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This manual is intended to be your primary internal resource 
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4Writing About Cultural Vistas

Effective communications must be an organization-wide endeavor.  
It is essential that across all materials we use the following references  
to our organization.

Our organization’s legal entity name is “Cultural Vistas, Inc.” 
Use “Cultural Vistas Inc.” only when writing legal documents or contracts. 
Otherwise, use “Cultural Vistas” only.

Avoid using CV as an abbreviation externally.
Notable exceptions: legal documents and contracts.

Always emphasize our nonprofit status. We are a mission-driven organization and that should 
be emphasized in external communications. Where appropriate 501(c)(3) should accompany the 
description. Alternatives: 501(c)(3) nonprofit organization; 501(c)(3) nonprofit; a 501(c)3(). 
Avoid referring to Cultural Vistas as a company.

Where appropriate, refer to Cultural Vistas as “we,” not “it.”

Be obsessive about the possessive. 
Right: Cultural Vistas’ 
Wrong: Cultural Vista’s

Cultural Vistas Europe
When referring to our subsidiary in Berlin, please use one of the following:

•   Cultural Vistas Europe.

•   The European office of Cultural Vistas.

•   Cultural Vistas gGmbH.

For external communications, we want to be sure to emphasize that the office serves our 
community across Europe, not just Germany. For internal communications, Berlin office is suitable.

Focus on the present and avoid mentions of our predecessor organizaitions unless historical context requires it.
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Our organizational identity or brand is the sum of all we do and why  
we do it. It encapsulates our mission, values, and distinctive activities.  
A strong identity helps develop trust and brings greater credibility to  
our work.

Mission
To enrich minds, advance global skills, build careers, and connect lives through international 
exchange.

Vision
Cultural Vistas envisions a world where international experiential skill-building opportunities are 
a widespread means of fostering a shared understanding and appreciation of diverse peoples, 
values, cultures, and aspirations, thus bringing the world closer together.

Tagline
Experience the global workplace.

A short description about Cultural Vistas should be used in all collateral 
materials, including Cultural Vistas websites, presentations, publications, 
and news releases. If and when the use of first-person plural is not 
advisable, replace “we” and “our” with “it” and “Cultural Vistas.”  
The former will be used on all Cultural Vistas-owned properties.

50-Words
Founded in 1963, Cultural Vistas is a nonprofit exchange organization promoting global 
understanding and collaboration among individuals and institutions. We develop international 
professional experiences that create more informed, skilled, and engaged citizens. Our programs 
empower people to drive positive change in themselves, their organizations, and society. Learn 
more at culturalvistas.org.

85-Words
Founded in 1963, Cultural Vistas is a nonprofit exchange organization promoting global 
understanding and collaboration among individuals and institutions. We develop international 
professional experiences that create more informed, skilled, and engaged citizens. Our programs 
empower people to drive positive change in themselves, their organizations, and society. The 
mission of Cultural Vistas is to enrich minds, advance global skills, build careers, and connect lives 
through international exchange. Cultural Vistas is headquartered in New York with regional offices 
in Washington, D.C. and Berlin. Learn more at culturalvistas.org.

Organizational Identity

Opt for the 85-word version to draw attention to our mission statement and office locations.



6

Why key messages are important
To make it easy for all target audiences – whether they are familiar with 
Cultural Vistas at all or not – to understand who we are, what we do, and 
what makes us unique.

How key messages are to be used
Consistently, in all written, verbal, and online formats, by everyone in the 
organization, all the time. Traction is gained through repetition.

Why three key messages
Three is the maximum number that are easy to learn, deliver succinctly, 
and absorb by an audience.  Because the key messages have to be 
succinct, every single word is important, and was carefully chosen.  
Because they are used across many target audiences, they have to be in 
“plain English” and not have jargon or terminology that might not be easily 
understood by someone not familiar with Cultural Vistas.

Why messages need supporting points
Just because you say something doesn’t make it true – you need to 
support what you say with additional information, facts and figures, 
anecdotes and case histories.  You can have as many supporting points 
as you’d like.  You always use the three key messages with any and all 
target audiences, and then you “mix and match” which supporting points 
you use, based on which will resonate most strongly with your specific 
audience at that moment.

Professional experience in an international environment. 
It’s sometimes hard to succinctly describe all that we do as an organization. Here’s one focal point to always come back to. 
 
Please note: this is intended to be an evolving list that is updated and added to as our organization continues to grow, 
develop, and enhance its capacities.
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Key Message #1—Who We Are
Cultural Vistas is a nonprofit exchange organization promoting global understanding and 
collaboration among individuals and institutions.

•   Cultural Vistas serves close to 6,000 students, professionals, and emerging leaders, ages 15-50, 
across 20 unique programs each year.

 •   We offer international internships, professional training, study tours, language and cultural 
immersion programs for participants from the U.S. and 135 countries around the world.

 •   Founded in 1963, Cultural Vistas has a 50-plus-year history of facilitating professional exchange 
programs.

