


CHAPTER |
INTRODUCTION

Church has a brand. A strong statement yet a reality to every church. To put it
simply, people have impressions and thoughts when they see or hear the name, logo,
ministry, or initiatives of a church. For Brand is a collective idea formed in an
individual’s mind on what he sees, hears, and feels when thinking of a specific thing. In
turn, this end-result becomes a distinguishing factor and identifying mark that makes one
stand out. Though the term “brand” is attributed with secular marketing to building
reputation and increased reach, it has also become a communication strategy for churches
to create a relatable impression that can spark recall among its audiences.

Hence, if church has a brand, what has it been known for? The apparent message
of symbols used by early Christians, as evidenced throughout its history, could be both
controversial and redemptive. Oftentimes, the church is identified with the “cross.” It was
the contemporary Roman Empire symbol for shame yet after Jesus’ crucifixion, it has
become the visual symbol for the salvation narrative. Alongside the symbol for the cross
is the “fish” symbol, or ichthus, which can also be traced back as a secret symbol for
believers in the early church. Even at present, it is still used to represent a person being a
follower of Christ. Relating both to branding, the association of these symbols and
numerous others and their attachment to a narrative constitutes the existence of church’s

historical branding.



The Bible, both in the Old and New Testaments, presents a number of ‘symbol-
and-meaning’ relationships across imagery and tangible objects. God made use of
rainbow (Genesis 9:13), burning bush (Exodus 3:4), lamb (Genesis 22:8), ark (Genesis
6:14), shades of purple and scarlet (Judges 8:26, Esther 8:15, Isaiah 1:18, Proverbs 31:21)
to convey God’s message of redemption, reconciliation, preservation, sanctification, and
glorification. In the same way, Jesus, the Greatest Communicator, connected and related
to people with the use of the known things to characterize his parables and life-changing
message. The audience associate Jesus to the idea of healing, forgiveness, adoption,
belongingness, love, blessings, favor, and many good things- resonating sound in the
absence of imagery.

Moreover, in Jesus’ earthly ministry, the parallelism on how he used the known
and the familiar to reveal the unknown is renown. He draws a connection from what is
already registered in people’s minds and assign deeper understanding of truths to these
symbols. Jesus makes use of parables to communicate effectively to his segmented
audiences, illustrate truth in a relevant and practical way, and captivate his audience with
recall. A great evidence to this is found in Matthew 13. He used symbols such as seed,
soil, weeds, mustard seed, yeast, and pearl — all known and relatable visuals to the people
across the seven parables found in the chapter.

Jesus’ branding content sparks impressions and beliefs of Him. His approach is
radical and he reached out to all walks of life — from fisherman, to teachers, the tax
collectors, the sick people, the outcast, to teenagers, and even to businessmen; His
identity and message created an impact and inspired people. His existence on earth

reveals the imagery of God’s goodness on earth by presenting the identity of being a



Kingdom-oriented, heaven-branded being whose into His Father’s business of bringing
back the people to the eternal plan of salvation.

Significantly, the same message of hope and the eternal plan of salvation has been
passed down to the present churches. The challenge is to bring forth the identity of Christ
towards a large crowd of audience in a very ‘noisy’ information ecosystem. In the midst
of the mandate of spreading the gospel, the church faces a changing media consumption
trend leading it to require innovations and creative means to remain relevant to its target
audiences. Further, there is the need for distinction — a distinction that goes beyond

purposes of visibility and one that gives the promise of a life-changing experience.

Background of the Study

This study proposes church branding, as manifested in the Development and
Usage of Brand Book, as a communication strategy the church can do to reach out to its
modern audiences. Church branding, in its essence, can help the church present its
identity and imagery. It can clearly portray the church’s vision and mission, align its
initiatives, projects, and messaging with consistency and coherency towards the church
brand. It sets parameters on how to communicate creatively and effectively to its
audience through modern communication tools.

Furthermore, Brand Book as the product of this production thesis and a guideline
produced from church branding strategy can assist churches to carve their own identity
that is recognizable and understandable. A Brand Book is a manual developed from an
organization’s vision, mission, core values, and personality. It is a visual record of visual
representations, symbols, words, usage protocol and significance, rules, and aesthetics

that assist in portraying brand identity.



Megachurches in the Philippines have adopted this communication strategy as
seen from Victory Church, Christ Commission Fellowship, and Favor Church, among
others. They effectively communicate and innovate their way to being perceived by the
community of businessmen, professionals, students, and other targeted audiences. It is
visible through their creative approach that they are investing passion and resources in
designing appealing and timely visuals to all their communicative materials whether
published or digitalized. The appearance of their church minimalist logo, clear and
simplified wordings, bold and direct messaging are characteristics of their church visual
identity.

The researcher recognized the importance and effectiveness of branding as a
communication strategy for churches. Undoubtedly, branding and the underlying
implementation are embraced by churches who can implement it. But for community
churches, it is an overlooked situation due to, first, lack of resources to hire professionals
for procurement, training, and strategy; second, insufficient skills and knowledge in
branding, its process, and development to implement effectively; and last, the need of
guidance to handle potential people and available equipment.

The production thesis then proceeds in selecting Reign in Life Christian
Ministries Manila (RIL from here on), a community church, as a prospect audience for
the study. It is a full-gospel church registered in Philippine Secular Exchange
Commission located in Pasig City, Philippines with 150-200 multi-generational
members. Ordained Minister Pastor Carmelo Pituc leads the church. The select church is

a fertile ground for the study. It has a corporate foundation on Vision, Mission, Core



Values, Statement of Faith, Ministry Structure, and a Corporate Tagline that make up a
good Brand Core.

In addition, RIL’s readiness for branding can be seen on the availability of its
existing Brand documentation. It consists of a clearly-defined brand core, logo, and color
palette documented in a Keynote File, a working baseline for the development of RIL
Brand Book. There are also 12 volunteers under RIL Team Creatives responsible for the
church’s Multimedia needs wherein six of its members are dedicated to work on the
graphic design materials.

The project commenced with the initiative of the researcher. A proposal was submitted to
the Senior Pastor whose prior vocation is in the field of Marketing before going into full-

time ministry. RIL is a growing community church whose mission:

"To inspire people entrust their lives to Jesus Christ and become His
active partners in expanding God's Kingdom of grace on earth."”

And vision:

“... of becoming a vibrant church for the Lord Jesus Christ, Reign in
Life sees clearly by faith: the sharing of good news to thousands of
people in Metro Manila, the equipping of people to become active
partners with the knowledge of their divine design; business people
are nurtured as they foster dynamic ministry involvement and support;
network of small groups as a place where people found a community
of love, acceptance, and encouragement; people-friendly worship
services and events are welcoming numerous members; and church
facilities that can accommodate a continuous growth and expansion.”

is an excellent rationale for the development and usage of the Brand Book having the
primary purpose of assisting church visual identity, i.e., making a distinction from the
crowd of Metro Manila, and aligning all communication materials toward coherency and

consistency to creatively communicate the good news to thousands of people living in



Metro Manila whose audiences comprise of various demographics. As a young and
modern church, RIL is also utilizing social media platforms to reach out to thousands of
audiences online. Moreover, it is noticeable on their Facebook visibility with 3,400 Page

likes as of this thesis writing.

Theoretical Framework
For the development and usage of the brand book in this production thesis, the
researcher used the Shannon-Weaver model of communication (Shannon 1948) as a
framework to illustrate the flow of the study. Its adaptability and usability help the
researcher describe in a non-complex way the communication pattern of Brand Book

development and usage.
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Figure 1.1: Shannon-Weaver model of communication

The communication model developed by Shannon or also known as “A
Mathematical Theory of Communication,” was designed to show the communication
process between information source and destination and the underlying in-betweens
known as the encoder, channel, noise, decoder, and feedback. Based on this framework,
the information source produces a message transmitted and adjusted on the proper current

suitable to the medium or channel. Here the message will meet various noise that may



affect its effectiveness. It will then proceed to the decoder to be received by the receiver,
and the process will then reconstruct and repeat as feedback going to the initial step of the

process. (Shannon 1948, 3)
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Figure 1.2: Adapted Shannon-Weaver model of communication

In this Adapted Shannon-Weaver model of communication, the researcher
identified a parallelism of Shannon’s model of communication to the study’s framework.
The adapted framework distinguished the brand book as the product of this study and an
information source that contains the church branding guidelines. It is subject to a
preliminary evaluation that identified as the transmitter in the process. Here, the materials
are adjusted and assessed, after which proceeds to the church-guided usage.

The church guided usage is the channel of the framework, where the messaging
encodes into a platform. For this study, the select platform is Facebook. The medium
lends itself well for the study due to its minimal learning curve and ease of use (Dragon
2012, 41). Facebook, in particular, also allows users to (1) establish relationships, (2)
possess attributes, and (3) perform activities in the online world with the social elements
of (1) identity, (2) relationships, (3) conversations, (4) groups, (5) presence, (6) curation,
(7) reputation, and (8) gifting (Dragon 2012, 48).

Anticipated in this study is audience acceptability of the brand book implemented

in the church material. The researcher is actively engaged in this process for a set period.



This implementation, which includes the whole process of brand book development and
guided usage, will be evaluated by the researcher through a collective gathering of data
from observation, participation, focus group discussion, and evaluations in the last part of

this study.

Conceptual Framework
The conceptual framework of this production thesis is ordered sequences of the
Brand Book Development process. The exchange of messages and engagements is
entirely online, maximizing Facebook as an instant messaging application and Google
Drive for cloud storage of files. Outlined by three phases: (1) Brand Book Development,

(2) Church Guided Usage, and (3) Evaluation.
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Figure 1.3: Conceptual Framework



The framework begins with the brand book development phase with three
underlying sequential processes and an evaluation that is essential in the study's progress.
Here, the researcher receives a brand brief from RIL, which is vital for the brand styling
wherein design elements and visuals are assigned to align with the church identity. The
brand audit and strategies are also executed in this phase as part of the development. This
is to identify the acceptability of the audience with the other platform of messaging for
improvement. Learning Map is introduced to the team during the brand audit and strategy
to hand in the branding implementation's proprietary skills. It is also necessary to have
the material evaluation here as the last process of the phase to adjust the brand book
according to the organization's standards and qualities, the adaptability of the people who
will continue to implement it and the audience's receptiveness on the perceived identity
portrayed in branding.

The adjusted brand book is implemented for four weeks as the second phase and
serves as the study's core. Observation and gathering of data from design outputs and
daily Facebook engagement also occur under this phase. Thirdly, a collated evaluation
from the responses of the Evaluators (a group of Field Practitioners and Church Leaders),
Focus Group (composed of Pastoral Growth Team, Team Creatives, and other Ministry
of the multi-age group), and Expert Analysis. Placement of the three-dimensional value
proposition under the last phase emphasizes the three levels of understanding: perception
(inform), behavior (inspire), and action (enforce); the researcher gauges if the Brand

Book as used by RIL have impacted their target audience.
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Figure 1.4: Three-Dimensional Value Proposition of Breakthrough Nonprofit Brand

The circular model indicates that the framework is a cycle and is a continuous
process of convincing minds, pulling the emotional trigger, and engaging the audience to
act towards the shared goal of the organization.

This framework will also be used by the researcher as the outline of thoughts to be
asked during the FGD for the evaluation of the produced Brand Book and its
implementation on the chosen platform. Given that the project is bound to a set time of
development, the material is still subject for improvement and further adjustments after
evaluation. In addition, this three-dimensional value proposition by Daw (2011) can also
assist the church on the re-evaluation of their brand expressions and a revisit of their

developed Brand Book in the future.

Thesis Statement
The complexity of the digital landscape and its rapid development are challenging
the Philippine churches to be innovative and creative in reaching its multifaceted, active,

and visual audiences. This thesis aims to raise awareness among community churches on
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the importance of church branding as manifested in the development of a Brand Book

and its eventual usage as a critical component of their communication strategy.

Significance of the Study

As the product, the Brand Book and the processes documented alongside the
study would help in the brand-building and communication strategies of community
churches of similar membership scale and capacity. It will help fill the gap on the lack of
resources, knowledge, skills, and guidance in branding among community churches.
Likewise, it will also improve the churches' communicative materials through the
understanding of branding and usage of Brand Book.

With the understanding of the significance of church branding, the essence of
Brand Book, and how it works on highly digitalized visual audiences, Christian
Communicators could develop their own creative processes that can assist churches in
creating visually appealing, clear, coherent, and well-organized graphics that are
distinguished and engaging. The study also helps Christian Communicators to
continuously explore the trends and analyze these to create new communicative systems
and methods in order to meet a broader audience.

Further, this study also benefits the Church creatives responsible for the
production and execution of their church designs and materials. Having the design
reference and guidelines will lessen the time and effort of drawing unity to the design
elements since there are predetermined choices of colors, typography, textures, icons, and
tone of voice. Developing graphic materials will be a manageable effort since the brand

book contains the format and guidelines to design visual materials.
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From the results of this project, the researcher sees the possibility of increased
awareness of the importance of church visuals and representation and its contribution to
the modernized method of church communication. The researcher also recognized the
Brand Book’s purpose as an essential part of Creative Ministry’s design workflow and
can be a great tool and guideline for churches.

The study is also a good support for any initiative that discusses the usability of
‘secularized’ marketing methods into the Christian media frontier. As discussions on this
have been few and remote, the study’s adoption of the Brand Book and its resulting
implementation is a worthy case for full-scale implementation as well as scholarly
criticism.

Definition of Terms

For this production thesis, the following terms are operationally defined in the

context of the study:

1) Brand Book- Manual developed by the researcher with an input from RIL.
This contains the parameters of RIL’s brand. Documentation developed
following a branding process containing a set of information on RIL’s
profile, history, vision, mission, core values and tagline. It also includes
the guideline on the proper usage and constraints in regards to logo,
typography, color palette, icons and devices, patterns and textures, and
graphics.

2) Brand Brief- For the context of this study, this term is used as a set of
information provided by RIL to further understand the church position,

target audience, brand personality, and current situation. This document
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includes History, Vision, Core Values, Beliefs, Church Structure, and
other related information about the church that are needed for the Brand
Book development.

3) Brand Audit- This would be the process of collecting and assessing digital
and printed materials to be used as promotional materials.

4) Brand Styling- The intentional process of bringing out the brand identity
by aligning the organization’s aspirations and values through creative
expression. This would also involve integrating visual elements such as
logos, typography, color palette, icons and devices, patterns and textures,
and photography.

5) Hybrid Engagement- The communication approach to be used in the study
which combines partial online and face-to-face correspondence by the
researcher and RIL. This would apply to the researcher’s daily

correspondence, design briefs as well as the Focus Group Discussion.

Scope and Delimitations
The study’s implementational scope is the revisit of the existing Brand
documentation and development of the RIL Brand Book. The study did not create
modules for the brand book development, graphic design, Facebook business tools, or
any proprietary and auxiliary skills related to it, such as social media marketing, logo-
making, or creating infographics. It also excludes audience reception as a focus of
analysis. The medium for implementation of the brand book in this study is bound to a

specific digital platform which is Facebook, maximizing access to its 3,400 online
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audiences. The urgency of usage for the 30-day soft implementation and the pandemic
quarantine restrictions across the researcher’s location and participants’ domain inhibited

any physical or onsite soft-launch.



CHAPTER 11
REVIEW OF RELATED LITERATURE

This chapter is a review of related literature on the development and usage of
Brand Book, and the methodology used in the study. The first portion focused on the
usage of Brand Book in the Consumer Culture and how it is used in a church set-up.
Screen captures are also included to show samples of its utilization. The three phases of
Branding underlying the Brand Book development which covers Brand Brief, Brand
Styling, Brand Audit and Strategy are discussed in the middle of this chapter. The last

portion is the methodology used to assist the church volunteers of RIL.

The Brand Book

“Design is the silent ambassador of your brand,” words coming from an American
graphic designer, Paul Rand. With Rand emphasizing that designs have a great impact on
reflecting the brand, one can say that great designs are not just created over random ideas
merged overnight but a product of hard work documented and rationalized for a period of
time. Prominent brands are recognizable not just with their name but with the symbols,
colors, and shapes that are affixed to their identity. As important as ensuring the brand is
well represented, good corporate designs go hand in hand with the idea of being coherent,
consistent, and clear. To ensure that all collaterals are clearly communicated and are

aligned to the brand identity, corporations make a handful of guidelines and hire
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professionals to take full responsibility of the corporate communications, hence, a Brand
Book is being pursued to be developed.

A Brand Book is a manual created from the depth and breadth of the
organization’s vision, mission, core values and long-term goals which purposefully
created, managed and continually evaluated to remain relevant (Holland 2006, 49-51). It
is developed as a branding framework for profit and nonprofit organizations (Alabata
2018). Not confining creativity to a box of rules and restrictions but builds up and
escalates artistry from preset of elements that best illustrate the brand identity to all brand
expressions.

