
BRAND GUIDELINES

GRACE CHURCH
YOU WERE MADE FOR MORE





When we make  
beautiful things  

we make people feel like 
they belong.

When we create with quality 
we foster a culture  

of trust. 
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What is a BRAND? 
It’s the words we use. It’s the photos we take. It’s the tone of voice 
we carry. It’s the experience people have when they interact with us. 
Ultimately, it’s just a plain ol’ feeling. How’s that for clarity? But our job 
as ambassadors for Grace’s brand is to create content, impressions 
and experiences that draw folks to Grace Church - so that they might 
meet God when they engage with us. 

We’re going to guard Grace’s brand & hold it tight. But we caution 
you against viewing this (girthy) document as a bunch of rules. We’re 
proud and happy to set the standards & principles that will help you 
dear staff, volunteers, & partners communicate exactly who we are 
with the utmost clarity and consistency. 

When you need to make new stuff like postcards, logos, posters, or 
anything, start here. You don’t need to start from 0. Our hope is that 
this document guides you to produce high-quality stuff quickly with 
clarity and consistency. 
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WhY our brand makes 
a difference 
Welcome to the new and improved Grace Church Brand and 
Communications Guide!

When we make beautiful things, we make people feel like they 
belong. That’s brand. When we set a standard of high quality, we set 
the tone of consistency for people to trust us. That’s brand. 
 
Brand is way more than a logo - although it includes a logo. 

Let’s get started with some principles.



o u r 
b r a n d

rally cry + mission + audience + language 
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Ephesians 2:10
For we are God’s 

masterpiece.  
He has created us anew  

in Christ Jesus,  
so we can do  

the good things  
he planned for us  

long ago.
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external rally cry
You were made for more.
This is where Ephesians 2:10 and Romans 8:28 intersect. Every time 
someone experiences our brand, we have the opportunity to 
invite them to experience Jesus. Cool! Not only that, we have the 
opportunity to inspire them to enter into the story and purpose God 
has for them. This is our rallying cry. This is why we get up in the morning; 
to let people know that no matter where they are in life, God wants 
to show them something!

internal mission
We make disciples of Jesus 
and launch them into the 
mission of God.
This is our mission statement. It is the reason we exist. It’s really kind of 
that simple. Every worship service, program, curriculum...you get the 
idea...ought to keep our mission in the backs of our minds if we are to 
be successful as a church!
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For we know that all 
creation has been 

groaning as in the pains of 
childbirth right up to the 

present time.
Romans 8:22
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Our Target Audience
Grace is a dynamic organization. We serve all kinds of people. 
Since we are a multi-campus church, we have multiple diverse 
audiences we communicate with every day. Our primary audience 
is young families. While we do have specific demogrraphics we 
target, we want to focus specifically on the behavior and needs of 
our primary audience. 

Based on research of our surrounding areas, we discovered the 
personas of people “most likely to attend a church like Grace.” 
These personas are very different but have some common felt 
needs between them that would make them all a great fit for 
intersecting their story with ours.

To see Grace's target audiences, please refer to our audience 
persona document on our internal servers at M:\Communications\
Brand Files. However, on the following page you will see some core 
questoins our audience is likely asking during each step of the 
Grace Church Loop. 
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Destiny

Culture

Experience

Community

Serve

the loop

Where do I belong?

Is there more to life?Who can I help?

What’s next?

Who am I in 
this world?

Why should I hope?

Why me?

Who is for me?

What am I  
passionate about?
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Words and Language 
How do we talk about ourselves? What’s the tone of voice we use? 
What’s the posture we should NOT take when we communicate on 
behalf of Grace? The following words are what leaders at Grace, 
combined with Communications, have determined are the words 
that we ALL must remember and aspire toward when we communicate 
on behalf of Grace.

we are Not

Ordinary
We will not remain status-quo. We must not be apathetic in providing 
excellent experiences for people to encounter God. We provide 
extraordinary experiences that people remember and are excited 
to share with their friends and families. 

Pessimistic
We believe in a God who is present and powerful. We believe that 
more is always possible with Him; His goodness and resources are 
never-ending. 

Reserved
We are not risk averse. We boldly approach the world and live out 
the vision God has set before us because we are deeply dissatisfied 
with the status quo of our world.
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we are
Focused 
Every aspect of Grace Church, from weekend worship to ministry 
and campus programming, points in the same direction to the motto 
and mission of Grace. We know what we’re about, and we do not 
deviate from our mission, branding, and identity. 

