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Welcome to the Bethpage Federal Credit Union Content Writing Style Guide. 

The document you’re reading is a useful tool for all Bethpage teammates who create content, whether it’s intended for our members, for 
the outside world, or for each other. It comes from a belief that we are better when we speak with a consistent voice, when we are as 
friendly and professional in our writing as we are in person, when our Brand Promise is prominent in everything we do.

So, this Style Guide contains tips and suggestions that will make our writing more clear and consistent. It is a living document, based 
on best practices that will evolve over time. It does not address every situation, and it leaves room for individual departments to address 
specific needs. But it lays a foundation that will be useful as we explore new ways of Enriching Lives. 

Use this Style Guide the way you would use the Brand Guidelines that govern the use of our logo, tagline, colors, and other visual styling. 
The Style Guide and Brand Guidelines work hand-in-hand to make our jobs as communicators easier.

If you have suggestions for this guide, or other comments, let us know. Thank you.



Introduction: 
Incorporating our Brand Promise.
We communicate with members in many ways: on signs and banners; in brochures, newsletters, and 
ads; through email and social media; and on our website and mobile apps. 

The scope of our communication is large, including a wide array of promotional and operational material 
we share with members and each other. The number of teammates responsible for creating this content 
is larger than ever, so it is essential that we actively think about consistency across this communication.

Our Brand Promise and mission give us a helpful starting point, shaping the interactions we have with 
members every day:

Enriching Lives Because We Care.
We believe banking is more than numbers. Our desire to help people achieve their dreams is what 
sets us apart. We appreciate and respond to the ever-evolving needs of our members because we 
truly care about what it in their best interest.

Our communication strategy should take this to heart. Whether we are writing for the branch channel, 
the digital channel or each other, our commitment to trust, integrity, and exceptional customer service 
should be clear.
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Our key brand attributes.

When we asked members and nonmembers what  
they thought of Bethpage, they identified these top  
10 attributes:

• We provide exceptional service.

• We have highly knowledgeable employees.

• We are very responsive to problems.

• We are committed to long-lasting      
 relationships.

• We appreciate their business.

• We are responsible and trustworthy.

• We can handle all their financial needs.

• We understand their situation.

• We make it easy to reach a real person.

• We provide highly personalized service  
 and attention.

Our content should reinforce these ideas by 
implication, not proclamation. It’s not enough to 
say we provide exceptional service; we should 
show how we provide such service.
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Our tone of voice.

The Bethpage “voice” is friendly. And helpful. We care about our members and are Enriching Lives. We share important 
information in an approachable, conversational style. 

We use simple, straight-forward language that is easy to follow. We avoid “big words” when simpler words will do. We write 
in full sentences – except when there’s a specific reason not to. And we write short paragraphs – sometimes even one – 
sentence paragraphs – to make our content easier to read. Combined with headlines, subheads, bulleted lists, and other 
typographic features, this makes our content easy to scan, so members can get the essence without reading every word.

We’re fun, but reliable. We give members the information they need, without equivocation. We make complicated topics 
easy to understand. Members trust us with their finances, and we only do things that are in their best interest. This 
applies to our content as well: We are clear, concise, and precise at all times. 

There are instances when we take a more operational, or formal, tone – in service updates, for example, or legal 
disclaimers, or collection letters. But even then, we’re polite. We strive for courtesy and clarity in serious issues.
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Our name.
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When referring to your  
email address, please use  
all lowercase letters:  
iroman@bethpagefcu.com

We are Bethpage Federal Credit Union, and we should use it on first reference. 

In some instances, like designed marketing content, the prominent use of our logo satisfies the first-reference  
requirement, but in most cases, we should spell it out.

The following forms are acceptable on second reference:

Bethpage

We/Us/Our 

Our company (typically on internal communication)

The credit union

The only places we use the phrase “bethpagefcu” is in our email addresses and in referring  
to certain pages on our website. (See page 18.)

