
 

BRAND STYLE GUIDE 
Peterborough United Methodist Church  

is a small Church with a BIG Heart in the Monadnock Region of New Hampshire. 
 

Logo 

 
 
Imagery 

    



COLORS  
Primary 

 
Red Berry 

 
Mandalay 

 
Camarone 

 
Bahama Blue 

HEX #7E1A1C 
R 126 G 26 B 28 
C 51 M 98 Y 95 K 10 

HEX #B38325 
R 179 G 131 B 37 
C 22 M 46 Y 94 K 0 

HEX #19772B 
R 25 G 119 B 43 
C 83 M 33 Y 98 K 3 

HEX #1C628A  
R 28 G 98 B 138 
C 89 M 49 Y 24 K 1 

 
Secondary 

 
Scarlet 

 
Goblin 

 
Bali Hai 

 
Pattens Blue 

HEX #F93115 
R 249 G 49 B 21 
C 0 M 91 Y 90 K 0 

HEX #2D5134 
R 45 G 81 B 52 
C 84 M 52 Y 90 K 22 

HEX #76A1B6 
R 118 G 161 B 182 
C 48 M 16 Y 16 K 0 

HEX #DCE7EC 
R 220 G 231 B 236 
C 9 M 4 Y 5 K 0  

 
Typography 
 
Titles: CENTURY GOTHIC (Google Webfont, sans serif, usually bold)  
 
Headings: Oswald (Google Webfont, sans serif, usually bold)  Trade Gothic 
 
Body text: Cambria or Verdana (Google Webfont, sans serif) 
 
Script:  (Google Webfont), Columbus (Google Webfont) 
 
Logo: Peterborough , United Methodist Church Abraham Lincoln 
 
Statements 
 
Tagline/Slogan: 
small Church, BIG Heart 
 
Unique Selling Proposition (USP)/Brand Promise/Mission Statement:  
In a world that lacks connection, PUMC shares God's love with authentic relationships and 
a commitment to service. 
 
Mission Statement:  
We are a caring, dependable family in Christ, sharing God’s love while seeking spiritual 
growth. 
 
Vision statement: 
To provide education, devotional opportunities, and challenge the church family to step out 
of the traditional box of sitting in pews and asking people to demonstrate Christ's love and 
support to our neighbors. 



Statement of Faith:  
The United Methodist Church of Peterborough is a Christian fellowship seeking to grow in 
its understanding of God’s word for today; to support, nurture and deepen spiritual 
growth; and to share the Good News with others through acts of compassion and a 
commitment to justice. 
We are a supportive community which respects the individuality of people, offers care to 
those in crisis, responds to the needs of the world, and provides Christian education and 
worship experiences that reflect the diversity of our congregation. We embrace our unique 
heritage and recognize our common bond with other Christian churches and faith groups.  
 
Customer/Audience Problem: 
Lack of connection 
Problems Church Solves:  
For Community, those who aren’t Christians: Spiritual Confusion > Head 
For Visitors, those who are new Christians: Spiritual Growth > Heart 
For Congregation, those who are seasoned Christians: Spiritual Activation > Hands 
 
Core values: 
Church, Caring, Compassion, Community 
 
Audience: 
Community > Visitors >  Congregants >  Members = Church Family 
 
Solution: 
Share God’s love 
Seek spiritual growth 
 
Differentiator/why unique: 
Caring, dependable family in Christ 
 
Desire/Results/Transformation: 
Spiritual growth 
Personal activation 
 
Product/Service: 
Christian fellowship – caring, dependable family 
Share God’s love 
Grow in understanding of God’s work 
Support, nurture, and deepen spiritual growth 
Share the Good News through acts of compassion and commitment to justice 
Provide Christian education and worship experiences 
 
Benefit: 
sharing God’s love 
authentic relationships 
commitment to service 



 

PUMC SWOT ANALYSIS 
Strengths: internal positive 
 
Mature believers 
100+ years of experience 
Pastor is the leader 
Family feel…we know each other 
Welcoming 
Accepting 
Historic building 
Dedicated volunteers 
Generous congregation, money and time 
Strong sense of service 
Staff retention 

Weaknesses: internal negative 
 
“We’ve always done it that way” 
Numbers…lack of them  
Overextended workers and volunteers 
Lack of parking 
Faith budget 
Only one part-time pastor 
Aging congregation 
 

Opportunities: external positive 
 
Small town environment…people are right 

there 
Digital location 
Use of building for community events 
Access to open spaces/outdoor activities 
Civic relationships 
“little church that could” perception 
Need for social relationships 

