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CONSISTENCY « RECOGNITION

The aim of brand guidelines are to ensure that a
brand looks cohesive in the ‘outside world’.
Following these guidelines will ensure that the
brand elements are used in a way that upholds
aesthetic standards and keeps your brand looking
professional and consistent - ultimately creating
brand recognition.

These guidelines allow for enough creative freedom
to use the brand as you see fit, while still ensuring
that the brand looks its best across all applications.



WHAT WE BELIEVE

We are a tortoise culture. We’re committed to incremental steps: We will make small
steps and take one step at a time, recognising it will take a decade to begin to bring
renewal and cohesion to our movement.

We are passionate about small, sustainable continuous development which, under
God’s good hand leads to multiplicative exponential growth.

We’ll respect the “hares” within our movement that are moving faster and in a
different direction to us. We’ll speak well of them and extend grace to them but, at
the same time, we’ll be quietly confident that God’s good hand is with us and with
what we are doing.

WHY WE DO IT

Together works better.

We are a movement of churches and support ministries working together to grow,
multiply and send, everyday disciples, leaders and churches into every local
community in New Zealand.
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MINIMUM SIZE

The smallest size the logo should
cch z(;;; } be represented at is 15mm high
Together Works Better. %jf or 175 pixels high on screen/web.
This enables the entire logo to be
read clearly at smaller sizes.

LOGO

PRIMARY LOGO

CCCNZ’s primary logo is a wordmark with a stylised
symbol of NZ. The colours reflect the various types of
people and locations we are involved with.

This logo is used across primary brand applications.
It helps audiences easily identify CCCNZ publications,
marketing, online presence and other materials.

It is essential that the logo always be used with
respect and care in application, according to these
guidelines.
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CCCN

Together Works Better. %Jf

NOTE: Original logo
Brown ‘Z’.

CCNZ

Together Works Better. <

NOTE: 2019 Revised logo
New yellow ‘C’, a blue ‘N’ and a green ‘Z’.
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LOGO UPDATE

2019

CCCNZ’s logo has undergone a subtle transformation
in 2019. To lighten the logo and brand, a sunshine
yellow has been incorporated to replace the brown.

This is seen in the letter ‘C; and also in the dots within
the NZ symbol design.

New logo files are available and provided where
possible. Please ensure to request and use the
updated logos at all times.
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LOGO

SECONDARY LOGOS

The secondary logo is a negative version - to be used
on the dark grey background or overlaid on simple
block colour (but not one of the core brand colours).

The alternative is a full white logo, which can be used
on dark grey or one of the core brand full block colour
backgrounds as needed (ie: blue). This whiteout
version is used on the website footers of CCCNZ sites.

These secondary logo should never be used directly
next to the primary logo, and should only be used in
few circumstances.



POSITIVE

CCCNZ :

Together Works Better. %

NEGATIVE

CCCNZ.

Together Works Better. G;{O

WHITE

CCCNZ

Together Works Better.

NEGATIVE - CLEAR

GCCN z

$
Together Works Better. 4 ij »
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Shown with a grey & photo background examp/e

WHITE - CLEAR

Together Works Better. ..’/'

SYMBOL: POSITIVE SYMBOL: NEGATIVE
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SYMBOL: NEGATIVE - CLEAR

Shown with a grey & photo background example

LOGO TYPES

FORMATS FOR USE

The logos have been provided in a variety of filetypes
for use across all media types.

« Positive logo: Full colour version.

+ Negative logo: Supplied on the charcoal
background.

+ White logo: Full white logo.

« Clear: Has a clear background for overlays.

« JPG: Great for Word / Publisher etc and online.
Available in 3 core sizes. Don’t size up this format,
as it will lose quality.

+ PNG: A transparent background filetype, use when
wanting to overlay the logo or symbol on other
backgrounds (ensure all colours can still be seen or
use the white version). Don’t size up this format, as
it will lose quality.

+ PDF: A high resolution file for all printing needs. A
designer or printer will often request this format as
it doesn’t lose quality when scaling up/down in size.

