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Your church brand is more than your services and
offerings. And it's more than the logos and colors
you choose.

Branding creates emotions and experiences for
your congregants. It helps shape how someone
feels about your brand. When these emotions, feel-
ings, and experiences are positive, it leads to lifelong
community members.

In other words, when you know the secrets to build-
ing an unstoppable brand, you...

- Build trust with congregants
- Improve brand recognition

- Create a shared vision

- Bring in new members

- Add value to your church

And all of these ultimately move the needle,
creating a mutually beneficial situation for you and
your donotrs.

However, branding isn’t easy. If it were, then every
church, business, and other organization would be
highly recognizable and growing at an exponential
rate.

So then, how do big brands do it?

Brands like Coca-Cola, Disney, and Apple have dis-
covered (and implemented) something that others
haven't—the use of a strong and consistent branding
strategy that connects with their customers at every
stage of the marketing funnel.

The strategy essentially draws out positive opinions
and feelings from their customers during every
interaction. Not an easy task!

The good news is...
You can actually leverage these principles for your
church, putting down the building blocks for an
unstoppable brand.



7 Secrets
to Building an
Unstoppable

Church Brand

Developing brand personality for your church is critical. It is the essence of
your church and the way people feel about it. It's been said that your brand
is what people say about you when you aren’t in the room.

Brand personality determines whether your brand resonates with some-
onhe or not.

An easy way to establish your brand personality is by mapping out a Character
Diamond. In the process of creating a Character Diamond, you'll find that
the character of your brand emerges naturally, and you're left with a brand
that people can connect with.

Unsurprisingly, Character Diamonds are plotted out in a diamond shape,
and the corners of the diamond are labeled as follows:

Top (North) - The North Star
This is the primary character trait of your church.

Ask these 2 questions to get started:

- What do others admire about my church?
- How has my church experienced success?

The North Star is something innate to your church, not something you
have accomplished. The questions above can help pull out these innate
traits.



Bottom (South) - The Counter Star

This is your church’s secondary trait. It balances the North Star, as it is typically
the opposite of it. As Jen Hudye says, “Your North Star is really your Kryptonite in
disguise.”

For example, Sherlock Holmes' North Star is that he's a genius, and his Counter
Star is that he's..well, pretty unpleasant.

Tim Cook, CEO of Apple, says, “Our North Star is making the best products in the
world.” Their Counter Star is having the patience to only release products once
they're ready, which often makes them look like they aren’t coming out with
anything new.

This conflict between the 2 traits is what makes the character intriguing. Movie
characters need that conflict, and so does your church’s brand.

Think about what has consistently gotten in your way and keeps you from suc-
cess most often. This reveals your Counter Star.

Right (East) - Nonnegotiable

This is the most important thing to your church. It's what your church stands for.
For example, if we look back at Apple, their Nonnegotiable is ‘giving people the
ability to do things that they couldn’t do before.”

The Nonnegotiable is your mission, your passion, and the thing that ultimately
drives you. It is why your church exists.

Left (West) - Flaws & Masks

Flaws and masks refer to your church’s weakness. It's either a flaw or the mask you
wear to hide your flaws.

These things shouldn’t be hidden because they are what make you relatable. The
flaws are what make others fall in love with and root for the character.

The Flaw or Mask makes you relatable. When presented strategically, it can be
a powerful point to your brand personality.

Once you've filled out the diamond for your church, you can then figure out what
characters from movies or books your church matches up to. This will help you
solidify your brand even further.


https://www.earlytorise.com/how-to-humanize-your-business-using-the-character-diamond/
https://www.fastcompany.com/40525409/why-apple-is-the-worlds-most-innovative-company
https://www.fastcompany.com/40525409/why-apple-is-the-worlds-most-innovative-company

Part of taking a unigque position in the church space is
looking at other organizations. Then you can determine
how you can set your brand apart from them.

Positioning is a strategic process that involves con-
ducting thorough market research to establish your
target audience, the products they desire/causes
they’re passionate about, and the images/messages
that resonate with them.

Another key element of positioning is knowing how
your church brand and offerings deliver something that
others do not, then leveraging this knowledge to serve
members better.