Vibrant 
We are a church of life and fruitfulness, a steady attack of life against 
death, because we live out the call of God in our communities, 
even beyond the walls of Grace Church. We facilitate extraordinary 
experiences that people remember and are deeply impacted by. 

Trusted 
People can trust us to follow through on what we say. From top to 
bottom, Grace keeps its promises or is clear and transparent about 
why we cannot. People can build their faith on the Word of God that 
is presented by Grace. People feel at home here because they trust 
our leadership and staff to lead them to their destinies.

Authentic 
There is no celebrity aspect of Grace Church. We never put up a 
facade or try to be something we are not. We are sincere in our 
words and actions.

Graceful 
Grace Church is non-accusatory, welcoming and open. People can 
be who they are, and we will help everyone learn and understand 
that they were made for more.

Dynamic 
We are changing, and we’re changing others. Grace Church is 
evolutionary and impactful. When you’re here, you’re going to see 
God’s movement all the time.



v i s u a l
i d e n t i t y

logo + color pallete + typography + ministries/sub-brands 
+ photo/video + email + social media
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Logo
The primary logo is the artistic drawn cross with our clean wordmark 
below it. This logo should be used on all primary brand applications. 
By consistently using our primary logo in print, web, and video we 
help audiences easily identify the Grace Church brand. 

Our logo is made up of two parts: the mark and the wordmark. 

This is our mark

This is our wordmark

Logo variations

GRACE CHURCH
YOU WERE MADE FOR MOREOur rally cry 
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Logo uses with colors
Please use the all white version of the logo when placing it over 
images and/or solid backgrounds. If the background is light or white 
please use the primary logo. 

Please do not
• Stretch the logo or skew it. 
• Change the color of the logo. Please use the full color or the all 

white verison only. 
• Use the mark without the wordmark on external pieces.
• Create your own logo that sits with the Grace Church logo. 
• Crowd the logo on a page. Our logo is amazing so let that logo 

have some breathing room.

GRACE 
CHURCH

GRACE CHURCH
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Color Palette
Color is an integral part of our brand identity. Consistent use of the 
color palette will not only reinforce the cohesiveness of the brand, 
but will also communicate certain feelings to our audience. We use 
our color pallette in our print, web and video marketing and within 
the walls of our buildings.

Primary Color

secondary colors

Red
HEX: #ef4136
CMYK: 0, 90, 85, 0
RGB: 239, 65, 54

teal
HEX: #2c7b79

CMYK: 82, 35, 51, 11

RGB: 44, 123, 121

yellow
HEX: #f7941e

CMYK: 0, 50, 100, 0

RGB: 247, 148, 30

Dark gray
HEX: #414042

CMYK: 0, 0, 0, 90

RGB: 65, 64, 66

light gray
HEX: #939598

CMYK: 0, 0, 0, 50

RGB: 147, 149, 152



18

Typography
Typography is a powerful brand tool when used consistently. These 
typefaces represent the authentic and dynamic feel of the brand 
and should be used across all print, web, and video applications. 

Bebas Neue

bold

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

Bebas Neue
Use this for headlines

Century Gothic
Regular + Bold

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z 

Century Gothic
Use this for body copy
and headlines

Roboto 
Regular

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z 

Roboto

Use this for body copy
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MINISTRY NAMES AND BRANDS
When representing a Grace Church ministry, always use the 
appropriate Grace Church master logo. Research shows us that 
a logo and brand for every campus, ministry or meeting space is 
confusing to people (shocking!). Whether it’s campus identities, 
ministry identities, or program identities, when we divert our focus 
away from the central identity of Grace Church to build into what 
we’re individually doing, we’ve found that it actually does more 
harm than good to any brand. 

By infusing the Grace Church “master brand” into your ministry, 
you’re not just providing clarity to people who attend your ministry, 
but you’re contributing to the excitement that we are all trying to 
build around our church and community. 

MInistry Names
Ministries within Grace Church will publicly be referred to as “Grace 
Church [ministry name].” We’ve found that calling ministries by 
creative or clever names raises more questions than answers. For 
example, when communicating to larger and external audiences, 
we will refer to LIFT as the Grace Church Disabilities Ministry (or our 
disabilities ministry). 

