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Welcome to Services UX Content 

 

 

People from all kinds of roles at Dell create content—not just writers. 

— A designer might create placeholder text in wireframes. 

— A subject matter expert might create a feature description for the user interface (UI). 

— A product manager might write an email to notify users of a change in service. 

And, of course, a UX writer is always creating new content for our UI, emails, and other customer-
facing communications. 

This style guide brings all of us together under one set of standards, so users never feel like 
they’re talking to more than one person. 

 

Before creating content, take some time to scroll through our high-level sections about goals, 
voice/tone, and best practices, and refer to the more specific usage guidelines as you go. 

You can also familiarize yourself with the Dell Brand Identity online guide for more about brand-
wide standards in design and content.  

https://brand.delltechnologies.com/


 
 

 
What is UX writing? 

 

 
Every piece of content we write is part of a larger, ongoing conversation between us and our user. 
It’s our job to keep the user engaged throughout their journey, helping them accomplish their 
goals and building trust along the way. 
 

The job of the UX writer 

With great content we guide, engage, and delight our users throughout their experience with Dell 
Technologies products. That means: 

— Getting them all the information they need to perform their tasks as quickly and 
painlessly as possible. 

— Making them feel connected to our products, and confident about purchasing more Dell 
Technologies products in the future. 

— Making sure they know they have a friend on their journey. 

We accomplish these goals by writing simple, effective copy that keeps them informed and 
engaged.  

Image from: https://www.justinmind.com/blog/ux-writing 

https://www.justinmind.com/blog/ux-writing


 
UX writing is not marketing writing 

A UX writer doesn’t share the same goals as a marketing writer. While we all want to reach our 
common audience in a personal, meaningful way, our goals are very different. 

Marketing’s job is to get people to buy Dell products. Marketing copy is persuasive, influential, and 
meant to drive sales.  

The job of the UX writer is to improve a user’s experience with the products they’ve already bought. 
Our writing is informative, helpful, and meant to build a user’s trust as they interact with our 
products.  

Image from: https://www.baianat.com/articles/ux-writing-is-the-guidance-to-a-delightful-experience  

 
There can be, and often is, some overlap between the two. We all work together to align on 
terminology and other aspects to try and make sure a user’s experience stays consistent from 
start to finish.  

But ultimately, with different goals, our writing is going to be different, too. And it’s an important 
distinction to understand. 

Learn more about UX writing goals:  

— Make Your Product Sing: The Importance of UX Writing 

— UX writing for beginners: opening Pandoras box  

Learn more about UX and marketing: 

— Medium: Copywriting is not UX Writing 

https://www.baianat.com/articles/ux-writing-is-the-guidance-to-a-delightful-experience
https://www.singlegrain.com/user-experience/make-your-product-sing-the-importance-of-ux-writing/#:%7E:text=Simply%20put%2C%20UX%20writers%20help,%2C%20menu%20taxonomy%2C%20and%20more.
https://www.stasadurdic.com/en/ux-writing/ux-writing-for-beginners/
https://medium.com/@h_locke/copywriting-is-not-ux-writing-564e45ac0684


 
UX writing is not technical writing 

While UX and technical writing share a lot of commonalities, in the end they are different crafts.  

 
Image from: https://uxplanet.org/5-lessons-learned-transitioning-from-a-technical-writer-to-a-ux-writer-f2cd608d5432  

While we’re both primarily concerned with the needs and goals of our customers, as UX writers 
we worry more about usability in a given context, as well as the limitations of the UI environment.  

We don’t usually have the luxury of writing long headings or lists of instructions. And because 
we’re so much more integrated with design, we always look at content in terms of how it fits on a 
page or how a user will interact with it. These things aren’t usually considerations in technical 
writing. 

As a field, technical writing has evolved a lot in recent years—exploring (if not fully embracing) UX 
concepts like conversational tone and chunking information. But when it comes to really engaging 
a user, it’s still a very different field. 

So, although we share an audience and some fundamental goals, the approaches and options for 
UX and technical writing are vastly different. And it’s important to see UX writing as a field of its 
own, rather than just an extension of technical communication. 

Learn more: 

— UX Planet 5 Lessons Learned: Transitioning from a Technical Writer to a UX Writer  

 

 

https://uxplanet.org/5-lessons-learned-transitioning-from-a-technical-writer-to-a-ux-writer-f2cd608d5432
https://uxplanet.org/5-lessons-learned-transitioning-from-a-technical-writer-to-a-ux-writer-f2cd608d5432


 
 

We’re driven by data 

Something that really sets UX writing apart from other content types is the fact that it’s largely 
driven by user research and data. As UX writers, we work hand-in-hand with our UX research 
teams to understand user needs and feedback up front—sometimes before we ever write a word. 

In UXD, we’re very lucky to have a dedicated Research and Insights team—highly trained 
professionals who regularly conduct research and user testing around the effectiveness of UX 
design and content. This is the same team behind our bank of user personas, an essential 
resource we use to understand the motivations, goals, and pain points of the people interacting 
with our products.  

We lean on our research team when we need clarification about terminology, rely on their 
expertise to settle disagreement or uncertainty, and sometimes ask them to do full reviews of 
product content from a heuristics standpoint. Their work shapes our work, in many cases.   

We also use tools like Pendo and User Testing to stay on top of changing user needs and adjust 
our own priorities when necessary. The information we get from these programs is invaluable as 
we plan, execute, and review our content—which we do, constantly.  

All of this together helps us stay connected to the one thing that matters most: the user.  

Learn more: 

— UX Research & Content Strategy: Tips for Collaborating Smartly 

— What user research means to a content design newbie 

 

 

 

 

https://teams.microsoft.com/l/channel/19%3a7e5f97b14213446abd89f1d99a1d677f%40thread.skype/%25F0%259F%2595%25B5%25EF%25B8%258F%25E2%2580%258D%25E2%2599%2580%25EF%25B8%258F%2520Research?groupId=45fbeb6d-a12a-40ab-8166-a7b51bd89039&tenantId=945c199a-83a2-4e80-9f8c-5a91be5752dd
https://www.pendo.io/
https://www.usertesting.com/
https://uxplanet.org/ux-research-content-strategy-tips-for-collaborating-smartly-1390d0ba1736
https://www.southampton.ac.uk/blog/digitalteam/2020/02/28/what-user-research-means-to-a-content-design-newbie/


 
 

Voice and tone 
 

 

What we say to our users is important, but how we say it also matters.  

We want our users to feel engaged and supported. We want them to know that we’re on their 
side. And we want them to feel like they’re part of a real conversation, with a real person. 

Voice and tone are an important part of this conversation.  
 

The difference between voice and tone 

Our voice is who we are. It doesn’t change. We are always a trusted colleague on the side of our 
customer. We’re there to help them get from point A to point B, and this holds true no matter 
what the situation is or what type of content we’re creating. 

Our tone is how we speak to the user in a given context. It changes depending on the situation. For 
example: If a user has just accomplished something, our tone is congratulatory. If they’re stuck 
and trying to find help, our tone is calming and knowledgeable.  

We’re always that helpful, supportive co-worker, but we alter our tone to address the user in the 
best possible way for each point in their journey.  

Tone is something that requires a good understanding of specific context. As you start creating 
actual content, you need to start with an understanding of where the user came from, what 
they’re trying to accomplish, and what will happen next. Armed with this information, you can use 
your own judgment to determine how the user wants us to speak to them. 

Most of this chapter looks at voice, or the overall persona that our users are engaging with. This 
never changes.  

Learn more: 

— The Four Dimensions of Tone of Voice 

— Grammarly: What’s the difference between tone and voice? 

