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This book serves as the guide by which we communicate the mission and values of

Central Peninsula Church with a single voice through our various channels, including

print, photography, video, and the online space. A consistent approach to these

principles will facilitate the goal of the church to make and mature more followers of

Christ.

The purpose of Central Peninsula Church Communications is to tell the stories and create

the calls to action through which Central Peninsula Church invites people to find and

mature in their faith. 

Our job is to take the complex and make it simple and take the simple and make it

compelling.

OVERVIEW



Central Peninsula Church began in 1967 with a few

families from Peninsula Bible Church in Palo Alto

who had the vision to plant a church farther up the

Peninsula. Their mission then and our mission now is

to make and mature more followers of Jesus Christ. 

ABOUT CENTRAL
PENINSULA
CHURCH
The History of Our Church



In 1965, six families in the mid-peninsula of the San Francisco Bay Area were commuting to Peninsula

Bible Church (PBC) in Palo Alto. Desiring to have an impact closer to home, they were encouraged

by the leadership at PBC to start meeting in a home bible study on Sunday nights with the goal of

eventually starting a church that would penetrate the mid-peninsula with the Gospel. These families

and others met for a couple of years with a pastor from PBC frequently coming up to teach. The

group grew until they decided to start Sunday morning services at the College of San Mateo in late

1967. In these early years, CPC was led by several pastors, including Russ Llewellyn, Tom Edwards,

and Steve Farrar.

For several years CPC had a nomadic history. After meeting at the College of San Mateo, CPC met at

the Hillsdale Inn, Foster City Civic Center, Foster City Recreation Center, and two different stints at

Bowditch Middle School. This fact highlights a deeply ingrained value at CPC. We firmly believe that

the church consists not of a building, but of people. Thus, the work of the church is to reach and

build people rather than buildings. Nevertheless, CPC realized years ago that the day would come

when it would be simply too large and too impractical to continue meeting in rented facilities. With

this in mind, in the early seventies, CPC bought a two-acre parcel of land for $50,000 on the corner

of Catamaran and Shell in Foster City. 

It wasn’t until 1986, under the leadership of Pastor Jeff Farrar, that we broke ground. We completed

Phase One of our current building, consisting primarily of offices. It was at this time in December of

1986 that Mark Mitchell joined Farrar on the pastoral staff. 



We continued to meet on Sunday mornings at Bowditch while Phase Two was being completed,

consisting of a Multipurpose Room and classrooms for children and youth ministries. In 1988, we held

our first Sunday services with about 350 people meeting in two services in the Multipurpose Room. 

CPC continued to grow over the next few years. Jeff Farrar stepped down because of health reasons

and Mark Mitchell became the Lead Pastor in 1998. As CPC continued to grow, plans began for the

completion of Phase Three of our building, which would consist of a new auditorium for worship, a

parking garage, and additional classrooms. CPCers generously gave to support this project. John

Murray joined our pastoral staff and led a team in completing Phase Three in 2001. CPC now was

able to seat 700 people, and it wasn’t long before we were experiencing a full house for worship in

two services on Sunday mornings.

Besides our staff and elders, countless volunteers have contributed to what CPC is today. This fact

highlights another important value to which we hold. We believe that the work of the ministry

belongs to all the people of God rather than a few paid professionals. There were times in the early

years when we were all together without any paid pastors. It was in these times that God chose to

deepen our Body by calling out men and women to use their gifts to build up the church. Community

Groups were formed to allow for relationships to be built in an informal setting where ministry by all

the saints could be encouraged.

Since the early days of meeting for worship in living rooms and civic centers, we have experienced

seasons of numerical growth as a Body, as well as seasons where the Lord seemed to enlarge us in 



other ways. Though CPC has always been careful not to focus on numbers, we have always taken

seriously our call to reach out to the community: to both make and mature more followers of Christ.

