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Why a Communications Strategy? 
 
 
A clear communications strategy will serve to help teams throughout our organization communicate 
consistently and professionally. As the Communications Team, we are charged with the task to unify the CCC 
message or brand; that is, how we look, feel, and sound to outsiders. One of our primary goals is to simplify 
everything our audience sees or touches, to make their life easier and more rewarding, in every aspect of their 
engagement with CCC. We believe excellence honors God and inspires people. Excellence will not only survive, 
but also thrive. We want to help you achieve excellence, thus making sure CCC stays excellent in winning people 
to Christ! 
 
These guidelines are based on a combination of sources, including resources provided by Shelby Systems, 
LifeChurch.tv, and Christ Church of the Valley. 
 
An electronic copy of this document can be found at cccomaha.org/branding or on Arena. 
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Communications Priorities 
 
 
Prioritization of work is critical for good stewardship of our limited resources. The following priorities will ensure 
our focus is given to those requests that support. 
 

Branding priorities 
 
1. Weekend Sermon Series 
2. The Church 
 
Everything else is an opportunity under these two major umbrellas. We do not typically brand 
individual ministries.  
 

Audience priorities 
 
1. Community / Unchurched 
2. Congregation / Attendees 
3. Committed / Members 
4. Core / Volunteers 
 

Event classifications 
 
To help with the prioritization process, different event levels have been defined. Each event type will be treated 
differently by the Communications Team in determining whether to partner, coach, or equip. Figure 1 shows 
guidelines on when and how the Communications Team will work with different events and promotions.   
 
 

 

CRITERIA 
• All church event 
• 2,000+ participants 

 
 

 

COMM SUPPORT 
• Graphic design 
• Full promotion plan 
• Full team support 

 
• 400+ participants 
• Entire department 

involved 
  

 
• Graphic design 
• Limited promotion 
• Full team support 

 
• 100+ participants 
• Limited department 

involvement 
 

 

 
• Template creation 
• Limited promotion 
• Event coaching 

 
 

• 50+ participants 
• Requires less 

concentrated support 
  

 
• Template creation 
• Ideas & feedback 

 

Figure 1 / Event Levels 
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There will rarely be more than one A event at a time. However, each A event will be evaluated based on appeal 
to target, size, and age range.  
 
Each B event will also be evaluated based on appeal to target size and age range. It is possible to have 2 B events 
with the same priority. 
 

Communication Deliverables 
 
Below are the most common communication mediums available for the promotion of events. Other custom 
deliverables are available depending on the event. Not all deliverables will be guaranteed for every event 
request but will be determined by the Communications Team. 
 

 Level A Level B Level C Level D 

Hub • • • • 

Website Events Page • • • • 

Social Media • • •  

Program • • •  

Handout Card • • •  

Atrium Booth • •   

Website Home Page • •   

Pre-service Loop • •   

Email Campaign • •   

Postcard • •   

Stage Announcement • •   

CCC Weekly • •   

Service Video • •   

Press Release • •   

Photography • •   

Google Ad •    

Facebook Ad •    

Radio •    

Television •    

Theater Ad •    

Microsite •    
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Project Request System 
 
 
To manage our workflow and provide the best possible service, a Communication Request can be submitted 
online at cccomaha.org/request. A request must be submitted for all work requiring help from Communications. 
Please choose which type of request you have and fill the form out completely. 
 

 

Deadlines / Planning 
 
Each request will be given a number and assigned to a team member. Turnaround times will vary by project. In 
all cases, at least 2 weeks lead-time is encouraged. Our team commits to proactive communication regarding the 
status of a project; we want to set appropriate expectations and keep you informed.  
 
 
Important notes: 
 

• Outside printing requires more time, so please plan accordingly. 
• Revisions are anticipated as part of the turnaround time; however, please understand that major or 

excessive revisions or delays in approval may impact the delivery or due date.  
• A lack of planning in request time will not constitute a change in the priority level. 

 

Request Types 
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Requests include print services, graphic design, web updates and additions, online registrations, 
promotions, and video.  
 