 
 

https://www.nngroup.com/articles/tone-of-voice-dimensions/
https://www.grammarly.com/blog/tone-and-voice/


 

 

Be a friend 

Always talk to the user like you’re a friendly, knowledgeable co-worker who’s there to help them 
get things done. Our voice is always: 

— Warm 

— Calm  

— Polite 

— Knowledgeable 

— Helpful 

— Trustworthy 

 

  



 
Don’t be a robot 

Users can pick out robot-speak in a split second, and it’s a big turn off. Luckily, we can almost 
always find another word to sound more human. Some examples: 

Instead of… …use… 

enables lets you 

generate make, start, create 

indicate let us know, tell us 

technician user 

appropriate best, correct, right 

ensure make sure, be sure 

Find a more complete list of these terms in the section Words to avoid (and words to use 
instead). 

Don’t be afraid to say more when you need to, either. Although we try to avoid being too verbose 
in our content, sometimes we need to use more words to affect a conversational tone. It’s usually 
worth the trade-off. 

Do Don’t 

Don’t forget to complete your profile. It lets us 
know the best way to reach you so we can 
provide faster support. 

You must complete your profile before 
opening a new Support Request. 

 

Keep it simple 

Aim for a 6th grade (age 11-12) reading level. Keep sentences clear and simple and avoid 
unnecessary jargon. Even technically fluent audiences get annoyed by extra words, or overly 
robotic or formal language.  

For more on this, see the sections Don’t be a robot and Words to avoid (and words to use 
instead). 



 
Do Don’t 

Where do you want to send your PCs? Specify the location where you want to deploy 
your systems. 

Use our Connected Configuration service to 
set up and test your PCs remotely before we 
ship them to you. 

 

With Connected Configuration, you can set up 
a Microsoft SCCM or MDT distribution point 
inside our Dell facilities and use VPN to 
remotely configure your systems before they 
ship. 

 

Focus on the action 

Avoid passive voice whenever you can. 

Do Don’t 

Choose your configuration settings. 

 

The following form is to be used to capture 
your configuration settings. 

You can choose from several options. There are several options to choose from. 

Start with active verbs for feature functions and calls to action (CTAs). 

Do Don’t 

Clean files, Open TechDirect, Learn more File cleanup, Orders page, More information 

 

  



 
Lead with the benefit  

What’s in it for the user? Before telling them to do something, let them know what they’ll get out 
of the action. And be clear about what the benefit is—tell them in a way that they can easily 
understand. 

Do Don’t 

To learn more about email, install this 
extension. 

Install this extension to learn more about 
email. 

Get faster, smarter support by running a full 
system scan. 

Running a full system scan will allow us to 
boost the data set. 

 

Stay positive and give solutions 

Our goal is to be helpful, solve problems, and make things easy for our users.  

Even if we’ve found a major problem, our message should always be reassuring, letting the user 
know we’ve got this. 

We need to make sure they know there’s a way out, too. Tell them what they can do to fix it, keep 
moving anyway, or go back to start again.  

Do Don’t 

It looks like your PC isn't online right now. 
Check your connection and try again. 

Download failed! 

We'll be in touch soon to schedule your 
appointment. 

Your appointment will not be scheduled until 
we contact you for more information. 

Don’t forget to complete your profile. It lets us 
know the best way to contact you so we can 
provide faster support. 

You must complete your profile before 
opening a new Support Request. 

 
 

  



 
Read it out loud 

The last step in content development should always be reading it out loud, either to yourself or to 
someone else. Does it sound natural? Helpful? Clear? Does it sound how you would expect a 
friendly, helpful coworker to sound? 

This is an opportunity for you to take a step back and look at your content from an actual user’s 
perspective. As you read, ask yourself these questions: 

— Who is the user? 

— What is the user trying to accomplish? 

— How much does the user already know? 

— What action can or should the user take? 

— Does the user know what to expect next? 

— What is the benefit for the user? 

— Is this content focused on the action? 

— Will the user know what all of these terms mean?  

Learn more: 

— The Four Dimensions of Tone of Voice 

https://www.nngroup.com/articles/tone-of-voice-dimensions/


 
 

UX writing best practices 
 

 

While context is always key in UX writing, a few general rules can apply to nearly all situations. 
This is a quick reference to help you get started.  
 

Know our personas  

The UXD team has created this comprehensive library of user personas that you can review at 
any time. It puts names and faces to the people who interact with our products (TechDirect and 
SupportAssist) and helps us understand our users on a more personal level.  

Take the time to read it and get familiar with Katy, Connor, Maria, and the rest of our friends. Then 
remember them all while writing. Ask yourself questions about how you’d talk to them, what their 
needs might be, how they might get the most out of our content. 

Personas are a great way for us to understand how we can best connect with our users. 

Learn more: 

— UXD Personas 

— NN/g: What are personas and why should I care? 

 

  



 
Understand how users read 

Research organizations like Nielsen Norman Group (NN/g) are constantly studying how users 
interact with products online. And the more we know about that research, the better able we are 
to create content that will help our users. 

Knowing that users rarely read everything on a page, or that they’re likely to scan a page in a 
“lawnmower” pattern, helps us organize and prioritize our content in a more usable way.  

Because of research like this, we know to avoid walls of words, breaking information up into 
smaller chunks that are more digestible. We know to avoid marketing language or robot-speak 
and to use simple terms, even for the most technical users, so they can concentrate on 
accomplishing their goals.  

And we know how important things like clear headings, lists, and tables are to help users avoid 
wasting time. 

Spend some time looking at websites that research user interaction, especially the interaction of 
users with the words on a screen. Not only is it interesting reading, it will help you create content 
that’s much more effective. 

Learn more: 

— What Research Tells Us About Chunking Content 

— Nielsen-Norman Group: How People Read Online    

 

  

https://www.nngroup.com/
https://www.nngroup.com/articles/how-people-read-online/?lm=how-users-read-on-the-web&pt=article
https://elearningindustry.com/chunking-content-what-research-tells-us
https://www.nngroup.com/articles/how-people-read-online/?lm=how-users-read-on-the-web&pt=article


 
Consider the journey 

You can’t write a good piece of content without first understanding your user’s frame of mind.  

Before getting started, look at the steps your user has already taken to get here.  

— How much do they already know?  

— How are they probably feeling right now? 

— How can we help them feel better? 

— What happens next?  

— What are they trying to accomplish? 

This step is crucial to creating effective content. Because if we don’t have a clear understanding 
of where the user is in their journey, we can’t meet them there.  

Learn more: 

— Optimizing the Customer Journey with UX Design and Content 

 

The user always comes first 

In almost all forms of writing, we strive for consistency. But in UX writing it’s important to 
recognize that consistency can sometimes get in the way of usability. And when we have to make 
a choice, the user always comes first. 

— Example:  

Multiple services across a platform include a page with the heading “Manage your 
customers.” For most of these services, that page allows a user to add or edit a 
customer account.  

But for one service, those options aren’t available. When the user visits this page for that 
one service, they can only view a list of customers—they can’t make any changes at all.  

In this example, should the heading for this page still be “Manage your customers”?  

The answer is no. Even though that heading is consistent with all of the other pages at this level, it 
doesn’t accurately describe what a user can do on this page. As a user, I might open this page, 
see this heading, and assume that I can do things I can’t actually do.  

And that might be confusing or frustrating—two emotions we definitely don’t want our users to 
feel. 

https://drawbackwards.com/blog/optimizing-customer-journey-ux-design-content-strategy/


 
In the end, usability is always priority #1. If we have to sacrifice some consistency to honor that, 
it’s worth it for our users. 

Learn more: 

— UX Mag: Design for Coherence, not Consistency 

 

Always shoot for clear and concise 

Dr. Seuss says it best: “So the writer who breeds more words than he needs, is making a chore for 
the reader who reads.”  

Use plain language, and don’t use more words than you need. Create small, easily digested 
chunks of content instead of long walls of big words, and organize it into short, related sections 
instead of long paragraphs or strings of text. 