Our Higher Power Ministry was started in 1992 to reach out to addicts and alcoholics. Within a few

short years, hundreds of recovering addicts and alcoholics were a part of the CPC family. Steve

Aurell, a former heroin addict who had spent much of his adult life in prison, joined our staff to

oversee this growing ministry. Our Love Works ministry, in which we canceled Sunday morning

services, allowed us to serve our community in a variety of practical ways. Our Women’s Bible Study,

MOPS, Young Adults, and Men’s Fraternity Ministries grew to include hundreds of men and women

seeking to grow in their faith.

As we continued to grow as a church, we soon realized we were outgrowing our new facility, even

with a third service. It was in 2004 that we envisioned the possibility of expanding through starting

additional campuses of CPC in what we called Vision 2010. We hired Rob Hall to be our first Campus

Pastor and our North Campus began meeting at Mills High School in Millbrae. Four years later we

hired Shawn Peterson to start our South Campus in Redwood City at Temple Beth Jacob. As we

grew, it was important to add a campus pastor to the Foster City Campus. Foster City hired Neal

Benson as its first campus pastor in 2012. Within eight years our North Campus was one of the

largest churches on the North Peninsula with nearly 1,000 in attendance on Sunday mornings. 

After four years, Dominic Rivera became our South Campus Pastor and the South Campus began

meeting at the Fox Theatre in downtown Redwood City. 

 



In 2017 our North Campus became its own independent church and CPC planted New North Church.

In March of 2020, the world changed overnight as the COVID–19 pandemic hit the Bay Area. For the

first time in our history, we had to stop meeting in person and move Sunday Services and midweek

services online. The whole world had shut down and we were given "stay-at-home" orders for six

weeks. At the beginning of the pandemic, we thought this would last for about six to eight weeks. It

was another opportunity to remind people that the church wasn't a building as we worshiped

together in our homes. Six weeks turned into six months. Six months turned into 18 months of

staying at home and limited interaction with people. In March of 2021, we reopened our doors for in-

person worship. As the pandemic has raged on, CPC embraced the "hybrid" model of ministry by

meeting in person and online. During this time we have moved from two campuses to one campus.

The pandemic has challenged how we do ministry and has made us innovate. At the writing of this

booklet, we are still in the pandemic (January 2022) hoping and praying that we move into an

endemic. 

In July of 2021 Dr. Mark Mitchell after 35 years at CPC, stepped down as our Lead Pastor to start the

Bay Area School of Ministry. Kevin Sneed was named as our Lead Pastor and is leading CPC into a

new era. 

As we look at our past, we are struck by God’s faithfulness and are encouraged to move forward. He

has chosen to build this church and we are confident that, as we trust in Him, He will continue to use

us to advance His kingdom and bring glory to Jesus Christ. 



OUR VISIONOUR MISSION

Our vision is to be transformed people

transforming the Peninsula.

Our mission is to make and mature

more followers of Christ.

WHO WE ARE



CPC's CORE VALUES 

Worship
Community

Grace

Bible
EvangelismEvangelism

Leadership 

of Elders



We are a community of teachable team players who are seeking to demonstrate our

commitment to God and one another through our integrity and genuine relationships.

STAFF VALUES



We live humbly, knowing that we are fallible and need each other to do our best.

TEACHABLE

Matthew 20:25-28 Jesus called them together and said, “You know that the rulers of

the Gentiles lord it over them, and their high officials exercise authority over them.

Not so with you. Instead, whoever wants to become great among you must be your

servant, and whoever wants to be first must be your slave—just as the Son of Man

did not come to be served, but to serve, and to give his life as a ransom for many.”



We value servant leadership, wholeheartedly working alongside each other as equals

before the Lord.

TEAM PLAYERS

1 Corinthians 12:18, 21-22, 24b

 . . . God has placed the parts in the body, every one of them, just as he wanted them to

be. . . The eye cannot say to the hand, “I don’t need you!” And the head cannot say to

the feet, “I don’t need you!” On the contrary, those parts of the body that seem to be

weaker are indispensable. . . But God has put the body together, giving greater honor to

the parts that lacked it,



We can be counted on to do what is right, even when that requires doing the hard

thing.