Print services 
  

Print needs including black & white copies, color copies, large format prints, or 3rd party printing services 
including bulk orders, full-bleed (color to the edge of the document), special paper, folds, or perforations. 
 

Graphic design 
 

Any graphics, layouts, photo manipulation, or illustration for use with brochures, postcards, labels, posters, 
signs, web, or social media. This excludes pre-designed pieces available as templates. 
 

Web updates 
 

Any updates or removal of pre-existing content on cccomaha.org or related microsites. This includes 
dynamic content, updating static copy, pictures, or any persistent errors in functionality or formatting. 
 

Web additions 
 

Any creation of new content on cccomaha.org or related microsites. This includes new pages, new menu 
elements, or content that does not normally have a space online. 
 

Online registrations 
 

Events that require direct integration with the Arena database system. This includes class sign-ups that 
require member tracking or collection of information, or events that require registration fees. 
 

Promotion 
 

A promotional package will be determined by the Communications Team based on event classification and 
project prioritization as explained earlier in this document. If a promotion is not possible via the available 
communications vehicles, coaching will be given to utilize ministry-specific options.  
 

Video  
 

Video creation that requires use of video equipment or studio, shooting, editing, scoring, voice-over work, 
or authoring. All video requests will be considered based on Communications Team capacity, current video 
schedule, and ministry use. If videos can’t be created in-house, a list of contractors will be provided. 
 

Schedule a meeting 
  

If your ministry need is not represented above, schedule a meeting with the Creative Director.  
Office hours for meeting are 10 AM - 4 PM Monday through Thursday. Meetings will be setup within 
the week requested whenever possible. 

CCC as a brand 
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CCC must be both attractive and trustworthy, communicating with a clear and consistent public identity.  
The development of visual identity standards and consistent writing practices by the entire church is critical. 
 
Every time someone for CCC communicates with the public, it contributes to its reputation/brand. 
Publications, stationary, newsletters, T-shirts, DVD packaging, displays, business cards, advertisements, 
websites, flyers, signs, and other forms of communication represent not just an individual or ministry 
but the entire church. 
 
The most basic yet comprehensive component of a strong organizational image is a unified visual presentation. 
All elements of CCC must project a consistent image reflecting quality, professionalism, and CCC’s mission. 
 
These principles have shaped the creation of this visual identity guide. By complying with its specifications, you 
help project a clear, unifying image of CCC. This guide features the logo as well as usage and typography (font) 
guidelines. Please contact the Communications Team with any questions regarding this guide. 
 

Communications Team 
 
If you have any questions, need help using the CCC logo, or need help with communication pieces, please 
contact the Communications Team. Thank you for your role in establishing the CCC brand. 
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The CCC logo 
 
The community of CCC takes seriously God’s command to share His life-impacting message of love with the city, 
the nation and the world. With this in mind, the logo for CCC has three c’s in concentric circles. It symbolizes 
ripples in water representing Kingdom impact and the Gospel radiating out to Jerusalem, Samaria, and the 
world (Acts 1:18). The logo also represents the shorthand version of the church’s name, CCC. 
 
These are the approved versions of the Christ Community Church logo. They can be found at 
cccomaha.org/branding in both JPEG and EPS formats. 
 

Primary Stacked Version 
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Alternate Long Version / when address is not present 

 

 

Alternate Long Version / with address 
 

 

 

Alternate Icon Version 
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Margin 
 
This style guide will help you to properly display the Christ Community Church logo in all applications. 
By following this guide you will help to maintain the brand identity and ensure brand recognition across 
the board. 
 
The required clear area surrounding the logo is illustrated below using proportions of the logo as a 
measurement to ensure consistency regardless of size. The logo needs adequate margin around it whenever 
used. If it is not possible to have the appropriate margin around the logo please make the logo smaller instead of 
compromising on margin space. 
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Color palette 
 
The official CCC colors are teal and grey. These are the approved colors for CCC communication. 
 
