face. Use only a “letter-quality” printer if you have a 

    computer.


2. Type on one side only of letter-size (8 1/2” x 11”) paper or IFMA letterhead (first page only).

3. Double space.

4. Leave extra space at the top of the first page and ample margins on all sides.

5. Include a date, contact name, organization name and phone number on top of the first page.

6. Start the release with a “dateline,” which contains the city and state from which it    

originates. [Example: XANADU, Ohio—The Xanadu Chapter of. . .] Note that the city is listed in all caps and the state is not.

7. Be neat! That means no copy editing marks except for “more” at the bottom of a page 

    (indicating that there is more than one page), page numbers at the top of all pages after page


    one, and “-30-” at the bottom of the last page (indicating that there is no more).
8. Please note: All IFMA press releases must contain the following paragraph:

IFMA is the largest and most widely recognized professional association for facility management, supporting approximately 17,300 members. The Association’s members are represented in 125 chapters, 16 councils and one Special Interest Group (SIG), in 52 countries worldwide. Globally, IFMA certifies facility managers, conducts research, provides educational programs, recognizes facility management degree and certificate programs and produces World Workplace, the largest facility management-related conference and exposition.  

This paragraph should appear at the end of the release. 

GUIDELINES FOR WRITING A PRESS RELEASE

Editors receive hundreds of press releases each week. In order for your release to be taken seriously, it must be written as professionally as possible. Here are some writing tips: 

1. 
Keep it simple.

2. 
Avoid all kinds of jargon or “buzzwords.” Never assume that a reader will understand an 

        
uncommon term. Always spell out “International Facility Management Association 

(IFMA)” in parentheses on first usage. IFMA may be used on any other usages in the same release.

3. 
Be brief.

4. 
Get to the point. Never make a reader search for the meaning of your release.

5. 
Cut out unnecessary words.

6. 
Do not editorialize; stick to the facts.

7. 
Always attribute quotations.

After you complete a press release, ask yourself the following questions:

1. 
Are my objectives clear in this release?

2. 
Is the lead direct?

3. 
Have the essential questions—who, what, where, when, why and how—been answered in 

the first few paragraphs?
4. 
Are sentences short and concise? Words common and concrete?

5. 
Has newspaper style been followed throughout the release? It would be an excellent idea 


to purchase a copy of The Associated Press Stylebook and Libel Manual. It will help you 


write professional news releases.

6. 
Are spelling and punctuation correct?

7. 
Have all facts been double-checked for accuracy?

8. 
Does the release appear neat and professional? 

9. 
Is the release dated?

10. 
Are names and telephone numbers included for further information?

EXAMPLES OF PRESS RELEASES

The following are examples of press releases which might be issued by IFMA chapters or councils. They include: a release on chapter formation, officer elections, a meeting announcement and a local award announcement. Feel free to substitute specific information on your chapter into these releases.

Please note: if a member of your chapter or council wins an IFMA Award of Excellence or is selected as an executive committee member, the communications department at IFMA headquarters will write and distribute releases.

Jan. 1, 2005
For Immediate Release 





Contact: Mary Doe
                                                 





    123/456-7890

LOCAL CHAPTER OF INTERNATIONAL FACILITY MANAGEMENT 

ASSOCIATION CHARTERED
Jan. 1, 2005, XANADU, Ohio—The International Facility Management Association (IFMA) has 

announced the official formation of a Xanadu Chapter.

          The Xanadu Chapter will hold monthly luncheon meetings from noon until 1:30 p.m. 

every second Tuesday at the Holiday Inn, 1111 Main Street. Each month will feature a different 

speaker who will address various topics relating to facility management.


For further information on the Xanadu Chapter of IFMA, call 123/456-7890.

IFMA is the largest and most widely recognized professional association for facility management, supporting approximately 17,300 members. The Association’s members are represented in 125 chapters, 16 councils and one Special Interest Group (SIG), in 52 countries worldwide. Globally, IFMA certifies facility managers, conducts research, provides educational programs, recognizes facility management degree and certificate programs and produces World Workplace, the largest facility management-related conference and exposition.  