The manual comes in different shapes, sizes, styles, and formats, from pdf to
online portals, from instructional to inspirational (Miltenburg 2017, 275). With its main
purpose of keeping a coherent identity of the organization, this assembled set of graphic
guidelines (Moote 2013, 160) consists of brand visuals such as: Logo, Color Pallette,
Typography, Icons and Devices, Patterns and Textures, Photography and Tone of Voice
(Humberstone 2015, 14)

Therefore, its usage allows the brand as a whole to be recognizable (Moote 2013,
160). Ensuring technical and creative consistency on all brand expressions (Miltenburg
2017, 41) while administering on how the brand identity is applied throughout different
mediums (Moote 2013, 161). Allowing various artists of different perspectives and styles
to execute a unified design maintaining the same look and feel of the brand. Likewise,
this aligns the design team internally giving them the direction and capability to express

the brand into great distinct visuals that best illustrate the brand identity with preset
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choices of art elements maximizing the time and effort of the organization while being

efficient on its brand awareness initiative.

Brand Book in Consumer Culture

Brand Book usage can be traced as early as the 1400s, it may not be presented as
it is today, but it is undeniably a simple guideline tool that have helped the marketers of
early years on proving ownership of raised cattle (Miltenburg 2017, 28) As characterized
by using a hot iron to cauterize or stigmatize a symbol on cows, distinguishing them as a
property of someone. This branding process has brought the rationale for its word
development derived from an old english word “brond” literally means fire, flame, or
destruction by fire (Online Etymology Dictionary).

This usage has emerged from the early beginning to the rise of goods production.
And to deal with the issue of differentiating factor among goods that are produced in
roughly the same category and quality. Branding was embraced by the secular as a
proprietary tool developed from the brand’s visual identity and ownable assets (Rogoll
2015, 123). Consequently, today’s consumer culture has greatly influenced the
communication and creative process. As Myrna Marofsky said, “People have remote
controls in their heads today. If you don’t catch their interest, they just click you
off.” This new media culture requires a greater need for emotional and expressive
experiences. Organizations should rethink how they can effectively and creatively

communicate their brand to people who are not just merely audiences but participants.

The Usage of Brand Book in the Modern Church
The modern church adaptation to the new media culture is a battle against the

remote controls in the heads of their audiences. Church is faced with the fact that it needs
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to cope with the current trend and inspires the consumer culture (Twitchell 2004, 49), and
to continuously communicate its message and convince its audiences. Creative
communication should be given the highest priority by churches in order to cater to a
wide scope of diverse people in the community. Not to follow the communication trend
but to redefine the trend and use it as a compelling tool to bring more people to engage. A
good example of this is on how western churches have utilized this modern tool and
become the trendsetter among churches in the developing countries.
Churchmotiongraphics.com compiled a list of churches that effectively developed
and published their Brand Book online, making it available as a learning tool for those
that are still developing or inquiring on its use. Some of the churches named by this
website are: Life.Church, Newspring Church, The Wesleyan Church, and Grace Church.
Glimpse of these churches’ Brand Book are documented by the researcher in the screen

captures below:

Contents

Life.Church
Guidelines

Brand
Principles

Figure 2.1: Excerpts from Life.Church Brandbook
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TYPOGRAPHY BRAND ARCHITECTURE

NEWSPRING
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Figure 2.2: Excerpts from Newspring Church Brand Book
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Figure 2.3: Excerpts from Wesleyan Church Brand Book
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BRAND GUIDELINES

AaBbCcDd

Figure 2.4: Excerpts from Grace Church Brand Book
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NORTH TRENHOLM BAPTIST CHURCH

BRAND BOOK

“SO, WHETHER YOU EAT OR DRINK,
OR WHATEVER YOU DO, DO ALL TO
THE GLORY OF GOD.” -1CORINTHIANS 10:31

BRAND SUMMARY
LOGO
TYPOGRAPHY
COLOR

1| BRAND SUMMARY

brand book. A friendly manual to help us represent North Trenholm Baptist Ch:

ncy wording. It's who we are, how we live, and

5. It Is our story, told to the world. A brand is a living thing that

But it's good and worthy work. By being true to who we

Figure 2.5: Excerpts from North Trenholm Baptist Church Brand Book

Victory church, Christ Commission Fellowship, Favor Church, Greenhills Christian

Fellowship, New Life Church, Word for the world Christian Fellowship that can be

visibly seen implementing their brand guidelines across their website and Facebook

media platform. Below is compilation of screen captures from these churches’ Facebook

Page.

Church Brand book usage is also noticeable among Philippine churches such as in



22

1:39

4o 1:40 A 11:40 i 4c -
< Victory » < Victory » < Victory »
Home About Posts Photos Videos Communit  Home About Py Photos  Videos  Communit
IMAGO
I Victory .
T [ i R, @ Ve

d -

Dare to believe God for more 5o you can be a blessing to Every Nation Music's newest ive album is heral

e pray that these songs will help you build great faith even
as the year closes.

’/ #EveryNationMusic #MissionalWorship
0 Victory /

o
Sz

Related Pages

0 Victory Warship e Wi

o) Like e

a great multitude that no one could number

SevenVerseNine

Romet

athan, Jorelle Ivan and 4

e
W ?ﬂ‘\s 0 o
GIRERT o o4 e
AT o émusic ©
0 ) W
W

41 Comments

1K $h

®-

o) Like A Share

O comment

mments 107 S

BT -
A8 @ @

hares @~
o

Home  About

f B

Posts  Photos

e =

Videos

o

Communit

1l

n:a wl aG
< Victory »
Home About Posts Photos Videos Communit

Why do we always say that we exist to "honor God and
make disciples'?

Here's a flashoack from 35 years ago when Victory was just
anew church!

#35Yearsofvictory

00! 626 Shares @~

BT -
A8 @ @

Figure 2.6: Screenshots of Victory Church Facebook Page

1m:42 wiacm

wscm n:42 w acem
< Favor Church » < Favor Church » < Favor Church »
Photos Videos Posts Events Reviews  Home Photos Videos Posts Events Reviews
Favor Church e it
S 5

Giving into the Legacy Offering, we are leaving a legacy for

Last Presence Night of 2010 is happening tomorrow If you
haven't experienced it his i the night to come and join us
for two awesome hours of praise and worship! It

the generations after us. This goes beyond financial
provision. Because of our generosity and sacri

oo\ Favor Church
%

Kris
othars

Bert Jr. and 13,364

Aaron J
ke this

Home

About Suggest Edits ‘
an Nitw b 3 Comme 28 Shar
+ - oo oo s 29 Shares @
& Lovel6,East Wing, Shangri-Ladlazs, g :
EDSA, 1652 Mandaluyong D tike Commant v O oy

® infoafavor

© Send Message

A B f o

$=4 P &

=

®
q

=

1:42 - ace
< Favor Church »
Home Photos Videos Posts Events  Reviews

Favor Church
Scicber - @

Living beyond blessed means that God blesses us, and
continues 1o bless us 5o that we can be a blessing to others!

Shares @~
/A share

© Send Messago

a8 @ @

& P

o ke © comment

Figure 2.7: Screenshots of Favor Church Facebook Page




23

il 4G - 1:44 il 4G -
< New Life, Philippines » < New Life, Philippines »
Home About Events Photos Videos  Commun

AL
(./&/S"ls

N

Join us tomorrow, November 27, from 1:00 PM to 7:00 PM as
we worship God 35 one family! See you!

wiates

re you ready to lft up your praises? Come and join us
‘an November 27, from 1:00 pm to 7:00pm, as we
worship God as one family! Let your. !

~

AL NewLife, Philippines

.
)
=

Home

man and 26,345 others like

this

About Events Photos Videos Commun

About 2 Suggest Edits

:Q

& #2Don Manolo Bid. Alabang Hils
village, Alabang, 1770 Muntinlupa City

@ htp

wnewlife.ph/

BT -
A B © 0

ft B

11:46

il 4G - 1:49 G -

< New Life, Philippines » < New Life, Philippines »

Home About Events Photos \Videos Commun  Home About Events Photos Videos Commun
—ouw Comment 35 snares @

AL NewLife, Philippines

=% 22 October o Like (D Comment /> share

“There will come an inheritance to your sons, your
daughters, your children's children because of your
faithfulness, your obedience to the call of God t

CHLCRINEECNS

£

T —

& Use App

AL New Life, Philippines
L e

e

are graced to prosper.

& Comments 38 Shares @'~

© comment 2 share
.

= ® = = A 8 ® 0o
Figure 2.8: Screenshots of New Life Church Facebook Page
151 wl A ) 11:52 il 4G - 1:52 RUEIE 1M:53 il aG -
< Christ's Commission Fellowship g < Christ's Commission Fellowship g < Christ's Commission Fellowship g € L Christ's Commission Fellowship g
sion Fellowship M "@ 112:30 M - @

The Lord used various peoplo in Jacob's colorful fifo to
break him out of grabbing for blessings and to show him
that God had better plans for him than what his.

D0 NOT GRAB, BUT

f Christ's Commission %
Followship 2] GRAB-ON TO GOD
o »
G%‘ >‘| Bolen Lana and 1,214,600
About & Suggest Edits »
/
(® See what Christ's Commission Fellowship is doing in AL avin uid o

o Like

© Comment & share

T -
A B @ @

A B @ @

We won't always see a clear picture of what God is doing in
our lives, but we have to trust that God has a mighty hand),
that Ho s soveroign, that His desiros are gocd, a

4

WHEN GOD MAKES
HIS MOVE, WE WILL
BE AMAZED. GOD
KNOWS THE MOVE
THAT HE NEEDS T0
MAKE. YOU WAIT

FOR GOD 0 MOVE
flcky Sarthou

extraorcinar

not because of any of our own efforts to
olvos, but bocauso of Chs lood - His blood
that was shed on the Cross. #ExtraOrdinary

YOU ARE FORGIVEN NOT
BECAUSE YOU PROMISED
GOD THAT YOU WILL
CHANGE. YOU ARE
FORGIVEN BECAUSE

JESUS CRIED OUT
ONTHE CROSS,
“IT18 FINISHED!”
-BONG SAQUING

h &

)
i=4
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Unconsciously, other modern churches may not be aware that their repeated use
of colors, typography, and art style across their materials and media platforms can be
considered as fragments of their visual identity that bit by bit building up to the brand

image perceived by their audiences.

Church Branding and Brand Book Development

Church branding is more than the church creating a logo for the organization, it’s
more than the name retention from audiences’ mind, the designed imagery, preset brand
elements, or graphics for aesthetics sake (Daw 2011, 32). It’s the collective perception of
an identity (Daw, 59). An integration of all the aspects mentioned above in order to
develop a church brand that is distinguishable by the community.

Church branding can be an outlet for church creativity. Since it is intangible assets
not present on the real world but resides on human mind (Tai 2014, 65), it encourages the
creative team to explore and go beyond the typical. As a catalyst that drives all the
organizations’ initiatives towards the church’s goals and visions, this communicative tool
illustrates one’s identity through coherent, consistent and clear messaging. It also helps
the church become systematic. And assist the church to communicate its message on a
creative and relative way. It is a presentation of unified whole that helps in framing
church identity. Generating ideas on who they are, what they do, why it matters, what
they can offer to the people, and how they can reach to these people. (Miltenburg 2017,
18)

With these, churches can get resources through the connections built from
partnership and loyalty. Making reputation a more critical part for nonprofit organization

according to Jim Collins where supporters and members give their financial resources
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and efforts in return of intangible social goals. Similarly, branding also empowers the
people of the organization with pride from the sense of ownership. Elevating their
commitment from a clearly understood vision causing them to move towards one
direction. It also stabilizes the church amidst the inevitable ups and downs through
grounded beliefs and focus (Daw 2011, 36-37).

The creative process of branding in this production thesis involves 3 sequential
phases that can be seen in the conceptual framework: (1) Brand Book Development
Putting all together the brand elements into a manual or guidelines which has three
underlying processes: Brand Brief (documentation of the brand context and constraints),
Brand Styling (conceptualizing the visual identity), and Brand Audit and Strategies
(Assessing the internal and external factors such as published materials); (2) Church
Guided Usage; and (3) Evaluation (continuous process of development and re-evaluation
of the branding from FGD and expert analysis). Since this study focuses on the
development of Brand Book, the researcher seeks further resources on the underlying
processes of Brand Book development:

Phase One: Brand Brief

Defined as the document that sets parameters on the brand building project
(Holland 2006, 310). It is usually provided by the organization to the team responsible for
the development of brand book to ensure that it is properly understood on its context,
structure, goals, and constraints. As Tai suggests, establishing the brand should happen
right on the formative stage (Tai 2013,11)

As the brand brief is being prepared, these things should be understood: (a) the
church’s position in the community, its unique quality that makes it divergent whether

it’s a church catering for families, business people, young people, or other specified
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audience category (b) Vision- the preferred destination, the vibrant future challenging
enough to be achieved, (c) Mission- the initiative, areas of focus and actions towards the
desired destination, (d) core values- the principles and beliefs of the church which are
important factors in achieving the vision, (e) personality, and (f) current situation.

Brand brief can be considered as the grasp of the brand essence, the brand
discovery as termed by Catherine Chai on her Brand Growth Linear Process (Chai 2016,
3). It is considered an initial process in branding (Miltenburg 2017, 199) where gathering
of information, insights, and inspirations takes place.

Phase Two: Brand Styling

Brand styling is an intentional process (Humberstone 2015, 19) that includes
planning from brand brief, developing strong creative concept, implementing a well-
crafted and professional looking logo, pulling together all brand elements that best suit
the brand identity, and predesign materials with impact and lasting impression. In this
process, the creative team develops the gathered information insights, and inspirations
into tangible assets and communicating materials that create the visual identity of the
organization.

Brand styling involves the logo-making that best illustrates the brand, choosing of
color palette and typography that show its personality, icons and symbols that reflect the
brand’s values and beliefs. And some specific guides on the usage of spacing, photos, and
overall composition of a material. Here, the team responsible for the brand book
development should also redefine the intentions of brand styling, being particular on the

church’s audience, what types of branding attract this group, how should your audience
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feel when they see the church visuals, and how this new visual identity reflects the vision,
mission, values and goals, and personality of the church.
Phase Three: Brand Audit and Strategies

Brand audit is a systematic way of understanding the brand’s initiatives and
projects and how these things added value to the organization, supporters and audiences
(Mootee 2013, 160). It is also a process of reviewing all published materials and brand
expressions resulting to a chart of assessment (Holland 2016, 308).

Being one of the steps in branding, brand audit as a process requires
considerations on the Mission, Vision, Core Values, Brand Personality, Target Audience
and its demography and other existing brand elements being used. With the end result of
brand audit, the creative team can strategize communicative materials that best serve the
audience. For audience only pay attention to what it is only relevant and truly engages

them (Mootee 2013, 47).

Hybrid Engagement: Online and Distance Learning

Hybrid Learning or also known as blended learning is a technology-mediated
course that reduced the amount of face-to-face-time and replaced it by online activities
(Bonk and Graham 2006, 140). It relies heavily on the use of web technology to support
communication and interaction among people from distant places. As Bonk and Graham
suggest, with expanded thinking, Hybrid Learning can be recognized as a mix of
experiences that created a big idea. These experiences can be a mixture of online courses,
invitation to lunch, field tours, and other nontraditional elements that can help in the

learning (105).
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As a mediated learning, it aims to communicate across space and time (Sardar,
Van Loon, and Appignanesi 2010 ,12). Its popularity was recognized by American
Society for Training and Development as one of the top ten trends in the knowledge
delivery industry. Being a distance learning technique, three advantages are quoted by
Graham, Allen and Ure as to why it was a preferred learning design: (1) Improved
Pedagogy, (2) Increased access to knowledge and flexibility, and (3) Increased cost of
effectiveness. As an improved method of teaching, it helps the learners acquire tool-
related skills and technical information and maximize the face-to-face time for
application, discussion, and decision-making skills (Cottrel and Robinson 2003, 261-
269). In addition, the flexibility and access of learners to knowledge are determined as
equally important to the convenience of not sacrificing other commitments, social
responsibilities, or concurrent involvement to the field of work. By being cost-effective,
this learning system reaches to a globally dispersed audience making an advantage on the
reduced use of time.

The use of this technique has been widely embraced in the area of education.
Being not bound by time or distance, it greatly increased the students’ independence.
Synchronous learning or events that are occurring at the same time in an online space
which includes meetings, virtual classrooms, web seminars, conferencing, and instant
messaging reflect a physical classroom setup (Kumi and Smith 2014) that allows to train
small groups or provide a one-on-one coaching in a cost-effective way (Bonk and
Graham 2006, 111). On the other hand, asynchronous learning that provides students the
same content for classroom such as lectures, learning contents, web-based simulation,

and notes at different times has the potential of helping students that are not participative
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and collaborative on traditional classroom. Here, they can work at their own pace and
control the pace of instructional information (Bremer 1998).

