
you did it.
You worked together with us to craft an identity for your organization. Now it’s 
time to go and use it! 

We have compiled all of the design elements that make up your visual brand in 
this kit, along with general guidelines to help you feel confident while using your 
new assets. If you ever need any assistance putting your files to use, please do 
not hesitate to contact us. We’re happy to help.

brand kit contents
1 Logos - What is your brand and how to use it

2 Color Guide - How to look consistent online and in person

3 Typography - What fonts to use and when

4 Design Elements - The design “parts” that make up your brand

5 Brand Secrets - How to build brand awareness

6 Show It Off - More ways to communicate your identity

nick@contrastmade.com  |  reanne@contrastmade.com



your logo
The Foursquare Multiply East + Central identity is a seal of approval and a promise of 
professionalism. Whether you are at a church, a conference, or a coffee shop, you represent 
Foursquare Multiply East + Central every time you use the brand. By following these 
guidelines, you reap the benefits of the Foursquare Multiply East + Central identity and 
contribute to its strength.

Whether seen on-screen, in print, or on apparel, the logo is stable and unchanging. The 
identity can only make a positive impact if it is used consistently and correctly.

P R I M A R Y  L O G O

When representing this first phase launch of the Foursquare Multiply East + Central brand, 
the logo should always appear in the horizontal format with the “east + central” region 
subtitle. Using the subtitle communicates there are multiple regions of the Foursquare 
Multiply East + Central brand. Use the simplified Foursquare Multiply logo (without the region 
subtitle) when recognizing the umbrella brand.

L O G O  S P A C I N G

When using the logo, it should be surrounded with clear space to ensure its visibility and 
readability. No graphic elements should invade this zone. Allow for space the height and 
width of the X icon, as shown above.



logo usage: primary
The preferred logo use is the primary, two-color horizontal version. A one-color and a one-
color reversed option are provided for specific uses, as well as the same options in a vertical 
layout, as seen on the next page. 

L O G O  W I T H  R E G I O N A L  S U B T I T L E

L O G O  W I T H O U T  R E G I O N A L  S U B T I T L E



logo usage: secondary
The vertical logos should only be used when the placement of the horizontal logo would be 
too small to retain readability. 

L O G O  W I T H  R E G I O N A L  S U B T I T L E

L O G O  W I T H O U T  R E G I O N A L  S U B T I T L E 



incorrect usage

In order to maintain brand consistency, we do not recommend any of the following: 

• using the Foursquare Multiply East + Central logo typography by itself
• changing the logo typography
• warping, stretching, skewing or slanting the logo
• adding a stroke to the logo
• adding embellishments to the logo, such as gradients or drop shadows
• placing the two-color logo on complex backgrounds

east + central



icon usage
For materials that are going to be used exclusively within a Foursquare Multiply East + 
Central training, the X icon can be used to represent the brand (e.g. presentation slides, 
canvas, mailchimp emails, training materials, etc.)

The icon may also be used when it is in close viewing proximity to the full Foursquare Multiply 
East + Central logo (e.g. on the same print piece, on a piece of apparel, etc.)



color guide
Like the logo and typography, the colors you use represent your brand identity, and should 
remain consistent across all media. 

color              pantone             cmyk             rgb   web # 

FM BLUE  PMS 7458 C  57, 13, 24, 0  109, 179, 189  #6FB3BC

WHITE  PMS N/A  0, 0, 0, 0   255, 255, 255  #FFFFFF 

TAUPE  PMS WARM GRAY 1 C 6, 8, 11, 0   237, 229, 221  #EDE5DD 

RED  PMS 7598 C  16, 86, 100, 5  198, 71, 39     #C64727 

ORANGE  PMS 715 C  3, 58, 94, 0  239, 132, 45     #EF842D 

RED-ORANGE PMS 7579 C  9, 82, 100, 1  220, 84, 38  #DC5426 

LIGHT  BLUE PMS 628 C  30, 2, 12, 0  176, 218, 222  #B0DADE 

NAVY  PMS 7475 C  76, 46, 43, 14  69, 109, 120  #456D78 

GRAY  PMS 7540 C  65, 58, 57, 36  79, 78, 78  #4F4E4E 



typography
Typography is another key element of the Foursquare Multiply East + Central brand identity, 
to be used in print, web, mobile, and video environments.

