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Educational Tours Canada Style Guide

About Educational Tours Canada (ETCA) 

EF is a unique company with a unique culture. And although we’re a worldwide organization, at Educational Tours Canada we have our own characteristics that make us an extraordinary and successful business. 

Our Mission: To make it possible for people around the world to communicate with one another across borders, breaking down barriers of language, culture and geography.
The EF organization
EF is a multinational group of companies with over 6,000 staff and 29,000 teachers and volunteers working in over 250 offices in more than 50 countries worldwide. EF’s offerings can be grouped into four distinct categories:

1.) Educational Travel and Tour Programs

EF Educational Tours

Smithsonian Student Travel

Go Ahead Tours

EF College Break

EF College Study Tours

2.) Cultural Exchange Programs

EF High School Year 

EF Foundation for Foreign Study

EF Cultural Care Au Pair

3.) Language Programs
EF International Language Schools

EF Academic Year Abroad

EF Language Travel

EF Corporate Language Training

EF English First

Englishtown

4.) Academic and Degree Programs
Hult International Business School

EF Brittin College

EF International Academy (IB Schools

Core EF promises and advantages
There are a number of promises EF makes to our customers and advantages we have over the competition. Keep them in mind when creating communications materials as they offer both features and benefits and can help turn prospects into customers. 
· Guaranteed Lowest Prices

· Unmatched safety

· 45 Years of experience

· World’s largest educational tour company

· 96% of EF travellers would recommend us to their friends

· 24/7 EF Tour Director with you on tour

· The most support every step of the way

· Free orientation in Paris for first-time group leaders

· Personal tour consultants

· Dedicated customer service representatives

· Local EF staff in more than 50 countries around the world

· Global Rewards Program, best loyalty rewards program for teachers

· Relationships with PBS, Apple and the Advanced Placement Program 

· EF TourLink™ so family and friends at home can see tour updates online

· Free travel for teachers and chaperones

· Teacher Convention Tours for experienced group leaders

· Free tour place for an adult chaperone with every six full-paying participants you enrol on tour

· Round-trip airfare on major international airlines

· Licensed local guides with expert knowledge about the sites you’ll visit

· Superior tourist-class hotels with private bathrooms

· High-speed trains and air-conditioned deluxe motor coaches 

Not all of these promises and advantages can or should be related to everybody. If you have a question, just ask a colleague from the relevant department. 

About the ETCA Style Guide
This guide is for the use of all ETCA departments and employees. The reason we use a style guide is to maintain consistency across all of our communication efforts. This includes both the print and electronic mediums. 

This guide is broken into relevant sections. Each section is in alphabetical order. 

Branding: Here at EF, we have our own branding and every communication must follow the stylistic rules directed by our brand. A brand is what separates and defines an organization and when we ignore our brand, we risk losing our identity; a recognizable and successful identity we’ve built over 45 years. Our identity is vital to our success as it provides a consistent appearance for our company and promotes recognizable values and promises to the customer. 

We must always keep in mind EF branding when communicating with our customers, potential customers, business associates, parents, students, the media and each and through each and every external communication we send.  

Most of the rules found within this guide are applicable for both print and web. However, some communications must be tailored for appropriateness depending on where they are used. If in doubt, please refer to both the print rules and the electronic rules within this guide to decide what is appropriate in your specific case. 

Please remember, if you aren’t sure about any of the guidelines, be sure to contact the Marketing Department as they’re always happy to help! 
Process
Every successful organization maintains open lines of communication and depends on both departments and individuals working together in order to run efficiently. Each person has their own area of expertise and it’s important to ask questions and learn what everyone’s duties entail. This is how we’ll grow and prosper, with employees leaning on one another and reaching out to help colleagues when they encounter a challenge. 

We must have a specific process with one another to help avoid mistakes or oversights. Ideally, external communications should be routed through the Marketing Department to ensure consistency of branding, messaging, formatting and of course, spelling, grammar and punctuation. 

It’s important to remember that everyone has their own tasks and duties to complete. Therefore, give your colleagues enough time to effectively review your communications. Your job is very important, but everyone has their own responsibilities to consider as well. Be reasonable about turnaround time and always take into account that your document may not be reviewed immediately.

