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The purpose of this Communication Guide or style guide is to help communicate clear visuals, 

messaging and organization to Grace Lutheran’s audience. This Communication Guide serves as a 

set of rules  templates and examples that work to help explain how Grace Lutheran’s brand works 

both verbally and visually.  Grace Lutheran’s vision, personality and key values are explained in 

this guide which will help to create a unique Brand Identity. 

Introduction



Grace Lutheran's Brand Identity communicates a unified, welcoming and engaging approach for Grace 
Lutheran Church. 

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.”

The first step for creating a lasting and consistent Brand Identity is to solidify a clear Brand Strategy. 

Brand Identity  



Grace Lutheran’s Brand Identity  

Grace Lutheran’s Brand Identity is a community of faithful leaders looking to be guided to become 
more alike Christ. 

Grace Lutheran will implement their Brand Identity in all that they do, and by what they say using 
specific words and pictures that communicate the vision that Invites Community in Christ.



Brand Strategy 
A Brand Strategy serves as a long-term plan that works to achieve specific goals. It directly 
associates with the needs, emotions and environment of an identified group of people.  

An example of Under Armour’s 
use of Brand Strategy:

Brand Strategy 



Brand Strategy organization for Grace Lutheran Church is made of diversified tools and mediums 
that are to be used for communicating to a range of publics (children/ teens, millennials, young 
adults, adults, families and elders) with clarity. 

These chosen methods of communication have been surveyed to be the most effective 
means for reaching the most amount of diversified people in a relatable and efficient 
manner. 

● Facebook 
● Pinterest 
● Promotional materials
● Electronic newsletters
● Brochures
● Fliers
● Displays in the Church 
● Banners
● Advertising promotions

Brand Strategy Organization



Mission: 

Inviting all people to grow in faith toward God and in love toward one another. 

Values: 

Living word, loving community, creative compassion, daily discipleship.

God’s invites us to actively engage all people with His scriptures and sacraments.

God’s invites us to welcome all people with the presence and hospitality of Jesus.

God’s invites us to care for the vulnerable and voiceless in the Lafayette and global community.

God’s invites us empower all people to pursue holiness in their daily callings of church, work and 
family.

 Mission and Values



It is important to keep your audience in mind when creating marketing 
materials. Using messaging recommendations presented in this guide to  
adapt your materials and wording to the proper audience you would like 
to reach.

● Southside Lafayette families who attend the church or are looking for a local 
Lutheran Church

+ Market with newsletters, banners and social media 
● Younger generations which include high school students to young adults 

+ Market with social media posts 
● Local businesses and schools in the Lafayette community 

+ Flyers and social media, website
● The Grace Lutheran Church staff and congregation 

+ Market with church announcements, news blasts, bulletin boards and flyers
● Young children to start a youth group around middle school to high school 

+ Market with bulletin boards, social media 
● College Students 

+ Market with social media posts 
● Elders, 50+ 

+ Graphics at the Church, bulletin boards, word of mouth at church  

Your Audiences 



What does this mean to Grace Lutheran? 

The tagline Inviting Community in Christ emphasizes unity. The community focus of this 
statement clarifies Grace Lutheran’s brand voice; the tone delivers an uplifting personality and 
gives the church a welcoming, friendly attitude. Grace Lutheran invites everyone to join them in 
their walk of faith with God through their welcoming, engaging, and inspiring voice.

● It is important to focus on language that emphasizes community, such as the words 
inviting, welcoming, unify,  serve, etc. Being consistent with language will provide a solid 
foundation for what terms need to be used in social media posts. 

● Communities of love share qualities that encompass a resounding theme. Grace Lutheran 
focuses on building the relationship between all members of the congregation to Jesus so 
that people of all ages can connect and grow in God’s grace and love. The Church serves 
as a home for all to learn, live and grow in Christ.  