Hybrid learning in the corporate relates in the advantages of (1) requiring little or
no face to face interaction and is dispersed geographically, socially, or culturally, (2)
communication with technologically facilitated mode, and (3) communication with one
another asynchronously. These benefits contribute to enhance the team richness through a
diverse perspective (Ubell 2010, 76) As a demonstration of the corporate acceptance,
collaborative approach to learning intertwine the use of trend, a confluence of new
collaborative tools to create an engaging environment (Oblinger and Oblinger 2005) for
team learning. This virtual team being a social system represent diverse culture,
relationships, roles and individual identities (Ubell 2010, 228) that may be considered in
choosing which communication technology can be used in learning. But as Ubell
suggests, instant messaging principal benefits such as (1) asking and answering
questions, (2) making contact quickly, and (3) relational communication provide
immediate access to content availability (Ubell 2010, 236).

This technique will be used by the researcher to equip the team of the church in
the brand book development and usage. Given that the most exciting opportunity
provided by Hybrid learning is to create learning communities (Bonk and Graham 2006,
121) irrespective of distance and time. The researcher also sensed that this learning
technique is best paired with the computer-based communication particularly the social
media for it able to connect to the very fringes of thinking and interests of the learners
(Dragon 2012, 41). In social media, learners can respond to one another, ask questions,

comment to a situation, and help to resolve an issue. It is a platform where learners can
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(1) establish relationships, (2) possess attributes, (3) and perform activities wherever they
are, as added by Ric Dragon (2012). This engaging environment may be helpful to the
virtual creative team of the brand book development and usage project because of its
flexibility and convenience provided that the team consists of learners with outside

commitments such as work and social responsibilities.

Ethnography: Participatory Media Approach for Digital Media

Ethnography is a systematic study of people belonging to a particular society. It
explores cultures, traditions and complex behavior (Rajagopal 2019, 71) of people in
naturally occurring settings or fields by means of various methods that best capture their
social meanings and day to day activities (Brewer 200, 10). Allowing the researcher to
observe, participate, examine and reflect upon the subject within a period of time. As
Wacquant depicted, it is the close-up, on-the-ground observation of people and
institutions in real time and space in which the researcher participates directly yet
externally to collect data (Wacquant 2003, 5).

In the past, Ethnography is associated in the study of primitive societies which is
concerned in the exotic and faraway cultures. But now, it is a tool to investigate the
familiar, the near and the modern (Damen 1987, 57). In the same way, ethnographic
research’s “field” traditionally pertains to a geographical place where the study takes
place but the shift in media reshaped the research design and qualify websites, network,
online board, and social media as the field of Ethnography (Daynes and Williams 2018,
74). This makes the digital platform as a new field that unveils the interesting lifestyle
and practice of computer mediated people. The increasing familiarity of people on social

media leads more ethnographers to study intercultural interactions such as chatroom,
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discussion forum, blogging, microblogging, videocasting, podcasting, social networking
sites, virtual world, etc (Hua 2016, 476). This participatory media approach, a study
conducted over the internet was termed Netnography (Kozinets 2015, 1).

Nowadays, Ethnography is not just a work of anthropologists and sociologists,
many disciplines such as education, business, intercultural communication, law,
geography, health, psychology, and gender studies have engaged in the use of this
research method (Hua 2016, 473). Examples of this is the study conducted by Dell
Hymes and John Gumperz on the Ethnography of Communication that seeks to
understand the language in social contexts (Gumperz and Hymes 1972). In business, this
participatory approach has been a helpful tool in understanding the consumer behavior
through media. The growing new technology disseminates power to the consumer (the
object of study) as co-creators in the product and service customization (Rajagopal 2019,
71) and at the same time authorize the marketers (researcher) to personalised their

message and its position in the society.

In the course of this project, Netnography, Virtual Ethnography or Participatory
Media Approach for Digital Media will be used by the researcher as a tool to study the
people involved in the development and usage of Brand Book. This genre of ethnography
is an immersion of the researcher to the use of Facebook Messenger and Facebook Group
as the field for observation, discussion, interaction and participation with the people in
the Creative Team of RIL and the church members who are responsible and fully aware
of the project. This approach requires initial or introductory work, interaction by the
researcher on some level, data collection, analysis, and the developing knowledge and

insights of the researcher (Greenhow 2011, 78). It will also comprise the holistic
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approach as argued by some of the researchers in the study (Teli, Pisanu, and Hakken
2007) who suggest that this type of Ethnography should include the online and offline
contexts. This means that the researcher will not just be present in online scenario of

consultation, discussion and observation but will be present in a few times during the

project development.

Focus Group Discussion for Design Projects

Focus group is a group of four to twelve individuals who have some things in
common and several differences, and led by a knowledgeable moderator who handles the
discussion among the members (O’Reilly 2005). It is employed to have a better
understanding of the key factors in the project. The discussions from this focus group aids
the researchers to understand the context of each individual, their culture, opinions, needs
and ability to execute and participate in the project. As interaction is a glue to distance
learning, so it is to the individualized connections created from focus group. It facilitates
learner’s attention, cognitive processing, effort and subsequent interest (Hirumi 2014,
207). This sustained interest from creative group (Greenfield 2016, 458) where creative
element has been introduced will lead to a developed knowledge and experience in the
field.

The identifying factors of focus group from other question-driven research
methods are the following: number of participants, level of structure, level of flexibility,
length of time lag, use of support materials, and use of modern information and

telecommunication technology (Greenfield 2016, 456).



CHAPTER I
METHODS AND PROCEDURES

This production thesis's objectives are categorized into three main ideas:
Awareness, Understanding, and Action. To create an awareness that there is a need for
Reign in Life Church to improve and implement its brand intensively: (a) awareness that
there is a communicative Paradigm Shift, (b) and a call to develop engaging materials for
the visual audiences, (c) that will communicate the church vision and values effectively
to the people.

With the consciousness of this current position of the local church comes the
understanding of the goal of this thesis which aims to educate RIL of (a) Church
Branding and its significance, (b) Brand book development and Usage (c)
Implementation of the church brand visual identity across all digital communicative
strategies through the Facebook Platform.

The third objective of this project is to engage the Creative Team of RIL to move
into action. The scope of this last objective is (a) to create communication materials that
are creative, consistent, and in order; (b) to utilize the social media platform, Facebook,
to stay connected with the visual-oriented audiences, and (c) to challenge the team to
continuously improve themselves as they innovate and implement branding to its full

extent.
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Techniques
Hybrid Engagement (Online and Distance Learning)

To equip the creative team of RIL on the development and usage of Brand Book
and to be able to engage in the process and implementation, the researcher used the
technique of creating an online community through a Facebook group where online
resources and instructions were uploaded to inform and educate. With its enormous
advantage of not being bound by time and distance, a hybrid engagement is the most
appropriate approach to these church volunteers who are learners with outside
commitments such as work and social responsibilities. The brand book development was
guided by a Learning Map consisting of related topics on branding and graphic design,
compilation of all the needed materials such as presets of fonts, colors, textures, icons,
sample style and treatment of the RIL brand elements. Consultation during the process of
Brand Book development and usage used an adapted form of Blended Learning, which
means a reduced time of face-to-face interaction among the creative team and the
researcher yet providing them asynchronous learning instructions which allowed them to

work at their own pace and control. Virtual meetings were also conducted.

Online Ethnography (Participatory Media Approach)

The usage of online ethnography allowed the researcher to observe, participate,
examine, and reflect upon the implementation of Brand Book in the digital
communication materials of RIL on Facebook. As areas of researcher engagement, the

following Facebook features were used: Facebook Group (Learning Environment),
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Facebook Messenger (instant messaging, on topic and off-topic conversations,
interactions and encouragements), Facebook Publishing tools (summary of post reach and
actions), and Facebook Page (Platform for Branding Implementation). Periods of

engagement were agreed beforehand. Observation will be staggered and randomized.

Focus Group Discussion

A group of eight individuals were considered for Focus Group Discussion.
Members were a mixture of people from the Pastoral Growth Team, Creative Team, and
other ministries of the multi-age group.

Chiqui Coloma and Ruth Erika Montes were representatives from the Pastoral
Growth team. At the same time, Krisha Dulay and Darlene Tumbali were respondents
from Team Creatives. Another set of members were Rizza Guevarra, Genesis Alvarez,
and Miguela Cabanlit were from other ministries of the multi-age group. The presence of
the Senior Pastor, Carmelo Pituc, was added to this FGD.

This approach was supported by a set of questions, pictures, and PDF file to
facilitate the discussion better, allowing the researcher to understand the impact of the
guided usage of the developed Brand Book and how it affected RIL's creative

communication approach.

Procedures
In the pre-production stage, a pre-determined church was identified as the
audience of the study. RIL was considered based on its readiness and fertile ground for

Brand Book implementation. The researcher understood the current situation and the
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need for systematic procedures for the development and usage of Brand Book. A brand
revisit was done. The brand brief was passed to the researcher to understand further RIL's
Mission, Vision, Core Values, Church Structure, Corporate Tagline, Statement of Faith,
and other existing brand expressions.

An initial meeting with the Team Lead or Representative also occurred in this
stage, the researcher discussed the significance of the study, the scope of the project,
timeline, and commitment needed. In this early stage, the Learning Map for Hybrid
Learning for team equipping was crafted to blend with the process of Brand Book
development. The Learning map was intensively plotted for two weeks and have assisted
the creative team on time given before the production stage.

The production stage took four weeks, covering the design of 4-week graphics, a
total of more than 30 images which were scheduled post on Facebook for daily uploads.
These graphics are a combination of verses, quotes, preaching sermons, reminders, and
announcements designed and aligned with the newly developed Brand Book of RIL. The
uploading and scheduling of these graphics were done in Facebook Publishing Tool
Feature which allowed the working team to manage and view the daily Facebook posting
status.

The post-production for this project was narrative which includes the Brand Book
Development Stage (Developmental Documentation) and Church Guided Usage Stage
(Guided Usage Documentation). Conversations and interactions occurred both in the
Facebook Chat and Facebook group in the Pre-production were journaled by the
researcher under Developmental Documentation. In the same light, both the responses

from Facebook Audiences during the production stage, i.e. clicks, likes, engagements,
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reactions, messages, and additional instruction discussions with Team Creatives were
also documented as the Guided Usage. Evaluator’s Responses and Focus Group
Discussion were procedures that the researcher used to understand the impact of the

Brand Book on RIL branding and adjust it accordingly.

Analysis of Prospective Audience

Reign in Life Church is a community church located in the city center of Pasig. It
is composed of an average of 150 multi-generational members attending the three weekly
worship celebrations. The scope of membership is equally portioned as Young People
and Adults. Headed by Pastor Carmelo Pituc, the church is led by twelve Pastoral staff
who are assigned for handling a specific ministry. In particular, the thesis will be
assisting one of the Seven Main Ministries of RIL named Indwell which is committed to
worshipping God through communication and Arts and is a ministry dedicated to Pulpit

Sharers and Church Creatives, including the musicians, dancers, and visual artists.

Schedule
The Project proceeded with the assistance of the Team Creatives as the Core team
in the Project. In the Pre-production stage, the team has committed for a couple of
meetings and training. While designing and publishing of graphics were the main tasks
assigned to team and the researcher under Production stage. For the full implementation
timeline, see Appendix F.
Location
The production thesis field is a local church located in Pasig City, Philippines.

However, the Brand Book development and other processes were executed remotely in
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Singapore as an inherent of the production nature of Hybrid Engagement. Meanwhile, its

implementation is done in the social media platform-Facebook.

Personnel

To gatekeep and critique the developed Brand Book and other communication
materials to be published, an approving committee composed of Senior Pastor and three
church leaders credible for communication arts and church publicity were tasked to check
and approve the materials. The Brand Book were critiqued based on its relevance to the
RIL values and church brand positioning. While Biblical content and design relevance of
communication materials produced will be checked based on how it conveys a well-
perceived message by its target audience, it aligns with RIL branding and reflects a
consistent brand image.

For the Brand Book development and Church Guided Usage, the media team
composed of volunteers from Reign in Life Christian Ministries Manila were appointed
to assist in the production process.

Strategy

All digital files used and produced in alignment with the implementation of Brand

Book development and usage were saved in Google drive with open access to all the

project's involved people.



CHAPTER IV

CONCEPT

Idea
This project's product is the Brand Book of Reign in Life Christian Ministries
Manila, an infographic manual and guideline for its visual identity and brand expressions.
It was developed from the church leadership's provided brand brief, based on the current
context, positioning, and structure. This compilation of document consists of seven main
subjects: (1) Our Brand (2) Logo, (3) Typography, (4) Color Palette, (5) Graphic

Elements, (6) Messaging and Voice, and (7) Applying the Brand.

Style and Treatment

The Brand Book was designed in the simplest possible compilation of guidelines
to highlight further the output graphics produced using the manual. It is documented in
English language for the general convenience of using the design terms. Itis a
combination of graphic design trends such as patterns and textures, simplified
illustrations, collages of photos, image and text masking, typography, and monochrome.
They were the researcher's art inspiration for its usage and implementation.

It is available as a digital file and in printed media. A digital file exported in PDF
format and saved in an online drive enables the team to access the manual remotely for
their perusal. Likewise, the printed A4 size book-type print will be a document readily

available in the church office for archival references.
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Visual Walkthrough
RIL Brand Book is a 55-Page A4 landscape format digital file and printed format.
The cover was designed according to church-developed visual identity. The front cover

includes the church name, logo, tagline, and date of its publication. (Cover Page) First

page is an outline of the content and pagination. (Page 1)
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Figure 4.1: Page 1 of RIL Brand Book

History, Mission, Vision, Tagline, Foundational Verse, Core Values, Statement of
Faith, Church Structure, and Church Position are covered in the first subject of the Brand
Book which is found in the Who We Are section where the church brief is discussed.

(Pages 2-11)
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Figure 4.2: Page 2-11 of RIL Brand Book

The logo section highlights the rationale on its development and significance to
the church visual identity. Also included are the elements that symbolize values and
beliefs integrated in the logo. Logo variants such as the horizontal, vertical, full colored,
black and white appearance of the logo is discussed in this section together with the
proper usage and its restriction, and the Ministry and Network Approach of RIL logo.

(Pages 12-18)
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Figure 4.3: Page 12-18 of RIL Brand Book

The third and fourth section contain the Typography and Color palettes which are
the two most important things to consider in the development of visual graphics. It
consists of a detailed guideline on the use of its primary and secondary set of typefaces
and colors being particular with the tracking, leading, kerning, size, and style of the
typefaces. This also includes hexadecimal values and gradient level of colors. (Pages 19-

26)
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Figure 4.4: Page 19-26 of RIL Brand Book

Under the fifth section, the collection of graphic elements such as icons, imagery,
patterns and textures - considered as miscellaneous for designing visuals - are compiled

in this section. (Pages 28-30)
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Figure 4.5: Page 28-30 of RIL Brand Book

The sixth section consists of RIL messaging and voice, the way word and tone

relates to the church audience. (Pages 32-33) The seventh sections contain the Brand

Applications on Digital and other church materials and the 31-day Brand Implementation

in Facebook. (Page 37-52)
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Digital Print Layout
The full version of RIL Brand Book 2021 Version is attached as part of the

appendix.
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Figure 4.6: Front and Back Cover of RIL Brand Book



CHAPTER V
CONCEPT
PRESENTATION OF DATA AND RESEARCHER’S EVALUATION
This chapter discusses the Brand Book Development and Usage assessment in

Reign in Life Christian Ministries Manila.

Brand Book Development
This portion of the study discusses the evaluation of the Developed Brand Book
from four Field Practitioners (abbreviated as FP from hereon) and two select Church
leads. The researcher framed three key questions based on the Three-Dimensional Value
Proposition of Breakthrough Nonprofit Branding (Figure 1.4), corresponding to the seven
RIL Brand Book segments. MAXQDA was utilized to analyze the data gathered. The
Evaluation form, Answers to Evaluation, and MAXQDA results are attached as Appendix

L, Appendix M, and Appendix N.

Our Brand

This Brand Book's section consists of the Who We Are details of RIL, including
the History, Mission, Vision, Tagline, Foundational Verse, Core Values, Statement of
Faith, Church Structure, and Church Position. Evaluated from the first value of Inform, it

was affirmed by the FP that this section is informative and well-presented, providing a
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clear picture of the church while maintaining its visual appeal. It is also mentioned that
the section presents the bird's eye view of Reign in Life Church.

However, it was noted that that two FPs commented that the RIL Brand Book
cover should indicate the title "Brand Book," "Brand Guideline,” or "Brand Style Guide™
to convey that it is a brand book at first glance. They also mentioned that the History part
could be better illustrated through a condensed representation using histograph or bullet
format.

Under the Inspire aspect, the evaluators validated that the "Our Brand" portion of
the Brand Book depicts the RIL's soul and story, which is apparent on its every page
using images of real people who are part of the church. It gives a clear picture of the
organization's key message, giving further visualization of how it looks like to become a
part of RIL. Similar to Holland's definition of Brand Book as a manual created from the
depth and breadth of the organization's vision, mission, core values, and long-term goals
(Holland 2006, 49-51).

