
APRIL 2016

BRANDING IDENTITY
GUIDELINES



i

 
 

1. Introduction

2. Brand Identity System

How to Use This Guide1      

Overview of Brand Elements2       
Visual System Color Palette3   
Our Logo: Name and Logo4       
Our Logo: Colors5       
Our Logo: Minimum Clear Space and Size6       
Our Logo: Incorrect Usage7       
Examples of Other Approved LifePark Ministry Logos8       
Tagline and Email Signature9       
Brand Architecture10       
Imagery11       
Imagery: What to Avoid12       
Grammar and Mechanics13       
Voice and Writing Style17       
Content Types19       
Additional Information20       
Notes21       



 
 

The LifePark brand identity system has been developed to accurately 
reflect our character and consistently express what makes us unique. 

This guide introduces the visual tools we use to build the LifePark 
brand: our logo, color palette, typography, imagery, and graphic 
devices. It provides simple and straightforward instructions on how 
to apply them in all print and digital communications.

It also helps us write clear and consistent content across ministry 
teams and marketing channels.

Please follow the standards in this document to ensure we keep the 
brand strong, reinforce a positive image, and contribute to the future 
of our brand reputation.

HOW TO USE THIS GUIDE



 

LifePark Color Palette 

 

 

 

Our visual identity system comprises 
the following elements:

Our most important means of identification, our 
logo, appears on all of our communications.

Consistent and focused use of our colors help 
support a unified brand image.

Imagery enables us to tell a complete story 
about the people we serve and how they 
benefit from our mission.

We use our graphic devices to highlight our 
key messages that support our mission and 
help them to stand out. Only use approved 
graphic devices. Use the text boxes and 
dividers to create breathing room in your 
publications. Breathing room, white space, 
and margins are all part of our visual brand.

We use horizontal and vertical rules on copy 
elements and information graphics to establish 
a visual hierarchy around complex data. Rules 
only appear in LifePark Green or LifePark Gray.

Thick Rules
Thick rules can help divide unrelated content 
areas, or provide a visual starting point for a 
particular passage.

Thin Rules
Thin rules help visually divide subsections and 
supporting elements within larger areas.

OVERVIEW OF BRAND ELEMENTS
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#66b464  RGB: 102, 180, 100
CMYK: 64, 6, 81, 0   

#2b2d2b  RGB: 43, 45, 43
CMYK: 71, 63, 65, 65   

#579e4a  RGB: 255, 255, 255
CMYK: 0, 0, 0, 0  

#494b4a  RGB: 73, 75, 74
CMYK: 67, 58, 58, 39   

#aaabab  RGB: 170, 171, 171
CMYK: 35, 28, 28, 0   

#f5f6f6  RGB: 245, 246, 246
CMYK: 3, 2, 2, 0   

“Owning” Our Colors
Think about the world’s most recognized 
brands: Coca Cola “owns” the color red; 
UPS “owns” brown; Tiffany & Co. owns its 
distinctive baby blue. LifePark has a unique 
opportunity to “own” LifePark Green.

Applied in a thoughtful and consistent
manner, color is a powerful tool that 
audiences associate with a brand, enabling 
us to build instant recognition. By owning 
our color we can differentiate ourselves, 
and stand out amongst many organizations 
competing for attention.

Color Proportion
Color proportion is all about how much 
“real estate” each color gets in a design 
space. Because our logo colors are mostly
bold, they compete with each other when 
used in equal proportions.

Use the visual proportions on this page 
to guide the balance of primary, secondary, 
and accent colors within a design space.

Keep in mind that it is not necessary 
or desirable to use the full range of 
the palette in every design.
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Color Consistency
Reproducing our logo consistently across 
all applications and mediums is vital. To 
help achieve this, color formulas have 
been provided for printing offset spot 
colors (PANTONE®), process colors (CMYK), 
and on-screen applications (RGB and HEX). 
Use the color formulas shown on this page 
when reproducing our logo.

Pantone/CMYK are for print.

RGB/ HEX are for digital applications.