   Inviting Community in Christ 



Inviting Community in Christ

Get the community involved and excited 
for events hosted by Grace Lutheran 
Church. This will further emphasize the 
community focus, while also engaging the 
church audience and providing them with 
posts to share and like. 

Community Focus  



The key to writing empowering content is being aware of voice and tone. Voice is the form or format 
through which an organization tells their story. Tone is an attitude of an organization toward a subject or 

an audience. 

 
Voice Importance 
Grace Lutheran will have the same voice all the time, but the 
tone changes. A strong voice helps establish personality and 
consistency, and helps grab the audience's’ attention and 
establishes a relationship with them. 

● For example, the company, RebelsMarket, focuses on 

their authentic but rebellious brand voice. Their mission 
statement reads: “RebelsMarket is designed to be a 
community that provides unparalleled access to 
products, ideas and inspiration for those with a rebel 
spirit.” RebelsMarket is able to capture their personality 
through their brand voice. Their brand sells itself. It 
feels real because it is real. 

Defining Voice 



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 

What is Our Voice?  



Tone is defined as the “writer's attitude toward the reader or subject matter of a literary work.” The 
author has the option to be serious, humorous, sarcastic, playful etc., in the word choice and graphics 
used to support the mood. 

Tone is communicated through two main ways: 

Diction: or the word choice used when creating material. 

● Examples of this would be the writer's use of certain words also known as the denotation, or the  
meaning of a word. For Grace Lutheran this would be using the words serve, love, redeem to keep 
consistent with proper branding and the Church’s mission. 

Imagery: the pictures used to capture the feelings and meaning of the mood being conveyed to the 
viewer.

● Example of things to look at when creating a similar image tone would be paying close attention to 
the colors, the the objects, the weather, the  people, the symbols or any other main feature that the 
picture would be capturing. 

Defining Tone 



 Tone of Grace Lutheran 

● For example, Disney’s tone sets the voice 
for their company; “Where Dreams Come 
True.” In every advertisement, they 
portray this excitement through pictures 
of children smiling wearing Mickey or 
Minnie ears, or videos of children running 
through Disney world with the biggest 
smiles on their faces, making it seem as if 
their dreams genuinely are coming true. 

The reason why tone is necessary for Grace Lutheran is because it is a common 
understanding among all members of the church, whether a leader or member of the 
congregation. A tone of voice also helps build trust in order to identify Grace Lutheran’s 
personality. 



Welcoming

Communicate to the congregation that Grace 
Lutheran will always work on developing the 
relationship between the church and the Lafayette 
community. Extend the invitation to the church 
congregation and allow them to help build the 
relationship.

● Example:  Make a post about a volunteer event 
Grace Lutheran is helping with in the Lafayette 
Community (raking leaves, Food Finders, etc.) 
and invite your congregation to bring friends to 
engage more of the community. 

  Verb Usage - Welcoming 

The tagline, Inviting Community in Christ defines Grace Lutheran’s voice by communicating 
that the church is welcoming, engaging, and inspiring.



Engaging 

Grace Lutheran Church’s purpose is to focus on 
each member’s engagement. We emphasize this by 
engaging each member toward the church’s 
mission of building a relationship with the 
community in Christ. 

● Example: Show the congregation how Grace 
Lutheran Church is making a difference in 
the community, or maybe in a member’s life, 
through a Youtube blog. Post it on Facebook 
for members to share.

Verb Usage - Engaging 



Inspiring 

At Grace Lutheran, we inspire others to 
join our mission to go out into the Lafayette 
community to serve Christ. Through God’s 
word, we are able to inspire one another 
through love and service to fulfill his 
purpose. 

● Example: Member Spotlight in church 
bulletin - “How has Grace Lutheran 
impacted your walk of faith with 
God?” 

Verb Usage - Inspiring



  Verbal Nomenclature 

Verbal nomenclature is the devising or choosing of names for things, especially in a specific 
discipline. 