INTEGRITY

Colossians 3:23 Whatever you do, work at it with all your heart, as working for the Lord,

not for human masters...

Luke 16:10 Whoever can be trusted with very little can also be trusted with much, and

whoever is dishonest with very little will also be dishonest with much. 



We strive for unity as brothers and sisters in Christ, caring for one another as Christ has

cared for us. 

GENUINE RELATIONSHIPS

1 Corinthians 12:25-27

There should be no division in the body, but that its parts should have equal concern for

each other. If one part suffers, every part suffers with it; if one part is honored, every part

rejoices with it. Now you are the body of Christ, and each one of you is a part of it.



A brand is not a veneer you apply to make something pretty. A brand begins to exist when you

have something to offer the world; it’s a promise of what to expect. Great brands are

trustworthy. They keep their promises.

People make brands with a shared philosophy. They shepherd the brand’s development as the

brand’s heart, head, eyes, hands, ears, and voice. Every brand touchpoint is a message, action,

print, piece, website, person, email, phone call, sign, environment, experience, etc. Everyone (and

by that, we mean everyone) who affects any brand touchpoint is responsible for ensuring its

values remain intact. YOU are a brand handler.

Brand handlers need help. The Communications Ministry is the brand “advocate.” The

Communications Team organizes the brand essentials, so the “handlers” have what they need.

BRAND 101



A group of people with a clear understanding of what a brand is and does can create great

work easily. Decisions are made and materials come together readily when everyone on the

team collaborates to give it form. You, me, we are that group of people.

1. Your job is more about eliciting the right response than it is about sending the right message.

2. We want to take the complex and make it simple and take the simple and make it

compelling.

3. Your commitment to effective communication comes from a level of self-awareness that is

more of an attitude than a skill. It comes not from technique, but from being genuinely

interested in what really matters to the other person.

BRAND 102



BRAND 102

Not This But This 
•publicize
•control
•promote
•censor
•capture
•innundate

•connect
•cultivate
•personalize
•coach
•liberate
•cohesive

It is helpful to know what we aim to communicate and what we want to avoid. Use these words

as guidelines as you think through your own communications.



What is a brand pillar? Brand Pillars are the foundational ideas that should be continually

expressed in all conversations and content to accurately portray our identity. To put it simply,

it's how we talk about ourselves.

•We engage in our community.

•We foster deep relationships.

•We share practical support.

•We value every contribution.

•We invest in the next generation.

•We depend on God's Word. 

BRAND PILLARS OF CPC 



What is a brand promise? A Brand Promise is the key point of value we should continually

reinforce as promised outcomes at CPC.

•All are welcome, no matter what

•Real life, together

•Be known. Make a difference.

•Pursuing our purpose, together

 

BRAND PROMISES OF CPC



THE
CENTRAL

PENINSULA
CHURCH

LOGO



Our logo is a reflection of our mission statement to "make and mature more

followers of Christ." The image itself represents both the individuality of CPC as

a fingerprint, and the ripple effect that studying God's word, growing in faith,

and deepening our community has on the world around us.

OUR LOGO TODAY
Inspiration and Backstory



LOGO EVOLUTION

mid '80s–late '90s 2001–2007 2008–2016 2017 and 
beyond



LOGO VARIATIONS

Wordmark Icon



BRANDMARK AND SYMBOL

Primary Brandmark Primary Brandmark Reversed Primary Brandmark One Color 

Symbol Symbol Reversed Symbol One Color



LOGO DO'S
Spacing

Minimum Size

Minimum width .75" Minimum width .25"

Give the wordmark and the icon "room to breath."



LOGO DONT'S
Change logo color Crop logo Add effects to

logo

Rotate the logo

CENTRAL
PENINSULA
CHURCH

Altered elements and

unapproved typography

Unapproved colors Competing colors Stretch or condensed



THE CPC COLOR PALLETE

#034437

Skyline Blvd.
Green 

#00BBB3

Lagoon Teal

#3D3934

Shore Pebble
Charcoal

#EE7523

CA Poppy
Orange

#F7D44B

Sunrise
Yellow

#DADFE1

Karl the Fog
Grey



COLOR STORIES
CPC logo colors reflect the colors you see every day on the Peninsula—

from the beautiful greens and blues of the Bay to the dark greens of the

trees and mountains of the Peninsula, to the yellows and oranges we

experience at sunrise and sunset.