VISUAL SYSTEM COLOR PALETTE



 
 

 

 

 

The LifePark logo is our most important visual 
asset. It is the unifying visual element that 
appears across all our communications. 
Consistent application of this logo is vital 
to building and reinforcing a cohesive 
brand image.

Our logo comprises two primary elements: 
the wordmark and the symbol. The only 
approved configuration of the logo is the 
one shown here, with the symbol to the left 
of the wordmark.

Never Separate the Elements
Our symbol and wordmark were designed to 
work together: the symbol provides context 
that enables understanding of the LifePark 
organization and mission. It also helps us 
achieve maximum visual impact.

It is critical that the logo (the combined 
wordmark and symbol) remains intact at 
all times. Never separate the elements: 
the wordmark must never appear without 
the symbol, and the symbol must never 
appear without our wordmark (unless  
given proper approval).

Only Use Approved Artwork
The LifePark logo should never be 
redrawn or re-created in any way. The 
wordmark and symbol share a fixed 
proportional relationship—never scale 
or reconfigure the elements. Only use 
approved electronic artwork.

Our Name
The first reference to LifePark should always 
use the entire name, “The Church at LifePark.” 
Any subsequent references to the church can 
be “LifePark.”
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OUR LOGO: NAME AND LOGO



 

Color is a powerful visual tool that helps us 
build consistent recognition of our brand. 

Preferred Full-Color Logos
On light backgrounds, the preferred version 
is our full-color logo.

On dark (or colored) backgrounds, the logo 
may be applied with a white logo.

Alternate Logo
The grayscale logo may only be applied
in print applications where full-color 
reproduction is not an available option. 
If you must use a two-color scheme, you 
must use the grayscale version. Never 
use the alternate logo when full-color 
reproduction is an available option.

Limited Use: Solid Black and Solid White
The solid black and solid white logos 
may be applied in limited situations 
where color or grayscale reproduction 
is not an available option (e.g., one-color 
applications, communications in conjunction 
with other ministries, jewelry, promotional 
items).

On light backgrounds, use the solid black 
logo (where full-color reproduction is not 
an available option). On dark backgrounds, 
use the solid white logo.

Color proportion is all about how much 
“real estate” each color gets in a design 
space. Because our logo colors are mostly
bold, they compete with each other when 
used in equal proportions.

Use the visual proportions on this page 
to guide the balance of primary, secondary, 
and accent colors within a design space.

Keep in mind that it is not necessary 
or desirable to use the full range of 
the palette in every design.

Preferred, reverse applications:
white logo (on dark backgrounds)

Preferred, light backgrounds: full-color

Alternate: Grayscale
This version may only be applied in print 
applications where full-color reproduction 
is not an available option

Limited Use: Solid Black 
This version may only be applied in 
limited situations where color or grayscale 
reproduction is not an available option

Color Consistency
Reproducing our logo consistently across 
all applications and mediums is vital. To 
help achieve this, color formulas have 
been provided for printing offset spot 
colors (PANTONE®), process colors (CMYK), 
and on-screen applications (RGB and HEX). 
Use the color formulas shown on this page 
when reproducing our logo.

Pantone/CMYK are for print.

RGB/ HEX are for digital applications.
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OUR LOGO: COLORS



 
 

  

Minimum Clear Space
Our logo requires appropriate “clear space” 
to achieve maximum visibility. We designate 
the immediate area surrounding our logo as 
clear space, which should remain free of other 
graphic elements such as headlines, text, 
imagery, and the outer edges of printed or 
online materials.