There will be a few exceptions as we speak about ourselves internally. 
Student ministries, for example, will probably continue to call 
themselves “Fuse” and “Merge” within the context of their gatherings. 
However, promotion of those ministries to our larger congregation 
or community will include reference to “Grace Church Student 
Ministries.” Get it? 
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Grace Church Sub-Brands
Grace Church ministries and campuses are sub-brands representing 
the Grace Church master brand. The ministry and campus branding 
need to consist of the Grace Church logo followed by ministry or 
campus name. The relationship between the two elements must 
never change. We are not “Fishers” or “North Indy” or “146” - we are 
Grace Church. This language should be applied to how we speak 
about ourselves, and all of our marketing materials.

There will be exceptions to this rule. What’s that mean? The Grace 
Care Center has its own  identity within the larger public community. It 
even has its own foundation. Therefore, the Care Center will continue 
to have its own brand because eliminating it would potentially cause 
more confusion than clarity to the target audience. This will mostly be 
handled on a case by case basis.

Examples
146 is having an event at Grace Church with lots of music.
Grace Church 146th Street is having an event with lots of music.

North Indy is excited to launch.
Grace Church North Indy is excited to launch.

Merge is meeting Sunday nights.
Grace Church High School Ministry is meeting Sunday nights.
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Photo and video
What Story Are You Telling? 
You are telling a story. Is this breaking news? You tell stories to the world 
with the decisions you make. This goes for your ministry too. Every 
photo tells a story. The story you communicate through photos and 
video should communicate Grace’s brand. We’d also encourage 
you to tell the stories of: 

Diversity age, gender, ethnicity. 

Inclusion make sure your photos don’t make the viewer feel like 
they’re observing your ministry. Make your photos tell the story of 
participation and engagement. 

Staged or stock photos are a no-no. Historically we’ve had to rely 
on stock photography. We’ve got a rockstar volunteer photography 
team now who love to capture real moments where real people are 
doing real stuff. 

IMAgery experience goals
Our goal is to produce helpful, memorable, purposeful, and simple 
imagery/media that supplements their experiences with Grace 
Church and is consistent with our overall mission and branding (colors, 
shapes, language, fonts, etc.)

We should also be choice with the imagery we produce. If our 
people are bombarded by too many logos, photos, videos, quotes, 
slides, promos, flyer’s, etc., nothing will stand out anymore; nothing 
is more important than anything else, and it all becomes mental 
clutter. Before producing any imagery/media, let’s ask ourselves, “Is 
this necessary? Or is it clutter?”

Consistency
Someone should consume the media and almost immediately know 
it was produced by Grace Church. Is it mission oriented? Is it design/
brand oriented?
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Purpose
What is this media trying to accomplish? What’s being “sold”/
promoted? What question are we answering? Why does this exist? 
Does this have to exist?

Emotion
What do we want the consumer to feel? What colors, shapes, symbols, 
tone are you using to convey that emotion?

Simplicity
Is there too much happening in this media? Can a person consume 
the media quickly without being overwhelmed/needing to ask 
a follow up question? Watch for too many words, colors, symbols, 
characters, etc.

Memorable
Is this media “sticky”? What info/feeling do you want people to 
remember from this media? On the flip side, are you directing people 
to a place where this media lives permanently in case they forget?

video
Shooting Interviews & Portraits with Your Own Camera or Phone
Our Video Team’s primary focus is to create and edit videos that 
provide extraordinary experiences for people at Grace in our worship 
services, large church-wide events, and church-wide initiatives. 
Because of this reality, we recognize that ministries have video needs 
that might not always fit within this workflow. When you have video 
needs that cannot be met by our team, we encourage you to work 
with us to create your own videos using  a smartphone or camera of 
your own.
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Video expectations
Hold the camera Horizontal. Vertical videos should not be used.

Length 
1 minute or less. People have short attention spans, they have even 
less on social media. You’ll want to be able to put your videos on 
multiple social media outlets, and Instagram only allows for 1 minute 
videos.

Lighting
Find a window and put someone at a 45 degree angle from the 
window. They’ll look better than their senior picture did!

Sound
Find a quiet space- maybe in the lobby or an office. Chances are 
you’re shooting on your phone and those mics need a quiet space 
for audio. Most videos will be viewed on mobile devices that mute 
videos until they’re clicked on. This means you’ll have to plan on the 
first 5 seconds to be all visual.

Verbiage
This one’s a biggie with us. Please always refer to your ministry as 
“Grace Church (insert ministry)” Please do not refer to it as “North 
Indy (insert ministry)”. This helps to create one brand rather than 
competing ones. You don’t hear Starbucks arguing for how good 
Hazel Dell’s lattes beat out Clay Terrace’s do you? No, because it 
hurts both.

