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Introduction

Great brands are built 

with consistency, creativity, 
and coherence.

These guidelines are designed to help employees, brand 
ambassadors, designers, communicators, and agency 
partners to preserve and protect our brand expression.
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Contents

How to use these guidelines


These guidelines outline the key elements of the 
Lightcast brand so that the diverse materials 
created that employees, brand ambassadors, and 
partners all looks and sounds consistent. Use this 
document as a reference and handbook when 
producing written or visual content on behalf of 
Lightcast. 
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Our Brand

Purpose & Position

Principles

Who We Are

Voice

Brand Guidelines



Our Brand Purpose, Mission, and position

Our Purpose: Why Does Lightcast Exist?

To create a labor market that works for everyone. 

Our Position: What is our differentiated role in the industry and our ultimate customer relevance?

Lightcast is the universal standard for labor market intelligence.
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Our Brand Lightcast Principles

Lightcast Principles

I

Innovation, 
inside and out

We take personal 
responsibility for finding 
new and better ways to do 
all things—large and small, 
internally and externally.

L

Live the mission

We genuinely care about the 
work we do and never lose 
sight of the human behind 
the data.

Brand Guidelines

G

Give customers  
the unexpected

We aim to exceed customer 
expectations and seek 
opportunities to excite and 
delight with every 
interaction.

H

Hide nothing, 
own everything

We are transparent in our 
actions, own our mistakes, 
and remain humble in our 
approach.

T

Teamwork make 
the data work

We work together, respect 
our differences, play to our 
strengths, and celebrate our 
successes. 



Our Brand who we are

Company Boilerplate

Used in press releases and as an official company 
description (e.g., on a partner website)
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Lightcast is the global leader in labor market intelligence, empowering smarter decisions for 
businesses, education institutions, and governments worldwide. With the world’s most 
comprehensive database—spanning over 3 billion job postings, more than a billion career profiles, 
and 100+ government sources—Lightcast delivers unparalleled insight into skills, jobs, companies, 
professional profiles, and workforce trends across 165 countries. Our proprietary taxonomies, 
advanced AI, and expert guidance transform complex data into clear, actionable intelligence.


Lightcast has offices in the United States, United Kingdom, Canada, Italy, New Zealand, and India. 
Learn more at lightcast.io




Short Descriptions:

Lightcast, a labor insights company.

Lightcast is the global leader and universal standard for labor market intelligence—
using data to help organizations make better workforce decisions.

http://lightcast.io/


Our Brand who we are

Sector Boilerplates


These descriptions can be used in contexts that are 
specific to one of our main audiences—for example, 
describing Lightcast on an HR podcast, or on a 
handout at an education conference.
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Enterprise

Lightcast is the global leader and universal standard in labor market intelligence. By providing 
granular and comprehensive data, Lightcast empowers HR leaders, talent acquisition teams, and 
workforce strategists to make better decisions about skills, hiring, and development with 
unparalleled precision. Lightcast supports organizations around the world with best-in-class 
talent intelligence solutions, expert guidance, and data on 160+ countries, so that they can build 
a future-ready workforce. Visit lightcast.io for more.

Education

Lightcast is the global leader and universal standard in labor market intelligence. By providing 
granular and comprehensive data on jobs and skills, Lightcast empowers education institutions 
to optimize program offerings, connect students to in-demand careers, and communicate 
outcomes with confidence. Lightcast helps colleges, universities, and ed tech companies around 
the world provide learners with the skills they need for the careers they want—creating a labor 
market that works for everyone. Visit lightcast.io for more.

Public sector

Lightcast is the global leader and universal standard in labor market intelligence. By delivering 
granular and comprehensive insight on workforce trends and regional benchmarks, Lightcast 
empowers government, economic development, and workforce leaders to make data-driven 
decisions that attract and retain businesses, connect workers to jobs, and create communities 
that thrive. Visit lightcast.io for more.



Our Brand who we are

Messaging Pillars


These concepts are designed to be used in two ways: 


First, they can stand alone as taglines, such as on our 
website or in client presentations, for a quick 
description of Lightcast. 


Second, they are examples of the kinds of ideas that 
make up the Lightcast brand. When writing or designing 
something on behalf of the company, ask yourself if it 
your work is consistent with these messages. If not, it 
should be modified.
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Lightcast delivers better data 
for better decisions.


In an increasingly disrupted world of 
work, Lightcast delivers clarity.

Lightcast is creating a job market 
that works for everyone.