And be selective about what you include! Edit out any details that the user likely already knows 
and doesn’t need repeated. 

Do Don’t 

Let your administrator know once you’re 
registered. 

Make the decision to send a notification to 
your administrator once you have completed 
your registration. 

We'll be in touch soon to schedule your 
appointment. 

We will contact you to schedule an 
appointment at your preferred date and time, 
using the contact information that you have 
provided. 

 

Listen and learn 

em·pa·thy /ˈempəTHē/ noun 
the ability to understand and share the feelings of another. 

Now that you know who your user is and where they’re coming from, it should be a lot easier to 
put yourself in their shoes.  

Walk yourself through the journey they’ve taken so far. Imagine that you’re a hands-on IT 
professional like Connor, or a busy manager like Garrison. Try to understand and identify with 
their context, instead of yours. Try to remove the bias of your own experience and goals, to see 
the situation your user is in through their lens and not yours. 

https://uxmag.com/articles/design-for-coherence-not-consistency


 
Then look at your current draft or outline and ask yourself: Does this content meet their needs, or 
mine? If the answer is yours and yours only, go back and try again.  

If you still find yourself struggling to understand the goals or needs of your user, testing might be 
in order. Reach out to the UXD or Services research team to find out how they can help you 
conduct a survey or other test with real users, and let what you learn guide your next steps. 

Learn more: 

— The Role of Empathy in UX Design 

— Sympathy vs. Empathy in UX 

 

Inclusive content 

At Dell Technologies, it’s a priority to make all of our users feel included and engaged when 
interacting with our products. We’re constantly considering how to do this in a way that is 
meaningful and useful.  

In service design, we’re always looking at the content we provide to make sure it’s reflective of the 
diverse communities that we serve, and free of cultural bias.  

We’re working to gather a comprehensive set of standards that pulls from what other teams at 
Dell have done, as well as what we’ve seen across our industry and beyond.  

That list will be coming soon, but in the meantime, you can visit these sites to learn more about 
inclusive content strategy and how it can help make a difference.  

— Inclusive content: Why it matters and how to get started 

— Kanopi Studios: What is an Inclusive Content Strategy? 

 

Writing for accessibility 

Just like inclusive content, accessible content is a priority for us at Dell Technologies. For this 
reason, we’re closely engaged with the Dell Accessibility team and spend a lot of time thinking 
about how we can make our content as accessible as possible for all of our users. 

We’re working hard to better understand the needs of our users who may have limitations, and 
how we can make sure those needs are always met. With such a great team already at work on 
accessibility at Dell, and global standards that have already been defined, like the Web Content 

https://www.wiremedia.net/role-of-empathy-in-ux-design/
https://www.nngroup.com/articles/sympathy-vs-empathy-ux/
https://veracontent.com/mix/inclusive-content-starters-guide/
https://kanopi.com/blog/what-is-an-inclusive-content-strategy/
https://dell.sharepoint.com/sites/AccessibilityCoE
https://www.w3.org/WAI/standards-guidelines/wcag/


 
Accessibility Guidelines (WCAG) from the World Wide Web Consortium, there’s a lot of materials 
that we can pull from, and a lot more to learn. 

Our goal is to create a robust, comprehensive set of standards and guidance we can all use to 
make better decisions about our UX content. And that will be coming soon. 

In the meantime, though, here’s some reading about accessible UX content, so you can get 
familiar with the concept and its basic strategies. 

— UX Planet: UI/UX Design Accessibility 

— 5 tips for accessible UX writing 

— Understanding the Web Content Accessibility Guidelines  

   

 

  

https://www.w3.org/WAI/standards-guidelines/wcag/
https://uxplanet.org/ui-ux-design-accessibility-e0cc368251aa
https://www.secretstache.com/blog/accessible-ux-writing/
https://developer.mozilla.org/en-US/docs/Web/Accessibility/Understanding_WCAG


 
Use boilerplate where you can 

When writing UX content, it’s always easiest to start with something rather than creating from 
scratch. Re-using content for common elements or tasks (like error messages, CTA buttons, or 
welcome emails) helps us stay consistent AND reduces our workload. 

We’re working now on a library of boilerplate content, where you’ll be able to find and copy 
content that’s already been vetted and used. It should be ready for you soon. Until then, though, 
don’t be afraid to look around or ask other writers for content that’s already been created.  

Boilerplate content that’s soon to come: 

— Text under tables 

— Individual component text 

— Search bar hint text 

— Error messages 

— Sign in/password language 

— EULA 

— Success/failure messages 

— “In progress” messages (“We’re downloading the latest version for you. Depending on 
your connection, this shouldn’t take long.” 



 
Writing UX emails 

 

Emails are an important part of the UX content ecosystem. They help us stay in touch with our 
users and keep them informed about what’s already happened, or what happens next.  

Still, no one loves getting bombarded with emails. So, we’re careful about when and how we use 
them. 

Before adding an email to your user journey, ask yourself some questions to make sure it’s really 
the right step: 

— Is there a clear purpose for this email? 

— Is an email necessary to guide the user through something complicated? 

— Is this information already in the user interface or somewhere else? 

— Does the user need a written confirmation of something? 

— Does this email fit naturally into the conversation we’re already having with our user? 

Each of these questions can help you get closer to a decision about whether a new email is 
necessary. But the most important question you should ask yourself is this: 

Does this email really add value for the user? 

If the answer is yes, here are some steps you can follow to make sure your email is as helpful for 
the user as possible. Be sure to review our best practices for email components, too. 
 

Understand the scenario 

Always start with a clear understanding of where the user has come from to get to this point, 
what happens next, and what they’re trying to accomplish—both right now and in the future.  

— Is this a new user?  

— What specific steps has the user already taken to get to this point? 

— After the user receives this email, what will happen next? 

— If we’re asking the user to take an action, how will it benefit them? 

— What does the user already know, or need to know?  
 



 
 
Identify the main idea or call to action 

An email should either tell the user something they wouldn’t know otherwise or ask them to do 
something important (and tell them how).  

So focus on this main idea with one of two questions: 

— What is the main thing we need the user to know? -OR-  

— What is the main action we want the user to take?  

If you can’t answer either of these questions easily, you probably don’t need an email.  
 

Define any supporting ideas 

There should only be one main focus/purpose for an email, but sometimes some supporting 
information can be helpful to drive the point home. It’s okay if there isn’t anything extra to add, but 
if you think your email content is missing something, ask these questions: 

— Are there any specific instructions the user needs to accomplish their task? 

— Are there any personalized details that the user might need, like account number or 
appointment time/date? 

— What does the user need to know about what will happen next? 
 

Collect auto-populate codes 

The more personalized your email can be to the user, the better. So think about what information 
will add the most value and reach out to your product manager, Engineering, or developers to find 
out what codes are available to you for auto-populating data. Yes—no  

— Developers sometimes have different names for these codes. “Data contracts,” 
“variables,” and “field codes” all mean the same thing in this context. 

— Some examples of auto-populated data: 

o Service Tag: {ServiceTag} 

o Company name: {CompanyName}  

o Customer email: {CustomerEmail}  

— Also make sure you have the correct URLs for any links you want to include. For more 
about links, see our Usage Rules. 



 
Use the HTML email template 

We have a common HTML template* that we apply to all emails for Services. This template 
includes several different components, and we’ve defined best practices for each of them. The 
template looks like this: 

* At Dell, the word “template” can mean different things. Sometimes it’s used to describe the 
overall standard HTML design that we use (which is how we use it here), but you might also hear 
it used to describe an individual email.  

This is because some vendors use the “template code” and “template name” to track their work, 
and those terms were adopted by some internal teams. This can be confusing, so keep it in mind 
when discussing emails with other teams.  
 