Like the logo, our primary typeface - Josefin Sans - communicates the simple, yet 
professional personality of the Foursquare Multiply East + Central brand. 

josefin sans bold lowercase

ABCDEFGHIJKLMNOPQRSZTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

J O S E F I N  S A N S  B O L D UPPERCASE ,  TRACKING 300

A B C D E F G H I J K L M N O P Q R S Z T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

Poppins Light

ABCDEFGHIJKLMNOPQRSZTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789



how to use the typography
Josefin Sans Bold in all lowercase should be used for headlines, display purposes and 
pull quotes.

Josefin Sans bold in all uppercase and tracking set to 300 or “loose” should be used for 
sub headings.

Poppins Light should be used when setting body text. 

These typefaces should be used when producing communications materials in print, 
web, or video.

Example:

training leaders, 
planting churches.
R E C R U I T I N G .  T R A I N I N G .  C O A C H I N G .

Foursquare Multiply east + central is lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Vivamus dictum ullamcorper malesuada. Nam ullamcorper ex consequat finibus 
ullamcorper. Integer sollicitudin nisi posuere tortor volutpat, feugiat tristique justo 
fermentum. Sed sapien orci, eleifend eget faucibus et, feugiat in mi. Duis vitae lobortis 
nisl, et porta augue. Maecenas ut felis laoreet, imperdiet odio sed, gravida tortor. Nulla 
sit amet diam vulputate, congue elit sed, porttitor lorem.



typography: using web fonts
Arial is the web-safe typeface for Foursquare Multiply east + central.

Arial should be used in bold for headlines, and regular for body copy in web 
applications.

All other standards from the previous page apply.

Arial: 

Training leaders, planting churches.
Foursquare Multiply east + central is lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus 
dictum ullamcorper malesuada. Nam ullamcorper ex consequat finibus ullamcorper. Integer sollicitudin 
nisi posuere tortor volutpat, feugiat tristique justo fermentum. Sed sapien orci, eleifend eget faucibus 
et, feugiat in mi. Duis vitae lobortis nisl, et porta augue. Maecenas ut felis laoreet, imperdiet odio sed, 
gravida tortor. Nulla sit amet diam vulputate, congue elit sed, porttitor lorem.



design elements
These design elements are another key element of the Foursquare Multiply east + central 
brand identity, to be used in print, web, mobile, and video environments.

Map Textures 
Use these east coast and central U.S. city map textures as a background element behind 
the dark, one-color logo or X icon. Keep these busy patterns balanced with good use of 
white space and solid color nearby.

Atlanta Minneapolis

Dallas Philadelphia

Denver



brand secrets
Communicating a clear brand message removes roadblocks. 
Whether it’s getting people to take part in an event or just reach out for more information for 
the very first time, communication can help you reach your goals. These brand secrets and 
guidelines are here to help you remove obstacles that might get in the way of people taking 
their next steps with you.

1. Your brand is more than just a logo.
Your brand is a multi-dimensional identity, your distinguishing character or personality as an 
organization. It’s made up of so much more than just the visuals we see.

It’s verbal. 
If you use words, you are communicating as Foursquare Multiply East + Central. Emails, social 
media, conversations…they’re all opportunities for you to represent your brand, your leaders, 
and ultimately, Christ. Make sure the tone of voice you use aligns with the professional yet 
personal approach your visual brand represents. 

It’s your values. 
How do your values influence why you do what you do? Beyond the services you provide 
and the words you use, you communicate what Foursquare Multiply East + Central values by 
how you interact with your audience and the experience you create for them. Are you quick 
to follow up on an inquiry? Do you make personal connections beyond your professional 
commitments? Where do you go above and beyond? Every interaction is a chance to 
exemplify your values.

2. It’s not always about you.
You’re ultimately in this line of work to serve your audience. It’s important to know who you are 
as an organization, but knowing who you are serving is of utmost importance. 

Know your audience.
The group we’re talking to determines how we approach our communication. What is their 
experience with us? Put yourself into their shoes and communicate based on their perspective.

Communicate what you want for people, not what you want from them.
Don’t give people to-dos. Present them with opportunities. Get in the habit of briefly 
communicating the vision behind why you’re asking your audience to do something.

Be an advocate for your audience.
Your communication should make people’s lives easier, not more difficult. You are on their side 
and put their interests before your own.