Minimum Size
To maintain legibility and reproductive 
ease, never reproduce our logo smaller 
than the sizes indicated below:

• Print applications: 1/2inch width
• On Screen Applications: 54-pixelwidth 
   (at 72 dpi resolution)

Minimum size, onscreen:
54-pixel width (at 72 dpi resolution)

Minimum size, print:
1/2 inch width
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OUR LOGO: MINIMUM CLEAR SPACE AND SIZE



 

 

 

 

CHARITY BAKE SALE
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Do not layer or create a shadow/
gradient of the logo

OUR LOGO: INCORRECT USAGE

Common Mistakes
The examples on this page demonstrate 
some common mistakes when applying 
our logo. Never modify the LifePark logo 
in any way and only use approved electronic 
artwork.
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EXAMPLES OF OTHER APPROVED LIFEPARK MINISTRY LOGOS



In text, email addresses should always be lowercase. 
Never hyphenate or underline. Never publish a personal email address 
or phone number. Always use your lifeparkmp.org email address. 
Example: joshua.gale@lifeparkmp.org (not Joshua.Gale@lifeparkmp.org)

Email Communication Director for Email Signature Logo Link
 
Logo Size Option: Medium
 
Link Logo to www.churchatlifepark.org
 
Signature Font: Sans Serif
 
Signature Name Font Size: Large, Bold
 
Email Content Size: Normal

REAL PEOPLE. REAL LIFE. REAL WORSHIP.

Never use any other tagline with the LifePark Logo.
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TAGLINE AND EMAIL SIGNATURE



 
 

 

 

 
 

Endorsed Brand 

 

“a ministry of The Church at LifePark”

“a resource of The Church at LifePark”
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BRAND ARCHITECTURE



Imagery plays a central role in communicating 
the LifePark brand. Imagery reinforces our 
mission, attributes, and personality, from 
passionate and dynamic to warm and 
inviting.

Imagery Style
Our imagery is designed to “capture a 
moment.” We depict culturally diverse 
groups of people experiencing Christ’s 
life-changing presence and opportunities 
to share Him with others. Images should 
appear natural, believable, and optimistic. 
Limit the use of “staged” or “posed” shots.

A mixture of color and grayscale imagery 
may be used.

Composition and Lighting
Our images are simple, without clutter or 
distracting visual elements. Our lighting style 
is natural and does not appear manipulated. 
We don’t use photo distortions, and don’t 
rely on artificial filters or techniques.

Converting Images to Grayscale
Frequently, imagery provided by LifePark 
staff and members is shot under many 
different conditions and varies in technique 
or quality. This unpredictable combination 
can make imagery feel unrelated or 
haphazard.

Converting images from color to grayscale can 
unify images by making them feel like they are 
part of a cohesive system. This technique can 
also improve images that have been shot in 
less controlled environments.

Note: The images shown on this page and 
throughout this document are stock images 
shown for illustrative purposes only. They are 
subject to terms of copyright protection. 
Rights must be licensed from the respective 
copyright holders prior to distribution.

Warm, inviting, and in the moment: our imagery depicts culturally diverse groups of people 
experiencing Christ’s life-changing presence and opportunities to share Him with others
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IMAGERY



 

 

 

 

 

 
 

 

 
 

 
 

STOCK
IMAGE

We never use images that are stereotypes 
or images that trivialize our mission. Avoid 
clichéd images—if we’ve seen it again and 
again, so have our audiences. Our goal is 
to embrace the spirit of authenticity.

Avoid Clichés
Overused inspirational stereotypes 
(e.g., beams of light or doves) should 
be avoided altogether.

Religious artifacts such as Bibles and
crosses should never be used as props. 
Instead, they must be integrated into 
true-to-life situations (e.g., students 
participating in a study group, or a cross 
displayed in the background). Never use 
photos of people impersonating Jesus. 

Imagery depicting people should never seem 
staged, posed, or forced. Instead, they should 
be candid and believable, like we’ve captured 
a brief moment in time.

When viewed as a whole, our imagery 
must be diverse in both gender and 
ethnicity. Avoid imagery that lacks 
diversity. Specific ministries will weight 
the balance of “age” appropriate to 
their audience.

Avoid Illustrations and Clip-art
We only use photographic imagery. 
Never use illustration or clip art.

Note: The images shown on this page and 
throughout this document are stock images 
shown for illustrative purposes only. They are 
subject to terms of copyright protection. 
Rights must be licensed from the respective 
copyright holders prior to distribution.