There are always times when we’re extremely busy and the process is challenged. The best thing to do in these situations is have a colleague review your communication BEFORE it goes out. This reduces the possibility of basic errors remaining on your document. 

What is a document?
A document is any communication, external or internal, that represents EF. Whether you’re creating an email to send to prospective customers or a training document for ETCA staff, it should be reviewed by the Marketing Department to ensure branding and stylistic consistency, as well as to avoid basic errors that occur when only one person reviews a document. The human eye and mind can skip over errors when a document is read and edited multiple times. Have someone else look it over BEFORE it goes out.
Guide to writing at EF

Consider your Audience: Try to anticipate and answer audience questions. Identify who you’re writing to before you begin and then pick an appropriate tone. Decide what they know about the topic and what they will want to know. Consider their age, level of technical understanding and how you want them to use the information you’re relating. 
1) EF material should be written professionally, regardless of audience, but it’s important to avoid excessive formality. 

Example:

Yes: When your students travel with EF they’ll have an unforgettable experience

No: EF provides student travellers with an experience they surely won’t ever forget
3) Grammar: At EF, it’s important to use correct grammar in all of our communications. Firstly, we’re a company offering educational tours to students and teachers. If our grammar is poor, it reflects very badly on us and can significantly damage our business. 
Secondly, it’s simply good form to use proper grammar. 

At a minimum, use the spell check function on your computer before sending your communications, internally or externally. 

Again, if you aren’t sure, send the document to the Marketing Department, they’re here to help.

In certain cases formality is not only appropriate but necessary, when writing Terms and Conditions for example. 

4) As per Strunk and White, “Omit needless words.” 

Example:

No - John, who is a student that’s travelling with EF says…

Yes - John, a student travelling with EF says…

5) Put statements in the positive form. At EF we avoid negative phrasing at all times.

Example: 

No - Airlines are not often late 

Yes - Airlines are usually on time

6) Words will be spelled with Canadian or British ‘ou’ form. 

Example:

Honour, labour.

The exception is words which may be spelled with either an ‘S’ or a ‘Z’, in this case we use the American standard.

Example:

Yes – Specialize

No – Specialise  

Spelling of travel, enrol and their variations. These are word we use often and it’s important to spell them correctly. Beware of the autocorrect function in Microsoft Word as it will often ‘correct’ your spelling and “Americanize” it.

Please use the following spellings. 

- Travelling, traveller, travellers, travelled 
- Enrol, enrolling, enrolment, enrolled
7) Quotes and Testimonials

Before using a quotation, it’s a must that we have written permission from the person being quoted.

Quotes and testimonials should be contained within quotation marks. 

Identify the speaker in the following ways:

Teacher and EF Group Leader

EF Student Traveller

Examples: 
“I’ll never forget my EF tour. The sites were amazing, the guides were knowledgeable and I made so many new friends!”

Joanne Marsh

EF Student Traveller
We do not identify city, province or school names when quoting students.

Cities and school names should only be referred to when quoting trusted EF Group Leaders. 

“My students absolutely loved their EF tour to France and Italy. And so did I!”

Jeremy Smith

Teacher and EF Group Leader

Lester B. Pearson Secondary School, Toronto, ON

In the case of new EF Group Leaders, leave city and school out of the reference.
Example:

“In France we ate, in Italy we saw and in Germany we laughed. It was an incredible experience!”

Tim Jones

Teacher and EF Group Leader
General information

Abbreviations
Don’t ever abbreviate words or terms for your own convenience. For example, a communication, no matter how brief, shouldn’t end in ‘Thx’ (Thanks).

Avoid using internal EF abbreviations such as ‘Pax’ or ‘GL’.

Use only abbreviations that are familiar to ordinary readers. 

Examples: CBC, EF, UN, Mr., Mrs., Ms., km/h

If abbreviating a term, it must be written out in full on first reference. 
Example: Educational Travel Ambassadors (ETAs)

Do not abbreviate days or months.
How to abbreviate Canadian provinces and territories:

Alberta                               Alta.

British Columbia                BC

Manitoba                           Man.

New Brunswick                 NB

Newfoundland                   NL

Northwest Territories         NWT

Nova Scotia                       NS

Ontario                               ON

Prince Edward Island         PEI

Quebec                              Que.

