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What is a Brand
A BRAND IS NOT A LOGO.

A BRAND IS NOT A PRODUCT OR SERVICE.

A BRAND IS NOT WHO WE SAY WE ARE -
IT’S WHO EVERYONE ELSE SAYS WE ARE.

A brand is a person’s gut feeling about a product, 
service or organization. Brands are defined by the 
people experiencing them, not the people “managing” 
them.

That means our brand is our best practice and our 
worst practice. It is our best employee and our worst 
employee.

The perception of a brand varies from person to 
person. We can’t control it. But we can influence that 
gut feeling through community and consistency.



Why Our Brand Matters
The visual communication of a brand plays a huge 
role in unifying the message being communicated to 
its audience.

The higher the quality and the more unified the 
communication, the easier it is for the audience to 
understand and trust your message. that means 
everything, from Lifepointe E-News to volunteer 
emails to parking sinage, should be communicationg 
the same message with consistency over and over 
again - so that we can help people connect with God. 

How To Use This Guide
The Creative Team at Lifepointe exists to serve you 
and your ministry or department in crafting content 
and visual communications that match the voice and 
style of our church. Learning the “how” and “why” of 
our brand standards, the right way to use our logo, 
the font you should use when writing a letter, the 
preferred ways to write leadership titles, and even wy 
we don’t add a “th” to the end of September 24 will 
help you become a capable brand ambassador, and 
be able to help us cohesively represent the vision 
God has given this church.



What We Are
At Lifepointe Church, our style and brand are repre-
sentative of our faith and how we see Jesus in our 
lives. We are bold, focused, action oriented, energet-
ic, and celebratory in everything we do, from our 
worship and preaching to our design and copywriting. 
Below are a few words to use as guidelines and filter 
when creating for our brand. 

 OUR BRAND IS: 

BOLD, PASSIONATE,
DESCIPLESHIP, COMMUNITY
 OUR BRAND IS NOT: 

DULL, ISOLATED, PASSIVE,
INDIVIDUALISTIC



Logos + Usage
There are a few logo variations available for use, as 
well as a few singular icons. When possible, we 
recommend using the full color logo.

• Stretching or rotating the logo
• Changing the color of the ellipse, sail, or characters
• Adding to or removiing elements from the logo

INCORRECT LOGO USAGE

L I F E P O I N T E
C H U R C H

L I F E P O I N T E
C H U R C H



Colors
Our color palettes reflect the same boldness that we 
desire to have as a brand. That said, please do not 
overuse these colors, but rather use them to 
tastefully compliment more nueutral colors. Orange 
is us - but it doesn’t have to be everything.

Lifepointe Orange

HEX: #e97e24

RGB: 233, 126, 36

cmyk: 0, 42, 77, 9

Lifepointe Gray

HEX: #666666 (DON’T WORRY, WE PRAYED THE DEVIL OUT)

RGB: 102, 102, 102

cmyk: 60, 51, 51, 20

White

HEX: #ffffff

RGB: 255, 255, 255

cmyk: 0, 0, 0, 0

Black

HEX: #000000

RGB: 0, 0, 0

cmyk: 0, 0, 0, 100



We’ve chosen two primary typefaces for you to use 
in your documents, as well as one secondary 
typeface. Gotham and Lemon/Milk are great for 
headlines and subheads, and Helvetica is ideal for 
longer body copy. 

Typography

 PRIMARY TYPEFACES: 

 SECONDARY TYPEFACE

Helvetica
Helvetica Bold
Helvetica Regular
Helvetica Light

Gotham
Gotham Bold

Gotham Book

Gotham Light

Lemon/Milk
Lemon/Milk Bold

Lemon/Milk Regular

Lemon/Milk Light



Writing & Copy Quick
Guide
Church Titles
Correct:
Lifepointe Church
Lifepointe (internal)

Incorrect:
LPC
Lifepoint

Correct:
Worship Experience

Incorrect:
Worship Service
Worship Gathering

Visiting Speakers:
Use the preferred title of
the speaker

Example:
Pastor Hank
Bishop Gabe
Stanley Hudson
Master Yoda

Leadership Titles:
(Campus Name) Campus Pastor
Lead Pastor Donnie Williams

Incorrect:
Site Pastor
Location Director

Location Titles:
Correct:
Lifepointe ________
(Lifepointe Cary)

Incorrect:
North Raleigh Site
Cary Campus

Dates:
Correct:
September 7
September 7, 2014
(only include the year if it’s not 
the current year)



Dates (cont.):
Incorrect:
Sept. 7 
September 7th 
Semptember 7, ‘12

Times: 
Correct:
9:00AM
7:30PM
9:00AM & 11:00AM

Incorrect:
9AM 
10am 
9 a.m.

Phone Numbers:
Correct:
(919) 877-2274

Incorrect:
919-847-2273 
919.847.2273

Websites:
Correct:
lifepointechurch.com

Incorrect:
www.lifepointechurch.com 
http://lifepointechurch.com

Commas:
Correct:
This, that, and them

Incorrect:
This, that and them

Numbers:
Spell out numbers one through 
nine, unless in an address. 
10 and above use numerals.

Tense:
In most cases use first person (I
and we). Don’t speak at people, 
instead, help them understand 
that we are all in this together.

Periods/Spacing:
One space after the period. 
No double spacing. You are 
communicating not trying to reach 
the length requirement for your 
essay on the Cold War.



Black Market Graphics
Help us help you.

In the creative department we call any 
unapproved graphic design or visuals created 
outside of our department “Black Market 
Graphics.” This includes all the things that were 
created with the best intentions, but were deemed 
too minor to put in a creative request for, or were 
too last-minute that you thought that you wouldn’t 
be able to get in your necessary time frame.

The creative team exists to help you ensure that 
every touch point on every campus and every 
event reinforces the imporance of our message 
and the excellence we all desire to produce.

We are passionate about our brand as a church 
and also passionate about the ministry you are 
doing to connect people to God. Keeping these 
established brand standards will help us 
communicate with consistency and excellence. 
This helps us build trust between our church and 
the people we are reaching and serving.