 

 
 

 

Web color #45beaa 

Pantone 3258 U 

 

C: 66  

M: 0  

Y: 42  

K: 0 

 

R: 69  

G: 190  

B: 170  
 

Web color #5c5c5c 

Pantone 419 U 

 

C: 62  

M: 54  

Y: 53  

K: 26 

 

R: 92  

G: 92  

B: 92 
 

 
 
 
The preferred use of the logo in color is on a white 
background. 
 
 
 
When using the logo on a color background, proper 
contrast in essential. Background color must be solid and 
not exceed a 10% screen of that color. Color should be 
neutral so as not to compete with the logo.  
 
Color paper is not to be used for CCC 
communication pieces.  
 
 
 
Logo is acceptable in 100% black or in reverse.  
 
 
 
When using a reversed logo, be sure to leave ample 
margin (refer to previous page) around it to avoid the 
impression that it is confined within a shape. 
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Sizing (general use) 
 
The logo may appear in a variety of sizes depending upon application. However, the logo must never be used 
smaller than the minimum size indicated here. If using the logo for a sign or large format sign then utilize the 
illustrator file (CCClogo.eps). 
 

Alternate Long Version / with address 
 

 
 
 
This has no other sizes. 
The address and information should be font size 8pt and “ph,” “fax” and “web” 
should be in bold with everything else in light style. All text must be in Do 
Gothic font. Do Gothic can be found at: I-drive / CCC LOGO files / CCC Fonts. 
 

 

This is the smallest acceptable usage of the logo. 
 

 
 
From the left-most edge to the right-most edge the dimensions can be no less 
than one inch. 
 
 
 

 
 
From the left-most edge to the right-most edge the dimensions can be no less 
than two and a half inches. 
 
 
 

 
 
From the left-most edge to the right-most edge the dimensions can be no less 
than a quarter inch. 
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Incorrect logo use 
Here are some examples of how not to use the logo. 
 
The logo is a stand-alone design element (not words or part of a 
statement) and must appear separate from other elements in all 
applications. For example, they cannot be placed in a box 
or a circle. 
 
 
 
 
The logo cannot be used within a sentence, phrase or headline. 
 
 
 
 
To ensure the integrity of the logo, it is imperative that no words or 
images crowd, overlap, or merge with it. Also, no photos or designs 
should obscure the words. 
 
 
 
 
 
 
The logo should not be: 

• shaded 
• screened 
• used in outline form 
• filled with a texture or photo 

 
 
 
 
 
Do not use a scanned, recreated, re-proportioned or otherwise 
modified version of the logo. 
 
 
 
 
 
Do not use the logo in any color but the specified logo colors.  
 
 
 
 
 
Do not use the old logo or colors from our former color scheme.  
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Incorrect logo use (continued) 
 
Proportions of the logo must remain the same in both reductions and enlargements. They may not be stretched 
out of proportion in either direction. 
 
The separate elements of the logo may not be used independently or in conjunction with other designs. 
 
Combining the logo with other logos or designs not authorized by CCC’s Communications Team 
is strictly prohibited. 
 
The logo may not be rotated or tilted, except by special approval by the Communications Team. When 
submitting CCC’s logo to other organizations for promotional reasons always supply a high-resolution logo. 
 
All of these rules apply to alternate logo options as well. 
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Typefaces 
 

Font 
The main font families for CCC are Myriad Pro and Novecento Wide Demibold. Novecento Wide Demibold is to 
be used sparingly when contrast is desired and mostly for signage, never for body copy. The primary font 
treatment for headers is Myriad Pro Light and the primary font for body copy is Myriad Pro regular.  
 
These fonts can be found at: I-drive / CCC LOGO files / CCC Fonts or online at cccomaha.org/branding.  
If you need help installing these fonts, please ask a member of the Communications Team. 
 

Myriad Pro Light 
Myriad Pro Regular 
Myriad Pro Bold 
 
Novecento Wide Demibold 

 

Font sizes 
Font sizes are listed below with the exact point size and leading (or line spacing if you are using Microsoft Word). 
Use the default letter spacing in the font; do not squish or expand the type. 
 