Verbal Nomenclature

Grace Lutheran’s nomenclature consists of both the visual brand and the verbal tools which help to 
identify the Church’s presence in the community and build its personality. The nomenclature 
system includes the principal name unit headlines like: 
● Taglines: Inviting Community in Christ
● Visual elements like the type fonts, colors and unit signatures which are explained more on the 

following slides



Common Verbiage: 
● Serve
● Renew
● Encourage
● Build
● Redeem
● Grow
● Rejoice
● Unite
● Welcome
● Inviting 

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

Verbal Nomenclature: 
Expressions of Grace Lutheran 

This list contains 15 common verbs that you can use when writing headlines in your bulletin, any 
social media posts, and all other deliverables being created for Grace Lutheran. Remember these 
words are shaping the tagline, Inviting Community in Christ.

● Unite
● Learn
● Connect
● Teach
● Worship 
● Love 
● Celebrate
● Praise
● Engage
● Community 



Implementing Verbal 
Nomenclature

In matters of ministry, proper and consistent definitions are needed to avoid confusion 
and inconvenience. 

https://www.fastcompany.com/919038/brand-naming 

● In a study of this type consideration must also be given to the understanding and 
usage of certain terms relating to the ministry in non-Lutheran churches and even 
among unchurched members of our society. “For instance, ‘clergy’ may mean simply 
a professional and duly authorized worker in some religious enterprise. It many mean 
something different to a hospital administration that issues ‘clergy’ passes for parking 
privileges.” (Library of Concordia) 

https://www.fastcompany.com/919038/brand-naming


Color Palette

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. 



The Logo of Grace Lutheran Church includes the cross and the flower. These are two 
symbols that combined, reinforce the brand and the Lutheran faith. The logo must appear 
prominently on all materials published by the Church or any affiliates.  

Safe Space is an area around the logo that must be preserved for maximum 
legibility. No extra elements of clip art, typography, graphics or logos may be placed 
too close to the logo. Remember that logo clarity is key for maximum 
communication result. The minimum size of the logo can be seen on the slides 
throughout the presentation in the bottom left-hand corners. The safe space around 
the logo should be able to fit an additional petal all the way around the logo before 
hitting any other design elements.

Logo Recommendations

Website Dimensions:

● Front page rotators: 1280x460 .jpg
● Top of the page marquees: 940x230 .jpg

Reference the link below to look up the most recent dimensions for any  photographs 
you are using on social media 

https://www.mainstreethost.com/blog/social-media-image-size-cheat-sheet/



Logos should be included on ALL materials. Different variations of the logo will be better suited 
for different materials and designs, while still maintaining the brand. The variations provided may 
be used in different situations based on the amount of space available as a part of the design. On this 
guide the logo is in white. The logo may be white or the primary blue we have selected depending 
on the background you are placing the logo on. 

 

Logo Presentation

GRACE LUTHERAN CHURCH
Inviting Community in Christ



Typography

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 

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

Typography is important to your brand for the following reasons:

● It attracts attention
● Some fonts are more reader-friendly than others
● It establishes an information hierarchy 
● It helps create harmony
● It builds brand recognition



Primary Font: 

Verdana

Abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Verdana Italic

Abcdefghijknmopqrstuvwxyz

ABCDEFGHIJKLNMOPQRSTUVWXYZ

Verdana Bold
AbcDefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Secondary Font:
 

Palatino

Abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Palatino Italic

Abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Palatino Bold

Abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Typography Samples



The photo gallery will help establish the tone of Grace Lutheran’s brand. Emotional impact 
derives from quality images that effectively communicate Grace Lutheran’s purpose/mission 
in the community. The images are meant to build brand credibility and personality so that 
moving forward, Grace Lutheran is able to stay consistent to the following brand attributes. 
All new photographs should follow the list below: 
● Christ-centered
● Community 
● Grace-Filled
● Spiritual
● Communicative
● Inviting 
● Family-oriented
● Servant
● Bright 
● Joyful
● Traditional
● Interactive  

Photography Guide



Imagery captured should be able to communicate Grace Lutheran’s brand essence of:

Inviting Community in Christ

● Photographs should include volunteers, volunteering events, giving, people in action, 
serving their peers or their community.