Camera Angle
Make all shots a medium close up (just below the shoulders and up) and 
eye level, we don’t need any quadrupole chins. Unless it’s particularly 
hilarious and makes you look like Jabbah the Hut.
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Photography
We heavily encourage you to take advantage of our fantastic 
volunteer photography team when available. You can do that by 
requesting photography needs through the Communications Team 
and our communications request. However, if you must use your own 
camera or phone to take photos for social media or other needs, 
here are our expectations and guidelines on behalf of Grace.

Shooting Experiences
Convey the full environment, enhanced by intimate personal 
moments

• Leverage the extreme contrast of light and shadows 
• Show the expanse of the experience - use the room 
• When focusing on one subject, capture the emotion (faces, not 

hands) 
• Capture the moment in action 
• Keep the focus on celebration 
• Shoot a hero angle of the speaker
• Capture a variety of gestures and expressions: happy, relaxed, or 

intense, but never angry 
• Place in context with stage / auditorium 

Shooting in Lobbies
It’s all about relationships. Capture authentic moments of interaction

• Use eye contact and gestures to show connection between 
people 

• Capture outbursts of emotion—laughter, surprise, joy 
• Include recognizable architecture, even if it’s just a hint 
• Show relationship through action 
• Strong use of foreground elements to put the subject in context 

Shooting Speakers
When shooting speakers, our goal is to communicate info or a tell 
story

• Lens is mid-range - don’t distort features with wide angles 
• Lighting is simple and non-dramatic
• Background has a behind-the-scenes feel
• Don’t use side shot of speaker when addressing the viewer - it 

lessens engagement 
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email
templates

• Grace branded, not ministry branded
• 3 templates available on our database Rock RMS 

• Staff Template to use for personal email to individuals/   
teams with your signature

• On Behalf of Staff Template to use for personal email to  
individuals/teams with another person’s signature

• Newsletter Template to use for marketing style content  
(ex: Grace Mail, Grace Kids Camp, etc)

If you need a new template, please request it through the 
Communications Team.

Fonts
Web safe fonts for email is key. Just because you have options on 
your computer, doesn’t mean the person receiving your email will...
which could make it look funky. Use Arial font for emails. We use 3 
levels of headers (indicated by the H1, H2, and H3 labels below). We 
have included a paragraph or normal font, as well as links and but-
ton fonts and colors.

H1: Arial, 32px, #333333
H2: Arial, 28px, #ef4136
H3: Arial, 24px, #333333
Paragraph font: Arial, 14px, #333333

Links & Link Text: Arial, 14px, #ef4136

Buttons & Button Text: Arial - ALL CAPS, 14px, #ef4136
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social media
social Media is a Ministry 
Social media is one way for us to connect people to Jesus and 
each other. We aim to be a source of Biblical truth, encourage next 
steps, and keep people engaged and feeling known by providing 
excellent content and customer service.

Values
Engage the people of Grace & our community. Talk about what 
other people are talking about in the world, not just about Grace-
specific events or opportunities.

Connect people with God through storytelling.

Interact with people on a personal level. Get to know them. (Be 
genuinely social, foster community through timely responses, 
encouragement and prayer.) 

Advocate for our audience. Communicate what we want for 
people not what we want from them. Be in their world. Get out of our 
space and into theirs. Share what they want to see.

Avoid insider language. Share and create content that is user 
friendly. We won’t use words that non-Grace people wouldn’t 
understand. We will use all-inclusive hashtags. We are one church, 
let’s represent that in our posts.

Focused. Say less to communicate more. Remain focused on the 
motto of Grace.
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Social Media Image Branding 
Social media isn’t just a place for us to announce what we are doing. 
It’s a place for us to reach our community and the world with the love 
of Christ. As we shape who Grace Church is online, it’s important to 
keep these values in mind to communicate brand principles: 

• Provide a consistent look for all images & settings.
• Show diversity of age, gender, and ethnicity at Grace.
• Engage the viewer as a participant, not an observer.
• Depict real people, living real moments—avoid stock  

photography, large group photos, & staged scenes. 

What to do
Images that are designed, or that have content (scriptures/quotes/
etc), need to have a Grace logo on them. 

