
BRAND GUIDE
EVANGEL CHURCH



WHAT IS A BRAND GUIDE?
This is a resource for you to reference as you communicate on 
behalf of Evangel Church. A brand is more than looks and 
visuals. It is a perception of what people say and think of us. 
It is our job to steward that perception by making it a reality: 
communicating authenticity, empathy, and clarity.



WHO IS EVANGEL CHURCH
COMMUNICATING TO? FAMILIES

INTERNATIONAL

YOUNG

SUBURBAN

The heart of Evangel Church is to develop the next generation 
by investing in young people and young families. In 
addition, we have an incredible international diversity 
and culture that is a reflection of our community.



We are advocates for our audience.
We are on their side to make their life easier, not more difficult.

We communicate excellence through excellence.
If it is worth communicating to people, it is worth getting it right.

We speak with clarity.
We include next steps and easy-to-find information. Clear over clever.

We avoid insider wording.
We avoid terms and visuals that may be confusing to anyone outside of church.

We say less to communicate more.
We keep our communications brief by using concise content.

We do not sell.
We describe real outcomes that show benefit to our audience. Hype is never an option.

We communicate what we want for people, not what we want 
from them.
Present opportunities to people, not to-dos.

We communicate through the lens of sincerity, authenticity, 
and positivity.
We have personality and are able to communicate that with this lens and informality.

We communicate with empathy.
We are empathetic towards our audience and consider their needs above our own.

OUR COMMUNICATION VALUES
Whether writing a caption for a Facebook post or crafting a 
stage announcement, use these values as a filter to ensure you 
that you are reflecting the values of Evangel Church.



LOGO

ICON

BRAND MESSAGE



USING THE LOGO

PROPORTION
The logo is most effective when it is in proportion to its context; rough-

ly 40% at its maximum. For instance, as a cover page of an 8.5x11”, the 

logo should not exceed 3.5” in width.

MINIMUM SIZE
The logo should not be used in applications smaller than 1.5” in width. In 

instances where you need a smaller logo, use the quote box icon.

CLEAR SPACE
When using the logo, be sure not to interfere with the clear space 

around the logo with any objects or type. As a rule of thumb, take the 

quote box and use it as a reference of what the clear space would be.



Correct usage Correct one-color
usage, using brand colors

Do not use competing
background

Do not reposition
cross quote box

Do not use cross quote 
box on its own, use the 

open quote box

Do not eliminate 
quote box

Do not rotate

Do not alter colors



PARAGRAPH
TYPOGRAPHY

HEADER
TYPOGRAPHY

GOTHAM ULTRA
ABCDEFGHIJKLMNOPQRSTUVWXYZ0123456789

GOTHAM BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ0123456789

GOTHAM MEDIUM
ABCDEFGHIJKLMNOPQRSTUVWXYZ0123456789

Avenir Next
abcdefghijklmnopqrstuvwxyz0123456789



PRIMARY BRAND COLORS

#EB6924
2/72/100/0
R237,G105,B15

#FFFFFF
0/0/0/0
R255,G255,B255

#404042
68/62/58/46
R65,G64,B66

SECONDARY BRAND COLORS
TO BE USED WHEN THE PRIMARY COLORS

ARE NOT APPLICABLE, AS A LAST RESORT.



MINISTRY DIFFERENTIATION
A third line of thinner text with enlarged tracking 
(space between the characters) can be used to depict 
a specific language service or ministry.
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