● Photographs portraying this should include families, church members during 
worship or prayer, parents, consisting of two or more people.

 
● Photographs should capture moments containing meaningful symbolism such as: 

rituals, baptisms, and church processions. 

GLC Image Standards



Welcoming

Welcoming:
Visually communicating this 
attribute with the goal of helping the 
community understand their 
relationship with Grace Lutheran : 

1. Photographing events: such as 
volunteers for Operation 
Christmas Child, Oktoberfest, 
and other community centered 
events. 

2. Photographing candid shots of 
people engaging with one 
another in conversation or 
physically (i.e. hugging, 
handshake, holding hands).

3. Photographing groups of 
people expressing emotion or 
some form of interaction. 



Engaging

Engaging: 
Visually communicate this attribute 
with the goal of bonding both 
church members and the community 
in a relationship in Christ:

1. Capturing candid and special 
moments within families. 

2. Photographing church 
members engaging in 
civic/volunteer work. 

3. Photographing Church 
members in bible study or 
other Church community 
group meetings. 



Inspiring

 Inspiring:
Visually communicate this attribute with the goal of inspiring others through the 
Word of God to pursue a faithful life. 

1. Capture moments during church service of church members during worship or 
prayer. 

2. Photograph the rituals and sacred processions to help outsiders understand 
what happens during service. 

3. Photograph special events such as Christmas shows and the church choir’s 
performances.



Church Gallery 

Images of the Sanctuary should be a wide shot or a framed shot.
Wide angles are useful for capturing the entire scene for use in social media posts. 

If your camera or camera phone does not have the capability of taking wide angle 
photos, use framing to help construct the photograph. Use the wooden panels from 
the altar to help frame the photo. 



Group Photos

Group Photos:
Community-centered organizations’ imagery needs to have photographs that 
communicate their engagement and interest in their members and the outside 
community. 

By capturing photographs of groups and volunteers interacting with community 
members, you can best represent the overarching goal of reaching your audience. 

Group photos are the best way to communicate Grace Lutheran’s interest and place 
within the community and their engagement with God. 

Steer away from portraits, unless it will be used for a feature post, because portraits 
express individuality and cannot tell a story as much as a photograph with two or 
more people. 



Basic Rules for Photography

1. Show up to the event early enough to set up equipment, check lighting, and adjust 
camera settings. 

2. Shoot horizontal. Horizontal photos are much easier for the graphic designer to 
upload to social media and use for publicity purposes. 

3. Shoot candids. The more you can get natural photos of people enjoying themselves, 
the better. 

4. Shoot faces. Photos of people having a good time where you can see their faces clearly 
are the ones we use most often. Think of photos that, if shared on Facebook, the 
thumbnail will show enough life to make someone want to click and see the rest of the 
photos in the album. 

5. Try to get shots from as many "segments" of the event you’re shooting as you can 
from the beginning to the end: people coming in, people talking, people worshiping, 
people getting coffee, people up on stage, people hanging out, people heading out as 
the event wraps up, etc. 

6. Balance shots of the different demographics you're photographing: couples, singles, 
younger, older, families, groups, men, women, etc. 

7. Do not use a flash. 



Social Media Photos

For social media photographs, again, utilize photographs that tell a story: for example, if a 
post is geared toward promoting a Christmas show, utilize a photograph of the stage and 
actors ‘in action’ instead of a bare stage or a Christmas tree. 

When posting on social media platforms, utilize your photographs wisely, select 
photographs with vibrant colors and eye-catching scenes. 

Tips for capturing interesting photos:
● Utilize your surroundings, backgrounds are important to the composition of photos. 