Once these elements are established, you use them to
move your member from awareness and knowledge to
joining and giving.




Where people get off track with positioning is the fear of alienating current or
potential members. However, this is actually a positive. The simple fact is your
church will not appeal to everyone. And that's okay! After all, you want to be sure
your place of worship (both your physical location and online ministry) is the right
fit for someone looking to grow in their faith

- Start by identifying what makes your brand unique.
- Do market research and analyze how other church brands are similar
to or different from yours.
- You can use a brand positioning map, such as the one below, to help you
plot your church and others to get a visual of how you're set apart.
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Image source: American Marketing Association



3. Storytelling | Sharing a Story Where
Your Donor Is the Hero

Storytelling has become all the rage in marketing. And
for good reason. Stories reach people at an emotional
level. People connect with stories and their characters.

For example, every movie or book follows a similar sto-
ryline. But the reason you like one over another is because
you identify with one character over another. You feel, at
some level, that the story is about you!

In the first section, we talked about identifying your
church’s personality using a Character Diamond.
However, the secret to major brand success like that of
Disney is that they know their audience. They under-
stand who the hero character is in their story—not just in
their movies and television shows, but in their marketing
efforts as well.

As former Disney executive Geoffrey de la Bourdonnaye
said, “We've all known the power of attracting emotions
through strong storytelling... At Disney, it's about the
power of narrative... to draw emotions that are common
to all people around the world.”

In other words, we're all in the middle of a character
transformation. Your member is no different. They want
to become more confident in their faith, better con-
nected with the Lord, and so on.

When you identify their transformational desire, you can
begin creating a story that positions your brand as the
guide that takes them there. They become the hero of
the narrative and therefore connect with your church
brand.



As we know, confusing messages lose members. So, you want to ensure your
church’s brand narrative is clear.

That means you need to clearly communicate...

- Whom you are trying to reach

- What problem(s) you solve

- How you solve the problem

- What makes you different

- What your customers can expect from you

Once these are answered and written out, you can begin pulling images and
words that match the narrative.

Furthermore, this can be the narrative you use within your church to ensure
everyone is on the same page and communicating with those outside of the
church with a clear and consistent message.

For example, President John F. Kennedy visited the NASA space center in 1962
and said to a janitor sweeping, ‘Hi, I'm Jack Kennedy. What are you doing?”

The man replied, ‘Well, Mr. President, I'm helping put a man on the moon.”

This employee had a vision of what he was a part of and clearly communicated
it. Your church staff can do the same, and with just as much inspiration for your
mission as the janitor at NASA.
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https://www.bizjournals.com/bizjournals/how-to/growth-strategies/2014/12/what-a-nasa-janitor-can-teach-us.html#:~:text=During%20a%20visit%20to%20the,%2C%20I'm%20Jack%20Kennedy.&text=President%2C%22%20the%20janitor%20responded%2C,a%20man%20on%20the%20moon.%22

5. 360-Degree Marketing | Ensuring Brand Consistency

There is no shortage of digital efforts that reach potential congregants where
they're at: social media, email, Google ads, blogs, webinars.. The list goes on
and on.

Maybe you notice an ad for a hair product on Pinterest. Then you see the same ad
pop up in your Facebook newsfeed. You go to the site to get a coupon and you
start receiving emails about accessories for your hair. Finally, you purchase.

This is all part of a well-executed 360-degree marketing plan. It feels like the
organization is everywhere. You recognize the ad, images, and message without
being aware of it.

A 360-degree marketing plan takes branding to a new level. The goal is to cohe-
sively deliver a consistent message and offer across every touchpoint, platform,
and device at the right time.

For your church brand to be effective, you can't look at each of these marketing
efforts on their own. They must be integrated into a 360-degree marketing cam-
paign. Those who utilize this approach are able to grow their congregation.

This 360-degree experience also creates brand consistency. The idea is for your
audience to have the same experience, no matter where they go.

n



What elements help create brand consistency as you build out your
360-degree marketing plan?

Q Logo

As one of the most memorable pieces of your branding collateral, it should
be highly used in your marketing plan. Your brand identity and logo should
go hand in hand. We recommend creating logos that encompass your
church name for an easy visual cue.