•   Cultural Vistas has offices in New York, Washington, D.C. and Berlin with 90 full-time staff 
who speak more than 20 different languages. We have experience living abroad in nearly 40 
countries.

 •   Over the past five years, Cultural Vistas has grown its programs by 49 percent, and its revenue 
by 87 percent. We have an annual budget of over $16.5M.

Key Message #2—What We Do
We develop international professional experiences that cultivate more informed, skilled, and 
engaged citizens.

•   Prominent alumni include leaders in the executive branch of government and Fortune 500 
companies, including Denis McDonough, White House Chief of Staff.

•   Cultural Vistas has more than 100,000 alumni in the United States and 150 countries.

•   Cultural Vistas offers affordable options for more than 325 Americans each year. More than 85% 
of our U.S.-based participants are partially or fully funded.

•   We are authorized by the U.S. Department of State as a J-1 Exchange Visitor Program sponsor for 
Intern, Trainee, and Teacher exchanges. Every year, we bring more than 4,500 individuals from 
135 countries to the United States to pursue professional internship and training programs at 
more than 850 companies.

•   We work with public and private funders such as the Department of State, U.S. Embassies, 
foreign governments, foundations, universities, and companies, ranging from multinationals to 
small businesses.

Key Message #3—What Makes Us Unique
Our programs empower people to drive positive change in themselves, their organizations, and 
society.

•   International experience has a vital influence on participants’ career trajectories. Our research 
shows that 83% gained new skills abroad that are valuable to their careers.

•   Our programs range across industries with global significance. STEM, entrepreneurship, 
sustainability, civic engagement, and leadership are among our core competencies.

•   Alumni say that their exchange was one of the most important factors in their personal and 
professional success. They consistently describe their experience as life-changing.

•   Our programs foster long-term international dialogue and cooperation. Data suggests that 80% 
of participants maintain contact with professionals in the country that hosted them.
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The Exchange Visitor (J) non-immigrant visa category provides countless 
opportunities for international candidates looking to travel and gain 
experience in the United States. The multifaceted J-1 Exchange Visitor 
Program, managed by the U.S. Department of State, enables foreign 
nationals to come to the U.S. to teach, study, conduct research, 
demonstrate special skills or receive on the job training for periods 
ranging from a few weeks to several years.

There are 15 subcategories of the J-1 Visa, of which Cultural Vistas is a 
designated sponsor of three: Intern, Teacher, and Trainee. Cultural Vistas 
also holds special designations through which we sponsor individuals 
participating in the WEST and IAESTE exchange programs, as well as the 
U.S.-Mexico Internship Program (as of December 2015).

Referring to the program
J-1 Exchange Visitor Program (EVP) 
J-1 internship, teacher, or training programs/exchanges

Referring to the visa
J-1 Visa (capitalize the V) 
J-1 not J1

Referring to individuals
J-1 intern, J-1 teacher, J-1 trainee

Referring to visa categories
Intern, Teacher, Trainee (capitalize when referring to categories) 
Intern/Teacher/Trainee category of the J-1 Exchange Visitor Program 
Intern/Teacher/Trainee category of the J-1 Visa

Referring to J-1 alumni
Alumni of ECA exchanges should always be identified as alumni of a U.S. government-sponsored 
program. External communications that feature or engage with ECA alumni should clearly identify 
the role of the U.S. Department of State’s Bureau of Educational and Cultural Affairs.

Did you know? 
Cultural Vistas also administers programs that bring visitors to the United States through other categories of the J-1 Visa. 
For example, all German participants in the Congress-Bundestag Youth Exchange for Young Professionals and International 
Visitor Leadership Program hold a J-1 Visa under the International Visitor category. Moreover, other Cultural Vistas programs 
do also bring individuals to the United States through other short-term visas. 
 
For more information and talking points, please see the About the J-1 Visa page on culturalvistas.org.



9Commonly Used Acronyms and Terms

Always spell it out the first time you mention it. Then use the short version 
for all other references. If the abbreviation isn’t clearly related to the full 
version, specify in parentheses.

501(c)(3)
Denotes that a particular organization has been approved by the Internal Revenue Service as a 
tax-exempt, charitable organization.

AIPT
The Association for International Practical Training. AIPT and CDS International merged in January 
2011 to form Cultural Vistas. Focus on the present and avoid mentions of our predecessor 
organizations unless historical context is needed.

AFAA
Alfa Fellowship Alumni Association

Alliance
Alliance for International Exchange. An association of 90 nongovernmental organizations 
comprising the international educational and cultural exchange community in the United States.

AYLP
American Youth Leadership Program.

Bosch
Robert Bosch Foundation Fellowship Program. Full program name preferred on first mention. 
Bosch Fellowship is suitable in subsequent mentions. Similarly, one should use Robert Bosch 
Foundation Fellow and Bosch Fellow in references to individuals participating in the program.

CBM
Community-based members. Organizations across the United States under the professional 
association of Global Ties U.S. that develop professional programs, arrange cultural activities, and 
provide home hospitality for international visitors through the Department of State’s International 
Visitor Leadership Program, Formerly referred to as Councils for International Visitors (CIV). 