-30-

January 1, 2005
For Immediate Release





Contact:   Mary Doe










      123/456-7890


INTERNATIONAL FACILITY MANAGEMENT MAYOR TO SPEAK 

AT CHAPTER MEETING
Jan. 1, 2005, XANADU, Ohio—The monthly meeting of the Xanadu Chapter of the 
International Facility Management Association (IFMA) will be held from noon until 1:30 p.m. on Feb. 6, 2005, at the Holiday Inn, 1111 Main Street.


The Honorable Hillary Gillean, mayor of Xanadu, will speak on “Facility Management of 

City-Owned Buildings.” Admission, which includes lunch, is $15 for members and $20 for non-

members. For reservations, call 123-456-7890.

IFMA is the largest and most widely recognized professional association for facility management, supporting approximately 17,300 members. The Association’s members are represented in 125 chapters, 16 councils and one Special Interest Group (SIG), in 52 countries worldwide. Globally, IFMA certifies facility managers, conducts research, provides educational programs, recognizes facility management degree and certificate programs and produces World Workplace, the largest facility management-related conference and exposition.  

-30-

Jan. 1, 2005
For Immediate Release





Contact:  Mary Doe










                123/456-7890
STERN ELECTED PRESIDENT OF XANADU CHAPTER 

OF INTERNATIONAL FACILITY MANAGEMENT ASSOCIATION

Jan. 1, 2005, XANADU, Ohio—The Xanadu Chapter of the International Facility Management 

Association (IFMA) has elected Janet Stern as its 2005 chapter president. Stern is vice president 

of facilities for Reimer’s department stores. During her 10-year tenure, her responsibilities have 

included major expense budgeting, space management, design, construction, maintenance and 

inventory control for Reimer’s 25 retail operations.


Stern received both a master’s degree in business administration and a bachelor’s degree 

in mechanical engineering from the University of Timbuktu. She serves on the board of directors 

of the Xanadu Ballet and is active in several civic organizations.

  
IFMA is the largest and most widely recognized professional association for facility management, supporting approximately 17,300 members. The Association’s members are represented in 125 chapters, 16 councils and one Special Interest Group (SIG), in 52 countries worldwide. Globally, IFMA certifies facility managers, conducts research, provides educational programs, recognizes facility management degree and certificate programs and produces World Workplace, the largest facility management-related conference and exposition.  

-30-

Jan. 1, 2005
For Immediate Release





Contact:   Mary Doe








                                         123/456-7890

PETERSON WINS AWARD FROM XANADU CHAPTER OF IFMA

Jan. 1, 2005, XANADU, Ohio—The Xanadu Chapter of the International Facility Management 

Association (IFMA) has announced the selection of Adam Peterson as the Xanadu Chapter 

Member of the Year.


Peterson is the director of facilities for the Xanadu Independent School District (XISD). 

His duties include space management, design, construction, maintenance and inventory control 

for 53 XISD schools.


Peterson currently is serving as the Xanadu Chapter membership chairman. In addition, 

he serves on the board of directors of the Xanadu Historical Society and belongs to several civic 

committees. Peterson received a master’s degree in business administration from the University 

of  Timbuktu and a bachelor’s degree in computer applications from Xanadu University.

IFMA is the largest and most widely recognized professional association for facility management, supporting approximately 17,300 members. The Association’s members are represented in 125 chapters, 16 councils and one Special Interest Group (SIG), in 52 countries worldwide. Globally, IFMA certifies facility managers, conducts research, provides educational programs, recognizes facility management degree and certificate programs and produces World Workplace, the largest facility management-related conference and exposition.  

-30-

NEWSLETTERS
ANSWERS TO COMMON QUESTIONS

ABOUT NEWSLETTERS

Why should our chapter have a newsletter?

A well-written newsletter could be your chapter’s or council’s most effective public relations tool. Every member on your mailing list will receive your chapter or council newsletter. For example, your chapter may have a problem with inactive members. A newsletter will keep them informed of upcoming meetings, special events and educational opportunities that may be of interest to them.

A newsletter also is an excellent way to communicate with new and potential members. An effective newsletter not only will tell new members about your chapter and its events, but will also motivate them to attend the events. The newsletter also may help you attract new members. Encourage your current  members to share it with co-workers who would be interested in IFMA. Reading about your chapter’s educational activities may be the push they need to join.