 

Body Copy 
10 pt / Myriad Pro Regular 
 
Subheads 
12 pt / Myriad Pro Bold 
 

Small titles 
18 pt /23 pt leading / Myriad Pro Bold 
 

Medium page titles 
20 pt / 28 pt leading / Novecento Wide Demibold 
 

Large page titles 
48 pt /54 pt leading / Myriad Pro Light 
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Graphics / Images 
 
Please consult the Communications Team for photos and images. 
 
Please do not use clip art on flyers or PowerPoint presentations. 
 
Do not use images taken off the web on any publications or PowerPoint presentations unless approved by 
Communications Team. 
 

 
 

No clip art graphics No clip art graphics No images off the web No images off the web 
 

Letterhead 
 
When using the letterhead, leave 1.5-inch margins on the right and left edges. Leave a 1.5-inch margin on 
the top. Font size for body copy is 10 pt and headers are 12 pt.  
 
Please use the pre-printed letterhead located in the supply room in the Main Office. You can also access the 
letterhead files at: I-drive / CCC LOGO files / CCC letterhead/ 
 

 
 
   Blank letterhead          Letterhead with text showing margin spacing 
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Kids Connect style guide 
 
 

 

 
 
 
 
 
CCC Kids Connect ministry is centered on the life-giving gospel 
of Jesus. The logo reflects this with the cross between the two 
n’s in the word “Connect.” Designed for children, it is whimsical 
and utilizes bright colors for a fun, inviting look. 
 

 
 
These are the approved versions of the Christ Community Church logo. They can be found: I-drive / childrens / 
LOGOS or online at cccomaha.org/branding. 
 

  
 

 

Other CCC Kids Connect logos 
 
Other Kids Connect logos such as Waterworks camp, Backyard Bible Clubs, Dad & Me and Student 
Mentoring Team can be found: I-drive / childrens / LOGOS. 
 

Images 
 
Please consult the Communications Team for photos and images. Please do not use clip art on flyers or 
PowerPoint presentations. 
 

 
    No clip art graphics    No clip art graphics 
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Kids Connect style guide (continued) 
 

Colors 

Logo Colors 
 

 
 
PMS 187 
 
C: 0 
M: 100 
Y: 79 
K: 20 
 
R: 196 
G: 18 
B: 48 
 
Web color: 
#c41230 

 
 
PMS 123 
 
C: 0 
M: 24 
Y: 94 
K: 0 
 
R: 255 
G: 196 
B: 37 
 
Web color: 
#ffc425 

 
 
PMS 152 
 
C: 0 
M: 51 
Y: 100 
K: 1 
 
R: 243 
G: 144 
B: 29 
 
Web color: 
#f3901d 

    

 

Kids Connect Area Colors 
 

 
 
PMS 267 
 
C: 89 
M: 100 
Y: 0 
K: 0 
 
R: 73 
G: 47 
B: 146 
 
Web color: 
#492f92 

 
 
PMS 300 
 
C: 100 
M: 44 
Y: 0 
K: 0 
 
R: 0 
G: 121 
B: 193 
 
Web color: 
#0079c1 

 
 
PMS 1805 
 
C: 0 
M: 91 
Y: 100 
K: 23 
 
R: 191 
G: 49 
B: 26 
 
Web color: 
#bf311a 

 
 
PMS 7483 
 
C: 85 
M: 0 
Y: 100 
K: 55 
 
R: 0 
G: 99 
B: 39 
 
Web color: 
#006327 

 
 
PMS 109 
 
C: 0 
M: 10 
Y: 100 
K: 0 
 
R: 255 
G: 221 
B: 0 
 
Web color: 
#ffdd00 

 
 
PMS 165 
 
C: 0 
M: 59 
Y: 96 
K: 0 
 
R: 245 
G: 132 
B: 38 
 
Web color: 
#f58426 

 
 
PMS 690 
 
C: 0 
M: 97 
Y: 0 
K: 59 
 
R: 125 
G: 0 
B: 73 
 
Web color: 
#7d0049 

 

Font 
 
The main font family for CCC Kids Connect is Myriad Pro. For headlines, Myriad Pro Semibold Condensed is used, 
and for all other body copy Myriad Pro Regular is used. 
 