« EPS: A special type of high resolution file, again
for designers or printers. You may not be able to
preview this file, but specialist design software can.
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CLEAR SPACE

To ensure legibility, always ensure that the minimum
clear space is kept free around the logo. This space
isolates the logomark from any other graphic
elements that may compete or conflict and lessen the
impact of the brand.

The minimum clear space is defined as the width of
the ‘N’. This minimum space should be maintained
proportionally to the size of the logo.
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INCORRECT LOGO USAGE

To maintain the integrity of the brand, there are a
few “no-no’s” to adhere to. Shown here are a few
examples of what not to do.

Please don’t:

+ Compromise the look of the brand by rotating,
skewing, stretching or distorting in anyway.

« Recolour or alter the colours in the logomark.

+ Add elements on the logo (shapes/shadows etc).

+ Rearrange elements of the logo.

Use approved logo files for the best outcomes.
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Font: Oswald

Google Font: https://fonts.google.com/specimen/Oswald
Adobe Fonts: https://fonts.adobe.com/fonts/oswald
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TYPOGRAPHY

HEADINGS: ‘OSWALD’

Typography becomes a powerful brand tool when
used well and consistently. The CCCNZ brand uses
two core typefaces in all materials.

Oswald is a multi-weight font available for use across
a variety of mediums - print documents and websites.
It is recommended for use on headings only.

Google Fonts can be downloaded for regular use on
PCs and used within publishing programs.

Adobe Fonts work within the premium Adobe Suite of
design software programs and Rocketspark websites.
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Font: Source Sans Pro

Google Font: https://fonts.google.com/specimen/Source+Sans+Pro

Adobe Fonts: https://fonts.adobe.com/fonts/source-sans

B  CCCNZ BRAND GUIDE

TYPOGRAPHY

BODY COPY: “SOURCE SANS PRO’

Typography becomes a powerful brand tool when
used well and consistently. The CCCNZ brand uses
two core typefaces in all materials.

Source Sans Pro is a multi-weight font available for
use across a variety of mediums - print documents
and websites.

It is recommended for use on body copy.

Google Fonts can be downloaded for regular use on
PCs and used within publishing programs.

Adobe Fonts work within the premium Adobe Suite of
design software programs and Rocketspark websites.
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Font: Open Sans

Google Font: https://fonts.adobe.com/fonts/open-sans

Adobe Fonts: https://fonts.google.com/specimen/Open+Sans
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TYPOGRAPHY

EMAIL NEWSLETTERS: ‘OPEN SANS”

Typography becomes a powerful brand tool when
used well and consistently. The CCCNZ brand uses
two core typefaces in all materials.

Open Sans is a multi-weight font recommended for
use within the email newsletters only. It is used here
because itis a common font that can be ‘read’ by all
devices and internet browsers, whereas the other
fonts don’t work within email, unless images with the
font in them are created.

Google Fonts can be downloaded for regular use on
PCs and used within publishing programs.

Adobe Fonts work within the premium Adobe Suite of
design software programs and Rocketspark websites.



RED

Web: #D61F28
CMYK: 9/100/98/2
RGB: 214/31/40

ORANGE

Web: #E7TA27
CMYK: 6/63/98/0
RGB: 231/122/39

BLUE

Web: #1C9EB9
CMYK: 77/20/22/0
RGB: 28/158/185
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GREEN

Web: #81BE41
CMYK: 55/2/100/0
RGB: 129/190/65

YELLOW

Web: #FFCB05
CMYK: 0/20/100/0
RGB: 255/203/5

DARK GREY

Web: #121A1B
CMYK: 67/52/53/85
RGB: 18/26/27

COLOUR

PRIMARY PALETTE

Colour creates an integral part of a brand’s

identity. Consistent use of the colour palette create
recognition of the brand as well as psychological
purposes by communicating a certain feeling to our
audience.

The Primary Colour Palette has been formed from the
core brand colours of the logomark.