So, choose your backgrounds wisely. 
● Symmetry, as described in the “Church Gallery”. Note: it is not extremely necessary 

but it helps bring an aesthetic that is pleasing to the eye. 
● Color: while picking a color scheme is not necessary for a successful feed, having 

consistency helps balance your brand’s online presence. 
● Composition: having a good overall composition is key for increasing views and likes.

 



Social Media Photos cont’d. 

Once you have your perfect photograph chosen, take the time to explain the context by  
including a story or an inspiring quote. Helpful tips for constructing a blurb can be found 
on pages 16-22. Consider your photographs and captions as two parts of a whole: both are 
necessary for capturing your audience’s attention.  

Hashtags:
Utilize these with caution, you don’t want to over or under do it. 
Take the time to research hashtags that are popular at that time that will help reach your 
targeted audience. 

Next, is a small gallery of examples of for Dos & Don’ts of social media photos: 



Social Media Dos and Don’ts 

Hashtags: these can be overdone at times, below is an example that takes hashtags 
overboard with some hashtags that don’t correlate to the context of the photo. 



Social Media Dos and Don’ts 

Hashtags: below is an example of a hashtag used properly. Note that the hashtag has a 
lot of engagement with over 19.4k posts. 



Social Media Dos and Don’ts 

Filters/ Editing: 

Image from: https://redbooth.com/hub/awesome-photography-tips-for-social-media-success/



Social Media Dos and Don’ts 

Composition: the image on the left shows an example of a photograph that utilizes 
the Rule of Thirds (explained in Photography guide). The blue boxes indicate ‘points 
of interest’ that catches the eye.

Do:

Don’t:

Image from: https://redbooth.com/hub/awesome-photography-tips-for-social-media-success/



Social Media: Posting 
Posts: The below images showcase the information one can include on a post, make sure to always 
include a location tag for Grace Lutheran Church to make the location known. 

On the left is an example of hashtags and their popularity, for example: #knowyourworth is a very 
popular hashtag with over 1.4 m posts. Instagram also provides the convenience of being able to post 
across popular platforms like Twitter, Facebook, and Tumblr. 



Profiles  



Sara Teen is a 14 year-old girl who is an avid social media user, 
specifically on Facebook, Instagram and Snapchat. Sara owns a laptop and 
smartphone, which is how she primarily communicates with her peers. She 
finds herself checking her phone the most in the morning from 7:30-8:30 
a.m. due to school starting at 8:30 a.m., and as soon as her activities are 
done after school from 4-10 p.m. 

Sara is a member of Grace Lutheran Church where she attends 
church every Sunday with her family. However, Sara feels removed from 
her age group at church because there is not a youth group or Facebook 
group page where they can all communicate. 

Since she is involved in several school activities and has school work, 
Sara prefers to receive messages or information through quick, informative 
messages with pictures that are visually appealing. This includes posts 
with information like who, what, when, where, and how, as well as a visual 
aide of what the event is about and should be on posted on social media.

Teens (Ages 13-17) 



Millennials (Ages 18-30) 

Mike Millennial is a 23 year old recent graduate from Purdue 
University and an avid user of social media specifically Twitter, Instagram, 
Facebook and Snapchat. He finds himself checking his phone when he first 
wakes up, when he is on his lunch break and when he is falling asleep in bed. 
Mike attends service each weekend at Grace Lutheran Church, however  he 
is feeling disconnected regarding information about church events. He feels 
there are so many mixed messages and too many channels with unclear 
information. Mike receives lots of emails and text messages in a day, but he 
prefers to have these messages sent to his smartphone as constant reminders 
of events, to keep up with important news or to be knowledgeable things to 
know. He reads his messages quickly so he prefers the information to be 
smartphone friendly with succinct lists, direct information and appealing 
graphics to look at so that his attention is engaged.