Follow best practices for email components 

Each email is made up of several components. Some of these are required, others are optional, 
and some are always there but never (or rarely) change.  

Each component has its own set of best practices, which are outlined here. But it’s important to 
make sure they all work together to communicate the same message.  

Subject 

With a limited number of space, we should choose our subject lines carefully. This is the first 
thing a user sees, so make sure you give them a clear idea of what the email’s about and why 
they should open it.  

— Try to limit your subject line to about 40-60 characters so the user can see it all in their 
inbox view.  

— Lead with direct, descriptive words about the key message.  

— If there’s any urgency to the email’s message, include a date, number of hours, or words 
like “soon” or “now” to let the user know it’s time sensitive.   

— Avoid symbols or special characters like emojis—they look too much like marketing 
jargon or spam.  

— Don’t include variables in the subject line unless they add value for the user. If a variable 
is necessary, check with Engineering or the dev team to make sure they can do this.  

— Don’t use closing punctuation unless the subject line is a question.  

— You don’t need to include “Dell Technologies” or “Dell” in the subject line—that will already 
appear in our “sent from” email address.   



 
If you’re struggling with a subject line, online tools like subjectline.com or coschedule.com/email-
subject-line-tester might help. But keep in mind that these are used most often for marketing 
emails, so their critiques might not be best for UX content.  

You can also reach out to the UXD Research and Insights team for help with user testing, if you’re 
stuck. 
 

Email header  

— Use the header to introduce the email’s purpose—but don’t just repeat the subject line, 
unless you have to. It should be clear enough that the user understands the main 
message, even if they don’t read the whole email. 

— Many users read their emails from mobile devices, so be concise. Try to keep your 
header to one or two lines, with the top line shorter than the bottom, if you can. Shoot for 
6-7 words for that top line.  

— The header should be a complete sentence, so use sentence case with punctuation. If 
there’s some reason to make the header a phrase and not a sentence, no punctuation is 
needed at the end.  

Sub-header 

— A sub-header isn’t required, but it’s usually helpful.  

— Try to keep it brief. This is just an opportunity to support the main message and/or make 
a smooth, friendly transition to the CTA button.  

CTA/button 

This button leads the user to their next step. It’s how we get them to perform whatever action we 
need them to do. 

— If you can, lead with a specific, active verb that guides the user to the next action.  

— Match the action used in the header.  

— Be concise: 2-3 word limit in most contexts.  

— Use sentence case. 

For more about buttons in other contexts, see our Usage Rules. 

Greeting 

— If you can auto-populate the user’s first name, this greeting line should be, “Hello 
[FirstName],”—with no comma after “Hello.” 

— In many cases, we aren’t able to auto-populate the user’s first name only. When this 
happens, just use the standard greeting of “Hello,”—with a comma at the end. 

https://teams.microsoft.com/l/channel/19%3a7e5f97b14213446abd89f1d99a1d677f%40thread.skype/%25F0%259F%2595%25B5%25EF%25B8%258F%25E2%2580%258D%25E2%2599%2580%25EF%25B8%258F%2520Research?groupId=45fbeb6d-a12a-40ab-8166-a7b51bd89039&tenantId=945c199a-83a2-4e80-9f8c-5a91be5752dd


 
— Don’t use “Hello [FirstName LastName],”—it’s too impersonal and makes the email sound 

robotic. 

 
Email body  

— Keep paragraphs short so users don’t have to trudge through a wall of words.  

— As always, use simple language and a conversational tone to make the user feel 
comfortable. For more on this, see the Voice and Tone section. 

— If you include a list, limit it to 3-5 items.   

— If the user needs to click any specific elements in the UI to accomplish their task (like 
their Accounts page or a Submit button), make them bold so they know exactly what to 
look for. 

Details table 

— If (and only if) it’s helpful, include a table with details specific to the user and/or their 
account.  

— Does this table only include information that’s already available somewhere else in the 
email? If it’s not adding any real value for the user, skip it. 

— Make the table title as descriptive as possible. Use sentence case and try to avoid using 
the word “details.” Instead, include something more specific, like an order number or 
Service Tag, if those apply.  

Do Don’t 

Order 45387 Order details 

Service Tag QQQ888  Account details 

 
Sign-off 

Most of our external emails end with the same sign-off line: 

Thank you for choosing Dell Technologies.  

If you have a request to change this, confirm the change with someone in Communications or 
UXD Content before making it.  

Footer 

The footer is usually auto-generated and defined by the Customer Communications or UXD team, 
so it can't be changed. If you do need to change it, get approval first—and make sure it includes a 
link or other specific information that tells the user how to get help if they need it. 



 
 
 

Legal/message ID 

This is another element that’s usually already defined by Customer Communications or UXD, and 
rarely changes. It may include: 

— Some legal language 

— A note that the auto-generated email can’t accept replies 

— A message ID, used internally to track emails. 
 

Submit the right information 

Depending on the team that will actually publish and send your email, you might need to include 
some other information when you deliver the final content. Reach out to your product manager, 
project manager, vendor, or engineering/development team to find out what’s required.  

In some cases, you might need to include things like: 

— A completed vendor request form. Vendors (like Service Central or ServiceNow) have 
their own request processes that can include detailed forms.  

— HTML code. Some emails require your content to be delivered in both plain text and 
HTML versions (and sometimes other versions, too). If HTML is required, get the help of 
Engineering and/or the product manager to complete this. 

— Template code and/or template code. Some vendors and teams track their emails by 
specially assigned codes or names. Reach out to the team to find out more about their 
specific numbering/naming conventions. 

— Other tracking information. Some vendors have their own versions of JIRA tickets or 
other tracking methods. Ask them for more information to determine what you need to 
provide. 

  



 
Grammar and mechanics 

 

 

While context is always key in UX writing, a few general rules can apply to nearly all situations. 
This is a quick reference to help you get started.  

If there’s anything not covered here, we use The Chicago Manual of Style for default rules on 
grammar and punctuation.   
 

Abbreviations and acronyms  

The general rule for abbreviations and acronyms is to spell something out the first time you 
mention it, followed by the abbreviation or acronym in parentheses. Then, use the short version 
for all other references.  

There are some exceptions to this rule, though:  

— In UI copy, as long as the acronym is defined in the first page of a flow (like on an 
introductory page), we don't need to spell it out in all the subsequent pages.  

— If the abbreviation or acronym is already commonly known, like HTML, you don’t need to 
spell it out on first use.  

o This is where knowing your audience is key. Not all audiences will have the same 
set of common knowledge—so be thoughtful about what acronyms you use and 
what you spell out.  

— Avoid crutch abbreviations like “i.e.” or “e.g.” You can nearly always rewrite a sentence to 
avoid using these. 

— We don’t refer to branded terms like Asset Recovery Services or Connected Provisioning 
by their acronyms. Branded terms are always used exactly as they have been adopted by 
Marketing. Reach out to Marketing if you need clarification on a term. 

Also, always be sure you’re using the appropriate abbreviations for countries and time zones.  

https://www.chicagomanualofstyle.org/home.html
https://abbreviations.yourdictionary.com/articles/country-abbreviations.html
https://abbreviations.yourdictionary.com/articles/common-world-time-zone-abbreviations.html


 
 

Do Don’t 

Welcome to Asset Recovery Services. Welcome to ARS. 

A Key Performance Indicator (KPI) is a type of 
performance measurement. We use KPIs to 
determine the success of a program or 
business initiative. 

The KPI will evaluate your program’s success. 

Check your HTML code to be sure it’s correct. Check your Hypertext Markup Language 
(HTML) code to be sure it’s correct. 

Complete your registration by 12:00 pm CST. Complete your registration by 12:00 pm 
Central Standard Time. 

For freight service, select Standard from the 
menu and schedule a standard appointment. 

For freight service, schedule a standard 
appointment (i.e., select Standard from the 
menu). 