The following forms are not acceptable:

BFCU

Bethpage FCU

BethPage

Beth-Page

Beth Page

BP, or any  
other form
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Our brand tagline.
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Please report any use of the 
Bethpage logo with the “TM” icon to 
marketinggroup@bethpagefcu.com

As incorporated into our logo and our overall brand messaging, our tagline is “We care about what 
you care about.®” It’s a registered mark with the U.S. trademark office, and it should run with a 
“registered” symbol. 

Because the brand tagline is so important to us, we should use it selectively, to make a point about 
our overall value. Resist the temptation to over-use it, or to use it in a situation that feels forced. 

Thus, “We care about what you care about®” is appropriate as a main display on the home page or a 
member welcome kit. But “We care about what you care about, so we’re sending you this email” is not.

In our content, if there is an opportunity to use the words “care” or “Enriching Lives” to express our 
brand essence, do so carefully to maintain the genuineness of our brand. In most cases, it is better to 
show the ways we are Enriching Lives than to say we do it. 

When in doubt, ask the marketing team.
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Brevity.

In almost everything we do, shorter is better than longer. Look for ways to remove extra words or phrases that do 
not add meaning. The phrases “to edit your content,” “any,” and “to your content” did not add any value or clarity to the 
previous sentence, so it was better to take them out.

Likewise, the sentence “We offer a competitive interest rate that is hard to find at other financial institutions, which 
makes us the best choice” might easily be written to say: “We offer competitive rates that are hard to find anywhere else.”

The sentence “Our Money Market account allows you to earn a higher return …” is more direct if it says:  
“Our Money Market account offers a higher return …”

Be careful not to sacrifice clarity when removing words or phrases. But it is frequently possible to say more with less.
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Our consumer website has a friendly URL at lovebethpage.com. The URL is a reminder of the special relationship we have  
with our members, and we use it in all communication about our online presence. 

When we write the website name, or any website names or email addresses, the standard practice should be to use  
lowercase letters. Avoid constructions like LoveBethpage.com or BethpageFCU.com. The forced capitalization is  
unnecessary and confuses members who are not especially tech-friendly.

We do not use the www. or the http:// in our website marketing. These locators are not necessary in modern browsers  
and get in the way of our lovebethpage branding.

Custom URLs for different pages or sections of our website follow the same rules:

Note that in many editing programs, the autocorrect software tries to capitalize the first letter of “lovebethpage.com.” Take time to fix it. 

The website.

Content Writing Style Guide      The website

• lovebethpage.com/locator
• lovebethpage.com/community

• lovebethpage.com/rates
• lovebethpage.com/insurance
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Our people. Our members.
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When referring to people who work at Bethpage, use their preferred name  
(or nickname) and their title. When referring to Bethpage employees internally 
or casually (social media, internal communications), call them teammates. 

Example: People who work in a certain department are a “team” –  
the marketing team, the technology team, the member service team.  
In most cases, it is not necessary to capitalize the name of the department.

When referring to Bethpage employees externally with members, in branch 
marketing or when referencing them in their operational capacity, call them 
representatives. 

Examples: People who work in a certain department are “representatives”– 
marketing representatives, technology representatives, member service 
representatives. In most cases, it is not necessary to capitalize the name of 
the department.

Please consider the context in which you will be referencing Bethpage 
employees to help you decide which one to use. 

Bethpage is a credit union, not a bank. The people who bank here are 
our owners. They are called members. Always. The word members is not 
interchangeable with customers.

Avoid discussing a member’s age, race, sexual preference or disability, 
except in those rare instances when that’s the reason we are telling their 
stories. We protect our members’ privacy, and we never discuss them or 
show pictures of them without their permission.

When we refer to those we want to do business with, or potential members, 
please refer to them as consumers.
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Parallel construction. Consistency.

Parallel construction is a fancy phrase that basically means we should be 
consistent when we write. It’s important whenever you have a list or a  
sequence – whether you’re including the ideas in a sentence or a bulleted list.

A sentence that doesn’t work:

“I’m going to Bethpage to open an account, make a deposit, and checks” 

Two of the items in the list are actions; the third is a noun.