How long should a newsletter be?

There is no set length for a newsletter. The rule of thumb is to make it as long as it needs to be. For instance, if you are a small chapter, you probably don’t need an eight-page newsletter. When you decide to set a size, write down everything that you want to cover in your newsletter and how long each item will be. If you only have enough information for a one-page newsletter, then just produce one page. People are less likely to read a long newsletter filled with useless information; they will read it if they know the material is valid and important. Keep in mind that the current trend among most  IFMA chapters is to distribute e-newsletters in PDF format or posting news online on their Web sites to conserve printing costs and to enjoy the flexibility of an electronic medium.
Do we have to produce a newsletter every month?

No. There are many successful newsletters, both in IFMA chapters, councils and other organizations, that are not produced on a monthly basis.

If you feel your chapter or council only has enough pertinent material to produce a newsletter four or six times a year, set that as your goal. If you are worried your members will not be aware of your monthly meeting, send meeting reminder letters. However, if you really feel that you need to have a monthly newsletter, review the length. For example, if you decided you need a four-page newsletter but discover you only have enough material to produce it six times a year and you really want to produce it monthly, change your newsletter to a two-page format. After you decide on a publication schedule, make sure that it goes out on time. 

How important is accuracy and clarity in your newsletter?

We cannot over-emphasize the importance of accuracy in a newsletter. If you are not sure of a fact, date or phone number, do not print it. Always check your facts. For instance, call the phone number you are going to list or try to obtain a copy of a brochure you are recommending.

It is also very important to write clearly. Do not assume every person reading your newsletter will be familiar with the same acronyms, issues or laws. If you have any doubts, spell out acronyms on first reference or give a brief description of a new law.

GUIDELINES FOR NEWSLETTER COPY

1. Event Information: This should include information on your monthly meetings and special events (which would include facility tours or parties). Additionally, you can report any upcoming regional or international seminars or conferences. These conferences and seminars do not always have to be IFMA-related. If you think it is important that your members know of an event, include it.

2. Membership Information: It is always good to keep your members informed on the size of your chapter or council. If you have the room, list your new members each time you publish your newsletter. Space permitting, list their organizations and phone numbers. Not only will it make them feel more welcome, but it will also let your members know if one of their associates has joined IFMA.

Member profiles also are a good feature for a newsletter. These stories could be detailed biographies or very brief (three- or four-line) descriptions of your new members.

3. Feature Stories/Case Studies: Feature stories are a good educational addition to your newsletter. Examples include a case study on an organization’s successful relocation, newly published facility management research or “how-to” articles. This is an excellent section to ask your members to write.

4. President’s Column: Use this column as a way to deliver messages on important local and national events, or to pass on information that all members may not have been aware of. For example, if your president attended World Workplace, he or she could write a report on the conference.

5. Job Bank: If your chapter or council offers a job referral service, the newsletter is an effective place to run those positions. Placing them in the newsletter also will save your chapter money by eliminating the need for separate job bulletins. Do not include jobs from JOBnet.

6. Miscellaneous: Reviews of previous educational meetings provide good copy for your newsletter. Not every member can attend every meeting. By reporting on it, you are allowing each member to benefit.

Fund-raisers should also be covered in the newsletter. Make sure you give members enough notice of the date of the event and always give a recap on how successful it was.

If your chapter or council becomes involved with a charitable organization, include that in your newsletter. Whether you need members to donate office furnishings or their time, this is another cost-effective way of letting them know what you are doing.

Basic layout advice

Columns:


Your newsletter grid should use no fewer than two columns per page. (A grid is the pattern of columns by which your newsletter follows. To learn more about grids, read “Newsletters from the Desktop,” by Roger C. Parker, Ventana Press, or any other publication design book.)


Allow your grid to accommodate columns of different widths, e.g., use two- and three-column layouts in the same newsletter.

Body Text:


In a newsletter, body text should be at least 10 points and no larger than 12 points (this is 11-point text.) Use a serif font for body text since it is easier to read. (A font is a typeface.)


Serifs are small strokes at the ends of characters that help readers make letter-to-letter transitions.