Learn more: 

— Just FYI: Acronyms are hurting your UX and ROI 

— YourDictionary: Abbreviations 

 

Ampersands 

In microcopy, like buttons and column labels, an ampersand can come in handy to save space.  
But we try to avoid it when writing longer form content, like introductory paragraphs or guidance.  

Examples: 

— Intro text: “Each company needs an updated Terms and Conditions document on file 
before we can validate their account.” 

— Button label: “Send Terms & Conditions” 

 

Apostrophes 

https://uxdesign.cc/just-fyi-acronyms-are-hurting-your-ux-and-roi-423572d69195
https://abbreviations.yourdictionary.com/


 
The apostrophe is the most misused form of punctuation, so be careful! Check the rules before 
using it—you might be surprised at how often you use it incorrectly.  

Do Don’t 

Try to use apostrophes correctly. Try to use apostrophe’s correctly. 

It’s time to complete your registration.  Its time to complete your registration. 

Check the order’s page for its time and date. Check the orders page for it’s time and date. 

Post any GIFs or JPEGs here. Post any GIF’s or JPEG’s here. 

You might see some lower ratings, like 1s or 
2s.  

You might see some lower ratings, like 1’s or 
2’s.  

Learn more: 

— Grammarly: Apostrophe Rules 

 

Buttons 

We sometimes refer to buttons as “CTAs” – or “Calls to action.” This is because clicking a button 
is an action, which leads the user to another action.  

For this reason, it’s important that button labels are always active, clear, and directly related to the 
action that happens next. 

There are a few different kinds of buttons: 

— Question/Answer – This button is led by a question, with the button following as an 
answer.  

o Example:  

 Are you ready to get started? 
[Yes, let’s go]  [No, not now] 

— Verb/Noun – When a button has no intro text, it’s important to make sure the action is 
very clear. So try to lead with an active verb to guide the user to the next action. 

o Examples: 

 Open TechDirect 

 Edit order 

https://www.grammarly.com/blog/apostrophe/


 
 View projects 

— Common action – These buttons need no introduction, because users see them all the 
time and will know instinctively what they mean. 

o Examples: 

 Sign in 

 Go back 

 Cancel 

 OK 

 

Capitalization  

In Services, we use sentence case for nearly everything.  

Sentence case is the capitalization of the first letter of the first word, versus title case, which is 
capitalizing everything except smaller words, like “the” or “and.”  

Research has shown that users find sentence case more friendly and less formal, so we opt for 
this whenever we can. And yes, this does include page headings, column heading, form field 
labels, and button names. 

Exceptions:  

— Capitalize product or service names as they've been defined by Dell branding. 

— Some page titles may work better in title case. Look at the overall design and use your 
judgment. 

For more on our approach to capitalization, see our section on Voice and tone. 

Learn more: 

— NCBI: Letter case and text legibility in normal and low vision 

— Medium: Making a case for letter case 

— Title case vs sentence case in UX writing 

 

Colons and semi-colons 

— If you use a colon in a sentence, don’t capitalize the first word after the colon, unless it’s 
a proper noun.  

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2016788/
https://medium.com/@jsaito/making-a-case-for-letter-case-19d09f653c98
https://uxdesign.cc/title-case-vs-sentence-case-in-ux-writing-212087192261


 
o Exception to this rule: If the next thing after a colon is a complete sentence, 

capitalize it as you would if it were standing on its own. 

— Use a colon to introduce a list or set of instructions.  

o Example: 

 This bullet was just introduced by a colon. 

— Avoid using semi-colons. If you’re using one to separate two ideas, consider making 
them separate sentences or replacing the semi-colon with a comma or the word “and.” 
You can also try rewriting the sentence altogether. 

Do Don’t 

Your account will be ready when registration 
is complete. We’ll email you once it’s 
approved. 

Your account will be ready when registration 
is complete; we’ll email you once it’s 
approved. 

Your registration is complete, and we can’t 
wait to get started! 

Your registration is complete; we can’t wait to 
get started! 

You can complete two hour-long training 
sessions. 

You can complete two training sessions; all 
sessions are an hour long. 

 

Commas 

In UX content, we use the Oxford comma (also known as the serial comma) to separate more 
than two items in a sentence. We do this to provide clarity, increase readability, and leave out 
alternative interpretations. 

The only time an Oxford comma might not be helpful is when it might create more confusion than 
it avoids. This can happen on occasion, though it’s rare in UX content. Still, use your judgment 
and write around the problem when necessary. 

Do Don’t 

Enter your account information, name, and 
address. 

Enter your account information, name and 
address. 

Use the dashboard to manage your order, 
profiles, and users. 

Use the dashboard to manage your order, 
profiles and users. 

 

Learn more: 



 
— A Win for the Oxford Comma: This Lawsuit Shows Why It’s So Important 

— The Oxford Comma & Its Place In Your Web Content 

— What is the true cost of content design and UX writing 

 

Contractions 

We love contractions. When properly used, they make us sound more human and less robotic. 
(For more on this, see our Voice and Tone section.) 

Make sure, though, that you're using contractions thoughtfully. Don't overuse them and avoid 
anything that would sound too casual, formal, or unnatural in modern, everyday speech.  

— Some contractions to avoid: 

o "there'll"  

o "this'll"  

o "there're" 

o "gotta” 

o "mustn't" 

Learn more: 

— UX Collective: Plain language for UX writing 

— Content Design London Readability Guidelines: Contractions 

 

Currency and measurements 

For currency: 

— If the currency needs to be localized, follow the amount by a space and the correct 
currency code. We avoid using symbols for currency.  

— Find currency codes here: https://www.newbridgefx.com/currency-codes-symbols/ 

For measurements: 

— Always include a space between the number and the unit. 

— No period is required after the abbreviation of a measurement. 
 

  
  

 
 

https://thewritelife.com/is-the-oxford-comma-necessary/
https://expresswriters.com/oxford-comma-and-web-content/
https://uxwritinghub.com/ux-writing-cost/#:%7E:text=If%20you%20deliver%20your%20product,English%20speakers%20comprehend%20your%20text
https://uxdesign.cc/use-plain-language-in-ux-writing-d7d5b0ea35f1
https://readabilityguidelines.co.uk/grammar-points/contractions/
https://www.newbridgefx.com/currency-codes-symbols/


 
Do Don’t 

1.2 lb 1.2lb 

1.2 lb. 

5 kg 5kg 

5kg. 

 

Dashes and slashes 

To separate numbers, date ranges, or time ranges, use an en dash (–) with no spaces between. 

— Examples:   

o 12:00 am–3:00 pm 

o October 12–October 17 

o 2005–2017 

o 2–4 open accounts 

To separate thoughts in your content, use an em dash (—) with no space between. The em dash 
can be a useful substitute for a semicolon—but be careful not to overuse it.  

Use a slash (/) with no spaces to separate alternatives like “and/or,” “on/off,” or “his/her.” Don’t 
capitalize the word after a slash unless it’s a proper noun. Example: “ZIP/postal code.”   

Learn more: 

— 7ESL: Em dash vs. En dash 

 

Dates and times 

For dates: 

— In UI content, use 3-letter abbreviations for months and days, like Oct or Mon, with no 
periods.  

— Don’t write dates numerically (07-07-20, 01/01/2021). 

— Don't use an apostrophe to shorten a year, as in '01 or '21. 

https://7esl.com/em-dash-en-dash/


 
— If you need to use an ordinal in a sentence, spell it out ("your first step," "the second try"). 

Don't use ordinal indicators like 1st or 2nd. 

Do Don’t 

Oct 1, 2021 07-07-21 
01/01/2020 (unless part of a calendar field) 
January 1 '21 

The first time  The 1st time 

On your second try On your 2nd try 

For times: 

— Use the 12-hour clock, followed by a space and "am" or "pm."  

