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Grace Lutheran Pre-Survey 



The purpose of this communication workshop is to both educate and teach the 
members and leaders of Grace Lutheran Church how to effectively and clearly 
communicate to all people in various mediums. 

Boiler Communication: 

 

Introduction



It not only helps to facilitate the process of sharing information and knowledge, 
but also helps people to develop relationships with others. ... We should learn 
how to communicate effectively to make our lives better.

Why is Communication so Important?  



Brand Strategy Guide
I. Brand Foundation-The understanding and alignment of an organization's vision, values and 

goals that are broken into positioning and personality strategy 
 

II. Brand Strategy- The brand strategy is a long-term plan for the development of a successful brand 
in order to achieve specific goals

III. Brand Voice-The purposeful and consistent representation of specific words that align with the 
goals and mission of the organization 

IV. Brand Image- The impression in the consumer’s mind (Imagery and qualities). 

V. Brand Identity- The way YOU want others to see you and your products.  

VI. Audience- The intended audience or group of people that are the recipients of the messages being 
communicated 

VII. Implementation-The physical representation and consistent application of the brand





Who- Who are the public's(demographics or people) of Grace Lutheran Church? 

Where- Where are the people of Grace Lutheran from? Where is the information being gathered 
from? 

What- What are the messages being communicated from Grace Lutheran Church? What is Grace 
Lutheran Church’s  Strengths.Weaknesses.Opportunities.Threats.(SWOT)? 

When- When is Grace Lutheran communicating? 

How- How is Grace Lutheran communicating? Through what mediums ( or outlets- Social 
media?) 

Why- Why does Grace Lutheran communicate?  What is Grace Lutheran’s ‘Why’?

Research



Brand Strategy

Resonance 

Feelings Messaging

Imagery Verbiage 

      Reputation 



The visible elements of a Brand’s Identity are the colors, design, logotype, name and symbols 
which together distinguishes the brand in the consumer's mind.

Grace Lutheran’s Brand Identity is: “A welcoming community of faithful followers of Christ.”

Brand Identity 



   Brand Image



Brand voice is a “non-human” voice that is purposeful.  It is a consistent representation of the 
organization. 

The tone and the personality is determined through the words and sentences created. 

● Specific words needed
● Specific phrases identified
● Authenticity is key 
● Know who you are talking to

Now, spend a bit of time answering the following questions:

I want my brand to make people feel _______.

_______ makes me feel this way.

I want people to _______ when they come into contact with my brand.

Three words that describe my brand are _______ , _______ , and _______.

Brand Voice



Logo Options

Animated Logo 

Traditional Logo 

GRACE LUTHERAN CHURCH
Inviting Community in Christ

https://docs.google.com/file/d/1KePbr9PEVzIivrY62sWnDLekSzT5QsOo/preview


Using the recommended fonts consistently will make the Grace Lutheran Church’s  brand stronger 
and increase recognition among audiences. 

Primary Font- Verdana
The primary font, Verdana, will provide a modern, yet classic tone to communications. 
It should be the primary font used in all materials. It may be used for both body copy 
and headlines, but is recommended for headlines as it is the bolder and more 
attention-grabbing font presented.

Secondary Font- Palatino

The secondary font, Palatino, is an elegant and highly legible font. It may be used primarily in 
body copy and correspondence such as personal letters, email, and is not recommended for 
headline, subheading, or caption use. 

Typography



Brand Cheat Sheet



Colors

Primary Blue
HEX: 0B5394FF

Accent Blue
HEX: 688AB0FF

Accent Red
HEX: D02020FF

Accent Green
HEX: B6D7A8FF

Black
HEX: 000000

White
HEX: FFFFFF

Blue
Trust

Loyalty
Faith

Green
Freshness
Growth
Renewal

Red
Love

Passion
Courage

White
Purity

Innocence
 Cleanliness

Black
Comfort

Sophisticated
Neutral

Color is one of the most noticeable, tangible components of a brand.

It plays a large role in how a brand is perceived, it helps with 
recognizability and memorability, and initial attraction to the brand. 



Grace Lutheran’s voice is unified, welcoming, engaging and inspiring. This specific voice should 
appear in all headlines, whether online, in display advertisements, or within onsite material. The 
church wants to educate and inspire their publics without confusing them. Therefore, language 
should be concise and easy to understand. Language should also be personable to communicate 
Grace Lutheran’s welcoming culture. Word content about Grace Lutheran should always be 
engaging to invite a sense of community. Grace Lutheran’s voice should always be positive and 
motivational.  

Grace Lutheran’s voice is: 

● Core value centered (Inviting Community in Christ)  
● Unified
● Welcoming 
● Engaging 
● Inspiring 

Voice 



Grace Lutheran’s discipline of faithful beliefs, is defined by the nomenclature, or verbiage 
consistently used amongst the materials brand of the Church. 

Common Verbiage: 
● Serve
● Inviting 
● Unite
● Learn
● Connect
● Teach
● Worship 
● Love 
● Celebrate
● Praise

● Renew
● Encourage
● Build
● Welcome
● Redeem
● Grow
● Rejoice
● Unite
● Engage
● Community

Verbal Nomenclature 



Imagery

Imagery captured should be able to communicate Grace Lutheran’s brand essence of:
Inviting Community in Christ

● Welcoming: includes volunteers/volunteering events, acts of giving, and serving the community.

● Inspiring: captures moments containing meaningful symbolism like worship, prayer, rituals, and other church processions. 

● Engaging: photos should capture church groups/meetings, families, groups of people praying/talking/interacting.

 

Welcoming EngagingInspiring



Break 



Profiles













Scenario 1: You are planning the 2018 Oktoberfest for Grace Lutheran Church. You are having food, drinks, activities and 
games for all ages. It is being hosted outside on the lawn of Grace Lutheran Church. Run through each category and analyze 
how you would “market” for each public.

Scenario 2: You are planning a Winterization Event to get the community involved with the church. You are organizing 
groups and trying to promote the event. Who would you promote this event to? How would you go about doing this and 
what type of material would you be using to highlight this event? Run through the chart to analyze how you would 
“market” for each public. 

Scenario 3: You are planning a food and clothing drive for the community. You have asked all members of the church to 
participate in bringing old material that is gently used. How are you asking people to  assist? Run through each category and 
analyze how you would “market” for each public.

Scenario 4: You are planning a bake sale and are looking for volunteers and people to promote the event. It is an event that 
will help to raise money for the Church to do more activities for the youth group. Run through each category and analyze 
how you would “market” for each public?Explain how you would communicate to these audiences and the key messages 
you would use.

Scenario 5: Grace Lutheran decides to hold a youth night for the local community to kick off the new youth program. Which 
two audiences would you want to promote this to and why? Explain how you would communicate to these audiences and 
the key messages you would use.

 

Activity 



Who Teens
(13-17)

Millennials
(18-30)

Families 
(Young 
children ) 

Families
(Older 
children) 

Elders 
(65+)

WHAT are the 
means of 
communication? 

WHEN

HOW should 
Grace Lutheran 
communicate?

WHERE is the 
information 
received? 

WHY is it 
important to 
communicate in 
this manner for 
this public? 

Activity 



Social Media

Bulletin Board

Powerpoint

Brochures

Fliers

Website Layout

Templates



Bulletin Boards



Brochure



Powerpoint



Powerpoint



Letterheads / Business Cards



Grace Lutheran Post-Survey