Plain photographs do not need a logo.
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copyright
You have now stepped into a real ball of wax. We’re in a time where, 
if you lip-sync too much of your favorite T-Swift tune on YouTube, you 
could be given a copyright strike and have your video taken down. 
Meanwhile, I have watched the entire season 5 of MasterChef on 
YouTube in clear violation of Terms and Conditions agreement. It’s 
the wild West out there, but that doesn’t mean we can copy and 
paste whatever we want. 

Here is a key excerpt that judges consider in copyright law: 
https://www.copyright.gov/title17/92chap1.html#107

1. The purpose and character of the use, including whether such use 
is of a commercial nature or is for nonprofit educational purposes.
2. The nature of the copyrighted work.
3. The amount and substantiality of the portion used in relation to the 
whole.
4. The effect of the use upon the potential market for a value of the 
copyrighted work.

That last one is the most important. Truthfully, none of our content 
draws enough attention yet to effect T-Swift’s bottom line. However, 
we never want to put Grace Church at risk, nor do we want to work 
really hard on a project only to have it pulled down. Also, people 
sometimes get a bee in their bonnet and try to find “Gotcha” 
moments for churches.
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copyright guidelines
If you are posting a video on social media that has copyrighted audio 
or video in it,you’re probably alright so long as that content is not the 
main focus of the video.

Good Example
A group of pastors singing “Haters gunna hate hate hate hate hate.” 
Probably fine, because the focus is on the those crazy Swifties.

Bad Example
Your small group goes to the new Starwars movie and you point your 
phone at the screen while the movie is going to share where your 
group went. Post this on a Grace account, you may not. (*spoken 
like Yoda*)

Showing Movies
If you want to show a movie to your small group or ministry group at 
your home, that’s totally fine. Just be sure not to charge anybody 
(nobody likes that friend anyway).

If you want to show a movie to a group of people through a projector 
to a group larger than 25. Email the Video department to make sure 
we have the rights to do that.

Hint: Most of the time this is fine, we pay an annual fee for the right to 
use most movies. We just need to give you the approval.

The big thing to remember, is always ask the Video Team if you have 
any doubt. We love answering these questions.



c o m m u n i c a t i o n 
r e q u e s t s

values + best practices + priorities + requests
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Why’s it Matter Anyways?
Why does it matter how we communicate? Why can’t we all just 
communicate the best way we determine for our individual ministries? 
The answer is that your ministry represents Grace Church. People 
wouldn’t know that if we all decide to communicate in different ways. 
If you use words in your communication, you’re communicating for 
Grace. Every time you send an email, post on social media, record 
videos, it’s a chance for you to represent our church, our leaders, 
and Christ. 

If we all communicate with unity, we are essentially removing 
roadblocks for people to not just take part in our events or ministries, 
we’re removing potential roadblocks for people on the fence about 
trying out Grace. These Communication Guidelines are aimed to help 
you understand how our team works, how we can work together to 
all remove the obstacles that would potentially prevent people from 
taking next steps with Christ.
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Communication team Values 
These values are to give you an expectation of who we are, what we 
work on, and how we work. You can hold us accountable to these team 
values as we work together to best communicate with our audience 
-- Grace Church. Remember that we operate simultaneously within 
three different realms -- our own team, Grace’s ministry teams, and of 
course, our congregation -- to act as the mouthpiece of our church. 
Our hope is that these values can positively affect all three of these 
realms to bring consistency to our workflow and reputation. 

Approachable 
We want you to feel safe in coming to us with your ideas & projects, 
knowing that we will do our best to create a compelling promotional 
strategy that sets you up for success. 

Focused
You can also expect us to give you honest feedback about how 
your ideas & projects fit into Grace’s overall mission and vision. As a 
church, we are creating a more streamlined strategy to engage our 
people, and our Communications team is looking to do the same. If 
we think your project falls outside our main priorities as a church, we’re 
going to tell you.

Savvy
You can trust that our team is in tune with the culture -- both inside 
and outside the church. We know the best ways to engage people, 
keep up with (and hopefully be ahead of) cultural trends, and launch 
well-executed projects while stewarding our resources well.
If you notice that we aren’t these things, let us know!!
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Best Practices 
Know Your Audience
You might think that the widest net possible is the best approach 
to communication. Wrong! Data continues to show over and over 
again that the best method of communicating is getting the right 
message to the right person at the right time on the right device. 