This portion of the Brand Book's Engage level is seen by the evaluators as a good
introduction of the church and can help explain what the church stands for and its reader's
call to action, which is to become RIL's partner in its mission and vision. However,
according to one evaluator, this portion of the brand book does not explicitly state the
brand's restrictions or limits but rather what they envision to do and their plan to achieve

it.
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Logo

Rationale, Elements, Variants, Usage, and Ministry and Network Approach are
components of this portion. As recognized by the evaluators, the RIL logo in its layout,
color, elements, variants, and usages is presented consistently and explained well. The
symbolism in colors and the representation of the ministry components incorporated in
the logo also give depth to its meaning, making it a good logo. An evaluator also affirms
that the crown as RIL’s logo icon best illustrates the brand name of the church, “Reign in
Life” and its mission to expand God’s Kingdom on earth. Although, quick questions from
an FP arose as to why grace, trinity, stability are the values represented in the logo, which
was addressed on the resulting RIL Brand Book re-evaluation. Conveying the do’s and
don’ts of the Logo portion, the section was able to detail the required specifications and

proper usage of the RIL logo.

Typography

The evaluators compliment the typography used for RIL’s branding as
appropriate, attractive, modern, and unintimidating. The typography implies serious and
playful tone. They also noticed that the Brand Book had conveyed a persistent type of
fonts that should be used as a header, subheader, and content, making a way for creativity
yet remain within the bounds of its identity. Whereas improvement on its labeling in the

Brand Book is also recommended by the FP in order for it not to be confusing.

Color Palette
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Appropriate, tailor-made, attractive, conventional, tranquil, and peaceful are
characteristics found by the evaluators to select colors of RIL in the Brand Book. As one
of the Church leads assessed, the colors of RIL is identifiable to the Church.

Its Inspire aspect evokes emotions and transcends the right feelings as it creates a
psychological connection with the audience through the variety of secondary colors to
portray rich visual experience while showcasing the church’s personality. As an enforce
portion, the section introduced the primary, secondary and neutral colors, providing
artists a more flexible options when designing. Although, it is also mentioned by an
evaluator to better incorporate on each color when to use and how to use the different set

of colors.

Graphic Elements

This portion of the Brand Book contains the icons, imagery, and patterns, and
textures. As verified from the Evaluator’s inform aspect, this section has shown the
careful selection of appropriate icons, symbols, and patterns, and textures that represent
RIL’s identity. The impression is casual and approachable, bringing the audience to the
heart of the church-people and God’s message and not as an intimidating religious
organization.

As can be seen, the section was affirmed on providing a helpful guide to the user
to which style and design extent. However, the limitation of usage of graphic elements
are not defined according to the Field practitioner. Moreover, from an evaluator’s
response, RIL is customizing its promotional materials to appeal to a broad scope of the

audience through the presented graphic elements in the Brand Book; thereby validating



Moote’s description of Brand Book’s purpose of keeping a coherent identity of the

organization with assembled set of graphic guidelines (Moote 2013, 16).

Messaging and Voice

The messaging and mood of RIL are indicated in this section. The evaluators
confirmed that RIL’s messaging and mood portrays the church values and what it
believes in. It articulates a message that its audience of its target demographics can get
excited about. It is straightforward in form yet remains warm and casual. It also triggers
engagement through simple, consistent, compelling, and persuasive words and tone,
encouraging people to pass it on.

A field practitioner also recognizes the willingness of RIL to have the universal
tone for a different set of people as part of its branding as manifested in the brand book.
However, there’s also a need to elaborate on the limits and grounds of RIL’s messaging

to avoid the selection of such words and phrases.

Applying the Brand
This Brand Book’s section in particular on the presentation of graphic output

aligned with the Branding Implementation. From the evaluation, consistency and
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coherency are evident. It is also recognized as a detailed guide for the proper execution of

the RIL brand by presenting varying designs while maintaining its image’s quality and
integrity.
Further, this portion from RIL Brand Book’s characteristic allows the brand as a

whole to be recognizable (Moote 2013, 160) while ensuring technical and creative
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consistency on all brand expressions (Miltenburg 2017, 41). The evaluator also sees its
significance as a training ground for the Team Creatives regarding various RIL branding

approaches and execution.

The Developed Brand Book

The developed RIL Brand Book can enforce action to its user as it is easy to
understand, highly engaging, and prospective in its planning and execution. In summary,
a conglomerate of the evaluation responses indicates that the Brand Book has achieved its
value proposition of informing, inspiring, and enforce. The inform aspect explained the
brand, how it relates to individuals and appropriate symbolism on each brand element.
However, there remain opportunities for development, such as further elaboration with
some of the labels and subheadings. Not all of its users and readers are assumed to
comprehend its minimalist approach. Also, RIL brand can be seen as creative and
consistent due to the Brand Book’s ability to present the brand as identifiable, attractive,
and well-documented. Likewise, being a guideline, the resulting brand book ensures
technical and creative consistency through its usage, limitations, and restrictions content

which enforce direction.

Brand Book Usage
Graphic Outputs
The Graphic Outputs as seen in the branding implementation are conceptualized
by the researcher with the general audience. This simplicity combines graphic design

trends where cross-processed church internal image of most people or a subject from
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stock photos that best describes the topic overlays with pattern or textures. A hierarchy of
typography emphasizes message content. The use of the best RIL logo variant is also part
of the design structure. This style is taught during intensive learning with multiple
executions to explore. Besides, guideline on other possible executions of the imagery is in
the RIL Brand Book.

Hence, to understand if the RIL Brand Book is appropriate for designing Graphic
Outputs, the researcher conducted an FGD composed of eight individuals from Reign in
Life Church. The FGD questions focus on their knowledge of branding and how they see
this effect on the RIL church branding by seeing the graphic outputs during the
implementation period. They were also asked on how the brand elements helped them
identify and understand the brand core of RIL.

The majority of the group was able to identify the consistent usage of fonts, blue
shade, and logo of the church. They have also noticed the harmony on the graphics, the
humanized feels, minimalist and simple approach. There is also a mention of a sense of
recall from the graphics posted for a month, allowing them to recognize RIL’s visual
identity, which they described as simple graphics, overlayed with paper texture and
typography in different dynamics of emphasis. Another highlight from the FGD’s
answers is the symbolism and brand identifiers related to the brand core. They have
affirmed that the Brand core is expressed well with the use of the brand identifiers.

According to the Focus Group, the visibility of three fonts from Sans Serif
typefaces, Bebas Nue and Avenir, and Calligraphy typeface Sensations and Qualities are
prominent and consistent. The font selection, according to one of the respondents,

powerfully embody the personalities of RIL, which is vibrant (Bebas Nue), corporate
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(Avenir), and fun (Sensations and Qualities). In most of the Graphic Outputs from the
implementation, the texturized paper is widely used next to the triangle patterns, as
observed.

Illustrative and clear, the graphics illustrate the message through human touch to
relate to general audiences. Surprisingly, one respondent from the Focus Group conveyed
that even without a caption, the graphics itself can stand as a post to encourage people
with its comprehensible messaging. In the light of creating Graphic Output elements. The
visibility and recall of logo, fonts, and colors concerning the church personality are seen
and observed by the individuals during the implementation period. It was noted that the
main characteristics of the Brand Book were its simplicity, minimalism, and humanized

approach to its design.

Usability of the Brand Book

The Brand Book of RIL is developed from the depth and breadth of the church’s
vision, mission, core values, and long-term goals that created its visual identity. Its
primary purpose is to document the brand core, present the brand identifiers, and
highlight the brand implementation guidelines. This purpose ensures that the brand is
recognizable not just by its name but by its collective expression. As important as
presenting the brand, driving consistency, clarity, coherency, and harmony in its
implementation are the other goals of the Brand Book. As administering on how the
brand identity is applied and used throughout mediums (Moote 2013, 161).

When the Focus Group was asked regarding the usability of the Brand Book, they

recognized it as a great help to lessen the effort of designing because of presets and
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standards recorded in it. It also helps in communicating a message in the absence of
words to illustrate through colors and imagery. Drawing harmony and decluttering ideas
are deemed as one of the benefits of being guided by a brand manual, as affirmed through
the discussion.

The researcher considered these elements in the brand kit be made available in the
designing software utilized by Team Creatives of RIL during the implementation period.
For this reason, the Focus Group confirmed that the usage of Brand Book has helped RIL
presents its brand identity through its brand expressions with ease of use as a reference
for consistency, coherency, aligning, and structuring order and harmony to collaterals.
The repetitive use of the same shapes, textures, patterns, colors, typography and the
consistent use of logo across graphics are mentioned as apparent in expressing the brand
in its whole meaning and simplicity. A brand book’s primary purpose of keeping a
coherent identity of the organization as an assembled set of graphic guidelines (Moote
2013, 160)

Furthermore, the Brand Book being a documentation of design trends, is subject
to re-evaluation for continuous enhancement and as a mark of being an innovative
organization. As communication trends evolve and change over time, adjustments are to
be expected to blend the aesthetic and messaging to the receptiveness of new media

audiences.

Church Guided Usage
As an essential part of the study process, the researcher journaled the series of
highlighted events that occured during the Church Guided Usage from the online

ethnographic phase. The Guided Usage jumpstarted as early as in the Brand Book
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Development Phase, where the researcher assisted the Team Creatives with the
proprietary skills needed for the implementation. The learning map includes Project
Scope, Brief branding details, Hands-on canva experience, and RIL Branding Drafts and
executions. The researcher used the methodology of hybrid learning due to the distance
constraint. As noted in the training experience, with half of the team creatives
participating in two intensive learning sessions, the volunteers actively participate by
raising their questions, responding from the researcher's thoughts to ponder, and doing
the graphic design exercises.

The researcher acknowledges the availability and readiness of the participants
when the 30-day Facebook Posting Schedule was posted in the group. However, there
were no responses on the comment section aside from Team Creatives Lead, responsible
for providing the captions and the Senior Pastor who is supportive and committed to
achieving the project's success. The team is reaching out to the researcher through a
personal chat and initiated a conversation and consultation on adequately executing the
branding in application to their assigned graphics. The guided usage has a flexible
approach, allowing Team Creatives to work at their own pace and time as a hybrid
learning in technique that relies heavily on the use of web technology to support
communication and interaction among people from distant places (Bonk and Graham
2006, 105). Consequently, though flexibility made it accessible for the Team Creatives to
work asynchronously, the researcher sometimes missed the messages for some reasons,
causing a slight delay in exporting and posting graphics. It also a challenge to come up
with a bulk of graphics given to the pacing of the team. Flexibility became a hindrance

and required reminders to have a sense of urgency among participants.
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During the graphic design processes with the Team Creatives, choosing a photo
background and putting the appropriate typography were challenging. Although there was
a preset of fonts, the difficulty in proportioning the text content and putting emphasis
became a major consideration. The researcher needed to re-assess the assigned Team
Creatives member and ask few questions on their understanding of the graphics' content.
They were asked to rationalize the meaning and put the message into a design concept.
The outputs were pre-approved by the researcher and checked by the senior pastor before
posting. In the approving and checking process, a few revisions and changes were
required occassionally but majority of the graphic outputs were post-ready.

In a short period of brand implementation, the researcher assessed that the team's
readiness and availability were one of the strengths of the project procedure. The team
has great potential, and skills are in progress development. The utilization of Canva is
also a great advantage for the team, assisting in the cloud saving of working files and
brand kit. Its ease of access and web-based platform enabled the team to design and
create graphics with RIL brand presets of typography and textures and file format.
Overall, the church-guided usage is a great learning experience and opportunity for the
researcher's ability to train creative communicators and the team in their creative process.
Consultation becomes a learning curve for the team to familiarise themselves with the
RIL branding guidelines. At the same time, it also helps in the development of their

creative conceptualization and design practice.
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Facebook Audience Impression

The Facebook Audience Impression in the study presents a topical understanding
of the acceptability of the graphics to the church audience. Despite the project not being
an Audience-Reception Study, the month of its implementation shows a number of
impressions received by the Graphic Outputs from the branding implementation.
Facebook Publishing Tool Report is attached in this thesis as Appendix I.

Notably, the data indicates that all the Brand Book’s Graphic Outputs ad high
audience impressions than those not part of the branding implementation. Though
categorized as Boosted and Not boosted, these graphics aligned to the Brand Book
guidelines receive more impressions than other postings that are not.

From the organic postings or posts that are not sponsored, the highest impression
count is 3,226. This graphics is the preaching excerpt designed with Pastor’s Mel cross-
processed image and a portion of his sermon presented in a font hierarchy. As for the
sponsored post, the themed graphics 12 Days of Christmas is well-received at 12,517
impressions. It is intended as Daily Devotional with a Christmas-themed graphic crafted
with seasonal images from stock photos and contains heavy textual content because it is
an informative message.

The presented data on the Facebook Publishing Tools is an interesting
comparison. With the Brand Book usage, it can be understood that the brand manual has
guided Team Creatives in designing graphics that are easily understood by the Facebook
audience for these to exhibit adequate reactions and impressions. Significantly its usage is
not merely to direct the designers on the uses, variants, and restrictions of brand

implementation but also to help align ideas and concepts that best illustrates Reign in Life
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Church’s visual identity. This aspect can be collectively seen with all the postings dated

December 1, 2020, to January 1, 2021, on RIL Church Page.



CHAPTER VI
SUMMARY OF THE PRODUCTION, CONCLUSIONS AND
RECOMMENDATIONS
This chapter discusses the summary of the production, conclusion and

recommendations based on the data and evaluations collected.

Summary of the Production

This production thesis was intended to revisit the existing Brand documentation
of Reign in Life Church, develop the RIL Brand Book, implement the brand through a
Church Guided Usage, and document the evaluations and assessments needed for
revisions.

The production sequence contained three processes: Brand Book Development,
Church Guided Usage, and Evaluation. Within the Brand Book Development phase, a
brand brief was handed to the researcher. This document contains all the information
about RIL that the researcher needs to know to create a brand style. This phase then led to
a brand audit where existing brand expressions or collaterals are listed down to assess the
brand usage. A learning map was simultaneously crafted, and training was provided.
Upon approval of the Senior Pastor, the RIL branding was softly launched during its
period of Church Guided Usage.

Following, the Second Sequence comes with implementing the adjusted Brand
Book through a 31-day Facebook Posting. During design execution the researcher guided

the Team Creatives of RIL. Lastly, the developed Brand Book and its Usage were
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evaluated, and FGD was conducted to assess the production process and resulting Brand

Book.

Conclusions

Assessed from the evaluations and responses during the FGD, the Developed
Brand Book and the Church Guided Usage assisted RIL on brand-building and creative
communication as evidenced on the church’s Facebook page last December of 2020.

The Developed Brand Book of RIL was deemed efficient based on informing,
inspiring, and enforcing the value proposition. The Brand Book's inform aspect was
described as a brief and clear definition of RIL. Besides, it gave the users and the people
who want to connect with the brand an understanding of the brand’s look, feel, and
sound. However, some labeling and subheading may be done further to clarify elements
better.

Similarly, its value to inspire was also achieved. The Brand Book is attractive,
identifiable, relatable, unintimidating, and though presented as a church document, it
maintained its casual look and flexibility. In the same light, enforcement is significantly
observed in the Brand Book being a visual guide on the usage of brand elements, it has
conveyed well its allowance and limitations. Exploring design trends can also be
considered as it strives to become contemporary to its audience in the future.

The researcher also envisions the significance of the Brand Book's seven
segments as a helpful guide for the Creative Team of Reign in Life Church in
implementing the brand. With this, the brand kit can also be utilized, lessening the effort

and time of designing graphics because it has filled the gap on figuring out which art
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style looks good and creates harmony. Following the guideline, consistency and
coherency across graphics can be assured because it aligns the graphics into one art
execution. It also helps align all the Graphic Outputs to be presented so the brand identity
is always visible though handled and created by different artists.

During the Church Guided Usage, though the Brand Book is available, working
closely with the Team Creatives to ensure that they have followed the guides in
presenting the visual identity is still recommended. This experience frames the
understanding that the Brand Book is still a guide requiring human assistance to ensure
that the treatment and execution are done properly. This entire process requires a review
and approval body to validate Graphic Outputs. In the case of this study during the 31-
day implementation, the researcher and the Senior Pastor served the former role to ensure
that Brand Book is followed accordingly.

In addition, the resulting Brand Book can be an academic reference for criticism
and not just a technical guide as it was structured in such a way corporate Brand Books
are laid out in secular marketing.

Further, though not mentioned repeatedly in the study, the post or concept
scheduling during the implementation plays a vital part for the Church Guided Usage of
the Brand Book. It was noted that this process is one factor that helped increase the
impressions because Graphic Outputs created during the period of December are
designed to be visually appealing and had very timely and relatable messaging. The
researcher carefully plotted the scheduled with topics and content that reflects RIL’s

brand personality while showcasing its messaging's mood and tone. The 31-day Brand
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Book implementation was done during the Christmas Season leaving most of the
artworks having a Christmas vibe both on content and design.