#034437

Skyline Blvd
Green

#00BBB3

Lagoon Teal

#3D3934

Shore Pebble
Charcoal



COLOR STORIES

#EE7523

CA Poppy
Orange

#F7D44B

Sunrise Yellow

#DADFE1

Karl the Fog
Grey



COLOR UTILIZATION

General Guide

Skyline green, lagoon teal,

and shoreline charcoal are

considered our primary

colors. Utilize these colors

most often.

Ministry Specific Variants

Specific ministries utilize

specific colorways. Please

refer to the next page or the

Communications team for

specifics.

Black and White

Sometimes it's best to use

our logos in black and

white, especially when it

comes to flyers or social

media posts.



EXAMPLES



PROPORTION

This is the size of elements in relation to one
another. Proportion signals what elements
are important in a design. Larger indicates
more importance, smaller indicates less.

BALANCE

Every element you place on a page has weight.
That weight comes from color, size, and
texture. The way these elements are laid out
should create a feeling of balance.

SIZING

The size of your text is critical for
readability. The easier something is to read,
the more likely someone will take the time
to read it.

SPACING

The right spacing can give the image or text
enough room to breathe. It gives the eyes
room to rest. It is a crucial part of bringing
balance to an image or text.

THE BASIC STYLE GUIDE



Our CPC Font is Gotham in all its various widths. The key to Gotham is its readability,

meaning it's easy on the eye. Anything that goes out in print to our body should be in

Gotham Font in its various forms. 

•The type should be appropriate to the piece and the audience. 

•Using bold type for headings and highlights draws the reader in and creates visual

interest. The body of your text should never be all bold. 

•Body copy that is clear and easily read is important for communicating your message.

•When using type on top of images, be sure there is enough contrast between the

image and the type to ensure readability.

Never expand or condense the characters of the typeface.

When setting bold or italic type, use the bold or italic face of the font rather than the B

or I commands in the software.

FONT AND TEXT



 

FONT AND TEXT

Aa Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll

Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv

Ww Xx Yy Zz 1 2 3 4 5 6 7 8 9 0

Gotham 

Gotham Thin

Gotham Book

Gotham Bold

Gotham Extra Light

Gotham Medium 
Gotham Ultra 

Gotham Regular

Gotham Italic
Gotham Black 



For small pieces of text in emails, Google Docs, and the web, we use Helvetica.

FONT AND TEXT

Aa Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy
Zz 1 2 3 4 5 6 7 8 9 0

Helvetica



For slide decks, you should use either Gotham or CMG Sans. 

You can download all of these fonts at cpc.org/communications.

FONT AND TEXT

Aa Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww
Xx Yy Zz 1 2 3 4 5 6 7 8 9 0

CMG Sans



WRITING STYLE GUIDE
Maintaining consistency in our communication brings cohesiveness to all that

we say. This style guide will help you in the process of delivering your

message from CPC.

affect/effect 

Do not use in place of “at” except in email addresses. 

Always write in lowercase and without periods and one space after the

numeral 

Avoid when room allows. 

1005 Shell Boulevard, Foster City, CA 94404 

Each is a verb and a noun. In practice, however, affect is used most 

often as a verb and usually means to influence or change: Many 

drugs affect the nervous system. Effect is used most often as a 

noun and means a result or outcome: Many drugs have serious 

effects on the nervous system.

@

abbreviations

address

am, pm



ampersand (&)

 

apostrophes

 

commas

 

 

 

 

 

 
courtesy title

 
 
 

capitalization

 

acronyms

 

 

Avoid using in body text unless part of a proper name. 

 

Never use an apostrophe to make a name plural! 

•Use the Oxford Comma: He is studying math, English, and history. 