 

Myriad Pro Semibold Condensed 
Myriad Pro Regular 
 

Headlines / Myriad Pro Semibold Condensed / 16 pt 
Subhead / Myriad Pro Semibold Condensed / 12 pt 
body copy / Myriad Pro Regular / 10 pt 
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Language Style Guide 
 
 
Just as keeping a unified visual presentation is important, using consistent language and formatting gives CCC a 
unique and recognizable voice in publications. The following is not an exhaustive list, but some basics that will 
aid your writing. Items submitted for whole-church distribution, such as the program or the Hub, must be 
approved by the Communications Team. 
 

Brevity 
 
As you write and promote events and your ministries, be sure to be clear, concise, and relevant. There is no need 
to hype an event with added descriptors. Present the relevant details and context. A personal invite is always 
more effective than a cleverly worded announcement. 

Instead of this: 
Hey players, Softball season is here again, and it is time to sign-up for the Omaha Area Church Co-ed Softball 
league. It would be great to have many people and teams. There may be a more competitive league and a 
more casual league this year, allowing for us all to fellowship together. All games will be in La Vista. Whether 
you are a 25-year veteran or a 1st year rookie, sign up at the Ministry Connections booth at the Old Mill 
Campus or call Marty Smith at 555-555-5555. Tell your friends & pass the word. 

Use this: 
Sign up for the Omaha Area Church Co-ed Softball League beginning May 18. There will be competitive and 
causal leagues to suite any player. All games will be played in La Vista. For information or to register, stop by 
the Ministry Connections booth at the Old Mill Campus or contact Marty Jones / 555.5555 / 
marty@martysemail.com. 
 

Stylistic points to help with brevity: 
Shorten time, date, and location details instead of using long sentences and separate with slashes 

Instead of this: 
Trekkies for Jesus will meet the second Tuesday of the month from 7 - 9 PM in FLC 154 at the Old 
Mill Campus. 

Use this: 
Trekkies for Jesus / second Tuesday of the month / 7–9 PM / FLC 154 / Old Mill Campus 
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Accessibility 
 
While your ministry may be very familiar to you and your key volunteers, remember that it may not be for visitors 
and those new to CCC. Avoid using insider language; always use specific details and full names. Avoid using the 
pronouns “we” and “our,” which can create a club atmosphere. 
 

Professionalism 
 
There is a wealth of resources on the Internet, such as dictionary.com or grammar.ccc.commnet.edu/grammar. If 
you are writing something for a wide audience, it’s always a good idea to have one or two people read it over. 
Writers often read what they meant to write and not what they have actually typed. Having a second person 
read over things will help avoid that. Be sure to use correct grammar and spelling, even in emails. The stylistic 
points below will help you stay professional. 
 
 
Avoid excessive and multiple uses of exclamation points or other punctuation. 

Instead of this: 
Ever wish you could experience foods from foreign countries, but not have to leave home to do so?! 
You can! Come to CCC’s International Progressive Dinner! Meet at the church at 6 PM and bring 
your appetite! 

Use this: 
Come to CCC’s International Progressive Dinner and experience ethnic foods here in Omaha. Thursday, 
May 21 / 6 PM / FLC 154 / Old Mill Campus 

 
 
Only capitalize proper nouns, not important words for emphasis. 

Instead of this: 
Mothers & Others will meet on Wednesday Morning, April 8 & 22, 9:30 AM in the Fireside Room on the lower 
level of the Church. Bring a Friend! Child Care is provided by emailing Heather Smith at 
heather@badexample.com at Least 48 hours in Advance. 

Use this: 
Mothers & Others / Wednesdays, April 8 & 22 / 9:30 AM / Fireside Room / Old Mill Campus 
For childcare, contact Heather Smith / 555.5555 / heather@example.com 48 hours in advance. 