— Don't abbreviate or capitalize "am" or "pm." 

— To show a range of time, use an en dash to separate start and end times, with "am" or 
"pm" included for both. Or, if it's part of a sentence, start with "from" and use the word "to" 
to separate start and end times. 

— If you're showing both date and time, separate them by the word "at" instead of a 
comma, or start with the time and separate the date with the word "on."  

— If you're including a time zone, place it after the "am" or "pm." Be sure to use the correct 
abbreviation. 

Do Don’t 

12:00 am 
 

12:00 AM  
12:00pm 

12:00 am–3:00 pm 
from 12:00 am to 3:00 pm 

12am-3pm 
from 12 to 3 

October 1, 2021, at 3:00 pm CST 
 

Oct 1 at 2 Central 

3:00 pm CST on Oct 1, 2021 2PM CST 10/1/21 

 

Ellipses    

— We try to avoid using ellipses, but it is okay in some cases. Use your judgment and don’t 
overuse them. 



 
— If you do use ellipses, format them as three periods with no spaces between or around 

them…like this. 

 

Exclamation marks    

We avoid exclamation marks as much as possible. We only use them when something is really, 
really, very positive and exciting!  

This means we usually save them for celebratory moments, like congratulating a user for 
completing their first successful task.  

If you find yourself using one, stop and consider whether your sentence would work with a period 
instead. If you’re still confident that an exclamation mark makes the most sense, use it—but limit 
yourself to no more than one per page. 

And NEVER use an exclamation point for an error message or alert.  

File extensions    

If you're referring to a specific file, the file extension follows the filename, separated by a period, 
all lowercase. 

If you're talking about file types in general, use all caps and no period.  

— Examples:  

o PDF, DOC, JPG 

Do Don’t 

Open adobe.pdf to continue. Open adobe.PDF to continue. 

Download wordfile.doc from the page.  Download wordfile.DOC from the page.  

Only upload PDF, DOC, or JPG files. Only upload .pdf, .doc, or .jpg files. 

 

Formatting   



 
We sometimes use formatting like bold and italics to call attention to specific content for our 
users. It’s important to make sure we’re using these elements consistently to make things less 
confusing for a user. 

— We use bold text for UI elements that a user will need to find and/or click on once they 
are on an actual page. 

— We use italics occasionally for footnotes or captions. 

Do Don’t 

Visit Account > Orders to see your pending 
orders. 

Visit Account>Orders to see your pending 
orders. 

Select Orders from the dropdown menu to 
open the Orders page. 

Select Orders from the dropdown menu to 
open the Orders page. 

Select Edit customer to make changes to your 
customer’s account information. 

Select “Edit customer” to make changes to 
your customer’s account information. 

 

Headings   

Headings and subheadings are different levels of titles that help users find their way around the 
interface. We use them to label important sections of content so a user can see, at a glance, what 
comes next. 

Headings and subheadings should always be: 

— Simple 

— Concise  

— Descriptive 

Conversational headings are often used to call out sections of copy that’s introducing a user to a 
product. 

— Examples:  

o Make your workday easier with TechDirect 

o Expand your reach with APIs 

o Ready to get started? 

We generally don’t punctuate these, but there are some exceptions. If a heading is a question, for 
example, complete it with a question mark.  



 
We use microcopy headings more for content once a user is actively using a product. These are 
much shorter and we try to make them as active as possible.  

— Examples: 

o Add a customer 

o Create a group 

o Edit your order 

 

Hyphens   

We use hyphens to: 

— Combine two words to modify a noun. 

o Examples: “no-risk trial,” “virus-free program” 

— Join a prefix or suffix if it puts two vowels next to each other. 

o Examples: “re-order,” “re-enable” 

— Combine a number and a word when describing a noun.  

o Examples: “7-day trial,” “20-year contract” 

We don’t use hyphens for these words: 

— “ecommerce”  

— “email” 

— “offsite” 

— “onsite” 

Links   

For URLs: 

— Try to embed URL addressed in your copy, rather than spelling out the URLs.  

— If you have to include a URL, it should be all lowercase. This includes email addresses. 

— When embedded in text, link the destination and not the entire action or sentence.  

o Exception: UI links with no punctuation (“The user guide will tell you more. Open it 
now”). These are part of UXD and Clarity design standards.  



 
— Don’t underline a URL link. The underline behavior of links in online copy is determined by 

the UI design or browser.  
 

 

Do Don’t 

techdirect.com TechDirect.com  

To complete your registration, visit TechDirect 
now. 

To complete your registration, visit TechDirect 
now.  
 
To complete your registration, visit TechDirect 
now.  

 

To complete your registration, visit TechDirect 
now. 

Reach out to your project manager, John Doe, 
at johndoe@xmail.com. 

Reach out to your project manager, John Doe, 
at johndoe@xmail.com. 

Reach out to your project manager, John Doe, 
at johndoe@xmail.com. 

For email addresses: 

— Try to embed email links in your copy, rather than spelling out the address.  

— If you have to include an address, it should be all lowercase. 

Do Don’t 

Contact us to learn more. Email dell@dell.com to learn more. 

dell_techdirect@dell.com  dell_techdirect@dell.com 

techdirect@dell.com TechDirect@Dell.com 

 

Lists   

Limit lists to 3-5 items. If you have to use more, consider separating them into columns, or using 
a table instead.  



 
If you’re giving instructions or listing prioritized items, use a numbered list.  

— Don’t include more than one step per item.  

— Make each step a sentence that can stand on its own. 

If you’re listing items where sequence and/or priority don’t matter, use a bulleted list. 

— If the items in the list are short and simple, don’t use punctuation. 

— If each item in your list can stand on its own as a sentence, end each one with a period.  

If you’re describing a series of clicks or menu selections to get a user from point A to point B, 
don’t use a list of instructions. Instead, separate the selections by carats, and use bold text for 
anything the user should be looking for to click. 

— Example: Select Menu > Export > CSV 
 

Notes and footnotes   

A note or footnote can best be described as an afterthought—something a user might need to 
know, or something we might want the user to know, but not a key idea in the current content. 

We try to avoid these as much as possible. If a user really needs to know something, it makes 
sense to make that a part of the actual content, instead of a separate callout.* If a note is really 
necessary, keep it as brief as possible. 

Note: This is how you format a note.  

*A footnote should come at the end of a page or table. The font might need to be small or in 
italics, depending on its placement. Either way, don’t put spaces between the content and the 
asterisk. 

 

Periods   

We use periods at the end of complete sentences. But there are a few exceptions to this. 

We don’t use periods for: 

— Top-level headings and titles (usually)  

o There are some occasions when a page title works better as a complete sentence, 
usually when it’s a marketing-friendly title or it includes two or more separate 
thoughts. (Example: “Less effort. Faster resolution. Get TechDirect today.”) This 



 
depends on the context. Use your judgment, but generally avoid using periods for 
titles. 

— Buttons 

— Labels for forms or tables 

 

Prepositions and conjunctions   

There's an old rule that says you should never end a sentence with a preposition. And there's 
another one that says you shouldn't start a sentence with a conjunction. But in modern UX 
content we can do both, and often do.  

You shouldn't overuse these options, but don’t be afraid to use a conjunction at the beginning of a 
sentence or a preposition at the end of one if it makes sense and sounds right when you read it 
out loud—especially when you're writing long-form content that needs a friendly touch. 

Also, try to avoid "from which" or "from whom" types of phrases--in modern UX content, we try to 
sound less formal than this. The best rule of thumb is to write how you would speak. 

Do Don’t 

We'll help you migrate your files when you’re 
ready. And we'll make sure to erase your old 
data. 
 

We'll help you migrate your files when you’re 
ready. We'll make sure to erase your old data. 

Let us know what folder you want to pull your 
old files from.  