The following is a serif font:


Serif


The following is a san serif font (without serifs):


Sans Serif

See the difference? There are many serif and sans serif fonts to choose from.

Headlines:


Headlines should be larger than the body text. Vary the size of headlines in your newsletter to help break up any monotony. Traditionally, if your body text is in a serif font, your headlines would be sans serif. But there are no set rules. Use what you think looks good.


A hammer is a headline that sits right above the main headline and is usually half its size and italicized. A kicker is the same thing, only its underneath the main headline.


Hammers and kickers add a little bit more information than your main headline and help to pull the reader into the story.


Try to use a verb in each major headline. Most newspapers use the verb tense referred to as the “historical present.” For example, you wouldn’t say, “President Clinton raised taxes;” you would use the historical present tense to say, “President Clinton raises taxes.”

Subheads:


Subheads are smaller headlines placed throughout an article to introduce a break in editorial flow.


They should contrast with body text in type size and style. When there is insufficient contrast, subheads tend to blend into the body text and give readers a sneak preview of the content.

Photographs:


Don’t run photographs just because you have them. Make sure they have a purpose and are of good quality. If the photos are bad, run a graphic or a bigger headline to take up space.


If a photo has too much dead space (space with nothing in it), crop it out. Only include the pertinent portion of the picture.


Photos need cutlines. A cutline is the text explaining the photo. Cutlines are necessary because you don’t want to make the reader wade through the article to find out what the photo is. If the photo and its cutline are effective, more people will read the article.


For mug shots (head shots), the name of the person usually will suffice as a cutline.


If you have a group of photos on one page, you may consider grouping the cutlines, too. Direct the reader to the right photo by using directives such as, “Clockwise from top left:” or just “upper left,” “center,” “bottom right,” etc.


Cutlines should be in a different font style from the body text.

Pull-quotes


A pull-quote is a short phrase or sentence extracted from an adjacent article and made visually prominent. Pull-quotes can make a page design more interesting and spark reader interest in an article. 


Set off pull-quotes with lines, a box or  ample white space. Use a larger font size than your body text, perhaps in the italicized version of the body text typeface.


Pull-quotes should be placed within paragraphs, not between them. Otherwise they could be mistaken for subheads.

Visuals:


The right visuals can add to your newsletter. If you use a graph, chart or clip art, make sure it looks good. If it’s sloppily done, leave it out.


Don’t feel you have to use artwork with a story. If you think what you have is goofy, it probably is. Use something else or nothing at all.

Headers, footers:


Usually, the newsletter title is repeated at the top of every inside page, along with the date. This is called a header and it helps reinforce the newsletter’s identity.


If the same information is printed at the bottom of each page, it’s called a footer. Use whichever one works best with your layout.


Page numbers always should be placed toward the outside of a page, i.e., on the left-hand side of even numbered pages and on the right-hand side of odd numbered pages, no matter if you use a header or a footer.

Color:


Color looks great on a newsletter if it’s used sparingly. Use color on boxes, artwork, lines or your nameplate.


Don’t use color on body text or headlines. People are used to reading black text. If you want something to be read, keep it black.

Size of newsletter:


Don’t limit your thinking to 8 1/2” by 11” paper. Your newsletter can be whatever size you want: legal (8 1/2” by 14”), tabloid (11” by 17”) or even smaller than your standard sheet. If you usually have a lot of text, consider switching to a larger format. If you have trouble filling your pages, consider a smaller format.

Paper:


You need to choose between coated (glossy stock) and uncoated stock on which to print your newsletter. Coated stock is non-recyclable, therefore many companies are switching to uncoated.


Colored paper is, most times, not recyclable, so think twice before you send out that Christmas party flier on red paper.

Jumplines: 

When an entire article doesn’t fit on the page you started it on, you have to either cut the article to fit or jump the rest of the article to another page.


When you choose to jump, you must direct the reader to the other page with a jumpline, “continued on page 2,” or “see IFMA on page 3.” Use a different font style for the jumpline to distinguish it from the body text. On the second page of the article—the jump page—the reader must be able to find the article quickly. Run a short headline (the same one you used on the first jumpline, if you used one) and put, “continued from page 1.”


