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Welcome
to the second edition of brand guidelines for the Orthodox 
Christian Fellowship. 

This document has been updated to contain all you need to 
know about how OCF should look and sound in print and digital 
materials, ensuring we remain consistent throughout.

Using our brand correctly is important to us, so we ask that the 
guide is always referred and adhered to by both our staff and 
partners in ministry.
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BRAND STRATEGY
Our brand is more than our logo, some colors, and fonts. OCF’s 
mission, vision, pillars, and core values are vital to expressing 
who we are. They clearly tell part of our story. The rest of our 
brand is our reputation — the experience of our ministry, how 
we are perceived, the stories told during coffee hour, and 
cherished memories of Real Break and College Conference.

Is OCF the place that helps students make sense of the rest of 
their college experience? Our publications should convince us of 
that reality.

Are we creating opportunities for students to encounter Christ? 
Our social media and website should tell those stories.

Do we have ministry worthy of our national, transformationl 
aspirations? Everything we do and say should give the 
impression of a resounding “yes.”



BACKGROUND
Brand
OUR CONTEXT OUR AUDIENCE
College is the period of life in which most of people’s 
identity, goals, habits, and relationships are formed. 
While two-thirds of young adults leave their faith 
tradition in college, many also begin to search for the 
fullness of life found only in Christ.

Meanwhile, what once was “the best-kept secret in the 
United States” is now experiencing a flood of exposure 
throughout all demographics. Young adults especially are 
expressing profound interest in Orthodox Christianity, 
putting our ministry at the forefront of Orthodox 
Christian evangelical ministry in the United States.

In the increasingly digital & information age, encounters 
with young people begin on the internet and through 
various forms of media. 

The Orthodox Church’s continued maturation in the 
United States & growing investment in youth across the 
world makes now the ideal moment to innovatively and 
meaningfully respond to these circumstances.

This is the world we’re operating in and responding to.

PRIMARY: Young Adults
(of OCF/soon-to-be OCF age; 16-25)

- Tech-savvy and very active on social media
- Culturally literate and responsive to trends
- Visually focused & moved by authentic experience
- Seeking life’s deeper meaning/learning to make 

the Orthodox Faith their own

SECONDARY: Ministry Leaders/Current & Potential 
Donors

- Less tech-savvy but still very active on social media
- Want clear, straightforward information
- Moved by stories and real experiences
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IDENTITY
Brand

OUR MISSION

To transforms the lives of college 
students by guiding them along the 
path to Jesus Christ through His 
Church, cultivating a campus 
community of worship, witness, 
service, fellowship, and education.

OUR WHY

To offer college students rich 
community in Christ, inspiring 
life-long love of God and neighbor.

OUR VISION
To be be the loving presence of 
Christ and the Orthodox Church on 
college campuses,

to be an integral part of students’ 
spiritual formation by challenging 
them to exlore the Faith,

to inspire students to commit to 
living an Orthodox Christian way of 
life daily.

OUR 5 PILLARS
Worship

Fellowship

Education

Service

Witness

Whenever we explain who we are and what we do, we find it 
best to use language from these three aspects of our identity.
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OUR CORE VALUES

We are Christ-centered & student-focused.
Everything we do is rooted in the teachings of 
Jesus Christ. College students are our priority.

We set high expectations and provide high 
support.

We believe in excellence and we put forth our 
best effort. We build one another up and hold 
each other accountable.

We are personally inspired and devoted to 
teamwork.

Our greatest strengths lie in our desire to serve 
the Church and our commitment to one 
another and our collective work.

We foster bold and self-emptying leadership.
We strive to be innovate leaders in the Church 
and teach college students to do the same. We 
aren’t afraid to take risks and always seek to lift 
up and rejoice in the achievements the Holy 
Spirit works through us and others.

We are motivated to “make it better.”
We challenge ourselves to embody an attitude 
of constant growth. We both accept and offer 
feedback to endleslly advance how we reach 
and engage students.

Let our Core Values guide the way we interact with others and the experience we seek to 
provide for those we minister to and engage with.VALUES

Brand
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STRATEGY
Brand

We see every one of our communication efforts as an opportunity to minister to our audience.
Here are the characteristics we strive for in those efforts:

This is how we approach every design or publication we create. It’s our 
measuring stick for ensuring content that reflects our values.

MINISTRY THRU MEDIA

Innovative Engagement
We’re always developing creative and 
industry-leading ways to reach and motivate our 
audience.

Tradition of Beauty
We use the Church’s aesthetic Tradition to color 
our innovation & faithfully stand out.

Personal & Authentic
All of our communications focus on real people, 
promoting real relationships, in a professional 
way.

Student Experience & Expression of Faith
We strive to create an immersive taste of life in 
our community through the lives of students.

Rich Media Ministry
We want our publications to provide meaningful 
spiritual encouragement & guidance.
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LANGUAGE
Brand

One impactful word or phrase can express the OCF story in a way that makes a difference.