Target an audience, segment your email lists to make sure you’re 
talking to your potential audience differently. My divorced 85 year 
old grandpa doesn’t want to hear about running a marathon. I don’t 
want to hear about divorce recovery if I’m happily married and an 
adventure seeker. But if you’re offering both opportunities, instead of 
sending 1 email with both things, send two emails with segmented 
audiences and custom content. 

Say More With Less
Get to the point. That’s all. 

Remember Context
When are you planning your event? What else is happening around 
here at that time? Is your thing a Priority 3 or 4 and there’s seven 
Priority 2 events happening at the same time? Remember to set your 
goals accordingly. 

Lead with the Most Important Stuff
Assume your audience has no time to read the stuff you send them. 
When you do that, you’re likely to say the most important stuff first. 
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Communications team Priorities
Whether it’s time or money, we’ve got choices to make. We all must 
decide what’s the best use of our time and resources to make the 
most impact for Grace. So we’ve put together this handy priority list 
to help you understand where your project or event might fall when 
it comes to the work we’re doing for you and for Grace. 

Every project is important and valuable to someone but it would be 
irresponsible for us to spend 3 days making a flier that 9 people will 
use while disregarding the thing that thousands of people see on a 
weekend. We will work on media & communication projects in order 
of priority level. We will also elevate projects that directly relate to 
Grace’s overall mission.

Trust the process
Here’s the part where you understand how we want to work with you! 

Communications Check-Ins and Calendar Requests
If you’re a ministry that holds events that you’d like support for, we’d 
like to stay in touch. 

6 Month Check-Ins 
We’d like 30 minutes with your team approximately every 6 months 
to listen to you. We want to know your goals, the state of your ministry 
or campus, what’s great, and what’s hard. We’d also like to use 
this time to update you on any important information regarding 
Communications. We may not make decisions during this 30 minute 
time. But we will know how we can best-support you when we do 
create stuff for you. These check-ins will happen in-person, if possible.

Bi-Annually Send Us Your Dates 
Our team will reach out to you twice per year to assess and align your 
ministry calendar to ours. The goal is for us to have the things most-
important to you on our radar to look for opportunities to support 
you in Communication. This will primarily be done through email or 
project management tools. 
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how we prioritize projects

Priority 1
Content that will be used during weekend services and/or pieces that 
accompany Grace’s primary message. Kickoff meeting required. 
Examples: weekend video content, sermon series support, worship 
experience support.

Priority 2
Communication pieces that are relevant to the entire congregation 
and visible to the general public. Kickoff meeting required. Examples: 
website, digital hub, widespread print pieces (annual report, guest 
welcome packet, Rooted collateral & promo, etc.), official social 
media channels, blog, & podcasts. 

Priority 3
Content utilized by major Grace ministry or campus areas where 
an entire population of the church is invited to participate. Kickoff 
meeting required. Examples: Trunk or Treat, Fan Jam, Prayer 
Gatherings, Kids Camp, Family Game Nights, etc. 

Priority 4
Content for a smaller population that ministries are targeting. 
Examples: Postcards for a ministry retreat or class, ministry kickoffs, 
partner ministries, one-off events. 

Senior Director of Communications will oversee all projects that fall 
under Priority 1-3. 

Occasionally ministry representatives will be asked to assist with 
Priority 3 projects.

All Priority 4 projects must be done by volunteers or ministry 
representatives unless the Communications Senior Director & planning 
team determine differently. Communications team will create a 
variety of easy-to-use templates on Canva for all communication 
mediums.
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What to do if you want us 
to make stuff for your thingy 
Any Priority 1-3 event, ministry opportunity, program or project you’d 
like promotion or support for from the Grace Communications Team 
must go through a request and confirmation process. The main thing 
to remember is that we need your information and content six-to-
eight weeks before your event starts. So it’s probably best to request 
a project for an event well before that. 

Note- If you just directly contact an individaul on the communications 
team instead of going through this process, your request might slip 
through the gaps or get ignored.

Go to gracechurch.us/requests 
1. Select the type of project you’re working on (web, graphic 
    design, photography, video)
2. Complete the form
3. Our team will reach out to you for next steps

When you fill out the request form, you can be most prepared by 
having the following info ready: 

1. YOUR PREFERRED DATE & TIME for delivery. This gives us a great 
understanding of lead time and whether we can get the project 
done or not. 

2. CONTENT - you’re the expert in your ministry. Give us all the things 
you think we need. Dates, times, locations, room numbers, written 
content, photos, etc. What would YOU want to know if you were 
attending your event? Give us that.