It’s better to rework the sentence to make the three actions similar: 

“I’m going to Bethpage to open an account, make a deposit, and order checks.”  

The same is true, if the sequence were in a list.

Our natural tendency as writers is to “mix it up,” to use different 
phrasing for the same details for variety and to not be redundant. 

That leads to a situation where we might describe a product multiple 
ways in one document. “Tax free” might be the same as “tax exempt” 
and it might be related to “tax deferred,” but the phrases are not 
interchangeable. And when we alternate between them, members will 
wonder whether we’re alluding to a difference that does not exist.  

Be specific, and consistent. It helps to get our message across.
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Large display type at the top of a brochure, video or other piece of content should give members the basic information they 
need to determine whether the content pertains to them. Good headlines have subjects and verbs and maybe objects. 

We use “sentence case” for our headlines. The first letter of the first word is capitalized, along with any proper nouns or  
brand names. For product names, the first letter of each word is capitalized (example: Bethpage IRA CD). 

Use punctuation marks to end your sentence.

In some cases, we use ALL CAPS for some headings and phrases, typically on things like navigation buttons  
or section headings.

To save space, headlines take single quotes rather than double quotes. Make sure that the single quote at the  
beginning is a quote mark, not an apostrophe; it points the other way.

In this example, the mark before the  
word living points the wrong way:

It’s really about ’living the good life.’

Headlines and subheads.
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In this example, the initial quote  
points the right way:

It’s really about ‘living the good life.’
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Bullets are a typographic device that we use frequently in emails, presentations, and other visual forms of communication. 

Done right, a set of bullets can quickly communicate a series of important ideas or steps. Done wrong, it is easy to come across as sloppy 
with our language – and possibly sloppy with other parts of our business as well.

Our bullets should be dots (•). Not squares or arrows or other fancy icons. The official bullet tends to be the first option that comes up in 
the bullets list on Microsoft Word.

When using bullets, take care to “set up” the list, with introductory text that tells what the bullets are about. The introductory text might be a 
headline (“The top 10 reasons members recommend Bethpage”), or a sentence. It ends with a colon, which reads into the bullets.

Here’s what we mean:

• Keep bullets short.
• Put them in the right order. 
• Use “parallel” construction.
• Save the best for last.

Bullets do not need to start with verbs, but they should be consistent. If the first one starts with a verb, they should all start with a verb. 
Likewise, if the first bullet starts with an adjective (or a noun), they all should start with adjectives (or nouns).

Along those same lines, it’s best to use different words to start each bullet; this keeps it interesting.

Bullets.
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Punctuation in bullets.

Some sets of bullets require 
punctuation; some don’t.

If the bullet points are 
complete thoughts, they should 
have periods or other ending 
punctuation. 

If the bullet points are merely 
lists of features or other brief 
and incomplete thoughts, 
they should not have ending 
punctuation.

Note that if one bullet point 
requires ending punctuation, 
all the bullet points in the list 
should have them.
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Grammar and style points.
Index

Apostrophe.
The apostrophe (‘) is used to signal 
the possessive use of a word. Use an 
apostrophe in front of numbers (like 
decades) or letters when it is intended 
to indicate missing characters. The 
’70s (not ‘70s).  (See Possessives)

App.
Short for a software application, 
like the Bethpage Mobile App or the 
Bethpage Credit Card App. Do not 
use this as a shorthand for a loan 
application or some other  
application process.

Branch locations.
Capitalize the location, but not the 
word branch. The Mineola branch,  
for example.

Possessives.
Singular nouns become possessive by adding an apostrophe-s (’s) 
to the end of the word, even if the word already ends in s: the bank’s 
number; the member’s account, the boss’s desk.

Plural nouns that end in s become possessive by adding an apostrophe 
(’) to the end of the word: the banks’ numbers; the members’ accounts; 
the bosses’ desks.

Proper names that end in s, x or z follow the same rules as above – 
singular forms add an apostrophe-s (’s). Lake Success’s mayor; Mr. 
Jones’s account. Plural forms add an apostrophe (’): the Williamses’ 
account; the Hamptons’ deer population.  