OUR LINGO
All of our language should be filled with the rich spiritual and theological vocabulary of the Church, 
including the writings of the saints and our prayers and hymnography. 

We love citing Scripture and should use RSV or NKJV translations when doing so.

We also like to use some of the following terms:

witness transformation Christ-centered student-focused

fellowship education worship philanthropy

mission leadership loving-presence formation

teamwork service vision growth
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LOGO
The primary element of our brand identity is our logo, which is 
depicts the flame of faith burning bright in the hearts of college 
students.

Consistent use of the OCF logo is key to retaining brand strength 
because it creates an immediate way to recognize us and our 
ministry across all platforms and media.

For these reasons, local/chapter usage of our logo should also 
conform to the guidelines listed in this section.



USAGE
Logo
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EXPANDED LOGO CONDENSED LOGO FLAME ICON

MONOCHROME LOGO MONOCHROME ICON

The OCF logo should be present on all communications. In circumstances where the logo will be displayed at a 
small size or alongside other text, the condensed logo or flame icon should be used.

For clarity, the logo may sometimes need 
to be rendered in a single color (usually 
white, or one of our primary brand colors).

No form of the logo should be distorted or warped 
in any manner. 

When needed gradients & textures can overlay the 
logo and a subtle black shadow may be applied to 
distinguish it from a low contrast background.



ADAPTATION
Logo
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Local chapters may adapt the OCF logo to their community in the follow ways.

In these cases, the name of a 
university/community may be added to the 
upper right portion of our monochrome 
logo using the “Gotham Bold” typeface.

While the logo lists the local location first, 
our preference is to refer to chapters as 
“OCF @ [insert college name here]”.

Sometimes, local chapters would like a customized 
version of our logo for use on chapter-specific 
materials.

Long versions of chapter names should not 
be used in logos because they typically 
cannot fit in the designated space.

Other additions, revisions, and adaptations 
to our logo are not allowed.

LOCAL LOGOS

GEORGIA STATE UNIVERSITY



COLORS
Arguably the most vital aspect of maintaining our engaging and 
attractive branding is the way we use color. Our color palette is 
designed to provide an eye-catching, exciting, and youthful 
experience in all circumstances and settings.

The shades of blue provide a stable foundation for the bright 
orange and yellows that lead our visual identity.

A secondary color palette is provided to supplement the primary 
colors when needed. While used as accents alongside the main 
colors of our brand in most materials, a selection of colors from 
our secondary palette can be used to create a unique 
brand/experience for certain events, ministries, and times in the 
liturgical year.

Different combinations of color can dramatically change the tone 
and appearance of a document, so it is important to consider 
how they work together. To help acheive greater brand 
recognition it is important that our color palette is applied 
consistently.



PALETTE
Primary
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SUNSHINE SUNSHINE INDIGO DYE CELESTIAL SANTORINI JORDANORANGE

#F8981D
HEX

#FDB812
HEX

#FFDE00
HEX

#13426B
HEX

#13538A
HEX

#004AAD
HEX

#33ACEF
HEX

The OCF logo colors work best with blue hues, which contrast well with oranges and yellows. The four we 
provide offer a dynamic range for different moods and situations while providing stability for our publications.
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ROSE RED

FLEECE

LYDIA
VIOLET

SILVER

RUSSIAN
PURPLE

GREY

EMERALD SEA FOAM

HEX
#FF5964

HEX
#A4054C

HEX
#330036

HEX
#086055

HEX
#1B998B

HEX
#D72638

HEX
#FFF251

HEX
#ADA8B6

HEX
#545454

EARTH

HEX
#545454

TARNISH

HEX
#B29262

PALETTE
Secondary

Sometimes, our designs need a little extra splash of color and contrast. 
These colors offer that flexibility and flare when used tastefully and intentionally.



SAMPLES
Color

ORANGE

JORDAN

INDIGO DYE

SUNSHINE

SANTORINI

SEAFOAM

ROSE

RED

CELESTIAL

YELLOW

LYDIA
VIOLET TARNISH

RUSSIAN
PURPLE

SILVER

A “SIMPLY OCF”
LOOK

A POPPY, 
SUMMER VIBE

PROVIDE CLEAR 
CATEGORIZATION

A GENTLE, 
FEMININE LOOK

LEAN INTO 
GREAT LENT

Below are a few examples of how different colors can be combined to create different visual atmospheres for 
our publications. We encourage creativity when combining our brand colors but gently remind users to pay 
attention to contrast in order to ensure that any text remains legible.

FLEECE
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TYPOGRAPHY
Our unique set of typefaces helps us maintain a consistent brand 
experience across a variety of mediums and settings.