Let us know from which folder you want to 
pull your old files.  

 

Learn more: 

— Why it’s ok—and sometimes better—to end a sentence with a preposition 

 

Pronouns   

— UX content is a conversation with the user; therefore, we address the user as “you” 
throughout the UI. Examples:  

o Examples: “You can approve or deny partner requests on the Manage partners 
page.” “Don’t see your report? Visit the History page for more options.” 

— Refer to Dell Technologies or a particular service as “we” or “us.”  Examples: 

http://crosstalk.cell.com/blog/why-its-ok-and-sometimes-better-to-end-a-sentence-with-a-preposition#:%7E:text=The%20best%2Dknown%20rule%20about,their%20rules%20on%20Latin%20grammar.


 
o Let us know how we’re doing. 

o We’ll let you know as soon as your registration is approved. 

o We can’t wait to get started! 

— If not talking directly to the user, we default to “they,” “them,” and “their” as a singular 
pronoun. And we only use “he/him/his” or “she/her/her” pronouns when referring to 
specific people or personas with already defined genders. For more on this, see our 
section on Inclusive content.  

— Don't use the second person pronoun (you / your)  when referring to an issue or problem 
and avoid imperative statements. 
 

Do Don’t 

You can approve or deny partner requests on 
the Manage partners page. 

Partner requests can be approved or denied 
on the Manage partners page. 

Don’t see your report? Visit the History page 
for more options. 

Don’t see the report? Visit the History page for 
more options. 

Let us know how we’re doing. Let Dell know how it is doing. 

We’ll let you know as soon as your registration 
is approved. 

A notification will be sent when the 
registration is approved. 

The password doesn’t match. Your password is incorrect. 

This file was corrupted.  Your file was corrupted. 

Let us help you resolve the issue.  Let us fix all of your problems. 

Learn more: 

— UX Collective: Gender-inclusive design is the only way 

 

Question marks 

In UX content, we ask a lot of questions. They’re a great way to keep the flow of the conversation 
going and keep our users engaged with our content. They also help us introduce buttons or 
choices for the user to make. 

And we always end a question with a question mark. It just makes sense, right? 

https://uxdesign.cc/gender-inclusive-design-is-the-only-way-968494d5afc2


 
— Examples:  

o “Ready to get started?” 

o “Need help?” 

o “Forgot your password?” 

o “Is this account currently active? [Yes] [No]” 

 

Singular/Plural 

Sometimes we don't know if a user will be using more than one item. Using parentheses (s) is an 
option, but generally you should try to write around it and avoid the question altogether.  

Do Don’t 

Your shipment is on its way. Your part(s) are ready for shipment. 

 
Tables 

Tables can be very different in different contexts—a table in the UI of a highly technical product 
will be very different from the short table we might use to call out specific account details in an 
email, for example. For this reason, our rules vary a bit, too. 

UI tables 

Rules for UI tables are coming soon.  

Email tables 

Our email template includes an option to include some relevant details in a table format. This is 
entirely optional and should only be used if the table actually adds value to the communication—
don’t add a table just to add one; make sure it’s actually useful and relevant for the user. 

Here’s a breakdown example of an email table design and elements: 

Order #45678 

Order date Jul 07, 2022  

Order placed by Jane Doe 



 
Order delivered on Jul 27, 2022 

 

Table title 

• We try to include identifying information in the table title to make it as relevant as possible 
for the user. In this example, we opted for the order number instead of the more generic 
“Order details.” 

Table items 

• Like numbered or bulleted lists, we try to keep the number of items in a table between 3 
and 5. This isn’t always possible, but it’s a general rule. 

• Only include a table if it’s adding some new information that the user might need. If you’re 
only presenting information that’s already been mentioned elsewhere in the message, it’s 
not adding any value for the user and should be discarded. 

  



 
 
 

Usage rules 
 

 

Some things can be written in different ways by different users, and neither version is necessarily 
wrong. To stay consistent throughout our products and services, we have some specific usage 
rules. Refer to this list if there’s something you’re just not sure about. 

We also keep a running list of words that can make your content sound like “robot speak.” Avoid 
these words as much as possible. (For more about this, see our section Don’t be a robot.) 

Both of these lists are constantly evolving, because our team is always considering new rules and 
reconsidering old ones. So be sure to check back often.  

 

Rules about specific words, phrases, or elements 

access 

We try to avoid using the word "access" as a verb, opting for more descriptive words like "open," 
"view," or something else more meaningful and direct for the user. This isn't always possible, and 
it's okay to use "access" if you have to, but try first to write around it.  

• Examples:   
• “For more details, open your Orders page in TechDirect.” 
• "You can view your account information from the dashboard.” 

activities 

Instead of "activities," use words like "tasks," "actions," or "process." 
 

approve vs. accept   

When we ask a user for permission to do something, we ask them to “approve” or “decline” the 
request.  



 
 
When we ask them to review Terms and Conditions, or other terms of some kind, we ask them to 
“accept” or “decline” the terms.  

We avoid using "deny." 

— Examples:   

o “Review and accept the Terms and Conditions now” 

o "Terms and Conditions: [Accept] [Decline]” 

o “A partner has requested access to your account. Approve it now.” 
 

area vs. country 

Because Hong Kong is officially not a country, but a Special Administrative Region of China, 
“country” doesn’t apply. For this reason, we try to use “area” instead of “country” when labeling 
address fields and other identifiers. 
 

canceled vs. cancelled  

While both are correct, we default to "cancelled" and "cancelling."  

— Examples:   

o "This request has been cancelled.” 

o “To learn more about cancelling your account…"  

Learn more:  

— https://www.grammarly.com/blog/canceled-vs-
cancelled/#:~:text=Both%20spellings%20are%20correct%3B%20Americans,no%20matte
r%20where%20you%20are   
 

 

 

deny vs. decline   

When we ask a user for permission to do something, we ask them to “approve” or “decline” the 
request. We only use “accept” in certain, very specific cases, and we avoid using "deny." 

— Example:  "Terms and Conditions: [Accept] [Decline]” 

Learn more:    

https://www.grammarly.com/blog/canceled-vs-cancelled/#:%7E:text=Both%20spellings%20are%20correct%3B%20Americans,no%20matter%20where%20you%20are
https://www.grammarly.com/blog/canceled-vs-cancelled/#:%7E:text=Both%20spellings%20are%20correct%3B%20Americans,no%20matter%20where%20you%20are
https://www.grammarly.com/blog/canceled-vs-cancelled/#:%7E:text=Both%20spellings%20are%20correct%3B%20Americans,no%20matter%20where%20you%20are


 
— https://www.englishgrammar.org/words-refuse-reject-decline-deny/ 

 

details  

"Details" is one of those words that's easily overused. Sometimes it's helpful in a sentence or 
heading, but try to avoid it when you can. And when you see it during a review of copy, always ask 
yourself if it's really needed.  

— Example:  Instead of “Enter your shipping details,” say, “Enter your address.” 
 

dropdown   

One word, no hyphen.  

— Example:  "Select an option from the dropdown menu.” 
 

email  

One word, no hyphen, and not capitalized unless it's at the beginning of a sentence.  

Learn more:   

— https://www.quickanddirtytips.com/education/grammar/e-mail-or-email 
 

end user vs. end-user  

We follow the Merriam-Webster entry and spell “end user” as two words, with no hyphen. 

But only use this term if the “end user” is or might be a different person than the current “user” 
you’re speaking to on the current screen.  

— Examples: 

o “As a user, you might need to manage the order information for your end users.”  

Coming soon: more guidance about the terminology we use to define the different roles of our 
customers, users, admins, and end users. 