David and Olivia Research have been a part of the Lafayette community for about 17 years 
now. Originally they were very involved in Grace Lutheran Church when the kids were 
younger but as soon as the three kids became teenagers, life got busy. The chaos that 
comes with balancing school, sports and other activities as a millennial family made it 
difficult for the Researchs to attend church regularly and restricted them from growing in 
their faith. Recently, the Research family decided they need to get back to their faith and 
started attending Grace Lutheran Church again. 

Families & Millennial Children  

The Research family tries their best to keep up with new technology and social trends, 
but typically stick to Facebook and email. David and Olivia usually check Facebook for 
announcements, events and news whenever they have free time. Usually their free time 
is early in the morning around 7 a.m., right when they wake up, or in the evenings after 
dinner time around 7 or 8 p.m. They check their email every day throughout the day 
whenever they have time. Occasionally, Olivia and David will post updates about their 
family using pictures or videos with short 
captions that are to the point. The Researchs are 
looking forward to getting involved with Grace 
Lutheran Church and have already liked the 
Facebook page. They are looking forward to 
seeing pictures and videos from Grace Lutheran 
events. Additionally, Olivia and David 
subscribed to Grace Lutheran’s email 
announcements.They are excited about the 
weekly email that will keep them in the loop 
with everything new at Grace Lutheran. 



Young Adult Profile Young Adults with Families
Amanda and Josh Child have just moved to the south Lafayette area from 
Chicago. One of the things they are looking the most forward to is settling down 
in a community where they can raise their little girl, Lucy. They both grew up in 
traditional Lutheran churches and look forward to reconnecting with their faith 
and new community in Grace Lutheran Church. 

The Childs enjoyed a fast-paced life before Lucy came along, and enjoyed 
keeping up to date with the newest technology and social media trends. Since 
becoming parents, their habits have dramatically changed. Josh rarely uses his 
social media platforms because he feels like it distracts from time with his new 
family. Amanda still gets on Facebook each day before Lucy wakes up usually 
around 6 am and once she goes to bed after 9 pm. She usually shares photos of 
Lucy, updates for her family members that live far away and interacts with her 
college friends who also have young children by posting statuses and 
commenting on others’ statuses. She belongs to a few Facebook groups for young 
mothers, where she frequently asks 
questions to receive advice and support. 

Amanda and Josh Child represent many 
new parents when it comes to their lifestyle
 and communication habits. They look for 
information and resources that support their
parenting endeavors,and are on social media
platforms when it does not distract from their family time. 



Eleanor Elder is a 76 year old married
woman who lives with her husband.
She has three children and six 
grandchildren. She has lived in Lafayette 
for over 30 years and is an active member 
of the community. She goes to Grace 
Lutheran Church every Sunday and 
frequently visits the local senior citizen 

community center. Eleanor has adopted Facebook as a communication 
medium but rarely finds herself using it to communicate with others in the 
community. When trying to find information that pertains to Eleanor, she 
uses the internet. A well structured website with clear information that is 
labeled helps to alleviate any confusion. She communicates through print 
and verbal announcements which update her within the community. 

Elders 65+

Eleanor currently participates in the senior bible study group and stays 
updated through communications given verbally and the printed 
handouts given after service and at the bible study groups. She likes to 
keep the printed handouts and transcribes them into her agenda, she also 
appreciates how easy it is to read the announcements because they aren’t 
crowded or printed with tiny text. An ongoing issue at her church is the 
lack of order when announcements are given, because people either talk 
too fast or not loud enough. She would prefer if one person gives the 
announcements loud and clear so she can remember them. She prefers 
simplicity and likes to maintain that throughout her life. 



Checkpoint Questions 

When seeking to check if your created material is being clearly communicated, ask 
yourself these five questions:  

● What is our purpose to create this material?

● Why are we choosing to create this material in this specific way? 

● How are we communicating our mission and values through this material?

● Who is the public or main audience this is attracting?

● Where is this material leading the congregation? Is it clear?  



THAN YOU!

You can contact us at:
mfinucan@purdue.edu  
Boiler Communication 

mailto:mfinucan@purude.edu
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