& Colors

Colors are important for branding, but something most brand specialists
won't tell you is how to integrate your brand colors with other necessary
colors that compel people to take action.

For example, if you choose a bold color like red or orange for your brand
colors, it creates a challenge for the CTA button on your site, as people are
trained to click on red or orange buttons to make a purchase or download.

Does this mean you can't use red or orange for your brand colors? No, it
just requires some further planning on the part of your marketing team to
determine what colors to pair to get the best results.

@ Messaging

For a 360-degree campaign, your messaging needs to be on point. Tone
of voice is critical. It needs to encompass your brand and the offerings you
are promoting.

This can fluctuate somewhat between channels and products, but a unify-
ing factor that communicates who you are must remain consistent.

A wise messaging move is to consider how your brand would respond to
controversial topics. Perhaps there are some topics that are best to avoid
for the sake of your church brand. Think about how to remain true to your
identity and mission when communicating your viewpoints.

®3 Images

The images you share on every platform need to take into account your
messaging and overall brand identity. For example, if your ministry is
focused on building a community of women, you'll want to use images
that resonate with women.




There is a relationship between user experience and brand. One can inform the
other. Think about it—if your branding efforts focus on evoking positive emo-
tions in your member, then a powerful way to do that is by delivering a positive
user experience.

The user experience should engage each sense in a positive way. Disney does
this by creating sounds and images, but they've also tapped into something a
lot of brands have not—smell.

Yes, they strategically place various aromas in different locations in their parks
to create a full user experience.

You may not be Disney, but you can still adopt the same principle for
your church.

- What type of images and words can you place in social media or on your
website to promote engagement?

- How can you make a donor's experience on your e-commerce site easy
and worry-free?

The user experience should not only engage your member but also break down
any objection they could have to staying on your site or moving forward in your
donation funnel. People are attracted to ease and simplicity.

This is often hard for those most familiar with your church (and in your
church) to assess. It takes someone outside of your organization to help you
see where there are roadblocks in your user experience.

Designing a complete and positive donor experience is critical. When you do,
they will return time and time again.




The thread that ties every element together for big brands—and the one most
often forgotten by smaller organizations—is monitoring and testing.

Branding is something that needs to be monitored because it needs to adapt
to changing member needs and wants. When you “listen” on social media to
how people are talking about you, responding to you, and sharing (or not shar-
ing) your posts, it gives you valuable insight about how you can adjust.

Tracking how people interact with your website is an excellent way to gather
data that reveals what is working and what is wasting valuable resources.

What if the data you gather from testing doesn't reflect growth? This doesn'’t
mean your identity needs to change, but perhaps your messaging or image
needs updating so that it continues to stay top of mind.

This is no different than Disney analyzing how customers react to various
films, themes, parks, and products. Upon gathering the data, new products
are launched thatagain feed the customerexperience and emotionsina positive way.

If something you thought would appeal to your audience doesn'’t, then it
‘ needs to shift to meet the needs. Remember, when your brand is about YOU,

1 it loses. But when your brand is about YOUR DONOR, it will grow.

&




We get it—the wheels are turning now! Those who understand the
importance of branding are visionaries. They have amazing ideas
and are ready to get to work on them immediately.

But, as we learned from the Character Diamond, each of us has
a Counter Star that holds us back. Often that Counter Star for a
church leader is not having a solid plan to see the vision through.
This creates half-built bridges.

So, instead of letting all of that vision collateral running through
your head go up in smoke, let us help you map it out into a
framework that provides a branding strategy for your church.

The first step is simple: Get your current brand collateral audited.
You can go ahead and schedule that here.

Before moving and shifting everything with your branding, allow
us to conduct a branding audit that evaluates design, messaging,
user experience, and the overall feel of your current welbsite

We'll share these findings with you so that you'll know how to
move forward with a solid branding strategy.

As we've said, branding is critical, but it’s also complicated.

Stop guessing which brand elements to change. You've spent too
much of your valuable time on your brand to leave anything up to
chance. Know for certain what to change and how. Be confident
the strategy you use actually helps your church grow.



https://viralsolutions.net/storybrand-certified-guide-simplify-your-message/#.X_YEKOkzblw