•Set off appositives: Jack, Lucy’s son, is today’s speaker. 

•Use a comma to connect two independent clauses of a compound

sentence (preceding the conjunctions: and, but, or, nor, for, so, and

yet), as in: The semester is finally over, and now I can go home.

Use appropriate titles such as Mr., Mrs., Miss, and Ms. 

Use all capitals in headlines, not in the body of your text. Thanks to

text messaging all capitalizations mean you are yelling at your

audience. 

Acronyms can be seen as insider language, make sure to spell out

acronyms to anything going out into the community. 



dash

 

 

 

 

 

 

 

 

 

 

desperate or

encouraging? 

 

 

•En dash ( – ): The en dash is commonly used to indicate a closed 

range of values, such as those between dates, times, or numbers: 

1961–1965; March–June 1991; John 15:1–7. To create an en dash, hold the

option key while typing a hyphen.

•Em dash (—): Use to indicate a sudden break to inject explanatory or

qualifying material into a sentence. Do not insert spaces before and 

after the dash: The people—those who were most interested—made a 

special effort to attend the meeting. To create an em dash, hold 

shift + option + - . 

When we have a ministry need, encourage the body to serve and find

the blessing in it. Use terms such as “Opportunity to serve,” 

“Get connected through service,” or “Find your place...” rather than 

“Help Wanted,” or “We need you"



dates/days/

months 

 

 

 

 

 

 

 

 

 

 

 

 

 

•Capitalize and spell out months and days of the week, except in 

tabular formats, and then use the first three letters but no period, 

e.g., Feb, Apr (If the design calls for it, lowercase may be acceptable.)

•Never use a comma between month and year when a specific day is 

not mentioned: April 2011. The same is true for seasons: Fall 2010. 

A comma should follow the year when a specific date is mentioned in 

the middle of a sentence: February 8, 2009, was the date of the party. 

•Do not use on with dates unless its absence would lead to confusion: 

The Seniors Dinner is December 15, NOT the Seniors Dinner is on 

December 15. 

•To indicate sequences or inclusive dates or times, use an en dash (–)

instead of “to:” Apply here May 7–9, 8 am–4 pm.

•Do not use st, rd, or th with dates: May 14, NOT May 14th. 



email 

electronic

addresses

 

flyer

 

noon/midnight

 

 

 

 

numbers

 

 

One word, no hyphen, lowercase e. 

Internet, web, and email addresses should be written all lowercase. 

Example: cpc.org (It is not necessary to include http://www.) 

This is the spelling when referring to an advertisement.

Generally, when written alone, use noon instead of 12 pm, and midnight

instead of 12 am. Do not precede either construction with the numeral 

twelve: NOT 12 noon. If written as part of a time range, use the number

twelve: 12–1 pm. 

•Sentences: Generally, spell out whole numerals below ten; use figures 

  for 10 and above unless a whole number is at the beginning of a

  Always spell out the number at the beginning sentences.

•Ordinals: Spell out first through ninth and use figures for 10th and 

  above.

• Do not use ordinal numbers for dates, e.g., April 14, NOT April 14th



numbers

 

 

 

 

 

 

 

 

parentheses

•Fractions: Use a hyphen when fractions are expressed in words 

and use numbers for mixed numbers. Example: In the survey, 

one-third of the respondents gave a score of 4½ or better.

•Ranges can be expressed in two ways: with an en dash (300–400) 

or with the words from and to (from 300 to 400), but not 

from 300-400.

•Ratios: Should be spelled out with hyphens and no spaces. 

Example: Don used a ratio of two-to-one, whereas a five-to-three 

ratio was used by Tim. 

Always place a period inside parentheses or brackets when the

parenthetical matter is an independent sentence forming no part 

of the preceding sentence; otherwise, place the period outside the

parentheses or brackets: There was no reaction. (The woman 

could barely hear.) Buy a vehicle (car, truck, or boat).



phone numbers

 

 

 

Use a period after the area code and a period after the prefix: 

650.349.1132. 