Saskatchewan                   Sask.  
Addresses

EF Educational Tours

60 Bloor Street West, Suite 501

Toronto, ON M4W 3B8

EF Educational Tours

407 McGill Street, Suite 400

Montreal, QC H2Y 2G3
Calls-to-action
Calls-to-actions are used to drive readers to act. They should be placed regularly throughout every piece of EF material, both in print and online. A call-to-action should encourage the reader to call or email us or at the least, visit our website for more information.

Example:

Call us today at 1-800-387-1460 or visit eftours.ca to learn more!

Numbers

Consistency is vital when dealing with numbers. We want them to be instantly recognizable for the reader and once again, we are focused on maintaining a consistent brand. 

In general, spell out numbers below 10 and use figures for 10 and above. The major exception is when we begin a sentence with a number, then spell it out. 

Example: three travellers, nine minutes, 10 group leaders, 27 destinations

Example: Fifteen travellers agreed that their EF tour was unforgettable.

General examples:

Time -

10:00 p.m.

11:00 a.m.

Weight - 

78g

23kg

Distance -

45cm

22”

45’

50km

Percentage -

10%

Reference materials

At ETCA we use Canadian Press Style as our guide. There is a copy of the Canadian Press Stylebook available in the marketing department. 

If you aren’t sure, ask the Marketing Department and they will be happy to help.

Grammar and punctuation
Ampersand – Never in place of the word ‘and’, only to be used within proper names.
Example: Standard & Poor’s

Brackets – May be used for acceptable acronyms after first introduction of the full name or title. 

Example: Educational Travel Ambassadors (ETAs). 

Brackets should not be used in situations where the acronym is not acceptable. 

Example: EF Group Leaders (GLs) 

Captions – In most cases, photographs, graphics or images should have a caption which explains their purpose or what they illustrate. 

Corporate names – EF works with or refers to various corporations, associations and charities. Follow the standards of these organizations when referencing their names.
Example: Air Canada, Apple, Free The Children, Me to We, Visa
Dates – Should be written out in full. Don’t use ordinals (13th, 3rd). 
Example: 

Yes - December 10, 2010

No - Dec. 10/09, Dec 1st, March 2nd, 2010 etc.
Email Addresses – Do not use capitals in email addresses. 

Example: global.rewards@ef.com
Formal Titles – Formal titles should be capitalized.

Example: Erik Church, President of EF

Formatting Paragraphs – Separate paragraphs with a blank line. The first line of a paragraph should be flush left, not indented.
Full Stops (periods) – Add only one space after a full stop.

Holidays – Capitalize.
Example: New Year’s Eve, Mother’s Day
Italics – Italics should be used to identify books, magazines, films and music albums.

Examples: New York Times, War and Peace

Foreign place names should not be italicized.

Examples:  Arc de Triomphe, Champs-Élysées
Quotation Marks – Use the following formats when quoting someone. 

Stand alone quote: “I’ll never forget my EF Educational Tour,” said John. Punctuation falls within the quotation marks. 

Quote within a sentence: I asked my students and they all agreed, “EF gave us memories that will last a lifetime”. Punctuation falls outside of the quotation marks. 

Quote within a quote: Use double quotations marks for exterior punctuation marks and single quotation marks for the interior quote, as follows. “I loved my tour and so did Jim, who told me, ‘It was the best’.” Tom said. 
Telephone Numbers – Hyphenate

Example: 1-800-387-1460
Titles and Headlines – Capitalize the first word in a title or head. Subsequent words will be lowercase. 

Example:

International travel for teachers and students

Travel creates unforgettable memories

An exception is recognizable words or terms that demand capitalization.

Example: EF Educational Travel Ambassadors are here to help
Common words and phrases at EF
At EF, certain words and phrases must be used in a consistent manner. The majority of lower case terms become capitalized when preceded by ‘EF’. The following section outlines the rules for these words and phrases. 

Capitalization necessary:

Big Group Bonus

Educational Travel Ambassador 

EF

EF All-Inclusive Travel Protection Plan

EF Educational Tours

EF Foundation for Foreign Study
EF Future Travel Vouchers

EF Group Leader

EF High School Year Abroad

EF International Language School

EF Student Traveller 

EF Tour Consultant

EF Tour Director

EF TourLink™

EF TourCasts™ 

EF Voluntours

Elite Member
Global Rewards Points

Global Rewards Program

Guide to Personal Success

Life on Tour™

Paris Orientation

Peace of Mind Program™

Lowercase:

EF educational tour

EF tours

EF staff

group leader 

tour director
Common abbreviations at EF
We use many abbreviations internally at EF to help streamline our communications. Do not use these abbreviations when sending external communications.