Be aware that when you jump an article, you lose leadership. So if you’re considering jumping an important article, try not to.

Table of Contents: 

Another way to increase your readership is to include a table of contents on the front page. Place the contents box in the same approximate spot each issue.


Include only the highlights of the newsletter. Don’t feel you have to include everything.

GUIDELINES FOR PRODUCING AN EVENT BROCHURE

1.   Keep it simple.

2. Include all pertinent information on the event. For example, do not just include the time 

      when the event begins, but rather when it begins and ends.


3.   Do not “pad” the copy in the brochure. The length of the copy is not what is important; it’s 

      what the copy says that is important. Do not use unnecessary words or repeat information       

      to take up space.


4.    Make sure all information is correct. Verify phone numbers and addresses for the event        

       location. Confirm speakers before the brochure is sent to the printer.


5.    It is important that the style of your brochure be consistent. 

6. Make it clearly understood that the chapter or council event is sponsored by “The XYZ 

Chapter (or Council) of  IFMA” or “IFMA/XYZ Chapter (or Council) If this is not stated, potential attendees may think the event is sponsored by IFMA headquarters.

7.     The following are some sections you may want to consider for an educational event 

        brochure: event overview; outline of event; description of speaker(s); who should attend;      

        description of chapter or council and IFMA; and registration information. 

8.     Always include a phone number for people to register for, and obtain further 

        information about, the event.

9.     Do not feel that you have to produce a four-color brochure. Black-and-white or two-color 

        brochures (usually black and a second color) are usually adequate.

IFMA

Style Sheet

Please refer to this handout when writing 

business correspondence, brochures, etc.
academic degrees

If mention of degrees is necessary to establish someone’s credentials, the preferred form is to avoid an abbreviation and use instead a phrase such as: John Jones, who has a doctorate in psychology,...

Use an apostrophe in bachelor’s degree, a master’s in...

Use such abbreviations as B.A., M.A.and Ph.D. only when the need to identify many individuals by degree on first reference would make the preferred form cumbersome. Use these abbreviations only after a full name—never after just a last name.


When used after a name, an academic abbreviation is set off by commas: Lou Guthrie, Ph.D., spoke.

Do not precede a name with a courtesy title for an academic degree and follow it with the abbreviation for the degree in the same reference:


Wrong: Dr. Sam Jones, Ph.D.


Right: Dr. Sam Jones, a chemist

Because the public frequently identifies Dr. only with physicians, care should be taken to assure that the individual’s specialty is stated in first or second reference.

Association

Always capitalize when referring to IFMA. The conference in San Diego is sponsored by the Association.

board of directors, board of trustees

Always lowercase.

chapter

Lowercase except when it is preceded by a city, state or region. The Baltimore Chapter received us at the airport. But, the chapters, as a whole, are very active. 
company

Use Co. when a business uses it at the end of its proper name. There will be exceptions for IFMA’s purposes, e.g., Milliken & Company.
Computer Applications

Capitalize in the phrase Computer Applications Council.


See Council.
corporation

Abbreviate corporations as Corp. when a business uses it at the end of its name, e.g., the British Broadcasting Corp. Do not abbreviate if it is not the last word of the name, e.g., the Corporation for Public Broadcasting.

council

Lowercase except when using the formal title of a council: the Utilities Council, the Research & Development Council. 
courtesy titles

In general, do not use Mr., Mrs., Miss or Ms. unless it is necessary. For example, use Mr. and Mrs. to distinguish between a married couple with the same last name.

dimensions
Use figures and spell out inches, feet, yards, etc. to indicate length, height, width and depth. Hyphenate adjectival forms before nouns. Examples: the booths are 10 feet by 10 feet; the 10-foot booth; the 5-foot-7-inch woman.

Facility Management Journal

Journal is acceptable on second reference. Should be italicized in most cases. Do not use all caps, i.e., do not refer to it as the FACILITY MANAGEMENT JOURNAL.

     However, for the first few years of publication, its name was the IFMA JOURNAL and was referred to in all caps.

health care

Two words as a noun and adjective. Capitalize in the phrase Health Care Facilities Council.

     See council.