Threats: external negative 
 
Funerals…members are dying 
Other churches 
Busyness 
Lack of public transportation 
Lack of affordable housing 
Lack of perceived need 
Upbringing/lack of spirituality 

 
Our Competitive Strengths: family feel, dedicated volunteers, generous congregants, 
sense of service, acceptance 
 
Our Customer Wants/ Needs: social relationships, (lack of) connection 
 
Competitor Strengths: younger congregation, flexibility (always did it that way), social 
justice 
 
Top four competitors: UCC, Unitarian, All-Saints, Milford UMC, Next Level  
 
Competitive Advantages: (our strengths and customer wants/needs) connection 
(acceptance, family feel) 
 
Tablestakes: (minimum entry requirement): (our strengths and competitor strengths) 
worship 
 
Vulnerabilities: (customer wants/needs and competitor strengths) connecting to youth 
 
  



MEMBER PERSONA/TARGET MARKET: 
Jeff & Brenda 
Middle-class couples and families 
living in more remote rural 
communities 
Peterborough area 
Married  

with children 
Income 91,000  
Bachelors degree 
White collar jobs 

 
I30 Family Union - Stockcars and State Parks 1,722 4.9% 0.8% 633  
E21 Thriving Boomers - Unspoiled Splendor 4,017 11.3% 2.6% 439  

L43 Blue Sky Boomers - Homemade Happiness 1,072 3.0% 0.7% 439  

 

 



 



 
  



BRAND ARCHETYPE: CAREGIVER/NURTURER/SERVANT  
 
The Caregiver brings about change and optimism. 
 
Goal: To care for and protect others   
 
Voice: Informal, inclusive, thoughtful, relatable, approachable, genuine. Chatting over tea. 
 
Colors: “light,” yellow, welcoming and calming color palette 
 
Associated with needstate/goal: belonging and stability. Care and belonging.  
 
Motto: Love your neighbor as yourself. 
 
Strategy: doing things for others 
 
Goal: To help others (feel loved by providing for their needs and wants) 
 
Core Desire: To protect people from harm, to protect and care for others 
 
Mindset: “Start each day with a grateful heart” 
 
“Be thankful for what you have; you’ll end up having more.” 
“Make someone happy, then you’ll be happy too.” 
“Live in the present and make it beautiful.” 
“Making people a priority.” 
Bringing your sense of wonder and curiosity out in every aspect of your identity will 
imbue your marketing with universal appeal. 
The products of this brand help people in their daily activities.  
To protect and care for others, tapping into their deep wells of compassion and 
generosity.  
Like a long-lost friend, Caregiver cultures are an oasis of comfort in a bustling world. 
This archetype is motivated to provide reassurance, service, advice, listening and an open 
heart to support the welfare of others.  
Able to find the silver lining in any cloud, the Caregiver is able to radiate the lightness of 
optimism. 
It also contributes to a harmonious society in which everybody is helpful for each other 
Expert mentors and passionate defenders, these organizations and teams are the first 
ones to lend a hand, an ear, or a shoulder.  



SOCIAL MEDIA 
 
Instagram https://www.instagram.com/pumcnh/   1-3 posts/day 10a-3p 
Filters: Crema Lark Reyes Rise, warm light 
Facebook https://www.facebook.com/pumcnh/   1-2 posts/day 1-6p 
LinkedIn (static) https://www.linkedin.com/company/9242960 
YouTube https://www.youtube.com/c/Peterboroughumcorgnh 2 videos per week 
Hashtag: #PUMCNH Use maximum two hashtags per post 
use Camel Case in hashtags and links for accessibility (you can’t use Camel Case for bitly links) 
Terminology: Use unfussy words. Avoid religious jargon.  
 

What requires a response 
Always respond to: (24 hours max) 
- Complaints  
- Enquiries about services or information 
Try to respond to: 
- Positive comments 
- Observations on our posts 
- People mentioning us in their own posts 
Do not have to respond to: 
- Offensive/hate speech  
- Declarative comments (i.e. single emojis, ‘Haha’, ‘Cool!’) 
- Comments on our posts but not directed at us 
 
Sharing of children’s photos: There are some children in the church family who can have their 
photo shared, but not with their name. Check for photo waiver. 

https://www.instagram.com/pumcnh/
https://www.facebook.com/pumcnh/
https://www.linkedin.com/company/9242960
https://www.youtube.com/c/Peterboroughumcorgnh