Plural nouns that do not end in s become possessive by adding 
apostrophe-s (’s) to the end of the word: children’s, men’s, women’s.
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Grammar and style points.

Colons, semicolons, and dashes.
These punctuation marks cause more confusion than most. They perform similar 
functions, in that they separate – and sometimes join – disparate thoughts. But with 
few exceptions, they are not interchangeable.

The colon (:) is used to introduce a list or a separate thought that is related to (or 
typically a result of) what comes before it. We use colons to introduce bulleted lists, 
to introduce a statement or command, or to link thoughts that have a cause and 
effect relationship. Use a capital letter after the colon to introduce the new thought.

We can’t say this often enough:  
Hit save from time to time to avoid losing your work.

The semicolon (;) is used to join two related sentences into one larger more 
complex sentence. We should use it sparingly, favoring independent sentences 
where we can. Only proper nouns (names of people, places, organizations, etc.) 
need to be capitalized after the semicolon.

The member had a lot to say; I am glad we listened.

The semicolon is fine in this case, but it’s also not necessary. The thought is just as 
easily understood by using two separate sentences.

The member had a lot to say. I am glad we listened.

The dash (–), or “en dash,” is used for emphasis, to call special attention to the 
words that follow. It is frequently used to note something important or information 
that might be a surprise. 

When you see a dash in a sentence, you have a natural tendency to pause. This 
pause is useful when you are introducing something that is particularly jarring to 
expectations. 

I was happy to be at the car show – until the thunder struck.
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Commas.
There is no mandatory use of the serial comma;  
placing a comma before the word and in a list.

He visited the branch to talk about loans,  
debit cards, and insurance.

He visited the branch to talk about loans,  
debit cards and insurance.

Both are acceptable, but please be mindful  
of the message or products you are mentioning  
to avoid confusion.

Dates.
Use one of the following forms:

• January 2017
• Monday, January 19, 2017
• March 1, 2017

We do not abbreviate months, except in table headings or similar 
uses where space is especially limited.

We do not include superscripts (like 1st, 2nd, 3rd) in dates. And we do 
not abbreviate to numbers alone (1/19/17, for example), except in 
compliance or disclaimer text, when we use this format: mm/dd/yyyy.

Content Writing Style Guide    Grammar and style points

Grammar and style points.
Index



Email.
We spell it email, without the hyphen and with 
a lower-case e (unless it’s the beginning of a 
sentence or headline).

Exclamation points!
Use! Them! Sparingly! Exclamation points 
emphasize importance or surprise. They 
should be used when we announce something 
astounding, or when we reveal a punchline.  
This doesn’t happen much as a normal course  
of business.

Millions, billions.
In regular body copy and when we’re talking 
generically about large numbers, spell them out. 

We have millions of members. We have three 
million members. He deposited $1.2 million.

Use “M” or “B” in display type, like headlines and 
charts, when referring to a specific dollar figure. 
$4M, $250B.

There should never be a case where you would 
use ‘$’ and ‘dollars’ for the same amount. 

  $1.2 million

  $1.2 million dollars

Acronyms.
Similar to how we reference our name the first 
time, acronyms should be fully spelled out in first 
reference within any communication followed 
by the acronym in parentheses. After that first 
reference , use of only the acronym is allowed.

• Automated Teller Machine (ATM)
• Home Equity Line of Credit (HELOC)
• Individual Retirement Account (IRA)

Grammar and style points.
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Grammar and style points.
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Month-to-date/year-to-date.
Use MTD and YTD when providing stats in charts, graphs, headlines, and other 
display type. Use month-to-date or year-to-date, with hyphens, in body copy.

Percent.
Always use the percent sign (%) when dealing with a specific figure. There is no 
space between the number and the sign.

In display copy, percentage rates are shown to two decimal points when 
referencing rate, even if these digits are zeroes.

4.00% or 3.75%

To reference growth, the decimal points are not necassary.