Surprisingly, graphics designed and posted in alignment with the Brand Book
implementation have gained more audience impression than those which were not. A
number of reasons cite as factors. The most evident one could be the intensive brand
implementation of RIL excites its Facebook audience with a refreshed look. Such as a
new execution of Graphic Outputs that expressed more what RIL is about. Another factor
could be the relatable content and messaging aesthetically and properly crafted to
represent the brand identity. Likewise, the consistent and daily updates may have
collectively contributed to this where coherent Graphic Outputs were posted.

In the field of Christian Communication, the project contributes to the increased
awareness of the importance of church communicative materials. The researcher
concludes that the Brand Book’s primary purpose is to present the brand elements and
guide its users in doing the brand expressions. However, this Brand Book development
and usage is another opportunity to understand how church visuals and representations
greatly contribute to the modernized method of church communication. This supports the
argument for the church to go further with its visual identity in order to be understood by
its highly digitalized visual audiences.

Overall, the project adds up to the corporate branding experience of the
researcher. RIL Branding was her first brand documentation during her Bachelor's study.
At the time of this production, this was the fourth manual developed by the researcher.
Although the coursework and underlying processes of the production remained

challenging, this led to greater inspiration when the RIL Brand Book was softly launched
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and when the output positively impacted Facebook Audiences. Another motivation for
the researcher is its usage that currently now helps the Team Creatives maintain the brand
identity of RIL.

Furthermore, it is a fulfilling achievement for this production study with its
processes documented alongside assist other community churches. This will in addressing
the lack of resources, knowledge, skills, and guidance in branding and may help create

visually-appealing graphics and outputs that collectively represent their brand identity.

Recommendations

Here, the researcher prescribes a list of recommendations that can help with the
future studies and similar. These recommendations are listed and marked important from
the researcher's experience during the production, possible approaches if not bound with
limitations and time constraints of the studies, and the suggestions from the evaluators.

1. It is best to have an initial meeting with the church as early as during the brand
styling in the Brand Book Development to phase further define the church visual identity
from different perspectives. This also helps in better assessment of the team's capability
in terms of designing and executing the brand implementations.

2. A soft launch for church brand visibility can be considered for Brand Book
Guided Usage. Multiple media forms such as infographic, interview videos, or interactive
presentations can be explored for the branding presentation.

3. Aside from RIL ministries logo variants, additional Graphic Output executions

for specific general audience can be included in the Brand Book guideline. For example,
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an art approach for Young People can be more experimental and fun with the use of
allowed vibrant colors.

4. The production thesis, with its detailed description of processes, can be
replicated with a wider emphasis on empirical data gathering allowing comparative
approaches.

5. Adjust the periods of implementation in other months of the year or in
extending the months covering its actual usage.

6. In the field of Audience Reception Studies, explore the varied responses of the
target audiences as intended by a designed Brand Book. Such a study can provide further
discussion on the impressions of audiences of such branding.

7. A detailed undertaking as to the process of selecting material for brand-related
endeavors in the field of Christian media.

8. Further studies can consider the making of modules for the Brand Book
Development and Usage, which may include the actual procedures from the three
sequential processes indicated in the Conceptual Framework and the proprietary skills
needed for its usage such as basic graphic design for the church.

9. It is recommended to connect the project with discipleship to minister and
inspire the team with a passion for serving and understanding Jesus’ model of
communication.

10. As for the incorporation of purposeful discipleship, a similar endeavor can
adapt the procedural elements of the study with a more conscious inclusion of mentoring

and teaching activities.



BIBLIOGRAPHY

Bonk, Curtis Jay, and Charles Ray Graham, eds. 2006. The Handbook of Blended Learning:
Global Perspectives, Local Designs. 1st ed. Pfeiffer Essential Resources for Training and
HR Professionals. San Francisco: Pfeiffer.

“Branding Essentials: Guide to Creating a Brand Book.” n.d. Lucidpress Blog.
Accessed October 20, 2019. https://www.lucidpress.com/blog/branding-essentials-guide-
to-creating-brand-book.

“Brand | Search Online Etymology Dictionary.” n.d.
Accessed October 8, 2020. https://www.etymonline.com/search?g=brand.

Brewer, John D. 2000. Ethnography. Understanding Social Research. Buckingham
Philadelphia, PA: Open University Press.

Chai, Catherine. 2016. From Bland to Brand: The Essential Branding Handbook for Asian
Businesses. United Kingdom: Rethink Press Limited.

“Christ’s Commission Fellowship.” n.d.
Accessed October 2, 2019. https://www.facebook.com/CCFmain/.

“Claudia Bremer: Design for a Group Oriented Virtual Learning Environment, BITE 98.” n.d.
Accessed June 8, 2020. http://www.bremer.cx/paperl/.

Cottrell, David, and Reid Robison. n.d. “Blended Learning in an Accounting Course.” Case 4.
Quarterly Review of Distance Education.

Damen, Louise. 1987. Culture Learning: The Fifth Dimension in the Language Classroom.
Second Language Professional Library. Reading, Mass: Addison-Wesley Pub. Co.

Daynes, Sarah, and Terry M. Williams. 2018. On Ethnography. Cambridge, UK Medford,
MA: Polity.

Daw, Jocelyne, Carole Cone, Kristian Darigan Merenda, and Anne Erhard. 2010.
Breakthrough Nonprofit Branding: Seven Principles to Power Extraordinary Results.
First. New York, United States: John Wiley & Sons Inc.

Dragon, Ric. 2012. Social Marketology: Improve Your Social Media Processes and Get
Customers to Stay Forever. New York: McGraw-Hill.

Davies-Cooper, Rachel, and Mike Press. 1995. The Design Agenda: A Guide to Successful
Design Management. Chichester, New York: Wiley.



68

“Favor Church.” n.d. Accessed October 2, 2019. https://www.facebook.com/favor.church/.

Graphics, Church Motion. n.d. “10 Church Brand Identity Guideline Samples.” CMG Church
Motion Graphics (blog). Accessed October 10, 2019.
https://www.churchmotiongraphics.com/10-church-brand-identity-guideline-samples/.

Greenfield, Tony, and Sue Greener, eds. 2016. Research Methods for Postgraduates. Third
edition. Chichester, UK, Hoboken, NJ: John Wiley & Sons.

“Greenhills Christian Fellowship.” n.d. Accessed October 2, 2019.
https://www.facebook.com/GreenhillsChristianFellowship/.

Greenhow, Christine, Julia Sonnevend, and Colin Agur. 2016. Education and Social Media:
Toward a Digital Future. http://site.ebrary.com/id/11211997.

Gumperz, John J., and Dell H. Hymes, eds. 1986. Directions in Sociolinguistics: The
Ethnography of Communication. Oxford, UK, New York, NY, USA: B. Blackwell.

Hirumi, Atsusi, ed. 2014. Online and Hybrid Learning Design Fundamentals. Grounded
Designs for Online and Hybrid Learning Series. Eugene, Oregon: International Society
for Technology in Education.

Holland, D. K. 2006. Branding for Nonprofits: Developing Identity with Integrity. New York:
Allworth Press.

Hua, Zhu, ed. 2016. Research Methods in Intercultural Communication: A Practical Guide.
First Edition. Guides to Research Methods in Language and Linguistics. Malden, MA:
Wiley-Blackwell.

Humberstone, Fiona. 2018. How to Style Your Brand: Everything You Need to Know to Create
a Distinctive Brand Identity. West Hartford, CT: Copper Beech Press.

Kirkpatrick, Rich. 2016. “Why Worship Visuals Are Essential and Not Distracting.”
Sharefaith Magazine. Accessed October 10, 2019.
http://www.sharefaith.com/blog/2016/05/worship-visuals-essential-distracting/.

Kozinets, Robert V. 2015. Netnography: Redefined. 2nd edition. Los Angeles: Sage.

Kyei-Blankson, Lydia, and Esther Ntuli, eds. 2014. Practical Applications and Experiences in
K-20 Blended Learning Environments: Advances in Mobile and Distance Learning. IGI
Global. https://doi.org/10.4018/978-1-4666-4912-5.

Miltenburg, Anne. 2017. Brand the Change: The Branding Guide for Social Entrepreneuers,
Disruptors, Not-for-Profits and Corporate Troublemakers.23 Tools & Excercises, 14
Case Studies, 7 Guest Essays. Amsterdam: BIS Publishers B.V.



69

Mootee, Idris. 2013. Design Thinking for Strategic Innovation: What They Can’t Teach You at
Business or Design School. New York, United States: John Wiley & Sons.

“New Life, Philippines.” n.d. Accessed October 2, 2019.
https://www.facebook.com/newlife.ph/.

O’Reilly, Karen. 2005. Ethnographic Methods. London, New York: Routledge.

Oblinger, Diana, and James L. Oblinger, eds. 2005. Educating the Net Generation. Boulder,
CO: EDUCAUSE. http://bibpurl.oclc.org/web/9463.

Rajagopal. 2019. Qualitative Marketing Research: Understanding How Behavioral
Complexities Drive Marketing Strategies.

“Reign in Life Church.” n.d. Accessed February 11, 2020.
https://www.facebook.com/reignerako/.

Rogoll, Carolina. 2015. Star Brands: A Brand Manager’s Guide to Build, Manage & Market
Brands. New York: Allworth Press.

Sardar, Ziauddin, Borin Van Loon, and Richard Appignanesi. 2010. Introducing Media
Studies. London: Icon Books [u.a.].

Shannon, Claude. “A Mathematical Theory of Communication.” The Bell System Technical
Journal Volume 27 (July, October) 379, 423, 623-656. Accessed September 24, 2019.
http://people.math.harvard.edu/~ctm/home/text/others/shannon/entropy/entropy.pdf

Tai, Jacky. 2013. Brand Zero: The Complete Branding Guide for Start- Ups. Singapore:
Marshall Cavendish International (Asia).

Teli, Maurizio, Francesco Pisanu, and David Hakken. 2007. “The Internet as a Library-Of-
People: For a Cyberethnography of Online Groups.” Forum Qualitative Sozialforschung /
Forum: Qualitative Social Research Vol 8 (September) No 3 (2007): Virtual
Ethnography. https://doi.org/10.17169/FQS-8.3.283.

Twitchell, James B. 2004. Branded Nation: The Marketing of Megachurch, College, Inc., and
Museumworld. New York: Simon & Schuster.

Ubell, Robert, ed. 2010. Virtual Teamwork: Mastering the Art and Practice of Online
Learning and Corporate Collaboration. Hoboken, N.J: Wiley.

“Victory.” n.d. Accessed October 2, 2019. https://www.facebook.com/victoryph/.

Wacquant, Loic. 2003. “Ethnografeast: A Progress Report on the Practice and Promise of
Ethnography.” Ethnography 4 (1): 5-14. https://doi.org/10.1177/1466138103004001001.



Wheeler, Kathryn. n.d. “How to Develop a Unique (& Memorable) Brand Identity in 2020.”
Accessed June 8, 2020. https://blog.hubspot.com/agency/develop-brand-identity.

“WORD FOR THE WORLD.” n.d. Accessed October 2, 2019.
https://www.facebook.com/wordfortheworld.global/.

70



APPENDIX

Appendix A: Reign in Life Church Brand Brief

This part of the appendix contains the submitted brand brief of Reign in Life
Christian Ministries Manila which contains Mission, Vision, Tagline, Foundational
Verse, Core Values, Statement of Faith, and Church Structure.

Mission:

To inspire people entrust their lives to Jesus Christ and become His active
partners in expanding God’s kingdom of grace on earth. (Encapsulated in the slogan:
Reigner A.K.O. (Active, Kingdom-Oriented); Kabahagi T.A.Y.O. (Talento, Adhikain,
Yaman, Oras)

Vision:
At Reign in Life Christian Ministries Manila, we envision being a vibrant church
for the Lord Jesus Christ. We “see” clearly by faith:
Our sharing of the good news of God continuously inspires thousands of people in
Metro Manila and beyond to entrust their lives to Jesus Christ.

Our people are developed as God’s active partners for the expansion of His
kingdom on earth. They know their divine design and use their time, talents and treasures
in ministry within and outside our church.

Our people, engaged in the business sector, are nurtured and together they foster
dynamic ministry involvement and support.

Our network of small groups is a venue where our people enjoy biblical
community: a place where we accept one another and are accepted, love and are loved,
encourage and are encouraged, and serve and are served.

All our people-friendly worship services, partnership and leadership development
efforts and special events are welcoming into God’s family numerous members who
experience the full benefits of the finished work of Jesus Christ.

A headquarters, a quality church facility we can call home, which can
accommodate our continuous growth and expansion. It is accessible to many and
provides a conducive environment for worship services, bible classes, children’s Sunday
school, small groups and other meetings.

This is God’s vision for us. By His grace, this will unfold before our eyes for with
Him all things are possible.

Tagline:
Inspire people, raise God’s partners
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Foundational Verse:
For if, by the trespass of the one man, death reigned through that one man, how
much more will those who receive God's abundant provision of grace and of the gift of
righteousness reign in life through the one man, Jesus Christ! (Romans 5:17, N1V)

Core Values:

Grace — We entirely rely on God’s unearned, undeserved and unworked favor in all

our pursuits, being fully aware that Jesus’ finished work is its sole basis.

Biblical Preaching and Teaching — We are committed to share God’s Word with

integrity and authority.

Authentic Worship — We offer to God our sincere and heartfelt adoration and

spiritual worship both at a personal and corporate level.

Prayer — We understand that without prayer, especially in tongues, no personal or

corporate endeavor will produce lasting fruits for the kingdom of God.

Partnership (Discipleship) and Leadership Development — We seek to mature,

equip and mobilize all our uniquely designed and gifted people to partner for the

expansion of God’s work on earth.

Family — We pursue to strengthen families while we support and encourage one

another as a means to spread our faith in God.

Fellowship — We value gathering together as a congregation and in small groups to

express our devotion to God.

Cooperation — We understand the importance of synergy. One can put a thousand to

flight but two can put ten thousand to flight.

Evangelism - We value the unchurched, lost people for they value to God. We will

use various means to pursue, win and mature them in Christ.

10. Ministry Excellence — Since God gave His best, our Saviour, the Lord Jesus Christ,
we seek to honor Him by maintaining a high standard of excellence in all our
ministries and pursuing creativity and innovation at all times to ensure we remain
relevant.

Statement of Faith:

The following statements cover our core beliefs as a local church.

1. We believe in one God, who exists in three Persons — the Father, Son and Holy
Spirit. He is loving, holy and just.

2. We believe that the Bible is God’s Word. It is inspired and accurate. It is our perfect
guide in all matters of life.

3. We believe that sin has separated us all from God, and that only through Jesus
Christ can we be reconciled to God.

4. We believe that Jesus Christ is both God and Man. He was conceived by the Holy
Spirit and born of the virgin Mary. He led a sinless life, took all our sins upon
Himself, died and rose again. Today, He is seated at the right hand of the Father as
our High Priest and Mediator.

5. We believe that salvation is the gift of God to man. This gift is effected by grace
through faith in Jesus Christ and it produces works pleasing to God.

6. We believe that water baptism is a symbol of the cleansing power of God and a
testimony of our faith in the Lord Jesus Christ.



73

7. We believe that the Holy Spirit is our Comforter. He guides us in all areas of our
lives. He also blesses us with spiritual gifts and empowers us to yield the fruit of the
Spirit.

8. We believe that the Holy Communion is a celebration of Jesus’ death and our
remembrance of Him.

9. We believe that God wants to transform, heal and prosper us, so that we can live
blessed and victorious lives that will impact and help others.

10. We believe that we are called to preach the gospel to all nations.

11. We believe that our Lord Jesus Christ is coming back again just as He promised.

Church Structure:
I-ndwell Ministries
The heart of these ministries is directed toward God by engaging the church in the Word,
worship, song, the arts, etc.
Compositions: One Accord, AbunDance, Creatives, Lights and Sounds Systems
Systems

N-ourish Ministries

The heart of these ministries is assisting people in the church and community with their
physical, emotional, relational, and spiritual health through the grace, love, and resources
of the kingdom.

Compositions: Benevelonce, scholarship, Visitation and Follow up, Sick, Bereavement,
Calamities, Prison

S-upport Ministries

The heart of these ministries is freeing other people, leaders, and ministries from practical
concerns to keep focused on their ministry goals. They involve structuring the systems
and procedures to serve and support people and ministries.

Compositions: Smile Ministry (including Attendance Monitoring), Guests and Visitors,
Reign in Life Resources

P-reparation Ministries

The heart of these ministries is providing administrative and office support as well as
sound financial practices for the smooth operation of the church.

Compositions: Finance including Stewardship, Office Admin including Human
Resources, Food, House Keeping, Logistics including Transportation; Peace and order

I-nteract Ministries

The heart of these ministries is assimilating visitors, attenders, and members into a
relationship with Christ and the church through hospitality, fellowship, belonging, and
encouragement.

Compositions: Networks (Seasoned - 50 and above, Exceed - 21 - 49, Ignited - 13 - 20,
Excite Kidz - 12 and below)

R-eachout Ministries
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The heart of these ministries is focused on relating, reaching, and connecting unbelievers
and the unchurched to a relationship with Christ and his church.
Compositions: Evangelism, Outreach, Missions, Intercession

E-quip Ministries

The heart of these ministries is maturing believers in the area of their gifts, ministry,
training, and leadership. It serves a variety of life-stage and affinity-based groups for
growth, accountability, and service.