Do not rely on overused inspirational stereotypes Do not use religious artifacts or symbols as props; 
never use photos of people impersonating Jesus

Do not use images that appear staged or posed; imagery 
should be believable and give the impression that we’ve 
captured a moment

Do not use imagery that depicts an artificial sense of happiness 
or sentimentality; imagery should be realistic in its depiction

Do not use wordmarked images, blury/pixelated images, 
or images that are out of focus.

Do not use clip art or illustrations; only use photographic imagery
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IMAGERY: WHAT TO AVOID



 

 

 

 

 

 
 

 

 
 

 
 

GRAMMAR AND MECHANICS
Adhering to certain rules of grammar and mechanics helps 
us keep our writing clear and consistent. This section will 
lay out our house style, which applies to all of our content 
unless otherwise noted in this guide.

Abbreviations and Acronyms
If there’s a chance your reader won’t recognize an abbreviation or acronym, 
spell it out the first time you mention it. Then use the short version for all 
other references. If the abbreviation isn’t clearly related to the full version, 
specify in parentheses. When referring to the name of our church or ministry 
areas abbreviations should be avoided.

Active Voice
Use active voice. Avoid passive voice.

In active voice, the subject of the sentence does the action. In passive voice, 
the subject of the sentence has the action done to it.

Yes: Marti logged into the account.
No: The account was logged into by Marti.
Words like “was” and “by” may indicate that you’re writing in passive voice. 
Scan for these words and rework sentences where they appear.

Capitalization
We use a few different forms of capitalization. Title case capitalizes the first 
letter of every word except articles, prepositions, and conjunctions. Sentence 
case capitalizes the first letter of the first word. Avoid all caps, except for 
emphasis. It gives the impression of YELLING! Capitalize pronouns when 
referring to God. (Father, Holy Spirit, etc.)

When writing out an email address or website URL, use all lowercase.

joshua.gale@lifeparkmp.org, churchatlifepark.org

Don’t capitalize random words in the middle of sentences. Here are some 
words that we never capitalize in a sentence.

website, internet, online, email

Contractions
They’re great! They give your writing an informal, friendly tone. In most cases, 
use them as you see fit. Avoid them if you're writing content that will be 
translated for an international audience.

Emoji
Emoji are a fun way to add humor and visual interest to your writing, but use 
them infrequently and deliberately.

Numbers
Spell out a number when it begins a sentence. Otherwise, use the numeral. 
This includes ordinals, too.

Ten new employees started on Monday, and 12 start next week.
I ate 3 donuts at Coffee Hour.
Meg won 1st place in last year’s Walktober contest.
We hosted a group of 8th graders who are learning to code.
Numbers over three digits get commas:
999
1,000
150,000

Write out big numbers in full. Abbreviate them if there are space restraints, as 
in a tweet or a chart: 1k, 150k.

Dates
Spell out the day of the week and abbreviate the month, unless you’re just 
referring to the month or the month and the year.

Saturday, Jan. 24
Saturday, Jan. 24, 2015
January 2015

Decimals and Fractions
Spell out fractions.
Yes: two-thirds
No: 2/3

Use decimal points when a number can’t be easily written out as a fraction, 
like 1.375 or 47.2.

Percentages
Don’t use the % symbol. Spell out the word “percent.”

Ranges and Spans
Use a hyphen (-) to indicate a range or span of numbers.
It takes 20-30 days.
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GRAMMAR AND MECHANICS
Money
When writing about US currency, use the dollar sign before the amount. 
Include a decimal and number of cents if more than 0.
$20
$19.99

When writing about other currencies, follow the same symbol-amount format:
¥1
€1

Telephone Numbers
Use periods without spaces between numbers (no parentheses or dashes). 
Use a country code if your reader is in another country.
555.867.5309
+1.404.123.4567

Temperature
Use the degree symbol and the capital F abbreviation for Fahrenheit. 98°F

Time
Times should be written as am or pm/ AM or PM. Example: 6:00 pm, 6:00 PM, 
7:00 pm - 8:30 pm (not 7-8:30 pm or 7:00 p.m.) 12:00 pm (not 12 noon)

Use a hyphen between times to indicate a time period. 7:00 am - 10:30 pm
Leave space around the hyphens that separate the times. 