Our Brand Voice

Voice and Tone
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Our Voice is

Straightforward
Straightforward because the world of work is 
complex, but Lightcast delivers clarity. 

Warm
Warm because we are here to help our customers. 
This also differentiates us in the market—other data 
providers are colder than we are.

Our Voice is Not

Clinical


Political


Gimmicky

Elitist


Irreverent


Sarcastic

Instead of those, Lightcast is 
knowledgeable, trustworthy and helpful.



Logo

Tessell

Primary Lockup

Logotype

Logo Color

Sizing and Clearspace

Additional Lockups
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Logo Tessell

Our mark, the Tessell, is a symbol of progress. The 
two repeating shapes indicate partnership as well 
as growth, pointing to prosperity. Progress is the 
process, prosperity is the destination.
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Logo Tessell

Our mark is built in an 8x8 grid of squares, with 0º, 
90º, and 45º angles that reveal two repeating 
polygons. The second polygon is taller, which 
symbolizes the idea of progress.


The Tessell should always appear as a cohesive unit, 
and should not be separated into multiple pieces. 
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Logo Primary Lockup

Our primary logo and brand expression is the 
lockup of the Tessell and the Logotype. The space 
and size relationship has been carefully considered 
and should not be altered.
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Logo Primary Lockup

The space and size relationship between the 
elements of the lockup is derived from size of  
the Tessell. 


X = 1/4 Tessell


The distance between the mark and logotype is 
0.5x. The baseline of the Logotype aligns to the 
bottom of the second polygon in the Tessell. And 
the top of the Logotype aligns to the point in the 
second polygon where the 45º angle begins.
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1x

0.5x



Logo Logotype

Our logotype has been carefully constructed to 
feel technical, but still full of personality. 


It should not be used as an element on its own. It 
should always appear locked up with the mark.
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Logo logotype

When used within text, our name should appear in 
the same font, color and size as the surrounding 
text. It may not be emphasized by underlining, 
increasing its size or setting the font appearance to 
bold or italic.


Our name should be set in Title case, with the “L” 
capitalized. However the “c” in Lightcast should 
never be capitalized.

Brand Guidelines

When our name is typed 
out in a sentence, it should 
look like this: Lightcast.

Incorrect use in text

LightCast lightcast

Do not capitalize the “c.” Always capitalize the “L.”



Logo Logo Color

The logo lockup is available in four colorways: Red + 
Black (primary version), Black, White, and Red + White. 
The Tessell is available in Red, Black, and White.


When applying the logo on color or photographic 
backgrounds, always select the most appropriate 
version of the logo, and use brand colors with 
maximum contrast for backgrounds. 
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Logo Logo Color

When creating signage in the real world, opt for 
maximum contrast and simplicity. In this case, the 
White lockup is best due to the high legibility and 
likelihood of consistent execution.
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Logo sizing and Clearspace  

Always allow for clearspace around the Tessell and 
Logotype. X is 1/4 the size of the mark, and that 
clearspace should be applied on every side. 


For minimum sizing, the mark and logotype should 
not be smaller than 16px tall for digital applications, 
or 5.6mm in print applications.
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Mark and Lockup Minimum Clearspace

1x 1x

Mark and Lockup Minimum Size (not to scale)

16px / 5.6mm 16px / 5.6mm



Partner Lockups

When the Lightcast logo and a partner logo are used together, they should both be all black or 
all white, and both should be given equal visual weight (visual weight is not synonymous with 
size; consider how the bold SAP logo above needs less real estate than the fully spelled-out 
Lightcast wordmark). The horizontal lockup should be used in most cases, but the stacked 
orientation is also available when space is limited.



1x 1x 1x 1x 1x

Tessell Wordmark

Partner Lockup Construction

In the horizontal lockup, a vertical bar separates the logos. This bar should be equal in height to 
the Lightcast logo, and should be spaced between the logos at a distance twice that of the 
distance between the Tessell and the wordmark. 

1x

1x

1x

1x

1x

Similarly, in the stacked lockup, the separating bar should be equal in width to the Lightcast 
logo, and should be spaced between the logos at a vertical distance twice that of the 
horizontal distance between the Tessell and the wordmark.  



Powered by Lightcast Lockup

Please refer to these “Powered by 
Lightcast” logo lockups and sample 
banners for guidance on proper 
attribution. Download link

https://drive.google.com/drive/folders/1-2muJqusdFGk8X0AY7Xx3TGZLlfHL7fA?usp=sharing


Color

Brand Palette

Gradients

Extended Palette

Color Balance

Tone Combinations
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Color Brand Palette

The Lightcast color palette is made up of 4 primary 
colors: Aubergine, Sailor Red, White, and Amethyst.