IFMA Foundation

The Foundation is acceptable on second reference. If it has not been established what IFMA stands for before the first reference to IFMA Foundation, spell it out, i.e., the International Facility Management Association Foundation.

IFMA International Headquarters

Capitalize the phrase IFMA International Headquarters. Lowercase other references, e.g., The Association’s headquarters is in Houston.

IFMA News
News is acceptable on second reference. Should be italicized in most cases. Do not use all caps, i.e., do not refer to it as the IFMA NEWS.

incorporated

Abbreviate and capitalize as Inc. when used as part of a corporate name. Do not set it off with commas: Steelcase Inc. donated...

International Facility Management Association
IFMA is acceptable on second reference. Capitalize Association when referring to IFMA.

junior, senior

Abbreviate as Jr. and Sr. only with full names of persons. Do not precede by a comma: John F. Kennedy Jr.

     The notation II or 2nd may be used if it is the individual’s preference. Note, however, that II and 2nd are not necessarily the equivalent of junior-they often are used by a grandson or nephew.

months

Capitalize in all uses. Never abbreviate March, April, May, June or July. Abbreviate the remaining months only when used with a specific date: Jan., Feb., Aug., Sept., Oct., Nov. and Dec.

     Examples November 1963 was a tragic month. Nov. 22, 1963 was a tragic day. Oct. 31 marks All Hallow’s Eve. March 1 was his birthday.

numbers

In general, spell out whole numbers below 10, use figures for 10 and above. For example, He owned 11 cats and five dogs. However, always use figures for ages, dimensions and percentages. He was 3 years old. The booths are 10 feet by 10 feet. He garnered only 8 percent of the vote.

     If you must begin a sentence with a number, spell it out. Eleven cats were found playing in the back yard. Exception: If a sentence begins with a year, do not spell it out. 1966 was a good year.

percentages

Use figures and always spell out percent. 1 percent, 2.5 percent, 10 percent.

     For amounts less than 1 percent, precede the decimal with a zero: The cost of living rose 0.6 percent.

     Repeat percent with each individual figure: He said 10 percent to 30 percent may not vote.


Research & Development

Capitalize in the phrase the Research and Development Facilities Council.


See council.

provinces

Spell out the names of the Canadian provinces. However, in addresses, use the standard U.S. Postal Code abbreviations.

seasons

Lowercase spring, summer, fall, winter and derivatives such as springtime unless part of a formal name: Dartmouth Winter Carnival, Summer Olympics, Winter Olympics.

states

Spell out all state names when standing alone in textual material. Abbreviate using AP style abbreviations when preceded by the name of a city in textual material. However, in addresses, use the standard U.S. Postal Code abbreviations.


In AP style, eight states are never abbreviated: Alaska, Hawaii, Idaho, Iowa, Maine, Ohio, Texas and Utah.

AP abbreviations:

Ala.
Ill.
Mo.
Okla.
W. Va.

Ariz.
Kan.
Mont.
Ore.
Wis.

Ark.
Ky.
Nev.
Pa.
Wyo.

Calif.
La.
N.H.
S.C.

Colo.
Md.
N.J.
S.D.

Conn.
Mass.
N.M.
Tenn.

Del.
Mich.
N.Y.
Vt.

Fla.
Minn.
N.C.
Va.

Ga.
Miss.
N.D.
Wash.

time

Never capitalize a.m. or p.m. Use 8 a.m. instead of 8:00 a.m. Never use 12 a.m., 12 p.m., 12 noon or 12 midnight. Use midnight and noon to avoid confusion.

titles

In general, lowercase titles unless they are used directly before a name. Capitalize before a name. For example, President Clinton signed the budget bill today. But, Clinton, our president, is 48 years old.

utilities

Capitalize in the phrase Utilities Facilities Council. 

See council.

Xerox

A trademark for a brand of photocopy machine. Never a verb. Use photocopy as the appropriate verb: I photocopied the directors manuals.

World Workplace
The annual conference and exposition sponsored and managed by IFMA.

years

Never spell out a year. Use commas around the year when it is preceded by a month and date. Dec. 25, 1964, was his birthday. Use an s without an apostrophe to indicate spans of decades or centuries: the 1980s, the 1400s.
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