BCs (Booking conditions)

BRC (Business reply card)

CSD (Customer Service Department)

DBD (Day by Day)

ETCA (Educational Tours Canada)

GL (Group leader)

HR (High ranks)

IBC (Inside back cover)

IFC (Inside front cover)

PAX (Student participant)

PAX APP (Student application form)

PFI (Program Fee Includes)

TC (Tour consultant)

TCOB (Tour Consultant organizational binder)

TFS (Tour Fact Sheet)

TOC (Table of contents)

ETCA addresses and phone numbers
Because ETCA has a presence throughout Canada and sends communications to a variety of people, we use different addresses and contact details depending on who we’re communicating with. The following matrix explains when to use which addresses and contact details.
	GL materials by language
	English
	French
	
	

	Address
	EF Educational Tours

60 Bloor Street West, Suite 501

Toronto, ON  M4W 3B8

Fax:  1-800-556-6046

407 McGill Street, Suite 400

Montreal, QC H2Y 2G3

Fax:  1-888-532-1202
	EF Voyages Culturels

407, rue McGill, bureau 400

Montréal (QC) H2Y 2G3

Fax:  1-888-532-1202

60, rue Bloor Ouest, bureau 501

Toronto (ON) M4W 3B8

Fax:  1-800-556-6046


	
	

	Telephone
	1-800-387-1460
	1-800-387-7708
	
	

	Website
	eftours.ca
	efvoyages.ca
	
	

	Email
	edtravel@ef.com
	voyages@ef.com
	
	

	
	
	
	
	

	GL materials by region
	English ROC
	French ROC
	English Que
	French Que

	Address
	EF Educational Tours

60 Bloor Street West, Suite 501

Toronto, ON  M4W 3B8
	EF Voyages Culturels

60, rue Bloor Ouest, bureau 501

Toronto (ON) M4W 3B8
	EF Educational Tours

407 McGill Street, Suite 400

Montreal, QC H2Y 2G3
	EF Voyages Culturels

407, rue McGill, bureau 400

Montréal (QC) H2Y 2G3

	Telephone
	1-800-387-1460
	1-800-387-7708
	1-800-387-1460
	1-800-387-7708

	Fax
	1-800-556-6046
	1-800-556-6046
	1-888-532-1202
	1-888-532-1202

	Website
	eftours.ca
	efvoyages.ca
	eftours.ca
	efvoyages.ca

	Email
	edtravel@ef.com
	voyages@ef.com
	edtravel@ef.com
	voyages@ef.com

	
	
	
	
	

	Pax & Parents
	English ROC
	French ROC
	English Que
	French Que

	Address
	EF Educational Tours

60 Bloor Street West, Suite 501

Toronto, ON  M4W 3B8
	EF Voyages Culturels

60, rue Bloor Ouest, bureau 501

Toronto (ON) M4W 3B8
	EF Educational Tours

407 McGill Street, Suite 400

Montreal, QC H2Y 2G3
	EF Voyages Culturels

407, rue McGill, bureau 400

Montréal (QC) H2Y 2G3

	Telephone
	1-800-263-2806
	1-800-263-2806
	1-866-750-2550
	1-866-750-2550

	Fax
	1-800-556-6046
	1-800-556-6046
	1-888-532-1202
	1-888-532-1202

	Website
	eftours.ca
	efvoyages.ca
	eftours.ca
	efvoyages.ca

	Email
	edtravel@ef.com
	voyages@ef.com
	edtravel@ef.com
	voyages@ef.com


Customer Service: 1-800-263-2806 (in Quebec: 1-866-750-2550)

Common email addresses at EF

edtravel@ef.com
global.rewards@ef.com 

ETCA is registered with the following groups
Travel Industry Council of Ontario

TICO reg. # 2395858

Office de la protection du consummateur 

OPC permit # 702732

Advanced Placement Program® (AP)

Association of Canadian Travel Agents (ACTA)

Better Business Bureau (BBB)

European Tour Operators Association (ETOA)

International Air Transport Association (IATA)

Student & Youth Travel Association (SYTA)
ETCA Brochure 
Tour page layout 
At EF we use a recognizable and easy to understand tour page layout. Readers can identify activities on a day-by-day basis including included components as well as optional excursions. In some cases, EF tours have an extension. If this is the case, it is identified as an extension at the end of the regular tour and then laid out in the same way as the rest of the tour. 