A secondary set of light colors and grays is used to 
support these main colors, while more saturated tones  
are available in the accent colors.


Note the balance and hierarchy within the brand palette. 
Sailor Red, Aubergine, Amethyst, and White should be 
used most prominently, and the secondary and accent 
colors should be used sparingly and with intention.
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Primary 
Colors Aubergine

#2D0B1E

Secondary 
Colors Plum

#520C39

Black

#000000

Accent

Colors Fire

#F77B29

Sailor Red

#F54562

Purple 200

#EFC0FF

Gray 500

#9D9D9D

Ahoy

#DD365B

White

#FFFFFF

Purple 100

#FCE9FF

Gray 200

#EBE9E9

Purple 600

#9B1AE5

Amethyst

#C75EFB

Sky

#E5FFFF

Gray 100

#F7F7F7

Green 700

#164851



Color Extended Palette

For UI components and data visuals, refer to this 
table of expanded colors. This palette is 
created using the Primary and Secondary 
palettes to establish hues. Darker and lighter 
shades have been added.
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900 800 700 600 500

Grays #000000 #232121 #454545 #676767 #9D9D9D

Black Overcast

Reds #2D0B1E #520C39 #A51D4A #DD365B #F54562

Aubergine Plum Ahoy Sailor Red

Purples #400B63 #66119C #8416C5 #9B1AE5 #C75EFB

Amethyst

Blues #0B1A36 #193468 #284E9A #3A6ACD #4F86FB

Sapphire

Greens #071D1D #0E3838 #165151 #1F6A6A #469C9C

Turquoise

Yellows #855000 #B97B00 #DBA501 #FAC600 #FFDF61

Tuscany

Oranges #801811 #982713 #C1431C #DE5E23 #F77B29

Fire

400

#C7C5C5

300

#DAD9D9

200

#EBE9E9

100

#F7F7F7

#FF8FA2 #FFB6C2 #FFD8DF #FFEEF1

#D974FF #F1A5FF #FED1F8 #FCE9FF

#82ABFF #B0CAFF #D8E6FF #F3F7FF

#69B9B9 #9ED6D6 #D1EDED #E5FFFF

#FFEB99 #FFF0B2 #FFF5CC #FFFBEA

#FF934B #FFAD72 #FFD1AD #FFE6D2



Color Combinations

When pairing Lightcast colors together, stick to the 
primary and secondary colors, and use these 
approved combinations as a guide.
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Aubergine Purple 200

Purple 600 Purple 200

Sailor Red Purple 200

Plum Purple 200

Aubergine Sailor Red

Gray 800 Gray 100

Sailor Red Gray 100

Plum Gray 100

Green 700 Sky

Fire Purple 100

Purple 800 Yellow 100

Sailor RedPlum



Typography

Fonts

Usage

Alternatives

Brand Guidelines



Typography fonts

Our brand identity system relies on two type 
families: Lausanne and Geist Mono. 


For display purposes, headlines, and otherwise 
more top-line messaging, Lausanne should be 
used in either 400 or 600 weight.


For data or small details, Geist Mono should be 
used in Regular, or Bold. It’s usually best used in all 
caps, but it can also be used in sentence case.
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Lausanne 600 326pt

Lausanne
Geist Mono Regular Caps 304pt

GEIST M



Typography fonts

Lausanne has many weights and styles; however, 
only 400 and 600 ought to be used in both regular 
and italic styles.


Geist Mono has two weights and two styles that 
can be utilized in the system.
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Lausanne 

Light 300

Regular 400

SemiBold 600

Bold 700

Light Italic 300

Italic 400

SemiBold Italic
Bold Italic 700

600

Geist Mono

Regular Medium Semibold



Typography Usage

In general, larger type is set with tighter letter-
spacing, and line height ranging from 0.8 to 1 or 1.2.


Medium-sized headlines and body copy will have 
more open letter-spacing and line height.
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Clear,

actionable 

insight Lausanne 600

104pt | 104pt 

-0.4em

Labor market data to help your institution, 
organization, or community thrive.

Lausanne 400
36pt | 46pt 

-0.2em

Lausanne 700
20pt | 32pt


-0.2em

Lausanne 300
20pt | 32pt

About Us

The world’s most comprehensive and complex labor market data, 
delivered in simple, easy-to-understand tools.