Yellow is a recent addition to replace the outdated
brown and communicate a brighter, fresher and pure
aspect to the brand.
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GRASS

Web: #62BA5F
CMYK: 65/0/87/0
RGB: 98/186/95

DARK GREEN

Web: #169449
CMYK: 86/21/100/0
RGB: 22/148/73

MANDARIN

Web: #F79C34
CMYK: 0/45/98/0
RGB: 247/156/52

PINK

Web: #ED587B
CMYK: 0/82/32/0
RGB: 237/88/123

PURPLE

Web: #72539F
CMYK: 65/80/0/0
RGB: 114/83/159

DARK BLUE

Web: #2377BA
CMYK: 85/50/0/0
RGB: 35/119/186

TURQUOISE

Web: #38B4B8
CMYK: 71/5/30/0
RGB: 56/180/184

SKY BLUE

Web: #38C4E6
CMYK: 65/0/5/0
RGB: 56/196/230

COLOUR

SECONDARY PALETTE

A brand can utilise a second palette of colours that
complement and support the core primary palette. A
secondary palette of colours helps to give the brand a
more diverse colour range when required.

The Secondary Colour Palette has been created with
fresh and bright colours in mind that can be used
across the CCCNZ sub brands as well.



PUBLICATIONS

There are a large variety of publications that have
been established within CCCNZ.

The following pages show an overview of these
documents to provide examples should more
publications be required.



R WORKING TOGETHERTO TAKETHEGODDNEWS BACK TONEW ZEALAND I
0 ngo pa I WINTER 2018

Equall,

‘and how should we approach t?

businesses, terrorist organisati

responsibility, notust ofthe few, but o the whole church.

wider church. We're currentlyinthe process of developing a national
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R WORKING TOGETHER TO TAKE THE GOOD NEWS BACKTONEW ZEALAND [
0 ngo p a I SUMMER 2019

JEREMY SUISTED
> CCONZ COACHING COORDINATOR

GO DEEPER AND GROW
A LIFE-CHANGING YEAR AT PATHWAYS

‘ SOPHIA SINCLAIR
COONZ COMMUNICATIONS
MANAGER & RONGOPAI EDITOR

years efore deciding to enrol at Pathwiays, “The reason |

ways valued having a firm understanding of

heir faith. Secondly, God really paved the

2+ POBOKT44, Palmerston Nih 4440, NZ

RONGOPAI

The Rongopai Newsletters are a quarterly publication.
Rongopai is the Maori word for ‘good news’, and

our magazine is one way CCCNZ seeks to encourage
believers to work together to impact New Zealand
with the good news of Jesus Christ.

Inside Rongopai you’ll find stories of churches full

of ordinary Christians finding ways to serve their
extraordinary God. We’re a movement of people who
build community around the Word of God and find
their sense of belonging in who they are in Jesus
Christ.

The brand and core colours are used effectively
across this publication, with flexibility to be creative
on each issue.

Two examples of issues are shown here, showcasing
how consistent design is effectively used to
communicate messages in different seasons.
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REACHING BASE CAMP

AMBASSADOR'S REPORT, MARK GRACE

It’s 11:30am on Friday 29 May 1953. Edmund Hillary and Tenzing Norgay

are the first humans to reach the summit of our planet’s highest mountain.
At about 11:40am—while still on the summit—Hillary will take a small cross

out of his gear and place it in the snow.

The cross was given to expedition leader Colonel
John Hunt by Father Martin Haigh,of tMary's
Catholic Church, Broadfield Drive Leyland. Hunt
would pass the cros to Hillry to have it placed
onthe summit

Whilethe image of the cross o the summit of
Everestis 2 powerful one, we 0o face a summit
and a cross. This summit s just as daunting, its
justas impossible ts just s foolhardy, s just
asidealstc a thedea o summiting Everest s
55 years ago and we take i justas seriously.

Our summit s the goal of ensuring that

New Zealanders o every age, every ethnicity,

in every town, vilage, ity inevery prison,

o men and viomen establishing campsites across
ourislands,toordinary people captivated by
Chist—through the gospel, from the Scriptures

establshing churches n ther homes, and halks,
e are movement of people who have sougt o

and marae, hears and experiences the gospel
of Jesus Christ in our generation!