 
 
Use bold for headlines and to break up bulleted lists. 

Instead of this: 
Women’s Quilting Luncheon 
Next meeting is Tuesday, May 5th. Come enjoy lunch together at 11:30 AM in FLC 154, then quilt as you 
fellowship with other Christian women. Bring a friend or make a new one! To sign-up, call Shelly @ 555-
5555 or Betty @ 444-444 by Sunday, May 3rd. 

Use this: 
Women’s Quilting Luncheon 
Enjoy lunch and quilt with other women. The next meeting is Tuesday, May 5 / 11:30 AM / FLC 154 / 
Old Mill Campus / To sign up call Shelly / 555.5555 or Betty / 444.444 by Sunday, May 3 
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Avoid using all caps; it is the written equivalent of shouting. 

Instead of this: 
WE’RE HAVING A LOCK-IN. Journey to the past and experience WALKING IN JESUS’ FOOTSTEPS during the 
last week of his life. Come and feel HIS PASSION. Bring a sleeping bag, pillow, and clothes for Sunday 
morning worship. LOCK-IN BEGINS AT 6:00 PM ON MAY 30 AT THE STUDENT CENTER! 

Use this: 
Journey to the past and experience walking in Jesus’ footsteps at the high school lock-in. Bring a sleeping 
bag, pillow, and clothes for Sunday morning worship. 6 PM / May 30 / Student Center / Old Mill Campus 

 
 
Do not underline. Use italics only for titles and not for emphasis. 

Instead of this: 
Yoga Classes meet on Friday mornings at 10:30 AM in the Choir Room. These classes run for one hour and 
are being taught by our own Donna Doe. Drop-in cost for a class is $12/student. 

Use this: 
Yoga Classes are offered by Donna Doe Friday mornings / 10:30 AM / Choir Room / Old Mill Campus. 
These classes run for an hour; the drop-in cost for a class is $12/student. 
 

Keeping things brief and relevant will make your point better; the techniques above only add noise and clutter. 
 

Consistency 
 
Use the following formatting to keep a consistent voice. 
 
URL formatting: When using URLs or copying a URL from a web browser, omit everything before the “www.” 
They are unnecessary for most sites and browsers. 

Instead of this: 
http://www.cccomaha.org 

Use this: 
cccomaha.org 

 
 
Use the Oxford Comma (the comma before the “and” in a series) for clarity. 

Instead of this: 
Items needed are furniture, kitchenware and small appliances. 

Use this: 
Items needed are furniture, kitchenware, and small appliances. 

 
 
Phone numbers: use dots instead of dashes, and omit area code when in the 402 area 

Instead of this: 
402-330-3360 or (515) 292-7195 

Use this: 
330.3360 or 515.292.7195 

 



 21 

Dates: use dots not slashes or dashes and avoid writing out. With single digit months, omit the “0” before 
the number. 

Instead of this: 
08/29/09 or 08-29-09 or August 29 

Use this: 
8.29.09 

 
 
Times: Don’t use excess zeros. Capitalize “AM” and “PM.” Always include a space between the digits and AM/PM. 

Instead of this: 
Class meets at 06:00p.m.  

Use this: 
Class meets at 6 PM. 

 
 
Christ Community Church’s name: The first time you use the church’s name in a piece, write it out fully as 
“Christ Community Church.” After that, use “CCC.” Don’t shorten it to “Christ Community.” 
 
 
To keep the mission statement, RISKS philosophy, and venue descriptions consistent, use the following 
language for each: 
 

Mission: 
 

Making disciples of Jesus for Kingdom impact 
“Kingdom” as a reference to God’s reign on earth 
is capitalized, “impact” is not. No ending 
punctuation is used unless the mission is 
incorporated into a sentence. 