Geist Mono
14pt | 20pt


UppercaseLightcast.io



Typography Font Alternatives

When applications call for it, such as email clients, 
slide presentations, and other media where our 
typefaces cannot be embedded, use Geist instead 
of Lausanne to keep a consistent look. If Geist is 
not available, Ariel may be used.


Geist Mono should be available on all platforms, but 
IBM Plex Mono may be used as a fallback.
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Lausanne 600 64pt -0.2em

Clear, actionable insight

Geist Sans Semibold 64pt -0.3em

Clear, actionable insight



Visual Language

Our Design style

Photocharts

Patterns

Product Mockups
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Visual Language Design Style

The Lightcast design style combines data imagery and 
graphics with photography of people in natural work 
environments. Through the use of precise grids, vibrant colors, 
bright gradients, bold stats, and detailed vies of our products, 
we show the connection of data and people. 
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Setup Share

Filters etils

This object reflects data from 
thus and such a place with 
filters so and so.

Occupations*

Software Engineer

Engineer All Other

Filter Name



Visual Language Photocharts

Our photo chart style combines a flexible graph 
element with black and white photography. An 
additional hand-drawn chart element may also 
be included on the graph. 
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Visual Language 

Brand Guidelines

Photochart construction

Begin with a photograph of a person in their 
work or study environment. Lighting should be 
natural and not overly processed, and the 
subject should not be camera aware.  

Convert the photo to black & white, 
and remove the background. The 
subject should then be placed on a 
brand color or glow background.

Apply the grid graphic behind the 
subject, and trace cleanly on the 
lines, a squared off outline around the 
subject, leaving enough room for the 
grid to be clearly seen extending 
behind. 

Remove additional grid lines, and add 
hand-drawn data element if a pop of 
color and interest is needed. These 
hand-drawn elements should 
represent real data on the grid lines. 



Visual Language Photocharts

A Photochart can also be made by 
using the grid to crop an image.



The graph element may be used on 
its own in designs.
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Let’s Talk Data
Lightcast blends trusted data with clear, approachable design — bringing meaning and 

warmth to every decision you make. Talk to the Data Pros at Lightcast and get direct 
access to the global standard in labor market intelligence.

Get Started Learn More



Visual Language Photocharts

Interface elements may be 
combined with Photocharts in 
applications where our products 
are featured. 
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Setup Share

Filters etils

This object reflects data from thus and such a 
place with filters so and so.

Occupations*

Software Engineer

Engineer All Other

Filter Name

Education
Scale your business confidently with more experts that can teach 
more customers your craft.



Visual Language Product Mockups

Product mockups may also be 
displayed over our gradient glows. 
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Home

Library

Thought

Leadership

Talent

Transform

Data 

Explorer

File

Cabinet

Consulting

Talent Transform Saveast saved 10:44pm on Mar 21, 2025

Roles Product ManagerFilter Save Changes

Search Roles
Manage Skill Profiles Competitive AnalysisAdd Skill

S

Assigned

0 SelectedRole Name

Assigned Skills Lightcast Description: Competitive analysis is a 
method invented for analyzing online algorithms, in 
which the performance of an online algorithm is 
compared to the performance of an optimal offline... 
See More

Skill Name Score Appears In Skill Level Required
15 Skills

55 Expert RequiredJ BCompetitive Analysis

Skill RankingGo-to-market Strategy 55 Expert RequiredJ B11 Skills

A/B Testing 55 Expert RequiredJ B

+318 Skills

Previous: 22 Current: 25Revelant Skills

Skill Name Score Appears In Skill Level Required
In the past year, this skill increased in rank by 3 
positions

Skill Name 55 Expert RequiredJ B

Skill Frequency
Go-to-market Strategy 55 Expert RequiredJ B

A/B Testing 55 Expert RequiredJ B

+300%
Previous: 4% Current: 12%

In the past year, this skill’s frequency in job postings 
increased by 300%.

New Top 30 Skill

New Top Skill

25
DismissReview Request Sent

This skill placed in the top 30 skills within the past 
year.

Product Manager
Job Title: Product Manager

Product Designer
Job Title: Product Designer

Product Support Specialist
Job Title: Customer Service Manage

Page 1 of 10



Visual Language Glow

The gradient glow is an additional element that adds 
flexibility to the Lightcast visual language alongside 
the primary and secondary palettes. It should be 
used as an accent in spaces where it does not 
overwhelm other visual elements. 
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Visual Language 

Brand Guidelines

Glow Construction

Step 1


Create the base layers and 
shape. The form can be any 
amorphous shape.