Abbreviate decades when referring to those within the past 100 years.
the 00s, the 90s

When referring to decades more than 100 years ago, be more specific:
the 1900s, the 1890s

Web
Use lowercase for all web addresses. When using in text, drop the “www” 
and italicize. Example: For more information, visit churchatlifepark.org.

PUNCTUATION
Apostrophes
The apostrophe’s most common use is making a word possessive. If the word 
already ends in an s and it’s singular, you also add an ‘s. If the word ends in an 
s and is plural, just add an apostrophe.

The donut thief ate Sam’s donut.
The donut thief ate Chris’s donut.
The donut thief ate the managers’ donuts.

Apostrophes can also be used to denote that you’ve dropped some letters 
from a word, usually for humor or emphasis. This is fine, but do it sparingly.

Colons
Use a colon (rather than an ellipses, em dash, or comma) to offset a list.

Erin ordered three kinds of donuts: glazed, chocolate, and pumpkin.
You can also use a colon to join two related phrases. If a complete sentence 
follows the colon, capitalize the first word.

I was faced with a dilemma: I wanted a donut, but I’d just eaten a bagel.

Commas
When writing a list, use the serial comma (also known as the Oxford comma).

Yes: David admires his parents, Oprah, and Justin Timberlake.
No: David admires his parents, Oprah and Justin Timberlake.
Otherwise, use common sense. If you’re unsure, read the sentence out loud. 
Where you find yourself taking a breath, use a comma.

Dashes and Hyphens
Use a hyphen (-) without spaces on either side to link words into single phrase, 
or to indicate a span or range.

first-time user
Monday-Friday
Use an em dash (—) without spaces on either side to offset an aside.

Use a true em dash, not hyphens (- or --).

Multivariate testing—just one of our new Pro features—can help you grow 
your business.

Austin thought Brad was the donut thief, but he was wrong—it was Lain
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GRAMMAR AND MECHANICS
Ellipses
Ellipses (...) can be used to indicate that you’re trailing off before the end of 
a thought. Use them sparingly. Don’t use them for emphasis or drama, and 
don’t use them in titles or headers.

Orphans/Widows
A widow is the last line or word of a paragraph printed by itself. An 
orphan is the first line or word of a paragraph printed by itself. These are 
errors.

Periods
Periods go inside quotation marks. They go outside parentheses when the 
parenthetical is part of a larger sentence, and inside parentheses when the 
parenthetical stands alone.

Christy said, “I ate a donut.” I ate a donut (and I ate a bagel, too).
I ate a donut and a bagel. (The donut was Sam’s.)

Question Marks
Question marks go inside quotation marks if they’re part of the quote. Like 
periods, they go outside parentheses when the parenthetical is part of a 
larger sentence, and inside parentheses when the parenthetical stands alone.

Exclamation Points
Use exclamation points sparingly, and never more than one at a time. 
They’re like high-fives: A well-timed one is great, but too many can be 
annoying. Exclamation points go inside quotation marks. Like periods and 
question marks, they go outside parentheses when the parenthetical is part 
of a larger sentence, and inside parentheses when the parenthetical stands 
alone. Never use exclamation points in failure messages or alerts. When in 
doubt, avoid!

Semicolons
Go easy on semicolons. They usually support long, complicated sentences 
that could easily be simplified. Try an em dash (—) instead, or simply start 
a new sentence.

Spacing
For the purpose of consistency, Leave one space between sentences, never 
two. Those who were taught to type on typewriters instead of computers 
learned the double-space rule. Because typewriter fonts were mono-
spaced—meaning each character took up the same horizontal space—
the resulting abundance of white space between letters on the page would 
make it harder to tell when a sentence ended. Even though it could be argued 
that double spacing is relevant and still used, we are choosing a single-spaced 
format. It will take some time to achieve this cohesive behavior, but it must 
happen for the consistency of our brand.