Learn more: 

— https://www.merriam-webster.com/dictionary/end%20user  
 

home page   

https://www.englishgrammar.org/words-refuse-reject-decline-deny/
https://www.quickanddirtytips.com/education/grammar/e-mail-or-email
https://www.merriam-webster.com/dictionary/end%20user


 
Try to avoid using this term. Most of our products start at an "Overview" page instead of "Home."  
   

internet   

Don't capitalize unless it's at the beginning of a sentence.  

— Example:  "Check your internet connection now.” 

Learn more:    

— https://www.nytimes.com/2016/06/02/insider/now-it-is-official-the-internet-is-over.html 

 
less vs. fewer    

Use “fewer than” as a way of saying “not as many.” This usually applies to nouns that can be 
counted, like computers or people.  

— Examples:  “fewer than 20 assets” 

“more than 12 users” 

Use “less” to indicate “not as much.” It’s usually applied to nouns you can’t count, like “space” or 
“time.” 

— Examples:   “less hard drive space” 

“less time to run the app” 

We also use “less than” for money, time, and weight.  

— Examples: “less than 20 pounds” 

“less than 20 dollars” 

“less than 20 minutes” 

Learn more:   

— https://www.grammarly.com/blog/fewer-vs-less/  

 

log in/sign in    

Try to use "sign in" where you can - it's consistent with our UI.  

https://www.nytimes.com/2016/06/02/insider/now-it-is-official-the-internet-is-over.html
https://www.grammarly.com/blog/fewer-vs-less/


 
If you must use "log in," write it as two words when used as a verb (“Log in to your account”), one 
when used as a noun (“Don’t share your login information”).   

— Examples:   "Sign in to your TechDirect account.”  
   “Keep your user name and password private.”  
 

number vs. #    

Spell out “number” whenever you can. Only use “#” when you need to save space in microcopy, as 
in a column heading or button label.  
 

offline   

All one word, no hyphen.  

— Example:  “We’ll never monitor your offline activities.” 

Learn more:   

— https://www.learnersdictionary.com/qa/Online-or-on-line- 
 

offsite   

One word, no hyphen. Don't say “off site” or “off-site.”  

— Example:  “Do you want us to sanitize your equipment offsite?” 
 

online   

All one word, no hyphen.  

— Example:  “We’ll continue to monitor your online activities.” 

Learn more:   

— https://www.learnersdictionary.com/qa/Online-or-on-line-  
 

onsite   

One word, no hyphen. Don't say “on site” or “on-site.”  

— Example:  “Onsite data sanitization” 
 

https://www.learnersdictionary.com/qa/Online-or-on-line-
https://www.learnersdictionary.com/qa/Online-or-on-line-


 
please  

Don’t use it, unless we're asking the user to perform an action because something went wrong on 
our end.  

The most common and appropriate use is when we ask a user to repeat a task because of a 
performance issue that’s occurred on our side.  

— Examples:  

o “We had trouble generating this report. Please try again.”  

o “The file upload was interrupted. Please try again.”  

We don’t use “please” if a user provides invalid information, like a password that doesn’t meet 
requirements. Instead, we write around it. 

— Example:  “The password requires 8 characters and a number.”  

Learn more:  

— https://medium.muz.li/5-rules-to-ensure-your-ui-copy-doesnt-suck-d0fb7487d84 
 

requester/requestor  

Use "requester."    

Learn more:   

— https://english.stackexchange.com/questions/29254/whats-the-difference-between-
requester-and-requestor 
 

Search bar   

Use hint text that tells the user what they're searching. 

— Examples:  "Search orders" or "Search profiles"   

select vs. click  

Try not to use either, and opt instead for embedded text when giving instructions. If you have to 
use one or the other, try to use "select" instead. If you have no choice but to use "click," say "click" 
instead of "click on."  

— Examples:   

o “View your account for more information.” 

o "Select Cancel to go back.” 

https://medium.muz.li/5-rules-to-ensure-your-ui-copy-doesnt-suck-d0fb7487d84
https://english.stackexchange.com/questions/29254/whats-the-difference-between-requester-and-requestor
https://english.stackexchange.com/questions/29254/whats-the-difference-between-requester-and-requestor


 
o “Click Cancel to go back.” 

Learn more:   

— https://arthalearning.com/accessible-and-inclusive-language-in-elearning/ 
 

Service Tag   

Always capitalize this. It’s a specific term for our brand that is capitalized everywhere at Dell. 

— Example:  “Enter your Service Tag here.”  
 

setup vs. set up   

Use "set up" as a verb. "Setup" is a noun. 

— Examples:   

o "Set up your profile.” 

o “Check your account setup.” 
 

signing authority vs. signatory   

We use “signing authority” for the person assigned to sign terms and other legal agreements for a 
company’s account. Avoid using “signatory” or “authorized signing authority.” 

— Example:  "You’re now the signing authority for your company’s account.” 
  

up to date vs. up-to-date   

Hyphenate this if it precedes the noun it modifies. If it’s describing something that precedes it 
(predicate adjective), there is no hyphen. 

— Examples:   

o “Visit our Resources page for up-to-date guides and webinars.” 

o “Your account should now be up to date.” 

o “Stay up to date with customized notifications.” 

Learn more:  

— https://grammarist.com/usage/up-to-date/ 
 

 

https://arthalearning.com/accessible-and-inclusive-language-in-elearning/
https://grammarist.com/usage/up-to-date/


 
USB drive 

There are many ways to refer to this small piece of hardware: flash drive, thumb drive, USB stick, 
pen drive, and more. To avoid confusion, we default to "USB drive" and avoid the other terms.  

—      Example: “Download the update to a separate USB drive.” 

 
username   

Type as one word.  

— Example:  “Check your username and password.” 

Learn more:   

— https://english.stackexchange.com/questions/43436/username-user-name-or-user-
name 
 

warranty vs. service plan   

Try to default to "service plan." This is a new rule, so you will still see “warranty” a lot. Correct it 
when you can, if it makes sense. 

— Example:  “Make sure your service plan hasn’t already expired.”   
  

website vs. web-site   

One word, no hyphen, and not capitalized unless it's at the beginning of a sentence.  

Learn more:   

— https://en.wikipedia.org/wiki/Website  
 

Wi-Fi   

“Wi-Fi” is actually a branded, trademarked term from the Wi-Fi Alliance. But it’s commonly written 
as “WiFi” or “wifi.” For now, we’ll default to the old Dell global standard and use “WiFi.” But this is 
one that could change soon, so stay tuned.  

— Example:  “Connect to WiFi.” 

Learn more: 

— https://www.tourtech.com/2019/01/how-do-you-spell-wifi/  

https://english.stackexchange.com/questions/43436/username-user-name-or-user-name
https://english.stackexchange.com/questions/43436/username-user-name-or-user-name
https://en.wikipedia.org/wiki/Website
https://www.tourtech.com/2019/01/how-do-you-spell-wifi/


 
ZIP code vs. postal code   

Use postal code. If you must use ZIP code, capitalize it as shown.  

— Examples:  

o “Enter your postal code” 

o “Enter your ZIP code" 

 

 

Words to avoid (and words to use instead) 

Avoid Try instead 

access open, view, use 

activate use, turn on, start 

activities tasks, actions, process 

additional more 

administer control, manage 

allotted available, open, assigned 

apply use 

appropriate correct, best, right 

attempt try 

capability use 

click select, use, choose 

complete finish 

compute add 

configuration build, setup, profile 

configure build, set up, create, define 



 
defer hold, save, save and use later 

designate name, assign, let us know, tell us 

details information 

documentation manual, guidance, instructions, more 

enable let, turn on 

ensure make sure, check 

entitlements credits 

function use 

generate make, start, create 

if you are able to if you can 

in which where 

indicate let us know, tell us 

inquiry request, question, issue 

kindly please (but this is to be avoided) 

modify change 

must can, need to, should, have to 

please nothing 

program application, app 

specify let us know, tell us 

resolve fix 

technician user 

transmit send 
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