Step 2


Apply a layer blur to the layers such 
that the shape is unrecognizable, 
but not too dull.

Step 3


Arrange and resize the shapes until there is a smooth 
transition from each color. Finally, add a texture layer with 
an Overlay blend mode to create texture



Data Visualization

Key Goals

Typefaces & Colors

Text

Style
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Data Visualization Key goals

Good Data Visualization is Essential 
for Building Trust and Recognizability 
for the Lightcast Brand

Lightcast isn’t just a data company. Lightcast is a company that transforms 
data—the “raw material” of numbers and isolated points of information—into 
actionable insights. But in order to make our data actionable, we first have 
to make it understandable, which is what good data visualization (”data viz”) 
does.


Data viz is a kind of metaphor, giving concrete shape to abstract 
information. The primary goal of good data viz is to clearly and honestly 
translate complex information into an easy-to-grasp format—whether that’s 
lines on a graph, bubbles along an axis, areas on a map, or icons in a grid. 

Our visuals should be instantly identifiable as Lightcast data andgraphically 
consistent across all our public-facing channels—from our website, to our 
reports, to our social media posts, to our tools.
In short, our data viz should 
strive to be: 


Understandable: clear and as simple as the data allows
Honest: truthful, avoiding exaggerated or misleading visuals
Actionable: provides useful insights for building prosperity
Recognizable: easily identifiable as Lightcast data




The following guidelines should help us achieve these four key goals for our 
data viz.
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Data Visualization

Brand Guidelines

Typefaces & Colors



Data Visualization

Brand Guidelines

Text



Data Visualization

Brand Guidelines

Style



Data Viz style
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Data Viz style
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Data Viz style

Brand Guidelines



Data Viz style
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Data Viz Style
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Data Viz style

Brand Guidelines



Data Viz style
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Writing & Citation Guide

Writing Guide

Citation Guide
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Writing & Citation Writing Guide

Writing Guide

Brand Guidelines

This guide sets out general rules for style and 
consistency in copy created by Lightcast and 
intended for external audiences, such as 
marketing materials, reports, or presentations. 


By default, and unless otherwise noted in these 
guidelines, Lightcast uses the Chicago Manual for 
style and format guidelines, and the Merriam-
Webster dictionary for spelling.
 

As a global company, Lightcast operates in many 
countries where UK spelling and style is the 
standard. In these countries, use the style guides 
provided by The Economist or the UK 
government. In either case, be consistent: use 
American English or UK English, but don’t mix the 
two.


Style and punctuation exist to provide clarity and 
consistency, but obviously what you write is much 
more important than how you punctuate it. When 
writing or presenting, simplicity is your friend. The 
classic writing guide that embodies this principle 
is Strunk and White’s Elements of Style.


https://www.chicagomanualofstyle.org/home.html
https://www.merriam-webster.com/
https://www.merriam-webster.com/
http://cdn.static-economist.com/sites/default/files/store/Style_Guide_2015.pdf
https://www.gov.uk/guidance/style-guide
https://www.gov.uk/guidance/style-guide
https://en.wikipedia.org/wiki/The_Elements_of_Style


Writing & Citation Writing Guide

Writing Style Guide: 
Referring to Lightcast


Brand Guidelines

When describing something identified with Lightcast, use our name 
as an adjective (e.g., "The Lightcast tool Skillabi.") 


Avoid “Lightcast’s.” This promotes a cleaner overall feel and avoids 
the unpleasant hissing sound when spoken. 

Correct:

“the Lightcast approach” 

“The Rising Storm report from Lightcast”

Incorrect:

“Lightcast’s approach” 

To accomplish Lightcast’s goals

Lightcast employees are “Lightcasters”

Individuals are part of Lightcast

“We are Lightcast” is incorrect. Instead, “We are Lightcasters,” or “We are part of Lightcast.” 

"Public sector" is preferred over "government" or 
"community" when referring to the market segment.



Writing & Citation Writing Guide

Abbreviations

Keep abbreviations clean with no periods: US, UK, 
DC, PhD (not U.S., U.K., D.C., Ph.D.)


Times are an exception to the rule: a.m. and p.m. 
take periods and are lowercase.