CBYX
The Congress-Bundestag Youth Exchange. Our organization serves as one of the implementing 
partners of the Congress Bundestag Youth Exchange for Young Professionals.

CDS
Originally the Carl Duisberg Society. Eventually evolved into CDS International, one of our 
predecessor organizations.

DAAD
German Academic Exchange Service. A partner and the largest funding organization for 
opportunities to Germany.
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DS-2019
Certificate of Eligibility for Exchange Visitor (J-1) Status. The basic document used in the 
administration of the Exchange Visitor Program. This form permits a prospective exchange visitor 
to seek an interview at a U.S. embassy or consulate in order to obtain a J-1 Visa to enter the 
United States. The form identifies the exchange visitor and their designated sponsor and provides 
a brief description of the program, including the start and end date, category of exchange, host 
organization, and compensation amount.

DS-7002/TIPP
The Training/Internship Placement Plan. Organizations must complete a DS-7002 in order to host 
an intern or trainee. This Department of State form serves as the official outline of the proposed 
internship or training experience. This document is signed by the exchange visitor, the program 
supervisor, and the visa sponsor.

ECA
U.S. Department of State’s Bureau of Educational and Cultural Affairs.

EVP
J-1 Exchange Visitor Program.

EMGIP
Émigré Memorial German Internship Program.

IA
Internships Abroad

I-94
The arrival and departure record of nonimmigrant visa holders. This is electronically generated 
when the exchange visitor first enters the U.S. and can be accessed online and printed.

IAESTE (i-ess-tay)
International Association for the Exchange of Students for Technical Experience. Over 80 countries 
collaborate to administer close to 4,000 traineeships each year worldwide, making IAESTE the 
largest organization of its kind in the world. Cultural Vistas has administered the U.S. affiliate of this 
global organization since 1950.

Intern
A category of the J-1 Visa for which Cultural Vistas is a designated sponsor. Internship programs 
may last no more than 12 months and are designed to allow college and university students or 
recent graduates to come to the United States to gain exposure to U.S. culture and to receive 
hands-on experience in U.S. business practices in their chosen occupational field.

IVLP
International Visitor Leadership Program. Cultural Vistas is one of seven National Program 
Agencies that design and implement IVLP projects through cooperative agreements with the U.S. 
Department of State.

Japan IDYL
Japan Internship for the Development of Young Leaders Program. An U.S. internship program, 
sponsored by the Japan Ministry of Foreign Affairs, that Cultural Vistas began administering in 
2015.
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J-1 Visa
A non-immigrant cultural exchange visa issued by the U.S. Department of State. The objective of 
the J-1 Visa is to foster better understanding and acceptance between the people of the United 
States and other countries around the world through educational and cultural exchange programs.

MOFA
Japan Ministry of Foreign Affairs

NAFSA
NAFSA: Association of International Educators. The world’s largest professional association 
dedicated to international education.

RBFAA
Robert Bosch Foundation Alumni Association

SEVIS
Student and Exchange Visitor Program. A web-based system that the Department of Homeland 
Security (DHS) uses to maintain information on exchange visitor program sponsors and individuals 
in the U.S. on the J-1 Visa.

Stiftung
German term for a foundation.

SWT
Summer Work Travel program. One of 14 subcategories of the J-1 Visa. Cultural Vistas is NOT a 
sponsor of SWT programs.

Teacher
A category of the J-1 Visa for which Cultural Vistas is a designated sponsor. This program provides 
educators the opportunity to teach in accredited primary and secondary schools in the United 
States.

Trainee
A category of the J-1 Visa for which Cultural Vistas is a designated sponsor. Training programs may 
last from three weeks to 18 months and are designed to allow foreign professionals to come to the 
United States to gain exposure to U.S. culture and to receive training in U.S. business practices in 
their chosen occupational field.

U.S. Department of State
Write out full name on first reference. State Department also acceptable. Avoid using DOS when 
possible.

WEST, Korea WEST
Work, English Study, and Travel. J-1 exchange program formed through partnership between the 
United States and the Republic of Korea. Cultural Vistas has served as a sponsor of the WEST 
program since its inception in 2008.

WCTE
Welcoming Communities Transatlantic Exchange.

YSEALI (y-seal-ee)
Young Southeast Asian Leaders Initiative.
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The following recommendations are primarily based on the conventions 
outlined within the 16th edition of The Chicago Manual of Style. When it 
comes to spelling, we recommend Webster’s (m-w.com). We have adapted 
some guidelines (denoted with *) and recognize that some collateral 
may require different treatment depending on its audience or funder. 
Remember, consistency is the golden rule.

abbreviations
Should generally be spelled out at first occurrence followed by the abbreviation in parentheses—at 
least in formal text—as a courtesy to readers who might not easily recognize them.

Use periods with abbreviations that end in a lowercase letter: p. (page), vol., e.g., i.e., etc., a.k.a., 
a.m., p.m., Ms., Dr., et al. (et is not an abbreviation; al. is).