Quotation Marks
Use quotes to refer to words and letters, titles of short works (like articles and 
poems), and direct quotations.

Periods and commas go within quotation marks. Question marks within 
quotes follow logic—if the question mark is part of the quotation, it goes 
within. If you’re asking a question that ends with a quote, it goes outside the 
quote.

Use single quotation marks for quotes within quotes.

Who was it that said, “A fool and his donut are easily parted”?
Brad said, “A wise man once told me, ‘A fool and his donut are easily 
parted.’”

Ampersands
Don't use ampersands unless one is part of a company or brand name.

Ben and Dan
Ben & Jerry’s

PEOPLE, PLACES, AND THINGS
File extensions
When referring generally to a file extension type, use all uppercase without a 
period. Add a lowercase s to make plural.

GIF
PDF
HTML
JPGs

When referring to a specific file, the filename should be lowercase:
slowclap.gif
MCBenefits.pdf
ben-twitter-profile.jpg
ilovedonuts.html

Pronouns
If your subject’s gender is unknown or irrelevant, use “they,” “them,” and 
“their” as a singular pronoun. Use “he/him/his” and “she/her/her” pronouns 
as appropriate. Don’t use “one” as a pronoun.

Quotes
When quoting someone in a blog post or other publication, 
use the present tense.

“Attending LifePark has helped me grow,” says Jamie Smith.
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GRAMMAR AND MECHANICS
Names and Titles
The first time you mention a person in writing, refer to them by their first and 
last names. On all other mentions, refer to them by their first name.

Don’t capitalize the names of teams, departments, or individual job titles, at 
LifePark or other companies.

Don't refer to someone as a “ninja,” “rockstar,” or “wizard” unless they 
literally are one.

Ministry Specific Titles and Terms
The Church at LifePark or LifePark (not Life Park or LP)
Senior Pastor (not Lead Pastor, Founding Pastor, or CEO)
Noah’s Park (not NoahsPark) 
KidsPark (not Kid’s Park)
NextGen or The Next Generation
Students or Youth (not middle/high schoolers)
Preschool Environments (not classes)
Elementary Environments (not classes)
LifeGroups (not Life Groups or small groups)
Local Outreach (not local missions)
Communication Team (not communications)
Production Team
Creative Team
Facilities Team
Guest Services
Auditorium (not sanctuary)
Invite (not recruit)
Receive the offering (not take the offering)
Handout (not bulletin or program)

Schools
The first time you mention a school, college, or university in a piece of writing, 
refer to it by its full official name. On all other mentions, use its more common 
abbreviation.

Georgia Institute of Technology, Georgia Tech
Georgia State University, GSU

States, Cities, and Countries
Spell out all city and state names. Don’t abbreviate city names.

Per AP Style, all cities should be accompanied by their state, with the 
exception of: Atlanta, Baltimore, Boston, Chicago, Cincinnati, Cleveland, 
Dallas, Denver, Detroit, Honolulu, Houston, Indianapolis, Las Vegas, Los 
Angeles, Miami, Milwaukee, Minneapolis, New Orleans, New York, Oklahoma 
City, Philadelphia, Phoenix, Pittsburgh, St. Louis, Salt Lake City, San Antonio, 
San Diego, San Francisco, and Seattle.

On first mention, write out United States. On subsequent mentions, US is fine. 
The same rule applies to any other country or federation with a common 
abbreviation (European Union, EU; United Kingdom, UK).

Writing About Other Companies
Honor companies’ own names for themselves and their products. Go by 
what’s used on their official website.

iPad
YouTube
Yahoo!
Refer to a company or product as “it” (not “they”).

Slang and Jargon
Write in plain English. If you need to use a technical term, briefly define it so 
everyone can understand.

Text Formatting
Use italics to indicate the title of a long work (like a book, movie, or album) or 
to emphasize a word.

Dunston Checks In
Brandon really loves Dunston Checks In.

Left-align text, never center or right-aligned.

Our Name
The first reference to LifePark should always use the entire name, 
“The Church at LifePark.” Any subsequent references to the church 
can be “LifePark.”