See also: Time, Date, and Place

Academic Degrees

These are possessive when spelled out 
(bachelor’s degree, master’s degree, associate’s 
degree). The exception is the doctoral degree. Do 
not use periods when abbreviating degrees (BA, 
JD, PhD are all correct).


See also: Majors
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Acronyms

Spell out the name on first reference, then use the 
acronym on subsequent references if appropriate. 
You may add the acronym in parentheses after the 
first reference if it improves clarity, i.e., Bureau of 
Labor Statistics (BLS). But this is not required.


Avoid the alphabet soup effect—too many 
acronyms makes copy hard to read. As long as 
the context is clear, it’s perfectly acceptable to 
use “the association, “the company,” or “the 
university” on second reference.


Some corporations have adopted their acronym 
as their official name (IBM, KFC). In these cases 
always use the acronym. The acronyms for some 
government agencies have become so famous (or 
their full names so cumbersome) that they can be 
used on first reference (FBI, NASA). This won’t 
come up very often, so when in doubt, spell it out. 


Do not use periods in acronyms.

AI

Is acceptable on first use. No need to include 
periods or the full term “artificial intelligence” to 
explain it.

Ampersand

Generally, the word “and” is preferred to the “&” 
symbol. However, ampersands may be used in 
headlines, tables, and in other cases where else 
space is at a premium. Ampersands should also 
be used when part of a company’s formal name 
(e.g. Procter & Gamble). 

APIs

Not “API’s” (plural, not possessive).



Writing & Citation Writing Guide

Cities, states, provinces, and nations

As a global company, this gets complicated, but 
we generally follow these rules:


When you are referring to a country alone or in 
a list, spell it out (“Lightcast has offices in the 
United States, the United Kingdom, Canada, 
Italy, India, and New Zealand.”).

When you are referring to a state or province 
alone, spell it out (California rather than CA, 
New South Wales rather than NSW, Ontario 
rather than ON). 

When you are referring to cities, follow the 
Associated Press list of cities that are famous 
enough to stand alone without a state or 
country following them (with the exception of 
Moscow, Russia). For other cities, use the 
postal abbreviation for states. 
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Copyright

Our copyright notice includes the © symbol, the 
current year, and Lightcast, for example, © 2025 
Lightcast.


On proprietary material for clients, the copyright 
should be © 2025 Lightcast – Proprietary and 
Confidential.


There is no legal necessity to go back and change 
copyrights on material that predates the rebrand 
or Emsi Burning Glass merger. All rights 
automatically pass to the new organization. 


“Copyright” and the © symbol refer to published 
works. A website or research report falls under 
copyright. “Trademark” and the ™ and ® symbols 
refer to proprietary and identifying terms, like a 
logo or company name.

Cybersecurity is one word

Data

 is treated as singular ("the data shows," rather 
than "the data show”). This is to better match 
everyday speech. However, in more technical 
situations, it may be appropriate to treat data as a 
plural. This is acceptable provided one term is 
consistent throughout an entire document.

Dates

Vary based on audience (e.g., December 15 in the 
US but 15 December in the UK). In either case, the 
numeral stands alone (January 7, not 7th)

https://coschedule.com/blog/ap-style-cheat-sheet


Writing & Citation Writing Guide

Emojis

Are not used in text, because we want to establish 
Lightcast as a trusted, mature voice.

Emsi Burning Glass

The former name of the company created when 
Burning Glass Technologies and Emsi merged in 
June 2021. Lightcast, our current name, should be 
used in all cases unless it is specifically necessary 
to refer to the company as it existed from June 
2021 to June 2022. 

Ethnic and Racial Groups

Uppercase when referring to demographic 
groups: Black, Hispanic, Latino, Asian, Native 
American, and so on. Do not hyphenate. The term 
“white” is lowercase in copy but may be 
uppercase for consistency in a table.


Black is preferred to African American. Hispanic, 
Latino, or Latinx are all acceptable, so follow the 
preference of the source or partner. As a global 
company, there are many additional demographic 
categories that may need consideration, so follow 
local best practices when those situations arise.
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Headlines

Headlines are in title case. Online tools like Title 
Case Converter can do this for you (make sure 
you select “Chicago”), or the full guidelines are 
below:


Capitalize all major words (nouns, pronouns, 
verbs, adjectives, adverbs, and conjunctions 
four letters or longer)

Capitalize all verbs, even short ones: Am, Is, 
Are, Was, Be

Lowercase the articles a, and, the

Lowercase conjunctions that are fewer than 
four letters (and, but, for, or, nor)

There is no period at the end of a headline.