Compositions: Ministry Volunteers Program, Preaching and Teaching; 2Gs - EDGE,
Communication



Appendix B: Brand Strategy and Audit
This portion shows the existing brand strategy and audit of what RIL have done
so far in their branding. Ticked with yes or no, the table indicates specific materials
developed and designed by the Team.

BRAND AUDIT YES NO

BRAND IDENTITY
LOGO
CHURCH PITCH DECK
PRINTED MATERIALS
FLYERS
BANNERS
POSTERS
SIGNAGES
BROCHURES
LETTERHEAD
CERTIFICATE TEMPLATE
OTHERS

STARTER KIT

BOOKMARKS

ENVELOPE

DIGITAL

DESKTOP WALLPAPER

PREACHING TEMPLATE

WORSHIP SONG TEMPLATE

OTHERS

MOBILE WALLPAPER

SOCIAL MEDIA

FACEBOOK ESSENTIAL GRAPHICS

FACEBOOK-INSPIRATIONAL POSTS

FACEBOOK-REMINDERS AND ANNOUNCEMENTS

INSTAGRAM-POSTINGS

YOUTUBE ESSENTIAL GRAPHICS

TWITTER -POSTINGS

WEB-BASED MEDIA

WEBSITE

MOBILE APP
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Appendix C: Questions for Focus Group Discussion
Appendix C is a list of questions to be asked for the Focus Group Discussion.

Warm up Question:

1. Kindly state your name and your involvement in the ministry.

2. Do you have any previous experience with digital media or marketing?
3. Have you had previous training on digital media and branding?

Probe Questions:

4. What is your understanding of “Branding”? How about “Church Branding”?

5. What brand elements of RIL Church Branding can you see in the church, both print
and digital?

6. Seeing the brand elements, do you understand its symbolism and significance to the
church mission, vision, and values? (Showing infographic video of RIL Brand Book)

Follow up Questions:

7. Can you identify the brand identifiers from the RIL communication materials? What
are those? (Show the graphics designed using the RIL Brand Book guidelines)

8. What are the messages can you derive from the graphics shown? (Show FB posts)

9. A. Leaders and Ministry Volunteers. How does the RIL Branding help your
communication efforts through media?

B. Creative Team Members. How does the RIL Branding help to conceptualize and to
design graphics for the church?

C. Congregation/Audience. With the new look of RIL Branding, how well does this help
in understanding the message it conveys?

Exit Question:
10.1f you were given the chance to add something to the RIL Branding, what would it be?
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Appendix D: Some of the current artworks by RIL Team Creatives

This appendix is a compilation of some of the RIL current artworks visible on

their Facebook Page. Screen captures are placed in this portion to show the existing
branding identified on their designed materials.

Albums > Timeline Photos

Timeline Photos

5,660 Photos - Updated about a day ago
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Appendix E: Sample Brand Book

Appendix E presents the Sample Brand Book of RIL. From cover to some of its
underlying pages. Portions are taken from the Sample brand book.

REIGN IN LIFE
CHURCH

I FEBRUARY 2020
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Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut
labore et dolere magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in vo-
luptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim id est laborum. adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur
sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id est labo-
rum.

Lorem ipsum dolor sit amet, consectetur adipi-
scing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum.
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Lorem ipsum dolor sit amet, consectetwr adipiscing elit, sed do eiusmod temper incididunt ut
labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
labaris nisi ut aliquip ex ea cammodo consequat. Duis aute irure dolor in reprehenderit in vo-
luptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim id est laborum. adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate velit esse cillum colore eu fugiat nulla pariatur. Excepreur
sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim ic est labo-

rum.

A\
TAVAN

REIGN IN LIFE

CHURCH

A
AVA

REIGN IN LIFE
CKURCH

Lorem ipsum clolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut
enim ac minim veniam, quis nostrud exercitation ullamco laboris
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor
in reprehenderit in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupidatat non proident,
sunt in culpa qui officia deserunt mollit anim id est laborum.
adipiscing elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occae-
cat cupidatat non proident, sunt in culpa qui officia deserunt
mollit 2nim id est laborum.
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Lorem ipsum dolor sit amet, consec-
tetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation
ullameco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cup-
idatat non proident, sunt in culpa qui
officia deserunt mollit anim id est
laborum. adipiscing elit, sed do eius-
mod tempor incididunt ut labore et
dolore magna zliqua. Ut enim ad
minim veniam, quis nostrud exercita-
tion ullamco laboris nisi ut aliquip ex
ea commodo conseguat. Duis aute
irure dolor in reprehenderit in vo-
luptate velit esse cillum dolore eu
fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident,
sunt in culpa qui officia deserunt
mallit anim id est labarum.

Lorem ipsum dolor sit amet, consec-
tetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation
ullameo lzboris nisi ut aliquip ex ez
commocdo consequat. Duis aute irure
dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cup-
idatat non proident, sunt in culpa qui
officia deserunt mollit anim id est
laborum. adipiscing elit, sed do eius-
mod tempor incididunt ut labore et
dolore magna zliqua. Ut enim ad
minim veniam, quis nostrud exercita-
tion ullamco laboris nisi ut aliquip ex
ea commodo consequat. Duis aute
irure dolor in reprehenderit in vo-
luptate velit esse cillum dolore eu
fugiat nulla pariatur. Excepteur sint
occaecat cupicatat non proident,
sunt in culpa qui officia deserunt
mollit anim id est laborum.
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Lorem ipsum dolor
tetur adipiscing el
tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim
veniam, quis nostrud itation
ullamco laboris r iquip ex ea
1at. Duis a irure
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elit esse cillum dolore e
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RATIONALE

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eius-
mod tempor incididunt ut labore et dolore magna aligua. Ut enim ac
minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip
ex ea commodo conseguat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolere eu fugiat nulla pariatur. Excepteur
sint occaecat cupidatat non proident, sunt in culpa qui officia dese-

runt mollit anim id est laborum.

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor incid-
idunt ut labore et dolore magna aligua. Ut
enim ad minim veniam, quis nostrud exercita-
tion ullameo laboris nisi ut aliquip ex ea com-
modo consequat. Duis aute irure dolorin rep-
rehenderit in voluptate velit esse cillum
dolore eu fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mellit anim id est
laborum. adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna
aligua. Ut enim ad minim veniam, quis nos-
trud exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat. Duis aute
irure dolor in reprehenderit in voluptate veliz
esse cillum dolore eu fugiat nulla pariatur. Ex-
cepteur sint occaecat cupidatat non proident,
sunt in culpa qui officia deserunt mollit anim
id est laborum.
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Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et

Lorem ipsum dolor sit amet, consectetur acipiscing
O elit, sed do eiusmod tempor incididunt ut labore et

(O) %3 Lorem ipsum dolor sit amet, consectetur adipiscing
S

elit, sed do eiusmod tempor incididunt ut labore et

Lorem ipsum dolor sit amet, consectetur acipiscing
4 7 : S
elit, sed do eiusmod tempor incididunt ut labore et

F Lorem ipsum dolor sit amet, consectetur acipiscing
@ elit, sed de eiusmod tempor incididunt ut labore et



MINISTRY AND NETWORK APPROACH

M| INOWELL MINISTRIES

Lorem ipsum dolor sit amet,
consectetur adipiscing  elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris

N | One HAccord

Lorem ipsum dolor sit amet,
consectetur  adipiscing  elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris

Vad | INDWELL MINISTRIES

QUGN I8 ML

Lorem ipsum dolor sit amet,
consectetur adipiscing  elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris

Lorem ipsum dolor sit amet,
consectetur adipiscing elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris

M/ INDWELL MINISTRIES

Lorem ipsum dolor sit amet,
consectetur adipiscing  elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco lzboris

W One Accord

Lorem ipsum dolor sit amet,
consectetur adipiscing elit,
sed do eiusmod tempor incid-
idunt ut labore et dolore
magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris

Mg REIGN IN LIFE
CHURCH

TYPOGRAPHY
Our Wm

90



| TYPOGRAPHY |

91

PRIMARY

FUTURA MEDIUM

BEBAS NUE REGULAR

Dengalion and OQualilios

AVENIR MEDIUM

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat.

AVENIR BOLD

AVENIR MEDIUM OBLIQUE
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HEIRARCHY

LOGO

HEADER
subcheader

MAIN CONTENT

Lerem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolere magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamea laboris nisi ut
aligquip ex ea commodo consequat.

NPOGRAPRY

REIGN IN LIFE

COLOR PALETTE
Hite and Vebrance
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‘ COLOR PRIMARY
COLOR o

>N NS
(C (O] (O =)
Nl L NN I AN

7 SHADES OF BLUE

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolere magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamce laboris nisi ut
aliquip ex ea commodo consequat.

‘A
AVA
HEEENENN

#1A82BF #069BD4 #128BC6 #4EBDFF #44BOF2 #75B5D9 #63ABD4

K COLOR

#AOS8AE  #E7404A #F5CB39 #FFB24C #29B773 #31B7D2 #E26491

7 VIBRANT COLORS

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut
labare et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat.
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NEUTRALS

#A058AE #6D6E71 #D3D3D3 #EGE7E8 #AB988A #937354 #54493A

7 NEUTRAL COLORS

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat.

W/ REIGN IN LIFE

CHURCH

GRAPHIC ELEMENTS{F



color overlay

lorem ipsum  dolor  sit
amet, consectetur adipi-
scing clit, sed do ciusmod
tempor  incididunt  ut
labore el dolore mogne
aliqua.

Cross process

lorem ipsum  delor  sit
amet, consectetur adipi-
scing clit, sed do ciusmod
tempor  incididunt  ut
labore el delore magna
aliqua.

black and white

lorem ipsum  dolor st
amet, consectetur cdipi-
szing clit, sed do ciusmod
tempor incididunt  ut
lebere el dolore magna
aliqua.

95

vibrant

lorem ipsum  dolor  sit
amet, consectetur adipi-
scing clit, sed do ciusmod
tempor  incididunt  ut
labore el dolore magna
alique.



PATTERNS AND TEXTURES

+ 4
+ 4 4
+ 4+ +

Lorem ipsum dolor sil
amet,  consectetur
adipiscing elit, sed
do eiusmod tempor
incididunt vt labore
el dolore magna

Lorem ipsurn dolor sil
amet,  consectetur
adipiscing elit, sed
do eivsmod tempor
incidicunt ut Ickore
el dolore magna

Lorem ipsurm dolor sit
amet, consectetur
adipiscing elit, sed
do eiusmod ‘emper
incicidunt ut labore
et delere magna

lorem ipsum dolor sit
ametl, consecietur
adipiscing  elit, sed
cdo eiusmod tempor
incididunt ut labore
¢l delere  magna

Lorem ipsum dolor sit
ametf, consecietur
adipiscing  elil, sed
do eiusmod fempaor
incigidunt ut labore
et dolcre megne

w REIGN IN LIFE
CHURCH

MESSAGING AND VOICE

Werds and Tone
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Lorem ipsum dolor sit amet, consectetur acipi-
scing elit, sed de eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nestrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aligua. Ut enim ad

Vvl
REI?FU Lr:l hlIFE

Lorem ipsum dolor sit amet, consectetur adipi-
scing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aligua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo conseqguat. Duis aute irure dolor in reprehenderit in vo-
luptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim id est laborum. adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulle pariatur. Excepteur
sint occaecat cupidatat non proident, suntin culpa qui officia deserunt mollit anim id est labo-

um.

A
AVAN
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A REIGN IN LIFE ,
HSen

APPLYING THE BRAND

Church Veguals

APPLYING THE BRAND

X
REIGN IN LIFC

TRAIN UP A CHILD

in e Wagy he f/wu[a{;a

COMMUNION CELEBRATION
~join ug/

+++
+++




L 4
APPLYING THE BRAND

Olter @W Plalforme

4
"APPLYING THE BRAND

A REIGN IN LIFE

CHURCH

e o i W
SHINE & SPARKLE

?ﬁmﬂld?lf a)l‘(\‘& 7(20? gafﬁe‘rl_r:’".

GHRISTMAS

CELEBRATION
>

b

oo

Prinded Collater

99



100

‘,\gf: REIGN IN LIFE
\ CHURCH

HUR(

BRAND PACKAGE
Church Wladerials

PROMOTIONAL MATERIALS

@ﬁﬂ Lorem ipsum dolor sit amet, consectetur adipiscing

elit, sed do eiusmod tempor incididunt ut labere et

~ ._{/? Lorem ipsum dolor sit amet, consectetur adipiscing
Y / elit, sed do eiusmed tempor incididunt ut labeore et

M%)  Lorem ipsum dolor sit amet, consectetur adipiscing
S elit, sed do eiusmod tempor incididunt ut labore et

@ é Lorem ipsum dolor sit amet, consectetur adipiscing
\Y) bl

elit, sed do eiusmed tempor incididunt ut labere et

) Lorem ipsum dolor sit amet, consectetur adipiscing
¥) 5 elit, sed do eiusmod tempor incididunt ut labere et




REIGN IN LIFE
1

CHURCH

RIL BRAND

Parlrership Wil cifier eniilios

CO-PARTNER WITH OTHER CHURCH

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labere et

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmed tempor incididunt ut labeore et

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmed tempor incididunt ut labere et

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labere et

101
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SPONSORSHIP ON ORGANIZATIONS

@LU Lorem ipsum dolor sit amet, consectetur adipiscing

elit, sed do eiusmod tempor incididunt ut labore et

f{rﬁz Lorem ipsum dolor sit amet, consectetur adipiscing

elit, sed do eiusmod tempor incididunt ut labore et

/'(\‘V' Lorem ipsum dolor sit amet, consectetur adipiscing
LJ) v elit, sed do eiusmod tempor incididunt ut labore et

)] Lorem ipsum dolor sit amet, consectetur adipiscing
clit, sed do eiusmod tempor incididunt ut labore et

= Lorem ipsum dolor sit amet, consectetur adipiscing
C elit, sed do eiusmod tempor incididunt ut labore et

4 REIGN IN LIFE

CHURCH

DOCUMENTATION
oferences



DOCUMENTATION REFERENCES

Lorem ipsum dolor sit amet, consectetur adipi-
scing elit, sed do eiusmed tempor incididunt ut
labere et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehencerit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad

Lorem ipsum dolor sit amet, consectetur adipi-
scing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure color in reprehencerit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad

Lorem ipsum dolor sit amet, consectetur adipi-
scing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est labborum. adipiscing
elit, sed co eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad

Lorem ipsum dolor sit amet, consectstur adipi-
scing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad
minim veniam, guis nostrud exercitation ullam-
co laboris nisi ut aliquip ex ea commodo con-
sequat. Duis aute irure doler in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupi-
datat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum. adipiscing
elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad

Yol

REIGN IN LIFE
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Appendix F: Thesis Implementation Timeline
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THESIS IMPLEMENTATION TIMELINE

DATE

TASKS

PERSONS INVOLVED

Pre-Production

Gathering of Brand Brief and

Oct 12|existing Brand Assets Bless, TC lead
Crafting of Learning Map based on
Oct 14|the Developed brand book Bless, TC lead

Oct 18

Initial Meeting with Team C
members

Bless, TC members

Oct 12-23

Finalize the First Draft of Brand
Book

Bless, TC lead

Oct 24

Brand book approval from Senior
Pastor

Bless, TC lead, Senior Pastor

Conceptualization and scheduling

Oct 27| of Facebook Postings Bless, TC lead, Senior Pastor
Production
Intensive hybrid learning with Bless, TC lead, Senior Pastor, TC
Nov 8|select Team C (3hrs) members
Nov 9|Revising of Chapters 1-4
Intensive hybrid learning with Bless, TC lead, Senior Pastor, TC
Nov 14|select Team C (3hrs) members
Nov 16-30 De5|g_n|ng and publishing of Bless, TC members
graphics
Dec 1|Start of Facebook Posting Bless, TC members

Post-Production

Dec 1-31

Documentation of Facebook
Engagement

Bless

Mar 19

Focus Group Discussion

Bless, Select RIL members,
External personnel

April 4-6

Evaluation from Senior Pastor,
Creatives Lead, Field Practitioner

April 8

Adjusted Brand Book from FGD
and Evaluations

Church Representatives,
Three Field Practitioners
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Appendix G: Learning Map

Nov 8 (7-10pm)

HEAD

P1-30 MINUTES

WHAT IS BRANDING?

BRANDING IN CONSUMER CULTURE

WHAT IS BRAND BOOK?