 

 

 

 

 

 
 

 

 
 

 
 

VOICE & WRITING STYLE
CONTENT WRITING GUIDELINES (DOS AND DON’TS)

The first requirement for LifePark content is that it should be readily understandable. Clarity of writing usually follows clarity of thought. So think 
what you want to say, then say it as simply as possible. Use the following guidelines to ensure that content fits the preeminence-without-pretension 
personality:

DO be concise. While details add color, be mindful of length. Long blocks of text are difficult to read online and can convey pretension. Functional 
text on the site, such as navigation or page descriptions, should be brief. If it is possible to cut out a word, always cut it out.

DO be conversational. Write like you’re telling a story — not issuing a press release.

DO use the active, rather than the passive, voice to keep prose lively and interesting.

DO think like the audience (members, visitors, occasional attenders, students, parents, staff, etc.) to whom you’re speaking. Be mindful of each 
group’s different needs and demonstrate that you care. When talking to insider audiences, treat them as members of the LifePark family. Tap 
into your shared knowledge of LifePark. For new audiences, be clear, informative and reassuring when necessary.

DO your best to be lucid. Simple sentences help. Keep complicated constructions and gimmicks to a minimum.

DO use simple speech. Use the language of everyday speech, not that of spokesmen, lawyers or bureaucrats.

DON’T let pride come across as arrogance. When pointing out a measure of success, keep it honest and go easy on the superlatives.

DON’T use LifePark lingo/ churchy words and insider references with audiences who are not deeply connected with the church. 
For instance, spell out all acronyms and explain proprietary items such as the Big SIX.

DON’T use a Metaphor, simile or other figure of speech which you are used to seeing in print.

DON’T use a long word where a short one will do.

DON’T use the Passive where you can use the active.

DON’T use a foreign phrase, a scientific word or a Jargon word if you can think of an everyday English equivalent.

DON’T be stuffy.

DON’T be hectoring or arrogant. Those who disagree with you are not necessarily stupid or insane. Nobody needs to be described as silly: let 
your analysis show that he is. When you express opinions, do not simply make assertions. The aim is not just to tell readers what you think, but 
to persuade them; if you use arguments, reasoning and evidence, you may succeed. Go easy on the oughts and shoulds.

DON’T be too chatty. Surprise, surprise is more irritating than informative. So is Ho, ho and, in the middle of a sentence, wait for it, etc.

DON’T be too didactic. If too many sentences begin Compare, Consider, Expect, Imagine, Look at, Note, Prepare for, Remember or Take, 
readers will think they are reading a textbook (or, indeed, a style guide).
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VOICE & WRITING STYLE
CONTENT WRITING GOALS AND PRINCIPLES

With every piece of content we publish, we aim to:

Empower. Help people understand LifePark’s mission and values by using 
language that informs them and encourages them to follow Christ.

Respect. Treat readers with the respect they deserve. Put yourself in their 
shoes, and don’t patronize them. Remember that they have other things 
to do. Be considerate and inclusive. Don’t market at people; communicate 
with them.

Educate. Tell readers what they need to know, not just what we want to say. 
Give them the exact information they need, along with opportunities to learn 
more. Remember that you’re the expert, and readers don’t have access to 
everything you know.

Guide. Think of yourself as a tour guide for our members. Whether 
you’re leading them through our website, social media, emails, or 
educational materials, communicate in a friendly and helpful way.

Speak truth. Understand LifePark‘s place in our member’s lives. 
Avoid dramatic storytelling and grandiose claims. Focus on the
Gospel and the life that we have in Christ.

Be Useful. Before you start writing, ask yourself: What purpose does 
this serve? Who is going to read it? What do they need to know?

Value
A single misspelling can convey a lack of importance or value. Never 
trust your computer’s spell check function. Always have your letter or 
article proofread by a colleague. Double-check dates and days of the 
week with the official church calendar. Double-check accuracy on names 
and phone numbers.