Use no periods with abbreviations that appear in full capitals, whether two letters or more and 
even if lowercase letters appear within the abbreviation: VP, CEO, MA, MD, PhD

Make an abbreviation plural by adding a lowercase s.

•   CEOs.

When an abbreviation follows an indefinite article, the choice of a or an is determined by the way 
the abbreviation would be read aloud. Acronyms are read as words and are rarely preceded by 
a, an, or the (“member nations of NATO”), except when used adjectivally (“a NATO initiative”). 
Initialisms are read as a series of letters and are often preceded by an article (“member nations of 
the EU”).

Many civil titles preceding a full name may be abbreviated. Preceding a surname alone, however, 
they should be spelled out. 

•   Sen. Kirsten E. Gillibrand; Senator Gillibrand

academic degrees and majors
Lowercase in running text; uppercase abbreviated forms, without periods.

•   a bachelor’s degree, a bachelor’s in engineering

•   a master’s degree, a master’s in economics, an MA

•   They have entered the Bachelor of Science program at Yale University.

•   a BA in literature, a BS in chemistry

•   a doctorate in economics; a doctoral degree, a doctorate

•   a PhD in economics

•   He is majoring in philosophy and minoring in English.
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accents
You should consider your primary audience and the nature of the communications when making 
decisions considering accents and foreign characters. It is good practice, when using a foreign 
word in this way, to consider whether there is such a justification, or whether instead there exists 
an English word that can express the right concept with less risk of confusing the reader. As 
always, consistency is key.

In general, use accents on French, German, Portuguese, and Spanish words (but not anglicised 
French words such as cafe, apart from exposé, résumé, roué). 

People’s names, in any language, should also be given appropriate accents where known. 

If you use one accent (except the tilde—strictly, a diacritical sign), use all: émigré, mêlée, protégé, 
résumé.

addresses
Single-letter compass points that accompany a street name are normally followed by a period. 
Two-letter ones are not. There is no comma before them when they follow a street name.

•   1777 S. Prospect Road

•   We moved to 150 H Street NW

ages
Always use numerals. If ages are expressed as adjectives before a noun or as substitutes for a 
noun, use hyphens.

alphabetizing
Ignore any articles (ex. the, a) that begin the title whether in English or other languages

alumni terms
alumnus—singular (m)  
alumna—singular (f)  
alum—singular (gender neutral)  
alumni—plural (m and f together)  
alumnae—plural (f only) 

Alumni is widely used today for separate groups of men and women but is not correct.

Avoid using alumni for the singular form; alumni is plural.

Alumni of ECA exchanges should always be identified as alumni of a U.S. government-sponsored 
program. External communications that feature or engage with ECA alumni should clearly identify 
the role of the U.S. Department of State’s Bureau of Educational and Cultural Affairs.

A similar approach should be taken for alumni of privately-funded programs, such as the Alfa 
Fellowship Program or Robert Bosch Foundation Fellowship Program.

In such instances, these individuals should primarily be referred to as alumni of these programs 
and secondarily as Cultural Vistas alumni or alumni of Cultural Vistas-managed programs.



14

a.m., p.m.

ampersand (&)
Don’t use unless one is part of a formal company or brand name. The ampersand should not be 
used in the place of and. No space is left on either side of an ampersand used within an initialism.

•   R&D; Texas A&M

capitalization
In general, avoid unnecessary capitals. Capitalize titles when used before a person’s name. 
Lowercase titles if they are used after the name.

•   President and CEO Robert Fenstermacher. Robert Fenstermacher, president and CEO.

Don’t capitalize departments within a company. 
Don’t capitalize the word visa unless part of a proper title – J-1 Visa. 
Do capitalize the categories of the J-1 Visa: Intern, Trainee, Teacher.

In titles, capitalize important words (everything but articles, conjunctions, and prepositions).

When writing out an email address or website URL, use all lowercase. Do not underline.

•   rob@culturalvistas.org

•   culturalvistas.org

cities, states, regions
Spell out states names in copy when a city precedes it: e.g., “This happened in Boca Raton, Florida.”

Spell out the names of the 50 U.S. states when they stand alone, but use the state abbreviations 
listed (under state and country abbreviations) when a state is listed with a city, town, etc.

Keep in mind the audience for which you are writing. Many international readers do not understand 
U.S. state abbreviations. It may be best to write them out in materials designated primarily for 
global audiences.

On first mention always write out United States. The same rule applies to any other country or 
federation with a common abbreviation (European Union, EU; United Kingdom, U.K.).

In running text, it is recommended to use United States as a noun and to reserve U.S. for the 
adjective form. However, we understand that space may be the deciding factor at times. The States 
is also acceptable in less formal pieces.

United States or United States of America. USA. 

America is suitable in less formal writing, but remember that you may leave some people confused. 
America and Americas (the region) are viewed interchangeably by some.