USAGE OF BRAND BOOK IN THE MODERN CHURCH
(SAMPLES)

P1-15 MINUTES

SHARING OF THOUGHTS

P2-15 MINUTES

SAMPLES OF BRAND BOOK AND ITS USAGE

P2-30 MINUTES

CANVA TOUR AROUND 1-GETTING TO KNOW THE APP

P3-30 MINUTES

PRESENTATION OF POSSIBLE RENDITIONS AND ART
STYLE

P3-15 MINUTES

QUESTIONS, CONSULTATION

P3-40 MINUTES

HANDS ON (EXERCISE 1)

P3-10 MINUTES

PRESENTATION OF EXERCISES

P3-10 MINUTES

END NOTE

Nov 22 (4-7pm)

HEART

P4-15 MINUTES

PRESENTATION OF APPROVED BRAND BOOK

P4-15 MINUTES

QUESTIONS/ CLARIFICATIONS

P5-15 MINUTES

PRESENTATION OF BRANDING ELEMENTS

P5-15 MINUTES

PRESENTATION OF BRANDING APPLICATION ON
GRAPHICS

P6-30 MINUTES

CANVA TOUR AROUND 2-IN LINE WITH RIL BRAND BOOK

HAND

P7-40 MINUTES

HANDS ON (EXERCISE 2)

P8-10 MINUTES

PRESENTATION OF EXERCISES

P9-15 MINUTES

PROPOSED FACEBOOK POSTING CONCEPT AND
ASSIGNING

P10-15
MINUTES

PROJECT TIMELINE UPDATES AND FLOW
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Appendix H: Output Graphics produced for 31-day Implementation

DEC 1 | WE ARE RIL: BRAND AWARENESS POSTS

RIL HISTORY

WEEKDAY GATHERINGS

RVICES EXPANSION
THE SHIET oy ¢

DEC 4 | RIL-EY: TRUTHS, INSPIRATIONS,
MOTIVATIONS OUTSIDE RIL

JOHN PIPER: “GOD IS MOST
GLORIFIED IN US WHEN WE ARE MOST

FULLY ONLINE SATISFIED IN HIM" ...

00D 1S MOST
GLORIFIED N US
saedn rim N

DEC 2 | SERMON EXCERPTS

NOVEMBER 15 SERMON

S
. : . = R

e TN sy
vt SE THEY
HE IS ABOVE ALL THINGS .“EGWST PR[S@HLEL

DEC 5 | VERSES: SCRIPTURE

ROMANS 5:17

s of gmcs anl
A eyl of riliosnm

WE MAY NOT BE ABLETD:
COMPREHEND HOW EVERY
JPIECE OF LIFE'S PUZZLEFAT:

P
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DEC 3 | REIGNER AKO-LIFE APPLICATIONS: PRINCIPLES, GUIDES

HOW TO START YOUR DEVOTION DAILY LIFESTYLE?

M W
;}‘« or Pesources
HOW T0 START YOUR

DAILY DEVOTION
LIFESTYLE

HOW TO START YOUR
DAILY DEVOTION LIFESTYLE

By Pastor Mel Pituc

Y
fher resources

/ s needed
i WY

gf[”"“ ’P’f[/” lme Chaovse' o ;‘kyﬁnw’r:/ Place Select a specifie lime

Follow wstmple

DEC 6 | RIL RYTHM: WORSHIP SONGS DEC 7 | FACEBOOK REMINDERS AND
LYRICS UPDATES

A GOD WILL MAKE A WAY BY DON MOEN DECEMBER CHRISTMAS ACTIVITIES TO
LOOK FORWARD TO

DEC 8 | REIGN IN LIFE INSPIRES-THE DEC 10 | RIL-EY: TRUTHS, INSPIRATIONS,
BULLETIN: UPDATES AND EVENTS MOTIVATIONS OUTSIDE RIL

WE HAD A www, DECEMBER CHRISTMAS ACTIVITIES TO
SUNDAY CELEBRATIONS, ! LOOK FORWARD TO
GOD IS GREAT!

Tollow . sinple Ip/nn

WE HAD A GREAT 2020
Gol e Great]
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DEC 11| WE ARE RIL:

BRAND AWARENESS POSTS

RIL MISSION

DEC 9 | RIL RESOURCE: DOWNLOADABLE MATERIA

TIS THE SEASON TO JOLLY WALLPAPERS AND SCREENSAVERS

DEC 12 | VERSES: SCRIPTURE

ISAIAH 9:6

C 13 | RIL RESOURCE: DOWNLO. BLE MATERIALS

12 DAYS OF CHRISTMAS DEVOTIONALS

THE GIFT OF GOD'S PRESENCE

of Chrisimas Devetional ‘
By P. tuc N = HE GIFT ‘

THE GIFT OF GUIDANCE

THE BIFT OF COURAGE THE BIFT OF FORGIVENESS

THE GIFY OF RESTORATION




THE GIFT OFMIRACLES

W

THE GIFT OF JoY

THE BIFT.OF THE SAVIOR KING

DEC 16 | SERMON EXCERPTS

NOVEMBER 18 SERMON

DEC 14 | VERSES: SCRIPTURE

JOHN 1:14

The Werd became flesh

DEC 15 |RIL-EASE: ENGAGEMENT/
INTERACTION POSTS

WHAT'S ON YOUR CHRISTMAS GIFTS
WISHLIST?

WHAT'S ON YOUR CHRISTMAS
GIFTS WISHLIST?

DEC 18 | VERSES: SCRIPTURE

ECCLESIASTES 3:11

.
Tere ¢ a lime. for rr’r/y//unj

DEC 19 | VERSES: SCRI

LUKE 2:10

109
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DEC 17 |REIGNER AKO-LIFE APPLICATIONS: PRINCIPLES, GUIDES

THE THRIFT CHRISMAS GIFT IDEAS YOU COULD GIVE YOUR LOVED ONES!

.
~ THRIFTBUT *
* NOTCHERP

€ G0 CUSTOMIZED © ST0PTHE UNCREATIVE © STOPTHETOOCOSTLY . Y

4
@ G0 USEFUL w © 60 SWEET

DEC 21 | RIL-EY: TRUTHS, INSPIRATIONS, MOTIVATIONS OUTSIDE RIL

DEC 20 | RIL RYTHM: WORSHIP SONGS HOW TO CELEBRATE A MERRY CHRISTMAS?

bl =2 , B
SEASONS BY HILLSONG A
HOW TO CELEBRATE A
7

A
. my A

Me
L\
DEC 24 | VERSES: SCRIPTURE

iglmas

SEEK JESUS

2 CORINTHIANS 9:15

| As we apply these insights,
| may our Christmas be
| truly merry as we focus




DEC 23 | SERMON EXCERPTS

NOVEMBER 22 SERMON

IN CHRIST, THE WORD OF 600 WE ARE CALLED TO WALK
HASMADE US ALVE ACCORDING TO THE TEACHINGS.
OF CHRIST.

.

DOING THINGS I UNITY
REFLECTS GOO'S DESIGN FORYS.

DEC 25| CHRISTMAS GREETINGS

"MERRY CHRISTMAS" MATTHEW 2:10

C 26 | VERSES: SCRIPTURE

PHILIPPIANS 1:6

111

DEC 22 | WE ARE RIL: BRAND AWARENESS POSTS

QUR VISION

OUR VISION
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DEC 27 | RIL-EASE: ENGAGEMENT/

INTERACTION POSTS

POST YOUR 2020 LIFE VERSE

v DEC 30 | SERMON EXCERPTS

NOVEMBER 29 SERMON

o

Lo »
+++ ~od

MIRACLES CAN HAPPEN
+++ VICTMTOAVICTOR.

DEC 31 | NEW YEAR GREETINGS

"HAPPY NEW YEAR" PSALM 65:11 Vel

i

PRAISE IS A PRIVILEGE GIVEN
T0600'S CHILDREN.

WY

HAPPY
NEW YEAR!

2

DEC 29 | REIGNER AKO-LIFE APPLICATIO
PRINCIPLES, GUIDES

NOVEMBER 29 SERMON

umbly accept corrections
and improve

mbrace opportunities

with enthusiasm
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Appendix I: Facebook Publishing Tool Report
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Appendix J: Developmental Documentation

DEVELOPMENTAL DOCUMENTATION

Chat Members -~
é RIL brand book development and usage L B9
. Darlene Gomez Tumbal: .
‘ Krisha Dulay oad
n and suoport are
on for the team A Carmelo Pituc e
Intro message to the
o 3 i Col
Team Creatives @ creuicooms

. Juanita Babelona L]

[ S .

@@ ronnsan

O oo

Mnenel Funtilon O'aAo
Jorelle Ivan Fernandez Olanc s
a0 be Inclod In 1 gron paga P —
A have a the I nit D w time to time cn the Dlessed Charity Ong v
of the brand bock ard might neec your assistance o1 some cf the ¢ Admin
ae adjustng the t msline, giving ‘way 1o 2amp preps. & 1¢ 0o go! Te
Add Pecple
o Privacy & Support N
Chat Members -~
a RIL brand book development and usage L me
i Darlene Gomez Tumbal!
Invitation for Initial r0i120.7:27 94 )
Meeti i TeerC! Wou'd like to <rcw your zuailability on Sunday, | will be cenducting a Krisha Dulay L)
eeting 30-minute quick Inital meeting with the 1231 to elaborate the project and dlscuss
the int learning map, Hope everyne is availzble at o Carmelo Pituc
ol Chiqui Coloma
8 pm sound fine by me. - -

Juanita Babelonia L

Chanssa Pituc

Camets
Rea Aban
Jay Habla
Q Mhenel Funtilon Olafio
10/18120, 7728 VM
s 3 0s bafare o - 2 ! k
i cveryone! 30minutes bafore 2.1 30- minute it mecting! Super thank Jorelle Ivan Fernandez Olano
acvance for your suaport, | know you're sl busy vith camp preast!t Salamat so
ruchy for giving time for RIL brand ng! &
Blessed Charity Ong
Sdmn

o8P0 O0LPEQ
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Team Creatives Huddle
and Initial Meeting

Meeting details . ~ O

Responses for the

CANVA Registration

9 Jorelle van Fernandez Olano

o bm ~@ = Seessd + B v
Chat Members A
& RIL brand book development and usage Lo
I ° Darlene Gemez Tumball
D
‘ Florabeldarlene010797@gmail.com g Krisha Dulay
: @& cnoorine
ﬂ krishaznnemae culay@benilce.cdu.ph =
o o P Chiaui Coloma
@ colomschiai@amalcom (fi need to boinc vded, idk) 3
e . Juanita Babelonia
& ormelopiticagmail.eom .
g e Charissa Pitue
G: chanissapituc@gmail.com
‘ Juanitsbabe@gmal' com “ e
¥ Hable
@ ool fuslondgmailcom & vrereiruntion oo

Joyhabla1@gma lcom
- & Blessed Charity Ong

+  Add People

Abamea2@gmai . com

=

Qla® @ S
Privacy & Support -
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Presenting the
Production Thesis and

the objective of the
project.

% CREATIVES HUCDLE-OCTCEER 12 b1 @ & © @ (@ e |~
Fil» Edit View lInsert “ormat Siide Amange Tools Help Lasledi was on12 October 2020

ten~E

(CALRH BREND RO [ VELOPNEN] 20 (S16%
AGENDA N REGY I LIFE CHRISTIAN MINSTRIES WANUA
“THESIS PROPCSAL PRESENTATION

“GIALS. EXTRINSIC AND INTRINSIC
TIEFRANE

CALRH BREND BDY OFVELOPNENT AR LSIGF

N ROGH N UFECHRISTIAN MINSTRIES WANUA GOAL: 5K LIKES BY MORE THAN THE NUMBERS,
WE WANT TO STAND OUR
DECEmEﬁ 2020 CALLING AS A CHURCH.

Initial Meeting:
Discussed the scope of
the project which high-
lights the commitment
needed for Intensive
Hybrid Learning and

the Media Participation
of each member for the
31-day brand
implementation.




Presentation for the Session 1 and Session 2 of Intensive Hybrid Learning

& Powerdoint  Flo

BANDING,

TBRANDING

"Rann({TH
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Follow up reminders and posts on Facebook Group Page

uu ' — o - . T

w RIL Brand Book Development and Usage Q

Love - Reply - 21w O1

a Write a comment... (SN @

Blessed Charity Ong
Admin - November 9, 2020 - @
Hi TeamC!
5 things to note! Just a gentle reminder:
1. 1 just uploaded our resources from yesterday's intensive learning
session 1in this page
2. Kindly upload in the comment portion your Canva output, so | can
document it in my thesis references
3. You can start gathering photos for our exercise on next session
and conceptualise on what to layout
4. Next session: November 14; 4-6pm; if you have any concern with
the timing kindly inform me
6. For those given with canva account, kindly sign up and explore

the design app

Thank you so much!

Q2 2 Comments Seen by everyone
o Like () Comment

Team C output for Intensive Learning

w RIL Brand Book Develapment and Usage

@ oarlene Gomer Tumbali Abor
ar
C
t
ev
4
e s g B0
@ Chiqui Coloma
Love - Reply ke p our cross
€ Blessed Charity Ong Autior Admin and go out
Darlene Gomez Tumbali nice dal totheg
Like - Reply - 21w @1 ofthe earth
€ crarissapitue o
Voo Love - Reply - 21w
& KrishaDulay

ower s

. &
=]

Love - Reply - 214§
€ Blessed Charity Ong Auther Admin
Charissa Pituc very gozd baby

Like - Reply - 21w
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o @ P g

B (B =
a RIL brand book development and usage
2120, 2117 PM
3 RIL brand book development
Reminder for Last and usage
Sessions on Intensive 1 later at Bpm
Hyrbid Learning Customize Chat v
Group Options v
OFETVIMVN
Chat Members. -
)
Join our Cloud HD Video Meeting . Darlene Gomez Tumkall -
UsDawen zccm us
U _— Krisha Duay
. Ano maeting id te tsaks password
Carmelo Pituc =
Chigui Coloma o
Join cur Cloud HD Video Meeting . Juanita Babelonia =
usDAneb secmas

I _ a e i

Rea Aban -
(+ "R Aa S
. Y

w RIL Brand Book Development and Usage

6 Write a comment... Q6@ 2 About
& Privat
Blessed Charity Ong . QOnly n
Follow up posting for the Admin - November 24, 2020 - & and wl
Last Session of Intensive Hi everyone! ® Visibl
Hybrid Learning Kindly see the schedule for FB posting, Anyon

All marked red will be spensored ad.
Genel

Can we commit a timing to do these?
Will post next the content for each.

https://docs google.comf...[TMmMoq2vGo8xMYwAmhF2yG. . Jedit

@ Darlene Gomez Tumbali 18 Comments Seen by everyone

o Like J Comment

View 5 more comments
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Appendix K: Guided Usage Documentation

GUIDED USAGE DOCUMENTATION

Following screenshots are some of the online consultation of Team Creatives

with the researcher in designing graphics aligned with the RIL brand book.

=4 Chiqui Coloma Lee f
- ,.)
ves ate

@ Y Huura K. Chiqui Coloma

Customize Chat v
Privacy & Support v
e Sharec Files »
Jami comments.
0 welcore the commerts. Snared Media ¥
RIOUS CHRISTIANS
OVERCOME BECAUSE THEY:
KNOW THEY NEED HELP
¢ L]
@ #—P l;f B2 @’ Hoesses + B v
9 Chigui Coloma . Eeo £
St >
era0, e
1i Bless, for checking ard epproval plesse. Thanks! Chigui Coloma

Siale pia g essigred last nov 13t sonry nahinapen akoig nag-gathe 1y

@ Fhoios ma. (Crying at the come! Customize Cnat v
S Privacy & Support v

Shared Files v

Shared Media v




L 00

. post J2results A+ Close

12/10/20, 11:50 AM

WE HAD A GREAT 2020

gt ool

(AS OF DECEMBER 9)

’ eto teh'

oks na kaya teh?

a @® P B

‘ Darlene

Q, post 72 results A~ Close

. ito ba yun te

Tere ig o fime for ever

and a season for every activity under the heavens

Eechesiastes 313 NIV

e

Oo pero darken mo ah

Darlene

Customize Chat
Privacy & Support
Shared Files

Shared Media

Darlene

Customize Chat
Privacy & Support
Shared Files

Shared Media
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Juanita Babelonia C B

@
o

Juanita Babelonia

Customize Chat v
Privacy & Support v
A
TAVA! 5 Shared Files v
REIGN IN LIFE
hared Medi v
And the angel. said unle them Share '@
Fear not: for, behold
(]
@ = JC - + 80

&) (@ . Juanita Babelonia L O

Good to go

Juanita Babelonia

mGSAS - . yay!! sige po Customize Chat v
Privacy & Support v
1ako, actually. K., -1h
Shared Files v
ERK
23 Shared Media v

onal Communit... 3

, Pis join your O... - 4f

QU ® D ka S
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Q Joy Habla ¢ B O

Pra wla yang encircled n part ko b Lo

Joy Habla

Customize Chat v
ReiGN INRIFE
Privacy & Support v
For lo uga CRU i born
; Shared Media v
80

Q Okecs Joy Habla

Customize Chat v
Vol
REIGN IN LIFE
Privacy & Support v
belng confidend of thig,

x Shared Media w

L)

Q Ay mas ok nga ung ganyang hati ate galing mo po<>
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Charissa Pituc

WHAT'S ON YOUR CHRISTMAS
GIFTS WISHLIST? Customize Chat v

Privacy & Support v
Shared Media N
12/17/20, 8:42 PM
Krisha Dulay
w Customize Chat >
THAIFTBUT *
* NOTCHEAP . o

W, e Privacy & Support e
Shared Files N~
Shared Media v

g ito pala te inayos ko mga elements

Pag na approve kuya mel

MMM m .k
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e Krisha Dulay L O

-w

Krisha Dulay
Customize Chat v
Privacy & Support v
Shared Files v
Shared Media v
' ito te?
CQLW® D 4 S
o 2 P 5 + -
0 Krisha Dulay L 80

Tis' the Season to Jolly Wallpap

Christmas Gift for all our Facebook Friend: Krisha Dulay
Customize Chat ~
Privacy & Support v
Shared Files v
Shared Media v

4 ay upload ko sa drive te

QL® D » S i»



Appendix L: Evaluation Form

EVALUATOR'S NAME:

MINISTRY/COMPANY:

BRAND BOOK PORTION

EVALUATION SHEET

INFORM (HEAD)

This evaluation requires singular answer for each section of the Brand Book.

