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Great design is about more than colors, type, and images. The 
difference between great and poor campaigns come down to 
planning. The key to a successful website, marketing campaign, 
or outreach program is getting your group together and coming 
up with a plan that will work for you!

In this Ebook, we will give you the basics of smart design and 
knowledge of the tools that will make your projects successful.

Thank you!
And enjoy the book!

- Guiding Outreach Staff
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Your logo is your organization’s visual handshake, your digital smile, it is 
your chance to make a great first impression. 

Your logo is the beginning of your branding efforts; it will help define the 
look of your organization from color, tone, text, to themes.

Unless you are a Fortune 500 company that can afford to roll out a new 
logo and associated campaign every few years (I’m looking at you, Pepsi) 
you are going to want to have a logo that is built on timeless themes in-
stead of current trends.

LOGO

Coca-Cola’s logo has had very limited modifi-
cation over the years (Except the short-lived 
New Coke of the 80’s). They have gently adjust-
ed their logo and have done it without any fan-
fare because they know the brand is a classic.

Over the years Pepsi has made huge chang-
es to their logo’s color, tone, font and design 
with really limited success and some amuse-
ment (see below).  Pepsi’s need for frequent 
rebrands over the years has made 
them seem desperate for an iden-
tity, besides being second place to 
Coke’s first.

EXAMPLE: Coke vs Pepsi
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The colors you choose to represent your organization have connotations 
far deeper than most would expect. Far wiser minds than my own can 
go on for days on color theory, so here is my shortcut to give you a brief 
understanding of the primary colors and their meanings.

Color Palette

Guiding Outreach’s Pro Tip
Guiding Outreach recommends using colors that compliment 
your sanctuary or building. This subtle trick can help your online 
ministry feel like your in-person ministry.
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RED
Red is the color of fire and blood, so it is associated with energy, 
war, danger, strength, power, and determination, as well as pas-
sion, desire, and love.

Red has very high visibility, which is why stop signs, stoplights, 
and fire equipment are usually painted red. In heraldry, red is 
used to indicate courage. It is a color found in many national 
flags.

Light red represents joy, passion, sensitivity, and love. 
Pink signifies romance, love, and friendship. 
Dark red is associated with vigor, willpower, rage, anger, leader-
ship, courage, longing, malice, and wrath.
Brown suggests stability.
Reddish-brown is associated with harvest and fall.

Orange
Orange combines the energy of red and the happiness of yellow. 
It is associated with joy, sunshine, and the tropics. Orange rep-
resents enthusiasm, fascination, happiness, creativity, determi-
nation, attraction, success, encouragement, and stimulation.

Orange has very high visibility, so you can use it to catch atten-
tion and highlight the most important elements of your design. 
Orange is very effective for promoting food products and toys.

Red-orange corresponds to desire, pleasure, domination, aggres-
sion, and thirst for action.

Gold evokes the feeling of prestige. The meaning of gold is illumi-
nation, wisdom, and wealth. Gold often symbolizes high quality.

Yellow
Yellow is the color of sunshine. It’s associated with joy, happi-
ness, intellect, and energy. 

Bright, pure yellow is an attention getter, which is the reason 
taxicabs are painted this color. Yellow is very effective for attract-
ing attention, so use it to highlight the most important elements 
of your design. 
Light yellow is associated with intellect, freshness, and joy.
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Green
Green is the color of nature. It symbolizes growth, harmony, 
freshness, and fertility. Green has strong emotional correspon-
dence with safety. 

Aqua is associated with emotional healing and protection.
Olive green is the traditional color of peace.

Blue
Blue is the color of the sky and sea. It is often associated with 
depth and stability. It symbolizes trust, loyalty, wisdom, confi-
dence, intelligence, faith, truth, and heaven. 

Light blue is associated with health, healing, tranquility, under-
standing, and softness.
Dark blue represents knowledge, power, integrity, and serious-
ness. Dark blue is associated with depth, expertise, and stability; 
it is a preferred color for corporate America.