See below for U.S. city names that are well-known enough to stand alone without a state, both in 
datelines and running text.
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Atlanta 
Atlantic City 
Austin 
Baltimore 
Berkeley 
Boston 
Chicago 
Cincinnati 
Cleveland 
Dallas 

Denver 
Detroit 
Honolulu 
Houston 
Indianapolis 
Las Vegas 
Los Angeles 
Memphis 
Miami 
(and Miami Beach) 

Milwaukee 
Minneapolis 
Nashville 
New Orleans 
New York 
Oakland 
Oklahoma City 
Orlando 
Philadelphia 
Phoenix 

Pittsburgh 
Sacramento 
St. Louis 
Salt Lake City 
San Antonio 
San Diego 
San Francisco 
Seattle 
Washington, D.C.

Foreign cities and regions that can stand alone (for Canadian provinces, adding the province name 
after a city is sufficient — “Montreal, Quebec,” not “Montreal, Quebec, Canada”):

Acapulco 
Amsterdam 
Athens 
Baghdad 
Bangkok 
Barcelona 
Beijing 
Belfast 
Berlin 
Budapest 
Buenos Aires 
Brussels 
Cairo 
Copenhagen 
Dublin 
Edinburgh 
Florence 

Frankfurt 
Geneva 
Glasgow 
Havana 
Hong Kong 
Istanbul 
Jerusalem 
Kiev 
Lisbon 
Liverpool 
London 
Madrid 
Manila 
Mexico City 
Milan 
Monte Carlo 
Montreal 

Moscow 
Mumbai 
Munich 
Nairobi 
Oslo 
Ottawa 
Panama City 
Paris 
Prague 
Quebec 
Rio de Janeiro 
Rome 
Saigon 
Sarajevo 
Seoul 
Shanghai 
Singapore 

St. Petersburg 
Stockholm 
Sydney 
Tehran 
Tel Aviv 
Tokyo 
Toronto 
Tuscany 
Vancouver 
Vatican City 
Venice 
Vienna 
Warsaw 
Zurich

co-op, co-operative education, co-op program 

consulate
Capitalize with the name of a nation and lowercase without it: the French Consulate, the U.S. 
Consulate, the consulate.

continents, countries, oceans, and such
Entities that appear on maps are always capitalized, as are adjectives and nouns derived from 
them. An initial the as part of a name is lowercased in running text, except in the rare case of an 
initial the in the name of a city.

Asia; Asian 
Ireland; Irish 
California; Californian 
Chicago; Chicagoan 

Atlantic Ocean; Atlantic 
South China Sea 
the North Pole 
the Netherlands; Dutch
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contractions
Avoid using them in formal writing.

customs
Capitalize U.S. Customs Service. Lowercase elsewhere.

dashes and hyphens
The hyphen connects two things that are intimately related, usually words that function together 
as a single concept or work together as a joint modifier. Use a hyphen (-) without spaces on either 
side to link words into single phrase.

•   first-time user

•   In a series: “developing short-, medium-, and long-term steps.”

The en dash (–) connects things that are related to each other by distance. Use an en dash to 
indicate a span or range. 

•   Monday–Friday; the May–September issue of a magazine

Use an em dash (—) without spaces on either side to offset an aside. Use a true em dash, not 
hyphens (- or --).

dates
Spell out the day of the week and abbreviate the month, unless you’re just referring to the month 
or the month and the year.

•   Saturday, Jan. 24

•   Saturday, Jan. 24, 2015

•   January 2015

When you’re writing out a date, the day is written as a cardinal number.

•   January 1, 2016; not January 1st, 2016.

The instance in which it is OK to use an ordinal number is when you are writing the 1st of January, 
because you are placing the day in a series: of all the days in January, this day is the first.

•   “Please join us for a reception on the first of January.”

Names of days and months are capitalized. The four seasons are lowercased (except when used to 
denote an issue of a journal).

Tuesday 
November 
spring 
fall 
the vernal (or spring) equinox 
the winter solstice

D.C.
In normal text. Use DC as the postal abbreviation or within charts or tables.
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e.g. AND i.e.
The abbreviations e.g. and i.e. are not interchangeable. The abbreviation e.g. means “for example,” 
whereas i.e. means “that is” or “namely.” Both are set off by commas in running text.

email
Never hyphenate. Never capitalize unless it begins a sentence.

embassy
Capitalize with the name of a nation and lowercase without it: the French Embassy, the U.S. 
Embassy, the embassy.

exclamation points
Use exclamation points sparingly, and never more than one at a time.

Exclamation points go inside quotation marks. Like periods and question marks, they go outside 
parentheses when the parenthetical is part of a larger sentence, and inside parentheses when the 
parenthetical stands alone.

Never use exclamation points in failure messages or alerts. When in doubt, avoid!

fellow, fellowship*
Use capitals for named scholarships and fellowships. The shortened forms of such names should 
also be capitalized. Otherwise, scholar and fellow are lowercased. 

•   Robert Bosch Foundation Fellowship, Robert Bosch Foundation Fellow, Bosch Fellow 

•   Alfa Fellowship Program, Alfa Fellow 

•   Fulbright-Hays Fellowship, Fulbright Fellow

file extensions
Such as PDF. Use all uppercase without a period. Add a lowercase s to make it plural.

foreign, foreign citizen, foreign national
Try to avoid references to a person as “foreign” or a “foreigner” when possible. 