Deposits rose 3%

Index

Ampersands.
Ampersands (&) are those decorative pretzel shaped symbols that a lot 
of companies use in place of the word “and.” Barnes & Noble is one. It’s a 
decorative flourish that has the added benefit of saving space.

We reserve ampersands for special cases, like navigation buttons, table 
headings, and other instances where space is especially tight. We don’t 
use it as a simple replacement for the word “and.” That’s especially true in 
body copy.

Numbers.
In regular text, use words for the numbers one through nine. Use digits for 
the number 10 and above. Use digits for money when it appears with a 
dollar sign or a cents sign, and for percentages.



Grammar and style points.
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Quotation marks.
In most cases, quotation marks are used to indicate that we are repeating 
someone’s words verbatim. As marketers working to tell the Bethpage story, we 
have some freedom with the quotes from our own people. We can clean up their 
grammar, and improve language for clarity. But we should also run the changes by 
the teammate involved to make sure they are OK.

We should not alter the verbatim statements from members, partners or others 
who do not work for us. When the exact quote does not make sense, it is better to 
paraphrase it, without quotes.

In some instances, we use quotation marks to call special attention to a made-up 
phrase, word or nickname. Do so sparingly.

When using quotation marks in visual text, be sure to use introductory marks 
before the text and ending marks after the text.

“Use the mark at the beginning of this sentence …” 

“… not the mark at the beginning of this line.”

Most punctuation, including periods, commas, and exclamation points, go 
inside the quotation marks. A colon and semicolon goes outside, but it is best 
to rephrase the sentence or paragraph to avoid doing so.
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That and which.
They’re typically not interchangeable. “That” is used when the language phrasing that follows is 
necessary to the meaning of the sentence. “Which,” which is typically set off by commas, introduces 
language that is not typically vital to the meaning.

We offer a wide range of investment products that help you save for retirement. 

We offer a wide range of IRA products, which help you save for retirement.

In the first sentence, the “save for retirement” phrase is needed for full understanding; we also have 
investment products that are designed for other goals. In the second sentence, the “save for retirement” 
phrase can be removed without affecting the meaning.

Grammar and style points.
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Sentence spacing.
Use a single space between sentences.

Telephone numbers.
Use hyphens to separate the sections 
of a phone number, including the 
Area Code. Do not use the 1- or a 
parenthesis around the area code.  
800-628-7070.
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Time.
Use AM and PM, uppercase and without points or spaces when 
noting times. Likewise, it’s 8AM-2:30PM, not 8:00 am to 2:30 pm, 
in most marketing communications.

Who, whom.
Who is a subject. It stands in for the person taking the action.

Who is manager of the Albertson branch? 
I sent this to Jerry, who is in charge of marketing there.

Whom is an object. It is the recipient of the action.

You sent the message to whom?

Brand and product names.
The following terms are examples of official Bethpage products that 
require special capitalization or punctuation in all instances.

• Bethpage Free Checking
• Online Banking
• Credit Cards
• Home Equity Line of Credit
• Online Bill Pay
• Youth Savings

Grammar and style points.
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New Hire and 
Teammate 
Promotion 
templates are 
available on the 
communications 
sharepoint page.

Properly identify 
the recipient in 
this format. 

Numbers 1-9  
are spelled  
out, 10+ are 
numerically 
written.
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New Hire and Teammate Promotion 
templates are available on the 
communications sharepoint page.

Use correct date format.

Use consistency and parallel 
construction with bullets.

Use “M” instead of writing out “millions” 
when referring to a specific dollar figure.

Use Bethpage, NOT BFCU or Bethpage FCU.
Use members, NOT customers.



Communication samples.
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The word ‘team’ does not need to be 
capitalized, but the department name does.

Generically speaking about a large 
number – write out ‘millions’.

Use hyperlinks instead of pasting URLs.

No superscript needed (‘th’)



Communication samples.
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Use consistency with bullets.  
If you start with a verb, they 
all must start with verbs.

Always use Registered 
Trademark symbol.