 

RISKS: 
 

Relies on God  
for forgiveness and new life 
for growth and identity 
for healing and wholeness 

Initiates interest 
through prayerful observations 
through reciprocal relationships 
through spiritual conversations 

Serves people 
in the neighborhood 
in the city 
in the world 

Kingdom investor 
invests time 
invests treasure 
invests talent 

Shaped into Christlikeness 
by living in the Spirit 
by loving without exception 
by leaning on community 
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Media & Community Relations 
 

Working with the external media 
 
The Communications Team serves as the liaison to media and external groups or organizations. Requests from 
the external media should be channeled through the Communications Team. The external media is a powerful 
means for reaching the community. If not handled correctly, it can be very damaging. It is in the interest of CCC 
for the Communications Team to build and maintain relationships with all media sources. Notification regarding 
any and all media connections and events is vital to our collective success. To ensure CCC is represented 
thoroughly, the team will process each request and ensure that the proper spokesperson is engaged. If 
approached by the media for an interview, please tell them: 
 

“I’m glad you’re interested in our programs/ministry/pastor/faith. Let me put you 
in touch with someone who handles our communications, and they can set up a 
great interview for you.” 

 
If the media approaches you regarding your specific ministry, please still notify the Communications Team 
before providing an interview. It’s also best to request the interview questions be sent to you ahead of time. This 
allows you time to respond with reasoned answers and reduces the chances of misquoting. 

Press Releases 
 
To send out a press release to the media for an event, please coordinate it with the Communications Team. They 
will be able to provide tips and proof the content and ensure it reaches all appropriate media outlets. Please do 
not send out a press release without approval from Communications. 

On-campus Photography 
 
In general, the CCC campus is open to members or community members who wish to take personal pictures for 
non-commercial use. Anyone who wishes to take photographs for commercial or media use should be directed 
to the Communications Team. If you see someone taking photographs and are unsure of the purpose (having 
professional equipment, filming, using models, etc), please politely inquire if you can be of assistance to them 
and/or call a member of the Communications Team. 
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Social Networking 
 
 
Social networks, when used effectively, are a great way of communicating what’s going on in your ministry. 
Because of their reach, however, care must be taken in how they are established and used. Below are some 
guidelines on how social networks should be used within the ministry of CCC. 
 

Personal Use of Social Networks 
 
It’s important to realize that your personal use of social networks is really a portrayal of your position and the 
ministry of CCC. People who follow you won’t see the distinction of your personal life and your role in the 
church. Therefore it’s important to think through the message you are sending through these networks. A good 
guideline to use is “if you won’t send it from your CCC e-mail address, don’t post it to a social network.” 
 
Please realize the posting of inappropriate content to these networks could have consequences on your 
employment at CCC. 
 

Ministry-Related Social Networks 
 
Social networks can be a huge communications boost to your ministry. If not implemented correctly, however, 
they can also work against the mission of the church and cause more harm than good. Before creating a social 
network outlet for your ministry, we require that you talk through your plans with the Creative Director from the 
Communications Team. He/she will ensure that: 
 

• The mission of your social network does not work against the established mission of the CCC social 
networking strategy. 

• You have a plan on how to keep your social network active over a long period of time (an abandoned 
social network is a very bad representation of the ministry). The Communications Team can work with 
you to help you understand the best way to keep a social network going over time. 

• Share tips and tricks on making your social network a success. 
 

Social Networks Started By Volunteers & Members 
 
Social networks are a way for volunteers and attendees to share their enthusiasm for the ministry of CCC. They 
can be a very powerful tool, but they can also produce unintentional harm. Most of this harm comes from the 
fact that often they are seen as “official” communications tools to others. That, married with the fact that we 
don’t have control over what is posted, can lead to a hijacked communications plan.  
 
When it comes to these networks, we ask for your help in two ways: 
 

1. Guide your volunteer’s energy into established CCC social networks. If your ministry has one, get them 
involved. If you don’t have one, pass them on to the Creative Director who will work to get them 
plugged into our CCC social networks. Do not encourage them to start new networks without talking to 
the Communications Team. 

2. If the network has already been established, please notify the Creative Director immediately. We will 
work with them to communicate that the network is a “Fan of CCC” network and not an official CCC 
social network. 