Purple
Purple combines the stability of blue and the energy of red. Pur-
ple is associated with royalty. It symbolizes power, nobility, lux-
ury, and ambition. It conveys wealth and extravagance. Purple is 
associated with wisdom, dignity, independence, creativity, mys-
tery, and magic.

Light purple evokes romantic and nostalgic feelings.
Dark purple evokes gloom and sad feelings.

Keep in mind that this is just a simple overview. Colors can have different 
meanings depending on social, cultural, and religious beliefs.
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It’s not always what you say, but how you say it. That is what typography 
is to design, each font (a designated set of alphabet, numbers, and sym-
bols) has characteristics that make it just as powerful in visual identity as 
a logo.

Typography

EXAMPLE: 1

The exact same words, yet, based on the fonts used they send two differ-
ent messages. The top is solid and well weighted to show stability and a 
refined simplicity. The bottom is much more stylized and has connota-
tions of high style and wealth.
 
When designing your organizations identity, it is best to pair two to three 
fonts that are complementary and to use them in all your materials.

EXAMPLE: 2



8

Consistency is the name of the game in marketing; find your theme and 
stick to it. Being consistent with your message is not boring, it 
is stabilizing.

Writing
Continuity is king

Too many times we have seen organizations rewrite their introductory 
message for no good reason. They write an intro for the website, another 
for the newsletter, and yet another for a flyer, Why? The best way to stay 
on message is to use the same message. Yes, you may have to do some 
minor tinkering when changing media, but don’t re-write the same mes-
sage. The point is to eliminate unnecessary busy work and be consistent 
in your message.

If you write a sermon, turn it into a blog post and a Facebook post and 
send it out in your email newsletter. Sure, you might want to edit it down 
or change a few things because sometimes speeches aren’t written for 
reading - we get that. But to only use that hard work once is an underuti-
lized resource. Get it out there! Spread the Word!

Repurpose. Repurpose. Repurpose.

Write it once. Use it everywhere.
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Your bulletin is your organizations weekly announcement of activities 
and should be unique and separate from a newsletter. Think of your bul-
letin as the What, Where, and When of your upcoming events. Keep it 
focused, clear, and concise. 

Your bulletin will work well as an 8 1/2 x 11 or 5 1/2 x 8 1/2 folded sheet 
handout. You should have a consistent layout so people know where to 
look every week for the information they want.

Bulletin

EXAMPLE:
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Your newsletter is your opportunity to engage and inform your commu-
nity, to go into the details that don’t make it into a bulletin. It should be 
well designed, informative, and entertaining. Newsletters are a great 
avenue to share your success and call your community together. Also, 
this being the 21st Century, it is always a good idea to put a copy on your 
website.

Newsletter

EXAMPLE:
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It is time for us all to come together and admit the internet is here to 
stay. More and more people are using it as their primary gateway to in-
formation, so an e-newsletter is a great tool to keep your community 
informed. 

Email Newsletter

EXAMPLE:

Guiding Outreach’s Pro Tips
1. Don’t post entire stories: give an introductory paragraph and
     link them to the full article on your website.
2. Keep it concise: you are fighting the clock in holding your 
     audience’s attention in this medium.
3. Use a template: there is no reason to start from scratch each
     month. This will save you time and ensure consistency.
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Your email signature is a hospitality tool to be available to your viewers, 
members, & community.

The goal is to match your email suffix with your domain name. For ex-
ample, if your ministry URL is “GuidingOutreach.com” don’t have an 
email of “BrandonAtGuidingOutreach@Gmail.com” or even “Brandon@
GOutreach.com”. Instead, use “Brandon@GuidingOutreach.com.”  

This consistency will help with your branding and is more professional.   
It will also greatly diminish the chance that your email is sent to trash 
before it is even opened when someone new receives an email from you.

If you are currently using a Gmail or Yahoo or even (dare I say) AOL ac-
count, you are welcome to keep that account. We highly recommend just 
forwarding that email to your new properly branded email address. Just 
make sure you are receiving and sending email from the new address.