•The period and comma always go inside the quotation marks: 
He said, “I’m leaving.” OR “I’m leaving,” he said. 

•The dash, semicolon, question mark, and exclamation point go 

inside the quotation marks only when they apply to the quoted 

matter: Phillip asked, “Do you need this book?” and 

Did Dr. Lim say, “You must work harder”? and Dole described the

experiment as “a step forward”; other scientists disagreed.

Use a colon between the numbers of a scripture reference. 

James 1:22

Space once after punctuation marks at the end of a sentence.

Most documents that go out to the body, should be single-spaced.

quotation marks
and punctuation

scripture
reference

spacing



EMAIL ETIQUETTE

RESPOND
PROMPTLY

Answer within 24 hours. If

you don't hear from

someone, don't hesitate to

follow up.

01
PROOFREAD 
OFTEN

Always double check what

you write. It never hurts to

have a second pair of eyes

to read through it to check

for typos, phrasing, and

clarity.

02
LESS 
IS MORE

If the email is too long,

people are less likely to read

it. Keep it short and sweet.

03



EMAIL AND SLACK
Official staff email addresses should consist of the person's first name initial

and last name. In the event of staff members with the same first initial and last

name, the newest staff member will use their first name and initial of their last

name. 

In the case of Mark Mitchell and McKenna Mitchell, email addresses would

look like this: mmitchell@cpc.org and mckennam@cpc.org

Slack usernames should be your first and last name. You should not use a 

nickname or a short name. Slack response times should happen before the end

of the office hour day. Put yourself on "away" on your day off so people know you 

are on sabbath.

Your official email address ends in cpc.org NOT cpcweb.org. 



COMMS COMMANDMENTS
These are some very important do's and dont's for visual communication at CPC. 

Key Practices 

 

•Thou shalt not pull random images from Google and use them in

slides, print, or social media. Use sites like unsplash.com where you can

use images legally.

•Thou shalt not take photos of minors without parental consent.

•Thou shalt credit photographers wherever possible if those photos

are not the original property of CPC.

•Thou shalt use quality images that are clear and not pixelated.

•Thou shalt not use the fonts Comic Sans or Papyrus. Delete them

from your computer!

•Thou shalt not use cartoons or illustrations of people.

•Thou shalt use images of CPCers on our website, advertising, and

special pieces.

•Thou shalt honor thy whitespace.

•Thou shalt be consistent which leads to trust. 



PHOTOGRAPHY
Every image tells a story. It's important that the stories we tell communicate

our brand principles.

Key Practices 

 

•Shoot in natural light whenever possible. 

•Capture a wide variety of angles and views, both vertically and

horizontally. 

•Capture scope, but also draw attention to details. Include shots

containing empty space for text. 

•Show relationship through action. Capture outburst of emotion—

laughter, surprise, or joy. 

•When focusing on one subject, capture the emotion (faces, not

hands)

•Capture authentic moments of connection between people.

•Show diversity in age, gender, and ethnicity.

•Engage the viewer as a participant, not an observer.

•Depict real people, living real moments—avoid staged scenes or 

stiff poses.



PHOTOGRAPHY
Editing Images

Key Practices 

 

•Provide a consistent look across a wide range of images and settings.

•The CPC Look is when colors are vibrant and strong. 

•Connect with the Comms Pastor for Lightroom settings.





VIDEOGRAPHY
Video is yet another important way to help communicate God's word and the

stories of the people within CPC's community. Here are some guidelines to

ensure that video communication is clear and cohesive.

Key Practices 

 

•Shoot in natural light whenever possible. 

•When shooting B-Roll, think sequentially. Use the order to tell the story.

•When focusing on one subject, capture the emotion (faces, not hands) 

•Capture authentic moments of connection between people.

•Minimize distractions as much as possible. We want to be able to give

  our full attention to the subject.

•Make sure the audio is as clear as possible with little background noise.

•Make sure your subject is in focus.