Foreign citizen (the U.S. Department of State’s term for a person who is not a citizen of the United 
States) and foreign national (a person who is not a citizen of the country in which he or she is 
temporarily sojourning) are both acceptable when referring to non-Americans, however, use 
“international” instead when appropriate.

foreign terms for geographic entities
When a foreign generic term forms part of a geographic name, the equivalent English term should 
not be included.

•   the Rio Grande (not the Rio Grande River)

•   Fujiyama (not Mount Fujiyama)

•   Mauna Loa (not Mount Mauna Loa)

•   the Sierra Nevada (not the Sierra Nevada Mountains)
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government entities
Always lowercase, never abbreviate.

•   the federal government; the state government; the U.S. government; administration

governmental bodies
The full names of legislative and deliberative bodies, departments, bureaus, and offices are 
capitalized. Adjectives derived from them are usually lowercased, as are many of the generic 
names for such bodies when used alone (as on subsequent mentions)

•   the Bundestag (German parliament); the Bundesrat (German upper house); the Reichstag 
(imperial Germany); a Landtag (a local German parliament)

•   the United States Congress; the U.S. Congress; the Ninety-Seventh Congress; Congress; 97th 
Cong.; congressional

The full names of administrative bodies are capitalized.

•   the U.S. Department of State; the State Department

headlines
Capitalize principal words in headlines, including prepositions and conjunctions of four or more 
letters. 

homepage

Honorable
Only use “the Honorable” in a direct quote, or in a list of individuals with honorifics, such as in an 
event or conference program. In the latter case, the abbreviation Hon. is traditionally used before 
a full name when the does not precede the title (Hon. Jane Doe). With the, such titles should be 
spelled out (the Honorable Jane Doe).

Among appointed U.S. officials only those appointed by The President and approved by the 
Senate are addressed as The Honorable. At a U.S. Embassy only the Ambassador is at that level. 
The Excellency follows the international custom. Both are correct, but use Excellency outside the 
United States.

inbound, outbound
Traditionally used to distinguish between our programming taking place in and outside the 
United States. Note: Moving forward, we will seek to discontinue use of these terms in external 
communications.

internet
Never capitalize unless it begins a sentence.

J-1 Visa
Always capitalize the J and V. Always include a hyphen.

login (noun, adjective), log in (verb)
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like
The social media activity. Lowercase, not set in quotes.

links
Provide a link when referring to a website. Don’t capitalize links or words within links.

lists
Use lists to presents groups of information. Only number when order is important.  If one of the list 
items is a complete sentence, use punctuation on all of the items. Otherwise, don’t use punctuation 
in lists.

longstanding

money
When writing about U.S. currency, use the dollar sign before the amount. Include a decimal and 
number of cents if more than 0. Do not add the word “dollars” to figures preceded by a dollar sign.

When writing about other currencies, follow the same symbol-amount format:

In contexts where the symbol $ may refer to non-US currencies, these currencies should be clearly 
identified.

Most other currencies are handled the same way as U.S. currency, with a decimal point between 
the main unit and subunits (e.g., EUR 10.75). When letters rather than symbols are used, a space 
separates the letter(s) from the numeral.

•   forty euros (or, in European Union documents, 40 euro) = EUR 40 (or €40)

•   95 (euro) cents (or, in European Union documents, 95 cent)

•   725 yen = ¥725

The International Organization for Standardization defines three-letter codes (including EUR) for 
most countries. See iso.org

names and titles
The first time you mention a person in writing, refer to them by their first and last names. On all 
other mentions, refer to them by their first name.

Don’t capitalize the names of teams, departments, or individual job titles, at Cultural Vistas or other 
companies.

nondiscrimination statement
The following is for major publications and the Cultural Vistas homepage and should appear on 
the title page, inside front or back cover, or similar easy-to-locate position in such publications as 
brochures, participant handbooks, annual report, and applications, 

The provision of all services, benefits, and programs of Cultural Vistas shall be made without 
regard to race, creed, color, national origin, age, religion, gender, disability, marital status, 
partnership status, sexual orientation, alienage, or citizenship status, or any other characteristic 
protected by federal, state, or local law.
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nonprofit
One word, no hyphen. Avoid referring to Cultural Vistas as a company.

number usage*
Spell out numbers in single digits and when beginning a sentence. Otherwise, use the numeral. 
This includes ordinals, too. Where many numbers occur within a paragraph(s), maintain consistency 
in the immediate context. 

Hyphenate all written-out fractions.

Numbers over three digits get commas. Write out big numbers in full. Abbreviate if there are space 
constraints, as in a tweet or a chart: 1k, 150k.

OK, okay

online
Never capitalize unless it begins a sentence.

quotation marks
Use quotes to refer to words and letters, titles of short works (like articles and poems), and direct 
quotations.

Periods and commas go within quotation marks. Question marks within quotes follow logic—if the 
question mark is part of the quotation, it goes within. If you’re asking a question that ends with a 
quote, it goes outside the quote.