Email

Email Signature Design
Designing and using a standard email signature will make it easy for 
your audience to know that their communications are coming from 
your organization and not a fishing trip (hacker ploy).

Type out your domain name and phone number in your signature, 
which will be “clickable” on mobile devices.

Also remember to use this new signature on your desktop, tablet and 
cell phone email software.
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Template:
YOUR NAME
Your Ministry Name
Your Phone Number
(physical address)
Your website address
Your logo

EXAMPLE
BRANDON WADE
Guiding Outreach
(314) 643-8033
GuidingOutreach.com
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Video is currently the fastest growing medium in the country and is ex-
pected to continue to grow exponentially. With the availability of inex-
pensive editing tools and channels like YouTube and Vimeo, short films 
are no longer the domain of organizations with infinite resources. 

However, a successful video needs to be more than shaky cell phone 
footage with mediocre audio. It should be well planned, with production 
value, and of interest to your audience.

Use video, 
but make it good.

EXAMPLE: 1
https://vimeo.com/245605775

EXAMPLE: 2
https://vimeo.com/275664269
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Organization
Getting Organized
There are currently some great online project management tools.  
Guiding Outreach’s preferred application is Trello, but use whatever 
tool that works best for you. The goal of any project management 
application is to get your team organized and to create a project pipe-
line to get you from start to finish.

EXAMPLE: Trello
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Consistent schedule
Setting and keeping a consistent schedule needs to be an essential part of your com-
munication plan. Creating a schedule will let your audience know when to look for 
your communication and will help you create a schedule that you can stick to. Many 
organizations will initially set an ambitious release schedule that will fall apart all too 
soon, so take the time to make sure you are setting realistic timelines for your team 
and your organization.

EXAMPLE: Google Calendar

Guiding Outreach’s Pro Tips
The key to a consistent schedule is organization, so Guiding Out-
reach suggests using Trello and Google Calendar to keep your 
team connected and informed.
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Websites are never done and neither is your marketing plan. Everything 
gets old and “if it ain’t broke, don’t fix it” is not going to fly in the digital 
age. 

Set a schedule, every three to six months give your website a once over. 
Swap out old images, add a new page, and/or highlight upcoming events.

 As your website grows (usually every three years), you’ll notice that it 
has become a little unwieldy with old stories and events. This is the time 
to look for an overhaul, rework your layout, add some new videos and 
images, and clean out the old and dated files.

Refresh & Review

EXAMPLE:
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Design is equal parts art and science, which means some of the best de-
signs break all the rules. But, as my old professor used to say “You have 
to know the rules, if you’re going to know how to break ‘em.” 

So please take this as a starting point to your knowledge of design and 
not its end point. Check out guidingoutreach.com for more resources, 
tips, and tricks.

Le Fin

RESOURCES
Font Pairing:  https://www.creativebloq.com/typography/20-perfect-type-pairings-3132120
Color Palette Generator:  https://coolors.co
Logo Generator: (for ideas only)  https://www.tailorbrands.com/logo-maker
Trello:  https://trello.com
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We here at Guiding Outreach 
hope this ebook helps you effec-
tively connect with your com-
munity over the internet. We 
want your ministry to rise above 
the noise of today’s world and 
thrive.

Guiding Outreach aligns your 
online ministry with the visitor 
experience at your church, cam-
pus ministry or camp - creating 
comfort and a deeper sense of 
community, without burning 
out your staff or volunteers.

If you are ready to take the next step, check out GuidingOutreach.com 
and take your ministry to the next level. Pick the plan that best works for 
your organization. Once you begin working with Guiding Outreach you’ll 
see how easily things will fall into place. With our simple step-by-step ap-
proach, Guiding Outreach will gather information needed to create your 
personalized website, streamline your content and help you stay in touch 
with your community.

And remember, Guiding Outreach is run by church-going people who are 
here to help you spread the Gospel. We are available via phone or email 
whenever you have questions - except maybe on Sunday mornings!

About Guiding Outreach

GOD BLESS!
- Guiding Outreach Staff