CONTENT WRITING, VOICE AND TONE

One way we write empowering content is by being aware of our voice 
and our tone. This section explains the difference between voice and 
tone, and lays out the elements of each as they apply to LifePark. 

What’s the difference between voice and tone? Think of it this way: You 
have the same voice all the time, but your tone changes. You might use 
one tone when you're out to dinner with your closest friends, and a 
different tone when you're in a meeting with your boss.

Your tone also changes depending on the emotional state of the person 
you’re addressing. You wouldn’t want to use the same tone of voice with 
someone who’s scared or upset as you would with someone who’s 
laughing.

The same is true for LifePark. Our voice doesn’t change much from 
day to day, but our tone changes all the time.

VOICE

LifePark’s voice is human. It’s familiar, friendly, and straightforward. 
Our priority is to inspire, educate, and inform church goers. We want 
to interact with people without patronizing or confusing them.

TONE

LifePark’s tone is usually informal, but it’s always more important 
to be clear than entertaining. When you’re writing, consider the 
reader’s state of mind. Our members are busy parents, travelers, 
business owners, students, and volunteers. They are usually coming
from one thing and going to another. 
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CONTENT TYPES
Content at LifePark takes many forms. Here’s a rundown of the types of 
content we most often write, the functions they serve, and the teams that 
handle them.

SHORT
Social Media
What: Posts on Twitter, Facebook, Instagram, and LinkedIn that highlight blog 
posts, events, and more
Length: 20-30 words
Owner: Ministry Leaders who have social media permissions

Success Message
What: Short, encouraging message letting the user know they’ve 
accomplished something on the website. Usually, registrations.
Length: 5-20 words
Owner: Communication Director

Weekly Handouts
What: Sermon notes, What’s Happening, Pre-Printed Handout Sleeves
Length: 50-400 words
Owner: Senior Pastor, Administration Team, Communication Director

On Stage Announcements
What: What’s Happening, Connection Opportunities, Upcoming Events
Length: 200-400 words
Owner: Creative Director, Senior Pastor, Communication Director

MEDIUM
Job Listing
What: Short description of company, role, and candidate qualifications
Length: 75-100 words
Owner: Office Administrator

Marketing Website Copy
What: Messaging that markets our church
Length: 10-1,000 words
Owner: Communication Director

LONG
Blog Post
What: Informative articles about the church and devotionals
Length: 400-800 words
Owner: Ministry Leaders, Communication Director

Email Newsletter
What: Email campaigns that market our church and inform or empower our 
members
Length: 200-1000 words
Owner: Ministry Leaders, Communication Director

Internal and External Printed Documents
What: Content that appeals to, informs, or empowers our members, regular 
attenders, or staff. Important letters, information packets, or church records.
Length: 200-1000 words
Owner: Ministry Leaders, Communication Director

Invite Campagins
What: Engage current attenders in an invitation initiative that aligns with 
external ads. External ads promote a series/season specific website built 
by our communication team. Design ads and invite videos posted on social 
media and in external channels. 
Length: 10-1000 words
Owner: Ministry Leaders, Communication Director, Creative Team

Presentations
Be simple and clear, eliminating unnecessary or complicated content. Too 
much information can be just as dangerous as not enough. 

ProPresenter
Font: Avenir with the font and backgrounds having contrasting colors. In 
general, there should be no more than two fonts on the screen at a time.

Font Size: Use at least a font size of 36 or greater. The words should 
be legible, but content should not fill the entire screen

Font Location: Location of text should be centered (relative to the screen), 
left to right and top to bottom.

Capitalization and Punctuation: Only proper names of God are capitalized. 
Slides should be consistent with the sermon notes handout.

Spacing: Use 2-4 lines of text per screen, divide screens at breaks in the 
song, not necessarily ends of sentences. There should never be one or two 
words on a line. Each line should have approximately the same amount of 
words.  When repetition is understood, it is not necessary to repeat the 
same phrase on the screen.

Translation: Be sure to check Bible translation with the speaker. Sometimes, 
web content differs from text in the Bible. If a passage spans more than one 
side, include the entire reference on the bottom of each slide.
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