 
Your help with this is crucial if we are to make the most of social networking. 
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Blog Best Practices 
 
These best practices are to help equip CCC staff team members who maintain personal blogs and/or post on 
other people’s blogs. These recommendations provide a roadmap for constructive, respectful, and productive 
dialogue between CCC bloggers and their audience (whoever that may be). We consider these to be “best 
practices guidelines” that are in the spirit of our culture and in the best interest of the church, whether you blog 
or not. We encourage you to follow these guidelines:  

Be Respectful  
 
Be thoughtful and accurate in your posts, and be respectful of how others may be affected. Even if your site is 
published under your name, is entirely personal, and does not mention Christ Community Church or your 
employment, readers will inevitably connect your personal life to your professional life. Be sure to include a 
disclaimer prominently on your home page that states your opinions are personal. And, to avoid any surprises, 
please give your manager a heads up about your blog’s existence.  

Private Feedback  
 
Not everyone who is reading your blog will feel comfortable approaching you if they are concerned their 
feedback will become public. In order to maintain an open dialogue everyone can comfortably engage in, 
welcome “off-blog” feedback from colleagues who would like to privately respond, make suggestions, or report 
errors without having their comments appear on your blog. Bloggers want to know what you think. If you have 
an opinion, correction, or criticism regarding a posting, reach out to the blogger directly. Whether privately or on 
their blog, let the blogger know your thoughts.  

Legal Stuff  
 
When you choose to go public with your opinions via a blog, you are legally responsible for your commentary. 
Individual bloggers can be held personally liable for any commentary deemed to be defamatory, obscene (not 
swear words, but rather the legal definition of “obscene”), proprietary, or libelous. In essence, you blog (or post 
on other people’s blogs) at your own risk. Outside parties actually can pursue legal action against you for 
postings (probably not a high risk in our line of work, but thought you’d like to know).  

Use Common Sense  
 
Do not disclose any information that is confidential or proprietary to Christ Community Church.  

Press Inquiries  
 
Blog postings may generate media coverage. If a member of the media contacts you about a CCC-related blog 
posting, we’ve got trained backup available to you. Contact the Communications Team. 
  

Ministry Blog Policy 
 
Ministries that would like their own blog must agree & commit to the following: 
 

• Write 5 full blog posts before the blog is created. 
• Commit to writing at least one post a month. 
• Must define an owner who will be responsible for the blog. 
• Understand that if the blog is not regularly updated, it will be pulled from the CCC website. 
• Posts must be made by an individual, not a “blanket” ministry account. 
• Content must be relevant to the internal workings of your ministry. 
• Exercise caution when posting images of youth and children. 
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Templates for Ministry Use 
 
 
The following templates can be found on the I-drive / Communications / Templates or online at 
cccomaha.org/branding along with appropriate fonts. 
 

Letterhead 
 
Any official CCC correspondence should be made on CCC letterhead. Printed letterhead is available in the 
main office supply room or you can use this template to print your own in conjunction with your 
correspondence copy. 
 

Form Letter 
 
This template includes all text treatments and examples of their use. 
 

Nameplates 
 
This template includes the standard graphics and text used for every employee nameplate at CCC. 
 

Basic Signs 
 
There are a variety of signs available for use around the CCC campus. These include CAUTION signs, NOTICE 
signs and general information signs in both color and black & white. 
 

PowerPoint Presentation 
 
Basic CCC branded PowerPoint presentation featuring title slide, lower fourths, and examples of picture 
placement, scripture display, bullet lists and emphasized statements. 
 

Video Name Bugs 
 
Photoshop file for use with CCC branded video projects. Graphics will feature layers allowing for text input for 
individuals identified with CCC featured in video productions. 
 

Share photos 
 
Basic CCC branded share photo template for use with social media networks. 

 
 
If a template you need isn’t available, submit a request for a new template via the Project Request System, which 
can be found at cccomaha.org/request. Template requests will be prioritized as a graphic design project and will 
require a minimum of 1-week lead time. Files will then be made available on cccomaha.org/branding. 
 
 