Actively look for your audience.
Are you intentionally reaching out and meeting people where they are at? Evaluate the 
common funnels your audience comes through (website, referrals, etc) and consider 
improving your messaging or promotional materials considering a specific context. 



3. Popularity doesn’t pay your bills.
When it comes to marketing, effectiveness is more important than exposure. This means it’s 
critical you: 

Focus on quality over quantity.
Having thousands of social media followers might feel good, but what percentage of those 
followers are tangibly benefiting from your mission? Don’t settle for surface level impact. 

Have a goal.
For every piece of communication, before you do anything else, determine the goal. Do 
whatever is needed to gain clarity about the desired outcome and keep it in front of you 
during the entire creation process. 

Lead with the most important thing.
Don’t bury key information under several sentences or paragraphs. Keep the most important, 
foundational information at the top.

Consider context.
Where is your content going to live? What else is being talked about there? Does what you’re
communicating conflict with that? Does it duplicate that? Is it out of place there?

Think long-term.
What’s trending today will be forgotten tomorrow. It’s important to consider building a 
foundation for long-term relationships with your audience.

Add an evaluation step.
Once the piece goes out, it’s important to look back and ask whether it met its intended goal. 
What can we learn for future pieces?

4. Just because everyone else does it, 
doesn’t mean it works.
Choose the right channel.
Your message and your goal should determine the communication channel you use, whether 
it’s a video, email newsletter, Facebook post, etc. For example, if people need to take action 
online, an online method of communication might be the best choice.

Don’t load people down with too much at once.
Maybe you need to delay communicating one message so another has a better chance of 
getting through. Or it might mean you only present the first step in a process instead of five 
action items.

Show your personality.
Let your personality shine through in your communication by being authentic, informal, 
sincere, positive, and fun.



Communication Best Practices: 
Get a second set of eyes on it.
Have a qualified proofreader look over your piece. Typos and misspelled words undermine a 
beautifully crafted piece. Not only is this a best practice, it’s a must practice.

Don’t be sucky.
If it’s worth putting into words, it’s worth getting right. When you communicate with excellence, 
you show your audience you care about them.

Be user-friendly.
Answer: who, what, when, where, why, and how? Include easy-to-find information for any next 
steps. Clear beats clever.

Avoid insider lingo.
Don’t use words that are hard to understand. Explain terms and any phrases that may be 
confusing to someone who has never interacted with your organization.

Say less to communicate more.
Keep it brief, knowing people are much more likely to engage with concise content.

Don’t sell.
Understand people tune out advertising and manipulation. Aim to inform, cast vision, and 
share experience. Describe real outcomes that can benefit your audience.

Cut, cut, cut!
Avoid redundancy and wordiness. Once you write a piece, see how much you can eliminate 
without losing meaning.

Use an active voice when possible.
It is more direct and stronger than the passive. In active voice, the subject takes the action. 

Example:
“Thousands attended the event,” rather than “The event was attended by thousands.” Or: 
“Foursquare Multiply East + Central partners with community organizations,” instead of, 
“Community organizations are being partnered with by Foursquare Multiply East + Central.”

Avoid overused words.
Tired phrases and words that are used too often fail to communicate anything at all since we 
start tuning them out.



show it off
Crafting a multi-dimensional identity means strategically thinking through all of the 
potential ways to communicate who, what, and where you are for the people who need you. 

Below are a few examples of pieces you may consider as you continue to promote your 
new brand. 

 banners

signage 

identifying
training 
coaching

foursquare
multiply.com/
eastcentral

P H I L A D E L P H I A

A T L A N T A

D A L L A S

D E N V E R

M I N N E A P O L I S

east + central

 apparel

swag



business cards 

multi-panel brochure

training materials

presentation slides

intake & assessment

Start by meeting with a church plant catalyst and discover our 
process. Participate in an assessment followed by a one-on-one 
consultation. Complete an application and provide the 
needed references. 

learning 

Engage in a stimulating, contextualized, cohort training model that 
utilizes a combination of distance-learning and in-person intensive 
retreats. The training consists of 3 distinct levels, each tailored to 
particular stages of development of a church plant.

coaching

Receive continual coaching throughout the process of starting a new 
church and into the first critical years. Coaching ensures that every 
planter has someone to strategize and troubleshoot with as they 
navigate the real life challenges of leading a new church.

identifying
training
coaching
info@fmeastcentral.com
foursquaremultiply.com/eastcentral