Components of tour page from top to bottom, left to right:

A) Duration and pricing: For each tour, we relate the length of the regular tour and the lowest price according to the price bar. For example, if the least expensive departure is from Montreal, this is the price we include. 

B) Tour name – The name of the tour.

C) Twenty-five to 30-word overview: This blurb describes, in colourful terms, what people can expect on the particular tour.  

D) Map: This map details the locations the tour travels to, the duration of overnight stays in each location (in brackets) and what location(s) the group will be flying in and out of. In some cases, the extension is also shown.

E) Tour section: The name of the section the tour belongs to.

F) Image and caption: The image shows a location that will be visited by the group while on tour. The caption describes the image. 

G) Itinerary: The itinerary shows tour activities on a day-by-day basis. The itinerary goes into detail about the specifics of the tour including components such as Tour Directed Sightseeing, Optional Excursions, Walking tours and free time. 

H) Program Fee Includes: The Program Fee Includes box is a point-by-point list that tells the reader every component that their trip includes including a link to full the full tour itinerary available on the eftours.ca website. Please see below for an example of the proper formatting of the Program Fee Includes box.

I) Price bar: The price bar provides readers with a price list according to departure destinations and seasons.

J) Tracking code: The tracking code associated with the brochure

K) Call to action: Drives the reader to act by calling ETCA or visiting the website for more information. 

Program Fee Includes

Program Fee Includes (PFI) is an overview of components included in the regular tour price and is used both in the brochure and on the website for each EF tour; it should be set up as follows:

Example:
Countries Visited
France • Monaco • Italy on extension

Program Fee Includes
Transportation: Round-trip flight • Deluxe motor coach 

• TGV high-speed train

Accommodations: 7 overnight stays in hotels with private bathrooms

Meals: European breakfast and dinner daily

Sightseeing Tours (6): Paris (2) • Nimes or Arles

• Avignon • Monaco and Eze • Nice

Visits to special attractions (6): Notre Dame Cathedral • Louvre

• Pont du Gard Amphitheatre • Palais des Papes 

Optional Excursions: 
Versailles

Extension: Cinque Terre • Milan region

For a detailed itinerary, visit:

Eftours.ca/PRA
Email formatting

Email is a very common form of communication at EF, for both internal and external purposes. An email should include a relevant subject line, a salutation, body copy and a formal sign off. 

Please remember to remain professional in your emails. Use full sentences, complete words and proper grammar. Keep it as concise as possible, time is precious and people don’t want to read and email that isn’t to the point. If appropriate include a call-to-action.

The emails below are examples of how to write a proper email and also an improper email.

Examples:

Yes:

Subject line: Information about a private group tour with EF

Salutation: Hello Ms. Thompson,

Body copy:  You recently requested information about whether you could travel as a private group on the Vimy Ridge 2012 tour. 
We can definitely accommodate your request and would be happy to do so.

I’ve attached a document that will explain exactly how to organize a private tour with EF to Vimy Ridge. 

Call-to-action: If you prefer, you can call me at 1-800-387-1460 and I’ll be happy to go over all the details with you.

Sign off: Take care and speak with you soon,

John Richards

John Richards

EF Tour Consultant
EF Educational Tours

60 Bloor St. W, Suite 501

Toronto, ON  M4W 3B8

416-927-7505 ext.12345
www.eftours.ca

No:

Subject line: Here you go!!

Salutation: Hi!

Body copy: How ya doing? I’ve been so busy today!
Here’s the stuff you asked for.

Sign off: Thx
Joanne

Let us know about your issue!

If you have a question that isn’t covered in this guide, please bring it to the attention of the Marketing Department. They’ll be happy to help you and they’ll also include an example of your issue in the style guide so other employees can avoid the problem in the future!
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