Healthcare

is preferred to “health care,” but either is 
acceptable provided one use is consistent 
through the entire document.

Internet Terms

Follow the Chicago Manual:


Email without a hyphen. Normally email 
addresses should be written as they are used. 
In cases where attracting spam is a concern, 
addresses may be spelled out to minimize the 
problem (e.g., jdoe (at) lightcast (dot) io).

Use a hyphen when using “e” as a prefix (e-
newsletter), unless it’s part of a formal product 
or company name (eHarmony, eBay).

The term “internet” is lowercase.

Programming languages, platforms, and apps 
are treated as proper names: Java, Python, C+
+, Unix, Wordpress, Tinder. HTML is 
acceptable in all references when referring to 
hypertext markup language.

The term “website” is one word and is not 
capitalized.

URLs: The initial http://www in a URL may be 
dropped in copy—lightcast.io is sufficient for 
our website.

https://titlecaseconverter.com/
https://titlecaseconverter.com/
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Majors (Fields of Study)

Do not capitalize except when they are a proper 
name. A major in foreign languages or literature 
would not be capitalized, but a degree in English 
or French would.

Names

Since the use of names varies around the world, 
follow local conventions. For example, in East Asia 
it is common to capitalize the surname, since the 
given name and surname are not always in 
Western order.

Numerals and Numbers

Generally, numbers from zero to nine should be 
written out in copy, while 10 and above should be 
expressed in numerals, unless used in a 
percentage.


Do not begin a sentence with a numeral. You 
should either spell out the numeral ("Seventy-six" 
rather than "76") or rewrite the sentence. 


In paragraph text, avoid "K" and "M" for thousand 
and million, but these are acceptable for charts, 
data visualization and graphics.


See also: Percentages
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Occupations

Capitalize these when used as occupational 
categories (Retail Sales Assistant, Construction 
Supervisor, Mechanical Drafter) but do not use 
them as formal titles before a name. For example: 
“Demand for Software Developers is up 4% year 
over year.” 


Occupational groups are also capitalized (Office 
and Administrative Support, Business and 
Financial Operations). This follows the federal 
government’s style on Standard Occupational 
Categories (SOCs).


Our proprietary Lightcast Occupation Taxonomy 
categories (LOT) should also be capitalized for 
consistency.

Percentages

Should always be expressed in numerals. The % 
sign is acceptable in all references when used 
with a specific number (8%). In other cases, spell 
out the word percent.

Phone Numbers

We use parentheses and spaces to separate 
numbers and include the international calling 
code. So for example:


+1 (617) 227 4800


+44 (0) 20 3239 3981

Pronouns

He, she, and they are all acceptable as singular 
pronouns, per the Chicago Manual. “They” and 
“their” is preferable to “he/she” or “his/her” when 
you are writing generically rather than about a 
specific person. (“A user can select their own 
password” rather than “A user can select his/her 
own password.”) 
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Punctuation

Use single (not double) space between 
sentences.

Use a single space after a period.

Use the Oxford (serial) comma in a series. We 
think it's useful, more intuitive, and easier to 
read.

Use the em dash (—) within prose, without 
spaces. 

Use the en dash (–) to show time spans, year 
spans, etc., without a space on either side. 

Use a hyphen with a space on either side to 
attribute a block quote: 


“Our mission is to unlock new possibilities 
in the labor market.” - Chris Kibarian, CEO, 
Lightcast

Resume

No accents over the vowels.

Brand Guidelines

Skills

Not capitalized individually (“Many marketing 
roles now require data analytics,”). However, Skill 
Categories and Subcategories are capitalized 
(the Data Analytics skill category). 


Lightcast uses the terms “category” and 
“subcategory” for skills groups; do not use “skill 
cluster” as formerly used in the legacy Burning 
Glass taxonomy.


Capitalize the Lightcast Skills Taxonomy.

Spelling

Refer to the Merriam-Webster dictionary for terms 
and spellings, especially if determining if a word is 
hyphenated, two words, or combined. 


See also: Cybersecurity, Health care, Help desk

Time, Date, and Place

In external communications, use the time-date-
place format: “The session will be at 3 p.m. 
October 31 at 232 N. Almon St.” 


The terms a.m. and p.m. are abbreviated and take 
periods. When referring to time zones, omit the S 
or D referring to “standard” or “Daylight” time, e.g. 
“1 p.m. ET/10 a.m. PT.”