INSPIRE (HEART)

ENFORCE (HAND)

HOW DOES THIS PORTION OF
BRAND BOOK INFORM YOU OF
HOW THE BRAND LOOKS, FEELS
LIKE AND SOUNDS LIKE?

(HOW DOES THIS PORTION OF
[BRAND BOOK MAKES THE SOUL OF
THE BRAND EVIDENT? HOW DOES
IT REVEAL THE STORY AND THE
VOICE OF THE BRAND?

HOW DOES THIS PORTION OF A
BRAND BOOK ENGAGE AN ACTION?|
HOW DOES IT TELL. OF THE DO'S
AND DONT'S OF THE BRAND?

07 APPLYING THE BRAND | CHURCH VISUALS

Facebook Materials

ementation

-Day Bran
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Appendix M: Answers to Evaluation Form

CHIQUI COLOMA

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND
It gave me a bird's eyeview of the Church.

LOGO
It makes the identity of the Church stand out. It is relatable and has recall.

TYPOGRAPHY
The look and feel of using these fonts will be easily associated with the Church.

COLOR PALETTE
Identifiable to the Church. (I specifically am delighted with the additional neutral colors.)

GRAPHIC ELEMENTS
It enhances the content of the graphics.

MESSAGING AND VOICE
It reveals the identity of the Church as being relatable, informative, and emphatic.

APPLYING THE BRAND
Stock photos coming from within the church activities are put into use.

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND
It clearly depicts the essentials of the brand. It has expressed itself in such a way that
most will understand the story behind the Church's existence.

LOGO
There is much symbolism in the colors used that it gives the logo depth.

TYPOGRAPHY
With the use of the assigned typography, the team can still get creative yet remain within
the bounds of its identity.

COLOR PALETTE
with the additional colors (for the networks), a tint of any of the network's assigned color
adds "flavor" to the posts.

GRAPHIC ELEMENTS
It takes the viewers of the posts into the heart of the church - its people, its message.
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MESSAGING AND VOICE
As much as it can, the messaging of the posts tries to felt to most of its target
demographics.

APPLYING THE BRAND
The goal is achieved when the Church engages to the church and vise versa.

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
In its entirety, it has the reader take an action - i.e., to be a partner of the Church.

LOGO
It guides the user (at least those creating the graphics, postings) on its proper usage.

TYPOGRAPHY
It gives the structure with regard to the layout of each post.

COLOR PALETTE
Specific networks can easily identify a post as theirs. (Though we might need to re-
introduce the colors to the networks as we have new members as well)

GRAPHIC ELEMENTS
So far, we have been heavy on the usage of Imagery and Patterns and Textures, we need
to explore Icons more.

MESSAGING AND VOICE
It triggers engagements within the community, and it encourages the church to pass it on
to others for them to be likewise blessed.

APPLYING THE BRAND
The content often strives for its readers to partner with the endeavors of the Church which
is to spread the Gospel to all.

DAISY MACAWILE

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND

The cover page does not include the "brand book" of the Reign in Life, so if I am not
aware that it's a brand book, I would be a bit confused about what document I am looking
at. For the cover page, include Branding Book on the title to convey that it is indeed a
Brand Book at first glance.
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This portion of the brand book, in general, gave me an understanding of the story of the
Reign in Life. However, the history should be updated to include milestones of the
current year. Also, it would be best to make it in bullet format for the reader to easily
digest and grasp how the Reign in Life started. I believe this is important to ensure that
the readers get the brand's feel early on through its history.

LOGO
The logo rationale was clearly explained in this portion and how they came about with
this concept. The usage in different variants was explained as well.

TYPOGRAPHY
However, in the typography section, it would be better to label which typography is to
use in the hierarchy to prevent confusion.

COLOR PALETTE

The color palette can evoke emotions, encourage conversions and even generate brand
loyalty, and Reign in Life color palette inspires the right feelings as it creates
psychological connections with the audience.

GRAPHIC ELEMENTS
Appropriate icons and symbols are selected with care for Reign in Life.

MESSAGING AND VOICE

Reign of Life's brand messaging and mood portrays the church's values and what it
believes in. It articulates the church messages in everyone and gets people excited to
know more about it.

APPLYING THE BRAND

Based on the provided design sample, the brand guide application for Facebook materials
is consistent throughout, and the application maintained the quality and integrity of the
brand’s image.

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND

The brand's soul was apparent on every page of the brand book as it includes the church
logo on all pages of this portion. The use of imagery also adds to the feel, as well as
adding the foundational verse.

LOGO
The logo usage was communicated well, and the logo variant was emphasized in this
portion.

TYPOGRAPHY
The font style and way of presentation of the text were explained in this portion which
indicates the brand's personality.

COLOR PALETTE
The Reign in Life color palette portrays a rich visual experience while simultaneously
showcasing the church's personality.
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GRAPHIC ELEMENTS
Icons and imagery were carefully selected to reflect the brand's identity and for its
application.

MESSAGING AND VOICE
Reign of Life's brand messaging is simple, consistent, compelling, and persuasive, and it
outlines what the church does and stands for.

APPLYING THE BRAND
The consistent use of the brand guide in the given design samples helped maintain a
strong, cohesive, and distinguishable Reign in Life brand.

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
This portion of the brand book does not explicitly state the brand's don'ts, but mainly
what the church stands for, what they envision to do, and how they plan to achieve it.

LOGO
This portion of the brand book conveys the dos and don'ts of the brand's most essential
elements.

TYPOGRAPHY
This portion of the brand book conveys a persistent type of fonts that should be used each
with a particular hierarchy.

COLOR PALETTE
This portion of the brand book conveys what colors to use on Reign in Life materials.

GRAPHIC ELEMENTS
The do's of symbols and icons to use are shown. But the limitation of usage are not
defined.

MESSAGING AND VOICE
It outlines the church messaging in this portion, and it is consistent throughout the brand

book, but the limitation (do's) are not explained.

APPLYING THE BRAND
Design samples emphasized the proper application of the brand book.

NIKOS CONSUMIDO

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND
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The cover page looks like a design company portfolio if possible add a human element
also should have put something like "Brand Guidelines/ Brand Style Guide or something
along those line and if possible add a message from the president/ceo/owner for the
reader.

LOGO
Why color blue, why choose Grace? Why trinity and why stability? Why crown?

TYPOGRAPHY

The Typography feels like it was caught in between serious type to playful type due the
usage of cursive letter try using black color for the sensation and qualities font or any
different color depending on the event theme

COLOR PALETTE
You said 7 shades of blue?i can only see Tranquility, peace, stability, security and
order... where are the other two? Where is GRACE? Should be consistent.

GRAPHIC ELEMENTS
the icons and symbols were not utilize for this brandbook.

MESSAGING AND VOICE
make use of scenarios/event/ nature/ gathering so the reader can relate what the message
are being conveyed

APPLYING THE BRAND
If possible don’t use black and white effect it doesn’t follow the company's name "Reign
in Life" should be vibrant colors

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND
Make use Histograph instead for the history. It’s too text heavy... How did they thought
of the name "Reign in Life" what was the inspiration behind it

LOGO
INSPIRE word should be bigger to make an impact

TYPOGRAPHY
Why use certain fonts? What’s the meaning of each font, when will I use each fonts?

COLOR PALETTE
When do I use the secondary colors? And how to use it?

GRAPHIC ELEMENTS
Put icon identifier so we know when to use that certain icon

MESSAGING AND VOICE
It would be nice if the person who is talking in the messaging has a picture instead group
photo, the ministry, the pastor or whomever.
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APPLYING THE BRAND
For the facebook post etc it would be nicer if you can provide real pictorial or higher
quality photos

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
Make use of the human elements so they can relate with the brand book. Make the tagline
"Inspire people, raise God's partners" bigger and more prominent.

LOGO
Where is the measurement for the Text to logo there should be a precise measurement on
how far should the text be to the logo

TYPOGRAPHY
This portion of the brand book conveys a persistent type of fonts that should be used,
each with a particular hierarchy.

COLOR PALETTE
I can barely see the numbering is it possible to incorporate the pantones in the crown
instead so I don’t have to mix and match it?

GRAPHIC ELEMENTS
again should have atleast one or two of the icons/symbols for this brandbook

MESSAGING AND VOICE
Why use b&w ? Better if use monotone color and the mosaic effect it distorts the person

APPLYING THE BRAND
Higher quality photos , lessen the mosaic effect and black and white

ENA ALVAREZ

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND
All parts are appropriate, congruent and clearly stated

LOGO
Layout is well organized and consistent in its components

TYPOGRAPHY
The typography used is appropriate in the RIL brandbook.

COLOR PALETTE
The colors used are appropriate and tailor made for the brand book.
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GRAPHIC ELEMENTS
the icons and symbols were not utilize for this branbook.

MESSAGING AND VOICE
It has a well organized information

APPLYING THE BRAND
Graphics go well with the text and there is a good mix of text and graphics

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND
Paces information appropriately with effective transitions and presentation of materials

LOGO
Each of the part of the logo is well represented by its ministry components.

TYPOGRAPHY
Attractive and modern style is used.

COLOR PALETTE
Attractive and conventional

GRAPHIC ELEMENTS
The graphic elements and symbols are appropriate.

MESSAGING AND VOICE
The use of facts and information is good and consistent.

APPLYING THE BRAND
It has a clear and sensible structure.

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
The people who will read the brand book will clearly understand its contents and will be
encouraged to use this as they introduce the church to other people.

LOGO
Attactive to people. The church will be easily identified.

TYPOGRAPHY
Easy to read.

COLOR PALETTE
Appropriate to the eyes.

GRAPHIC ELEMENTS
Establishes a clear message in presenting in logical and developmental manner.
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MESSAGING AND VOICE
Convey relevant ideas.

APPLYING THE BRAND
Demonstrate a high knowledge and understanding of what the church is all about.

MIKARLA ARGUELLES

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND

This portion made me think that the brand appeals to younger generation. It feels like this
brand is inviting the youth to join the community and share their knowledge and skills in
serving the Lord.

LOGO
This part gave me an idea on how certain shapes like triangles and colors can be
combined to create a powerful logo

TYPOGRAPHY
It educated me which font should i use to highlight a particular section in a
communication material.

COLOR PALETTE
This portion introduced three styles which the artist can use in portraying its message
using different set of colors.

GRAPHIC ELEMENTS
This section tells the artist the he/she has an option on how he/she can execute the icons,
imagery and patterns in different materials.

MESSAGING AND VOICE
It informed me about the rationale of how the Church would want to portray its brand to
the audience.

APPLYING THE BRAND
This portion detailed the proper execution of the brandbook in its marketing materials.

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND

This portion helped me further visualize and imagine how is it being part of the Reign in
Life Church. The use of real images allowed me to know who the members are and what
to they do in the church.

LOGO
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This part allowed me to comprehend the meaning of triangles behind the logo brand and
proper execution of such.

TYPOGRAPHY
It made the realize the importance of using appropriate typography to imply if your tone
is serious or playful.

COLOR PALETTE
This portion was able to explain the reason behind the three styles introduced in the
brandbook to guide the artist in creating their materials for Church.

GRAPHIC ELEMENTS
This section made me think that the Church really customizes its marketing materials to
make it more appealing to the reader or audience.

MESSAGING AND VOICE
It showed me how much effort the Church is willing to make to have a universal tone for
different set of people.

APPLYING THE BRAND
This portion appealed to me the effort of varying the designs to be able to avoid brand
fatigue and at the same time continue to pique the interest of the readers.

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
This portion was able to clearly emphasize the benefits and responsibilities of the
members through the use of contrasting font colors and highlighted texts.

LOGO
This part was able to put in details the required specs to properly use the logo

TYPOGRAPHY
It showed me how to properly execute the font style for the header, subheader and main
content, etc.

COLOR PALETTE
This portion, being straightforward, guides the artist what style to use for a certain
messaging brand intro, invitation for ew members, announcements, etc.

GRAPHIC ELEMENTS
Though given options, this section emphasizes that the artist shall be bound to these
styles only to avoid being disconnected to the brand.

MESSAGING AND VOICE
It strictly guides the user regarding appropriate messaging and tone that Church members
should be able to portray to its audience.

APPLYING THE BRAND
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This portion served as a guide or training ground for the artist regarding execution of the
brandbook during its launch month.

TON JOVES

HOW DOES THIS PORTION OF BRAND BOOK INFORM YOU OF HOW THE BRAND
LOOKS, FEELS LIKE AND SOUNDS LIKE?

OUR BRAND
This portion clearly shows the background and history or the organiztion.

LOGO
It gave me an impression that someone is in control of everything but at the same time we
can also control our lives.

TYPOGRAPHY
It gave me a feeling that the organization Is not intimidating. Maybe because of the script
fonts. It gave the brand a more casual and approachable feel

COLOR PALETTE
The primary color makes it feel that the organization can give you tranquility and peace.
That everything is in order because of the different tones of blue

GRAPHIC ELEMENTS
Same with the typography it gave me a feeling that the organization is not intimidating.
It gave the brand a more casual and approachable feel

MESSAGING AND VOICE
Straightforward but still warm and casual.

APPLYING THE BRAND
It's easier for me to identify if it is a reminder, inspirational posts or sermon excerpts

HOW DOES THIS PORTION OF BRAND BOOK MAKES THE SOUL OF THE BRAND
EVIDENT? HOW DOES IT REVEAL THE STORY AND THE VOICE OF THE BRAND?

OUR BRAND
Brand/organization was presented very well

LOGO
The crown represented the organization's mission to expand God's kingdom of grace on
earth.

Seven shades of blue was clearly explained

TYPOGRAPHY
It gives the brand a more casual and approachable feels.
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COLOR PALETTE
Showing secondary colors makes the brand more flexible depending on the mood and
occasion.

GRAPHIC ELEMENTS
It gives the brand a more casual and approachable feels.

MESSAGING AND VOICE
It shows that the brand/organization is approachable and relatable to everyone

APPLYING THE BRAND
The brand is consistent with their digital executions and plans

HOW DOES THIS PORTION OF A BRAND BOOK ENGAGE AN ACTION? HOW
DOES IT TELL OF THE DO'S AND DONT'S OF THE BRAND?

OUR BRAND
This gives me clear picture of the history, vision, mission and key message of the
organization

LOGO
This portion is very important in representing a brand. Consistency must be observed in
all organization's materials.

Variants and usage guide is also important for different implementations.

TYPOGRAPHY
Including the hierarchy in the guide is very important and useful. Consistency on the type
of font is important but on how to use it all together is more important to create a brand.

COLOR PALETTE
Providing vibrant and neutral colors will make the branding more flexible depending on
the occasion.

GRAPHIC ELEMENTS

Providing the type of icons that can used is very helpful to establish meaning per icon
everytime they need to use an icon. Imagery guide is also important to create a mood and
feel when posting them together same with the overlay guide

MESSAGING AND VOICE
Key message is clear and straightforward

APPLYING THE BRAND
The materials are presented in a very consistent manner.
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Appendix N: Screenshot of MAXQDA Result from Evaluation
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Appendix O: Screenshot of MAXQDA Result from Focus Group Discussion
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7. Can you identify the brand identifiers from the RIL communication materials? What
are those?
(Show the graphics designed using the RIL Brand Book guidelines)

Genesis:

-Brand identifiers are very visible

-Font styles

~Three font styles are very visible in all materials

-The color palette is also seen
~The pattern is consistent
“Triangular patters are also seen

Ruth Erika:

~Consisteney is seen across all materials
-Fonts, patterns, textures are seen in photos
~There's consistency

~There are people as part of the imagery

8 .What arc the messages can you derive from the graphics shown? (Show FB posts)

Krisha:

-Avenir font shows corporate style

~Cursive font shows fun to cater to different audiences
~Color also represents different age group

Genesis:

~The message is clearly communicated

~Even without a captian, the image can illustrate its own message
~Symbols or stock images used illustrate the message elearly
~Triangular patterns visualize the branding clearly

~The graphics communicate the message