Use single quotation marks for quotes within quotes.

percentages
Spell out the word “percent” when possible. Using the percent sign (%) is acceptable in headlines, 
infographics, charts, and social media where space is limited.

periods
Periods go inside quotation marks. They go outside parentheses when the parenthetical is part of 
a larger sentence, and inside parentheses when the parenthetical stands alone.

phone numbers
Periods without spaces between numbers is our preferred usage (no parentheses or dashes). 

•   212.495.3500

Use a country code if your reader is in another country.

•   +1.212.497.3500

For international numbers, include the country code preceded by a plus (which indicates that 
additional numbers, depending on the origin of the call, are required). For example, the number for 
our European office looks like this—

•   +49 (1) 30 206 795 00
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•   —where “49” is the country code for Germany, “30” designates the Berlin area code, and the rest 
is the usual eight paired digits separated by spaces for German telephone numbers. 

International access codes

•   011 if calling from a U.S. or Canadian landline or mobile phone; if dialing from a mobile phone, 
you can enter a + instead of the 011 

•   00 if calling from a number in any European country; if dialing from a mobile phone, you can 
enter a + instead of the 00

photo captions
Photos in ads often do not require captions because the headline(s) and text make the pitch. 
However, photos in marketing collateral often need captions to identify the persons, places, or 
actions to enrich the story. 

Follow these guidelines when writing captions: 

Write a sentence in active voice that describes the action or sets the context for the photo and, if 
possible, identifies the individuals in the photo. 

If there is more than one person in the photo, identify the individuals in the photo from left to right. 
If two people are in the photo, use the directional qualifier left to identify the person on the left. If 
three or more people are in the photo, start a sentence with “From left to right are . . .”

political affiliations
Political affiliations in parentheses use postal code abbreviations. Senator Charles Schumer (D-NY); 
Representative Chris Van Hollen (D-MD) Senator Susan Collins (R-ME)

program and fiscal years
Fiscal years use only the year of the final month. Cultural Vistas elects to use the calendar year as 
its fiscal year (January 1–December 31).  
fiscal year 2015  
fiscal year ’15 

Academic or program years show the year of both the beginning and final month. Spell out and 
lowercase the words. 

program year 2014–2015  
program year 2014–15  
program year ’14–’15 (informal) 
the 2014–15 program year  
the ’14–’15 program year (informal)

Abbreviations are appropriate in column and row headlines of charts and such and when the terms 
are used extensively in running text. Choose a format and use it consistently throughout your 
publication. Use en dashes between inclusive numbers. 

FY2015 
FYs2013–15 (three 12-month periods) 
FY2014 and FY2015
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quotation marks
Straight quotes are preferred. Microsoft Word defaults to smart or curly quotes, which are 
acceptable. Just be consistent in its usage.

ranges and spans
Use a hyphen (-) to indicate a range or span of numbers.

•   It takes 20-30 days.

schools
The first time you mention a school, college, or university in a piece of writing, refer to it by its full 
official name. On all other mentions, use its more common abbreviation.

•   Georgia Institute of Technology, Georgia Tech

•   Georgia State University, GSU

The same rule of thumb applies for our programs.

•   International Association for the Exchange of Students for Technical Experience, IAESTE

serial comma
When writing a list, use the serial comma (also known as the Oxford comma). Otherwise, use 
common sense. If you’re unsure, read the sentence out loud. Where you find yourself taking a 
breath, use a comma.

signup (noun, adjective), sign up (verb)

semesters
Do not capitalize references to semesters or seasons.

•   fall semester 

•   attending class in the summer session

•   internship in spring 2015

semicolons
Go easy on semicolons. They usually support long, complicated sentences that could easily be 
simplified. Try an em dash (—) instead, or simply start a new sentence.

sentence fragments
Incomplete sentences or sentence fragments make copy conversational and less formal. They are 
acceptable in advertising or social media to punch it up, but they should be used sparingly and 
judiciously to expand upon a  concept.

startup

state and country abbreviations
In running text, the names of states, territories, and possessions of the United States should always be 
spelled out when standing alone and preferably (except for D.C.) when following the name of a city.
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AK Alaska or Alas. 
AL Ala. 
AR Ark. 
AS American Samoa 
AZ Ariz. 
CA Calif. 
CO Colo. 
CT Conn. 
DC D.C. 
DE Del. 
FL Fla. 
FM Federated States  
 of Micronesia 
GA Ga. 
GU Guam 
HI Hawaii 
IA Iowa 
ID Idaho 
IL Ill. 
IN Ind. 
KS Kans. 

KY Ky. 
LA La. 
MA Mass. 
MD Md. 
ME Maine 
MH Marshall Islands 
MI Mich. 
MN Minn. 
MO Mo. 
MP Northern Mariana  
 Islands 
MS Miss. 
MT Mont. 
NC N.C. 
ND N.Dak. 
NE Neb. or Nebr. 
NH N.H. 
NJ N.J. 
NM N.Mex. 
NV Nev. 
NY N.Y. 