3. PEOPLE - if you need actors, you’ll need to work with staff or 
volunteers responsible for our volunteer drama team to recruit and 
schedule personnel. Every non-staff participant will need to sign an 
audio/video release form. 
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Things to Remember or Else 
You Might Be Sad
1. We cannot guarantee that media requests received within fewer 
than 6-8 weeks will be completed as requested. We will communicate 
with you on whether timelines need to shift because of workflow or 
other obstacles. 

2. Creation of artwork, print materials, website updates, video 
content will not begin until text and preliminary content is finalized. 
For example, we won’t start working on a booklet if portions of the 
internal content are missing. 

3. The Communications Team will communicate with you on which 
communications package & priority your event or communication 
piece is eligible for. 

4. After the first draft of the piece is completed, the project leader 
will receive a draft of the project to review for accuracy & artistic 
direction. 

5. Before a final draft is complete, the Communications Team will be 
responsible for checking spelling (including individuals’ names) and 
confirming that the date, time, and location on the piece matches 
the original request. Once there is final approval, the Communications 
Team will move forward with delegating printing and/or content 
creation and distribution. 

6. Ministries are allowed two rounds of revisions or edits before projects 
will be delayed. At that point, a project will experience delays in the 
timeline, or be considered final. Please communicate with us as much 
as possible if you have specific artistic direction and/or samples of 
what you have in mind. 



S t y l e 
g u i d e

grammar
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Style Guide and the Weeds GRAMMAR
What not to do
Wherever you see this, it is a visual reminder of an example of what 
not to do. There is a number of things we want to avoid, and this line 
denotes those.

Bullets
No one wants to read your long lists in sentence form. People skim. 
It’s a byproduct of a culture where we all have short attention spans. 
So, We offer

• Retreats
• Small groups
• Parties
• All nighters

We offer retreats, small groups, parties, and all nighters. 

Capitalization
Leave lowercase (don’t capitalize): 
email  Email
web   Web
website  Website
webpage Webpage
DO capitalize: 
Internet (this is weird, we know. But it’s the rules)
Him (only when referring to Jesus or God)

Hyphens 
Avoid hyphenating words at line breaks. Never hyphenate web 
addresses or email addresses.
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Apostrophes  
Hey, can we agree on not using apostrophes when referring to 
plurals? Apostrophes aren’t possessive. 
The cat’s were hungry
The cats were hungry 

However, you should use an apostrophe when the word “ministry” 
or “ministries” follows.    
children's ministry, drama team’s ministry 

Commas
We do Oxford commas here. We are an Oxford comma church. 
Apparently it makes you sound smart or something because it comes 
from Oxford. When you list three or more things in a sentence, include 
the comma before and/or. That’s an Oxford comma.
I like apples, oranges, and grapes. 

Dates
Always spell out the month and include the numeral date number. 
Don’t refer to the year unless you’re talking about a date in a year 
that is not the current year. 
January 10
January 10th

Events 
Capitalize all the words in an event title. 
High School Fall Retreat, Fan Jam, Covenant Community 
Gathering
High School Fall retreat, Grace Church Fishers picnic
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Locations 
Capitalize the names of locations and rooms. 
South Auditorium, Room 256, Lower Lobby, Nursery
the nursery is near south auditorium

Money
$10 not $10.00 

Numbers
Basically spell out numbers one through nine and use numerals for 
10 and above. There are tons of exceptions. English! You should use 
numerals when referring to dates, page numbers, items in a list, sizes 
or dimensions, and ages. When in doubt, use the basic rule (above). 
Use decimals, not fractions (can anyone even type out a decent 
looking fraction?). 
Welcome to our six-week series starting the second 
weekend of December. 
There are 4 people in here. 

Phone Numbers 
Always include the area code in parenthesis and a dash after the 
first set of numbers. 
(317) 848-2722
317-848-2722 

Quotes
Put the period or comma inside the quote. A dash, semicolon, 
question mark, and exclamation point go within the quotation marks 
when they apply to the quoted matter only. They go outside when 
they apply to the whole sentence. 
“This wasn’t Dave’s best sermon,” Amy said. “I 
wholeheartedly disagree! Dave was on it!” Tyler said. 
“Were you even listening”? Tyler asked.

Periods 
For the love, use one space after a period. We’re not working on 
typewriters, people!
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Religious Stuff 
Capitalize all references to God. Capitalize Scripture and Bible. 
Don’t capitalize biblical. Capitalize names of other religions. 
Jesus, God, Holy Spirit, He, Him, His, Word, Bible,   
Scripture, Baptist
The Bible is great and Biblical.