2018 Sovthern Regionol Conlerence in Alexandra

Youth Summit

John Hunt was invited by the Joint Himalayan
Committee of the Alpine Club and the Royal

mountaineers were supported by a wider
362 porters, and 4.5

ashalf

of God recorded in the 0ld and New Testaments, I difer had
This message has the powerto transform the baton on, Our' . e
fgospel camps, o church g

entrusts themselves to the King.

Justasseveral o the 1953 expedition had madie Jesus Chrst

past attempts at summiting Everest, we come s now 2015, b core

The 1953 3

From Gords fed, d our King,

s being cut from the bush inthe 18505, through travelagency, the over the last

tothe gospel cariages ofthe early 19005, o the X

‘open-air evangelists, Tom Bourdillon

aphysicist, and Norgay a guide. The 15

The 1953 expedition

COMMUNICATIONS

nation.

atalllevels

news and updates for your churches and support

The cect "

for

nationally for ministy of the gospel n our
country, wider movement and beyond.

material, and advertising ministry roles around the
‘country. We encourage you to make a regular visit
1o the website wauucccnz 7 and stay uned as new
services and ministry opporturitis are rolled ou.

REACHING THE SUMMII:
HOPES FOR THE COMING YE

TOGETHER WORKS BETTER

Longriewand
Hilliw Trusts o enable Mark Grace and his

ey
2Corinthians 45

provided.

has enabled us to get established.

CCCNZ has greaty benelitted from the interaction
and helpful advice from CCCAus during these
early steps n our establishment. The CCAus
Board and personnel have encouraged us to
make  tart and not wait on a critical mass of
church support, so we have done that and have
been thilled with the responses from a wide
representation in our movement.

Being partofsomething arge than alocal church
or support miistry brings a geat dealof beneft,
encouragementand ‘spurring eachother o' as
together we seek o serve our Lord and Saviour
in Aotearoa.

GM Fountain
ccenz co chair
GordonF@butland.co.z
sBBay.

ccenzco chair
stuartbbay@gmail com

ANNUAL REPORT

The Annual Report is a publication available online
and as printed copies.

The brand and core colours are used effectively
across this publication, with flexibility to be creative
annually.
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HOME WORKERS
PRAYER GUIDE 2019

CONTENTS

About this guide

Financials

CCCNZ Staff

New Zealand Home Workers

NZ Board Members

CCCNZ Regional Enablers

About

Events

NZ Statement of Faith

PHYSICAL ADDRESS

Level 2, Capital Fund House, 357 Main Street Palmerston North.

ABOUT THIS GUIDE

The CCCNZ Home Workers Prayer Guide is a resource to assist you to pray through
the month for those from our movement who serve in a New Zealand context—
our home workers.

THE HISTORY OF THE CCCNZ HOME WORKERS PRAYER GUIDE

Until 2004, GPH produced a list of commended Christian workers across New
Zealand. After that time some workers in New Zealand were progressively
incorporated into GC3's Daily Prayer Guides, until 2015 when it was signalled the
future listing criteria would be those people in ministries “whose chief reason
for existence is to engage with people who are not New Zealand citizens and not
permanent residents’”.

In 2016 GC3—knowing CCCNZ would soon be incorporated—asked CCCNZ to create
a prayer guide for New Zealand home workers.

In 2017, the first CCCNZ Home Workers Prayer Guide was produced. Those listed are
working in New Zealand with roles that are not primarily cross-cultural in focus.

FURTHER PRAYER FUEL

We invite you to join us in prayer by using our monthly email newsletter Te Harinui
and our quarterly magazine Rongopai s further prayer fuel. Go to www.cccnznz
and click on News & Events to subscribe.

We are happy to promote all the home workers in this prayer guide. At the same
time, it is GC3 who will facilitate the remittance of designated financial gifts to them.

CONCLUSION

It's been a privilege to be asked to create the CCCNZ Home Workers Prayer Guide.

In doing 5o, we recognise the partnership we have with GC3 and other support
‘ministries; we recognise the call and commitment of the various men and women
listed; we recognise the partnership with both their commending churches and the
churches they attend; we recognise the partnership with the ministries they are
involved in and gnise th lity and signifi f prayerful men and
women across these islands.

It's our deep conviction that the growth of the gospel in New Zealand depends on
both proclamation and prayer.