Trademarks

Trademarks need to be used consistently and 
correctly to maintain the owner’s legal rights. If a 
partner or client uses trademark symbols such as 
(™) or ®, we should follow suit in our copy. 


“Lightcast” is a registered trademark and best 
practices would dictate using the ® symbol in first 
reference to the company in published material 
(not necessary in subsequent uses). Some legacy 
Lightcast products also carry a ™ symbol, which 
should be used when referring to them (e.g. 
“Labour Insight™”). 


See also: Copyright

United Kingdom

Is how Lightcast refers to the country made up of 
England, Scotland, Wales, and Northern Ireland. 
UK may also be used as an acronym and where 
possible should be the preferred adjective (the UK 
government, the UK economy, etc). Avoid the term 
"Great Britain" because it excludes Northern 
Ireland.
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Citation Guide

Brand Guidelines

Ensure all references to Lightcast® follow our 
standard spelling: “Lightcast” (never “Light cast” 
or “LightCast”). All of the below are acceptable: 


according to Lightcast,

according to Lightcast, a labor market 
analytics company,

according to Lightcast Senior Economist John 
Smith,

Data source: Lightcast


Graphics or citations to data directly pulled from 
Lightcast products should include the current 
year, e.g. “Copyright 2025 Lightcast,” or “© 2025 
Lightcast.”


For internal or external graphs, portals, or iframes 
generated using Lightcast data (e.g. presentation 
decks, data dashboards or graphs, or in-product 
data displays), citations should read "powered by 
Lightcast" (or "powered by Lightcast data") in 
close proximity to the data displayed. See 
“Additional Lockups” in the logo section. 


In all cases, attribute Lightcast only, and do not 
attribute the name of the specific product the data 
is pulled from, such as “Analyst” or “Alumni 
Pathways.”


In all cases where Lightcast is cited in an 
electronic format, the citation should hyperlink to 
lightcast.io.


Always ensure legibility and a clear distinction 
between external products, other data sources, 
and Lightcast data.


http://lightcast.io/
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How do I cite a Lightcast 
research report?
Use the standard citation guidelines relevant to 
your publication, such as MLA, APA, or Chicago 
style. Ensure that the title of the report, the year of 
the report, and “Lightcast” are clearly identified.

Example:

“The Global Skills Marketplace: Using Remote 
Work to Solve the Talent Crisis.” Lightcast, 2023. 
lightcast.io/resources/research/global-remote-
work-solutions


How do I cite Lightcast in press 
and media?
When Lightcast data or experts are quoted in text, 
attribute Lightcast within the context of the 
paragraph.

Brand Guidelines

Examples:

“According to Lightcast, a labor market 
analytics company, North American employers 
have increased remote workers from South 
America by 70% in the last three years.” 

“The latest report provides reason for 
optimism, according to Lightcast Senior 
Economist Ron Hetrick.”


For data visualizations, such as charts or graphs, 
provide a clear citation near the display that 
includes “Lightcast” and the date, e.g. “Data 
Source: Lightcast, 2025.”

How do I cite Lightcast data 
that predates a rebrand/
merger?
The two companies Emsi and Burning Glass 
Technologies merged in 2021, taking the name 
“Emsi Burning Glass.” In 2022, we rebranded to 
“Lightcast.”


Lightcast is our preferred citation in all 
circumstances, regardless of whether the relevant 
data predates the rebrand or merger. 

For example, if a client uses Analyst to pull 
data from 2018-2024, the citation should be to 
Lightcast even though the data includes years 
before the brand or was collected before the 
merger of Emsi and Burning Glass 
Technologies.

A data series that covers a pre-merger or pre-
rebrand period should also cite Lightcast, 
because the current company is still the one 
providing the historical data—so an analysis 
pulled from Analyst covering 2017-19 would be 
cited as “powered by Lightcast”).


The exceptions would involve data or research 
published before the rebrand that have not been 
updated or rebranded. In these cases, use the 
company name branded on the report (Emsi, 
Burning Glass Technologies, or Emsi Burning 
Glass), but include a callback to Lightcast where 
possible. 


For example: “According to Rural’s Rise, a 
research report from Emsi Burning Glass (now 
Lightcast), salaries of jobs growing in rural areas 
are on average 20% higher than all jobs in those 
areas.”

http://lightcast.io/resources/research/global-remote-work-solutions
http://lightcast.io/resources/research/global-remote-work-solutions
https://lightcast.io/