Time
When possible, include a starting and stop time for your event. People 
gotta plan. Include the :00 part too. When including a range, use one 
space before and after the dash. It’s just human decency. Include 
periods and keep a.m. or p.m. all lowercase. 
8:00 a.m., 8:30 p.m., 6:00 - 7:00 p.m., 8:00 a.m. - 5:00 p.m.
6-7:00 P.M. 

Titles
Formal titles should always be capitalized. Include someone’s title 
when possible. Assuming everyone knows everyone is a little too 
inclusive.
Grace Church Fishers Campus Pastor
infromal/noncapitalize title

Website/Webpage
They seem similar. But there is one major difference. A website possibly 
includes many webpages. A webpage is one individual page. Our 
website is gracechurch.us; a webpage is gracechurch.us/carecenter
gracechurch.us
http://gracechurch.us

Grace Stuff: Abbreviations and Acronyms 
Always refer to our church as Grace Church.
Grace Church North Indy 
not GC, not 146, not GCF

Avoid mistakes as much as possible. Spell check, get two people 
to look at your work, etc. Mistakes are unavoidable sometimes. You 
probably found five or more in this document. Just try to avoid them.
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quick reference guide

DO THIS 

Grace Church

Grace Church in 
titles, signatures, 
locations, sentences, 
etc. 
gracechurch.us is 
our website

GraceChurch
Grace church
Gracechurch.us
http://gracechurch.us

Times
9:00 a.m., 9:30 p.m.
9:00 - 10:00 p.m., 
8:00 a.m. - 5:00 p.m

9AM, 9:30pm
9-10 p.m., 
from 8:00-5:00 p.m.

Dates
Tuesday, April 9
February 11
May 31 - June 4

Tuesday, April 9th
February 11th

Numbers, Ages, 
Grades

One, two, three
10, 12, 13
Six-week series
5-year-olds
5th grade or 
5th-graders
Ages 5 years - 5th 
grade

1, 2, 3
Ten, twelve, thirteen
6-week series
Five year olds
Fifth grade

Message Titles Formerly Known as 
Christian

Formerly Known as 
Christian
“Formerly Known as 
Christian”

Capitalizations

Avoid all caps
Bible & Scripture 
Pronouns referring to 
God: He, Him, His

People will think 
you’re YELLING IF YOU 
USE ALL CAPS.

DON'T DO THIS
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Exclamation Marks Sign up today! Sign up today!!!!!!!

Commas
The event will feature 
jazz, pizza, and 
games.

The event will feature 
jazz, pizza and 
games.

Quotation Marks & 
Punctuation

She said, “We’re 
having fun.” She said, “We’re 

having fun”.

Hyphens

The well-meaning 
mother
6:00-8:30 p.m.
March 1-2

Do not hyphenate 
websites or email 
addresses

Apostrophes

To show ownership or 
contractions. 
FAQs, DVDs, The 
dog’s hair, 30s, etc. 

FAQ’s, DVD’s, 40’s, 
1950’s, etc.

Capitalizations

Avoid all caps
Bible & Scripture 
Pronouns referring to 
God: He, Him, His

People will think 
you’re YELLING IF 
YOU USE ALL CAPS.

Quoting Scripture

Whatever you 
do, work at it with 
all your heart, as 
working for the 
Lord, not for men...1 
Corinthians 3:13 NIV

“Whatever you do, 
work at it with all 
your heart.” 1 Cor 
3:13

Email or email Email or email E-mail

DO THIS DON'T DO THIS
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Colors
Primary Color

secondary colors

Red
HEX: #ef4136
CMYK: 0, 90, 85, 0
RGB: 239, 65, 54

teal
HEX: #2c7b79

CMYK: 82, 35, 51, 11

RGB: 44, 123, 121

yellow
HEX: #f7941e

CMYK: 0, 50, 100, 0

RGB: 247, 148, 30

Dark gray
HEX: #414042

CMYK: 0, 0, 0, 90

RGB: 65, 64, 66

light gray
HEX: #939598

CMYK: 0, 0, 0, 50

RGB: 147, 149, 152

Typography
Bebas Neue

bold

Bebas Neue
Use this for headlines

Century Gothic
Regular + Bold

Century Gothic
Use this for body copy
and headlines

Roboto 
Regular

Roboto

Use this for body copy
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