We have always been a movement pointing the people of Aotearoa to the living Lord
Jesus, through the gospel from the Bible. Throughout our history we have done that
with creativity, courage and conviction. It has always been soaked in prayer.

‘And so, we commend these home workers to you. We'd ask that you soak them, their
commending churches and their ministries in prayer.

We, too, would ask for your prayers. We ask you to pray that the good news of the
death and resurrection of Jesus Christ is heard and experienced by every man,
woman and child in Aotearoa, New Zealand.

Would you pray for our home workers, and for us, the prayer of Paulin 2
Thessalonians 3:1a “As for other matters, brothers and sisters, pray for us that the
message of the Lord may spread rapidly and be honoured...”

Mark Grace

CCCNZ Ambassador

B CCCNZ BRAND GUIDE

THE HOME WORKERS PRAYER GUIDE

The Home Workers Prayer Guide is a resource to
assist Home Workers to pray through the month.

The brand and core colours are used effectively
across this publication, with flexibility to be creative
on each issue.

An example of an issue is shown here, showcasing
how consistent design is effectively used with a core
colour theme.



ONLINE

Online presence is a given in today’s world. It’s also
a place where brand consistency can lapse all too
easily; yet it is possibly the most accessible place a
brand is seen.

It is important to continue brand consistency
across all online media and take the utmost care in
communicating the CCCNZ brand online.
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NAU MAI HAERE MAI
Christian Community Churches of New
Tealand i a naional service trustserving a
growing familyofindependent churches and

support miistries across New Zealand,

We are amovement of churches and support ministries
working together to grow, multiply and send, everyday
disciples, leaders and churches into every local community in
New Zealand. In aiming to serve churches and support
ministries we are active in the following areas:

We work closely with a number of support ministries,
including:

CCCNZ: Contact us Email Newsletter signup

WEBSITE

WWW.CCCNz.Nnz

The CCCNZ website is the core ‘hub’ online. It’s
where everyone is directed to for access of general
information, publications and connections to other
CCCNZ brands.

*Image of site as at April 2019
Brand consistency is key on the website, through
colours and fonts and messaging.

All colours for web are available in the Colour Palette

section if required. Use the “web” colours listed if
they are not all on hand in the Rocketspark site.

2



View this email in your browser

TE HARINUI CCCNZ

O NEWS OF GREAT JOY  TOGETHER WORKS BETTER

-

What does Tf“ ey -
'Everyday Disciple Making'™ .. 44/ &

look like in real life?

'l was inspired by the conference to mentor a
teenager, which I've just started doing'

Whether you are looking for inspiration or confidence, our Everyday Disciple Making
Regional Conferences are designed to help ordinary Christians obey Jesus'
command to 'Go and make disciples'.

You don't need any special training or qualifications to join us, this conference is for
everyone: mums, dads, students, professionals, tradespeople, retired, volunteers...
it's all about learning to follow Jesus and make disciples in your own context.

Learn more about CCCNZ, meet some of our staff team, and spend time planning,
chatting and praying for your region with others from your church and churches

within our movement.

Bookings are open NOW.

© Central and Lower North Island, 8 Sep Kapiti Coast Ce
Church, Kapiti.

. 15 Northcross C Church, North Shore,
Auckland.

For more information and to register, visit our website: www.cccnz.nz

Are you looking to train for ministry?

lan Reid is the 3Trusts Scholarship Coordinator to support the Hillview, Lichfield Lands and

Longview Trusts with the Dave Bay Evangelism Scholarship, JH Baldwin Scholarship and Matt
Alexander Scholarship. He tells us more about how he's here to support the scholarships
process. Get in touch with lan: o visit

Studying away from home next year?

Are you a student looking to study in Auckland, Palmerston North, Hamilton or
Christchurch in 2019?

B CCCNZ BRAND GUIDE

NGOP/ iter Community Calendar
COMING SOON

Is your church running an event?
Keep an eye out in your mailbox

(or at the back of your church) for We've recently launched our

the latest issue of RONGOPAI, our Community Calendar--a place for

quarterly newsletter. churches, support ministries and
campsites within our movement to

This Winter's issue is focused on share their events.