OH Ohio 
OK Okla. 
OR Ore. or Oreg. 
PA Pa. 
PR P.R. or Puerto Rico 
PW Palau 
RI R.I. 
SC S.C. 
SD S.Dak. 
TN Tenn. 
TX Tex. 
UT Utah 
VA Va. 
VI V.I. or Virgin Islands 
VT Vt. 
WA Wash. 
WI Wis. or Wisc. 
WV W.Va. 
WY Wyo.

Names of countries are spelled out in text but may be abbreviated in tabular matter, lists, and 
the like. Use discretion in forming the abbreviations and always err on the side of minimizing any 
possibility of confusion. The examples below reflect entries in standard dictionaries.

Fr. 
Ger. 
Isr. 
It. 
Neth. 
Russ. 

Sp. 
Swed. 
UAE (United Arab Emirates) 
U.K. 
U.S. (but USA; not U.S.A.)

time and time zones
Times of day in even, half, and quarter hours are usually spelled out in text. With o’clock, the 
number is always spelled out. In the third example, the a before quarter is optional.

•   Her day begins at five o’clock in the morning.

•   The meeting continued until half past three.

•   He left the office at a quarter of four (or a quarter to four).

•   We will resume at ten thirty.

•   Cinderella almost forgot that she should leave the ball before midnight. 

Numerals are used (with zeros for even hours) when exact times are emphasized. Chicago 
recommends lowercase a.m. (ante meridiem) and p.m. (post meridiem), though these sometimes 
appear in small capitals, with or without periods.

•   The first train leaves at 5:22 a.m. and the last at 11:00 p.m.

•   She caught the 6:20 p.m. flight.

•   Please attend a meeting in Grand Rapids, Michigan, on December 5 at 10:30 a.m. (EST).
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Use the lowercase form, with periods and a space.  

•   7 a.m. or 7:00 a.m. (Both are acceptable. Be consistent with your usage.)  

•   7:30 p.m.

Use a hyphen between times to indicate a time period. 

•   7 a.m.-10:30 p.m.

Specify time zones when writing about an event or something else people would need to 
schedule. Since Cultural Vistas is headquartered in New York City, we default to EST.

When spelled out, designations of time and time zones are capitalized. Time zones, where needed, 
are usually given in parentheses—for example, 4:45 p.m. (CST)

When referring to international time zones, spell them out. If a time zone does not have a set name, 
use its Coordinated Universal Time (UTC) offset. It is also useful to display the time difference 
between your time zone and UTC when an event or deadline is relevant for both domestic and 
international audiences.

•   Eastern Standard Time; EST (UTC -5)

•   Greenwich Mean Time; GMT (UTC)

•   Pacific Daylight Time; PDT (UTC -7)

•   Western Europe Time, WET (UTC)

•   Central Europe Time; CET (UTC +1)

•   Eastern Europe Time; EET (UTC +2)

•   Moscow Time; MSK ( UTC +3)

•   Japan Standard Time; JST (UTC +9)

•   Korea Standard Time; KST (UTC +9)

•   India Standard Time or Indian Time; IST (UTC +5:30)

Use timeanddate.com as a resource. 

URL
URL not url.

Plural: URLs.

Avoid spelling out URLs, but when you need to, leave off the http://www and www.

Never use capitalized letters in URLs.

Use the shortest URL possible.

•   culturalvistas.org, not http://www.culturalvistas.org/, or www.culturalvistas.org

Do not put a colon before the web address

•   To register, visit culturalvistas.org.
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Website, web, webpage

WiFi
Capital W and F, no hyphen

writing about people
Whether you’re writing for an internal or external audience, it’s important to write for and about 
other people in a way that’s compassionate, inclusive, and respectful. Being aware of the impact 
of your language will help make Cultural Vistas a better place to work and a better steward of our 
values in the world.

disability
Don’t refer to a person’s disability unless it’s relevant to what you’re writing.  
If you need to mention it, use language that emphasizes the person first: “she has a disability” 
rather than “she is disabled.”

When writing about a person with disabilities, don’t use the words “suffer,” “victim,” or 
“handicapped.” “Handicapped parking” is OK.

gender and sexuality
Don’t call groups of people “guys.” Don’t call women “girls.“

Avoid gendered terms in favor of neutral alternatives, like “businessperson”  
instead of “businessman.”

It’s OK to use “they” as a singular pronoun.

Use the following words as modifiers, but never as nouns:

•   lesbian

•   gay

•   bisexual

•   transgender

•   trans

•   LGBT

Don’t use these words in reference to LGBT people or communities:

•   homosexual

•   queer

•   lifestyle

•   preference

Don’t use “same-sex” marriage, unless the distinction is relevant to what you’re writing.  
(Avoid “gay marriage.”) Otherwise, it’s just “marriage.”

When writing about a person, use their preferred pronouns. If you’re uncertain, just use their name.
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other companies
Honor companies’ own names for themselves and their products. Go by what’s used on their 
official website.

•   iPad

•   YouTube

•   Yahoo!

Refer to a company or product as “it” (not “they”).
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