SOCIAL MEDIA
So much of our community interactions happen on social media. Social media can

be a minefield, but it is also a tool for deeper connection. Use these guidelines to

help you decide on the best way to represent CPC on your personal and CPC social

accounts.

All CPC social media accounts are to be approved and set up by the
Communications Department. 



SOCIAL MEDIA DO'S
Use hashtags! Common ones are #cpc, #cpckids, event specific hashtags that

include the date. Keep it to 3-5 hashtags per social media post.

Post once a day, two to three times a week. Social media is not a "one–way

street."

Respond within 24 hours, and be wise with that response.

Represent God: Your posts reflect CPC and reflect Christ. Express opinions that

are clear, loving, and logical when engaging with others. Be sure to link to official

sources.

DO

DO

DO

DO



SOCIAL MEDIA DO'S

Share CPC posts! Tag CPC in your ministry accounts.

Attend training for your ministry group.

New account? Put together your strategy. Meet with the Comms Pastor and

present your strategy. If approved, the Comms Department will set up your

account and add you as an admin for your page/group and give you a password. 

DO

DO

DO



SOCIAL MEDIA DONT'S

Go dormant: You lose potential people interested in CPC as well as the chance

to help people in need.

React! Particularly to negative comments and trolls. Contact the Pastor of

Communications with comments that need to be moderated.

Use Christianese to respond to messages/comments or in posts. Instead, use

our values as part of your language intentionally.

Engage in politics. Why? We pursue a bigger mission. You represent more than

yourself. Your service is broader than your political views.

DON'T

DON'T

DON'T

DON'T



SOCIAL MEDIA DONT'S

Legally, you are responsible for anything you post. Obtain permission before

posting photos, copyrighted material, and if you serve minors, make sure to

know the COPPA Laws.

Interns, residents, volunteers, and third parties should not manage social

accounts. 

Open a social account without talking with the Comms Pastor. 

DON'T

DON'T

DON'T



THE SLIDE GUIDE

FONT 
CHOICE

You should use either

Gotham or CMG Sans for

your font on your slides.

This will keep your slides

looking clean, professional,

and cohesive. 

01
READABILITY
TRUMPS STYLE

Don't sacrifice the readability

of your text or lyrics because

of an artistic or creative

choice. If what you are trying

to communicate is unreadable,

your message will be lost. 

02
LESS 
IS MORE

If there's too much text on a

slide, people are less likely

to read it. Keep it short and

sweet! Four lines per slide is

the standard.

03



SLIDES

Most people like to cram their slides with every thought they have. What they don't

realize is that people's brains can't process what is on a slide and what you are

saying at the same time. You risk losing your audience as they concentrate on the

info on your slide. Your slides should complement what you are saying, not

compete with it! Watch an Apple Keynote. Notice what they highlight in their

presentation. Their slides are clean and highlight their main points. They always

compliment what the speaker is presenting.

When presenting for or at CPC, use the branded CPC slide decks, which you can

download at cpc.org/communications. (For the fonts and slide decks enter

66books as the password.) 



SLIDES
Below are some simple best practices to make your slides sizzle!

Font Size: Ideally you want to choose a font size that is comfortably legible when

viewed from the back of the auditorium. Usually somewhere between 50-85.

Font Color: You should use white text on a dark background or black text on a

light background.

Lines: For lyric slides, you should use two to four lines of text. For presentation

slides, try to keep it to four lines of text for easy readability. At no time should

you EVER put a box around your text!

White Space: White space is like breathing room for your eyes. It is the space

between elements that your eyes will pass over to find important information like

text or graphics.



SLIDES
Below are some simple best practices to make your slides sizzle!

Alignment: For lyric slides, you should use a centered alignment for the text. For

presentation slides, you should use a left horizontal alignment. This makes it easy

for readers to find the next line of text. 

Punctuation: The most common punctuation practice is to eliminate everything

that is unnecessary and only keep the bare essentials unless it's a quote or a

passage of scripture.

Images: Use images sparingly through your message. People will lose interest if

your whole presentation is filled with them. Using high-quality images is a must!