Youth and features interviews,

articles and stories from churches Take a look HERE.

across our movement.
Email Sophia Sinclair with details of

If you're not on the mailing listbut ~ your event to be included. Image
would like to be, contact Sophia specs are: a.PNG file no bigger
Sinclair: sophiasinclair@cccnz.nz than 2MB.

::.'_:""' LRy |
ADMIN NATIONAL
RﬂAIISHIIWg Bonms

RETREAL ﬂ
gotpm | weermencus B

We're here to serve you and your church
CCCNZ is a national service trust working and serving amongst churches.

We're passionate about seeing God's people equipped and enabled to serve him
through the local church.

We seek to be a blessing to you, so that you can be a blessing to others. Follow the
links below to find out more.

RESOURCE LIBRARY

Danielle Diprose

Health and Safety, Financial Reporting, Compliance, Employment and Cost Saving Resources
Jeremy Suisted

 SCHOLARSHIPS

Supporting people as they pursue ministry training,

EVENTS

Delwyn Blondell
Coordinating CCCNZ events around New Zealand

YOUTH

Murray Brown

CHURCH PlANTING

lant new churches t

PRAGTICA[ SERVIOES

Danielle
COMMUNICATIONS
Sophia Sinclair

Communi

jons, Rongopai magazine, email newsletters, social media and website.

0 6 ©

MAILCHIMP EMAIL NEWSLETTERS

Www.cccnz.nz/page/rongopai/

Email newsletters also require brand consistency,
through colours and fonts and messaging.

Fonts for email are limited due to cross-device
compatibility, so an alternative font “Open Sans”
suitable for this medium.

Refer to “Typography: Email Newsletters” page for an
example of the Open Sans.

All colours for online use (web) are available in the
Colour Palette section if required.

22
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of  April17at11:33AM - Q@

1 Peter is packed full of practical wisdom and encouragement for
knowing and sharing Jesus--our living hope--in changing times.

Will you join us at one of our regional events this year? Our Waikato event
is now open for registrations, make sure you book your place today.

Saturday 4 May... See More

-
e

_¢¢

In his great mercy he
has given us new

birth into a living
hope through the
resurrection of Jesus
from the dead...

1 Peter 1:3

o) Like () comment A Share @~

}, ccenz
of  April2at2:114PM-Q
"God is faithful"

Great to hear pastor Anthony Campbell share the story of Redeemer
Church - Tauranga at our Church Planting Forum today in Wellington.

@O Mark Andrew Grace and 16 others 2 Comments
o) Like () comment @ Share &~
Most Relevant
& Write a comment... [RCE®)
38 Nick Ippolito Nice one Anthony!
! O Y

Like - Reply - 2w

> 1Reply

‘_'*;, CCCNZ

 March12-Q@

Let's not put this in the too-hard basket.

The tragic abuse of children by people in positions of power is something
being raised again by our media; and it can be easy to feel overwhelmed
with the scale of the problem.

This is a key issue for churches to be addressing--thinking through the
practical 'how' of child safety and actually putting it into policy and
practice.... See More

that every church should

implement

[e]o )] 2 Comments 4 Shares

o Like () comment £ Share &~

}, CCCNZ
February27-Q@

Will you join us in praying for students and student workers all around the

country as the academic year gets underway for 2019?

CCCNZ.NZ
CHANGE THE UNIVERSITY, CHANGE THE WORLD
Dunedin is one of New Zealand’s most ‘infamous’ student cities......

012 1 Share
o Like () comment > Share [ 4
@ Write a comment... © @
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SOCIAL MEDIA

https://www.facebook.com/
ChristianCommunityChurchesofNZ

Marketing on social media also requires brand
consistency, through colours and fonts and
messaging.

As media seen within personal newsfeeds has such
a shortlived ‘lifetime’, it is still key to remember that
the media can still be seen on the actual CCCNZ
page at any time. Bringing in brand consistency with
the addition of colour and fonts to posts will ensure
consistent marketing is promoted to followers, in
amongst photo-based posts.

All colours for online use (web) are available in the
Colour Palette section if required.
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