A blurry or low-resolution photo will cause distraction. If an image is blurry on

your computer screen, it will look worse on a large screen. And remember, thou

shalt not steal images from Google! 



SLIDES
Below are some simple best practices to make your slides sizzle!

Capitalization: (sermon slides) In a heading, the first letter of each word may be

capitalized. In a statement or a sermon point, the first letter of the first word

should be the ONLY word capitalized. (worship lyrics) Using all caps can be

beneficial with worship lyrics, but avoid using more than two lines, to keep your

slides from looking crowded. 

Widows and Orphans: When a line of text is too long for the space provided, the

last word on the line will get pushed to a new line with a single word. This is

called an orphan and is unappealing in slide design. Even worse is a widow. This

is when a single word or line of text gets pushed to a new slide and is left all by

itself. 

Less Is More: You don't need a slide for everything you want to say. Remember,
slides are there to enhance what you are saying. 



SLIDES
Below are some examples of what to do and don't do with your slides. 

Capitalization Widow Orphan



SLIDES
Below are some examples of what to do and don't do with your slides. 

Boxes Titles Font Color



SLIDES
Below are some examples of what to do and don't do with your slides. 

Images White Space



COMMS STRATEGY

NO 
BULLHORNS

Ministries will not

compete with one

another by shouting

at the top of their

lungs to get people's

attention.  

01
TIERED
COMMUNICATION

Each ministry has different

needs. Don't expect to get

communication for your event

on every channel we have.  

02
THE 
FOUR E'S

Our communications will

be clear, concise,  and

consistent through what

we call the four E's. Our

communications will

engage, edify, educate

and empower. 

03
WE ARE A
BRANDED HOUSE

To keep things unified, we

are branded house, not a

house of brands. That

means all ministries fall

under the "CPC Brand" not

their own individual brand. 
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COMMS BEST PRACTICES
Platform Announcements: "That verbal changed my life!," no one ever said!

Verbals from the platform are reserved for mission/vision, all church

initiatives, and events that reach 80% of the body. The best verbal is "word of

mouth" from people involved in your ministry. The personal invite will always

trump an announcement from the platform.  

Mass emails: Mass emails should be scheduled through the comms ministry if

they go out to more than 300 people. Ministry-specific emails should NEVER

be sent on a Thursday, that is reserved for the CPC Newsletter. Emails should

use the "four E's" with a clear call to action. 

Website: Our website is geared towards guests. Everything a guest needs to know

about CPC is on the front page. We do NOT use stock photography, but pictures

of our people so guests can get a feel for who we are, how we dress, and how they

can get connected. Ministries have their own page, so keep that current! Because we 

are a branded house, ministries do not have their own websites. 



COMMS BEST PRACTICES 
Social Media: Social media is the pathway to our website. Our social media

channels give an "inside look" into CPC. We use our social media to connect

with others, offer encouraging posts, as well as have some fun. It is NOT used

for advertising events. Our ultimate goal is to stop the scroll and have people

engage with us. 

Crisis Communication: Ministries should never handle crisis communication.

The Comms Team is prepared for just about any crisis a church can have:

death of a staff member, moral failure, hiring and firings, pandemics, tragic

accidents, child abuse, etc. Crisis communication is in partnership with the

Comms Team, Lead Team, and Elders. 

CPC Swag: Any ministry needing swag should go through the Comms Team. We

have a variety of vendors. Our goal is to work with you as you use the CPC Logo

on products.  



COMMS BEST PRACTICES

Comms Team Responsibilities: The Comms Team intersects with just about

everything at CPC. To make it simple, EVERYTHING you click, see, hear, or

touch comes through the Comms Team. Instead of thinking of us as a last

resort, start with us. We can move you in the right direction, with the best

tools, and information on CPC practices.  

CPC Communications Web Page: You can find all kinds of information on the

CPC Communications web page. That is where you should start when it comes 

to events, reorders, the website, digital bulletin, mass emails, room requests, and more. 

You will also find resources to help you to communicate effectively. You can find us at

cpc.org/communications
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