Our primary typefaces provide a firm foundation for our 
publications, while our secondary typefaces add flare and 
variation to help cater to our multifaceted ministry needs.
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TYPOGRAPHY
Primary

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmno
pqrstuvwxyz
1234567890
!@#%$&*()+

GOTHAM

Aa
Ultra

Black

Bold

Medium

Book

Light

Extralight

Thin

The typeface most associated with our brand is Gotham. It’s a clean, modern, typeface that we primarily use for 
headings/display text. Our favorite weights are “Bold,” “Book,” and “Light.”
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TYPOGRAPHY
Primary

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghijklmno
pqrstuvwxyz
1234567890
!@#%$&*()+

OPEN SANS

Aa
Extrabold

Bold

Semibold

Regular

Light

This typeface supplements Gotham. We like to use the “Regular” weight for body text on all designs and 
additional weights on platforms where Gotham is unavailable.
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ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmno
pqrstuvwxyz
!@#*()+=

Feeling Passionate

Aa
TYPOGRAPHY
Primary

This typeface pairs with Gotham/Open Sans on most of our designs. It can be used for special graphics or to 
highlight certain words within text, giving our materials an extra element of depth and vibrancy.
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Secondary
TYPOGRAPHY

ABCDEF GHIJKLMN
OPQRST UVWXYZ

abcdefghijklmno
pqrstuvwxyz

1234567890
!@#%$&*()+

Laries Script

Aa
Sometimes, we want to add a little bit of fun and flare to our branding. This is the typeface we turn to to fulfill 
those needs in a consistent way that stays true to who we are.
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TYPOGRAPHY

ABCDEFGHIJK
LMNOPQRST
UVWXYZ

JMH ABADESA ROMANA
ABCDEFGHIJKLMN
OPQRSTUVWXYZ

abcdefghijklmno
pqrstuvwxyz

1234567890
 !@#%$&*()+

BOLD   |    REGULAR

Aa Aa
Secondary

As an Orthodox Christian ministry, we often want a typeface that connects our publications to the ancient aesthetic 
heritage of the Church. JMH Abadesa provides a unique and focused way to achieve that goal, while Romana is our 
choice when we want a more versatile typeface that pairs well with Feeling Passionate or Laries Script.
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TYPOGRAPHY

Aa
ABCDEFGHIJKLMNO
PQRSTUVWXYZ
abcdefghijklmno
pqrstuvwxyz
1234567890
!@#%$&*()+

TIMES NEW ROMAN

Aa
Bold

Regular

Secondary
On the rare occasions when we need to get a little formal, this is the font we turn to.
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OCF Brand Guidelines

In most cases, our typography should be presented without borders, distortion, or other stylization.

When we want to emphasize particular phrases within a design or body of 
text or make text stand out from a background image, we will employ a 
shadow effect to the text as seen below.

The shadow should almost always be on the LOWER RIGHT side of the text.

Except in more refined and formal settings (usually using Times New Roman or one of our 
San-Serif typefaces) shadows applied to text should always have an opacity of 100%.

TYPOGRAPHY

Check out our

OCF gives you .

branding.

Stylizing

new

FaithFaith Faith
friends
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GRAPHICS & TEXTURES
The elements that tie our entire brand together are our graphics 
& textures. They help give our fonts and colors an extra sense of 
personality and dynamism. More importantly, these textures and 
graphics prevent our designs from looking flat and digital, 
helping to bring out our values and strategy related to 
authenticity, inspiration, & engagement.
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PATTERNS
Line + Stripe

As seen throughout this guide, our simplest graphic is the thin line:

We keep the lines thin (never more than 2px thicker than the width of a single line in a design’s 
smallest type setting), and use them in a variety of brand colors to provide direction, 
visual diversity, and emphasis to our publications.

We also use lines and stripes of different weights and colors to accentuate 
our logo and create backgrounds and patterns for our designs.

ORTHODOX CHRISTIAN FELLOWSHIP

VERSION 2.0

GUIDELINESBrand
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OCF Brand Guidelines

TEXTURES
Tactile

When creating backgrounds and depth in our designs, we like to keep it organic, 
using the following two textures:

Ideal for backgrounds & overlays; with access to all of our brand colors, this 
texture can be used to simultaneously distinguish pages of content from one 
another while also maintaining visual consistency.

PAPER

Almost any shade of blue denim goes, but we especially like 
those that align with our brand colors. This texture provides 
an interesting background for our multi-color logo and bright 
palette.

DENIM
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GRAPHICS
Paint

Paint strokes are the most distinct graphics in our brand.

Used to add additional depth and texture to designs, they can be stretched, reflected, 
compounded, and given any color to serve as backing for titles or buttons.

When overlayed by text, they are best paired with Feeling Passionate and Laries Script.

Paint strokes should always be rendered at 100% opacity.

Christ
Lifein

# campuscampusSilence
Encounter

Silence Click here
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MEDIA
Photos and videos help us emphasize that our work is about real 
experiences and real people. Because these elements are so 
integral to our brand, we’ve come up with some creative ways to 
ensure that they’re applied consistently and cohesively.
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STYLE
Photo

30

Here are the types of photos we aim to capture.

CAPTURING PHOTOS:

At events, we try to capture a variety of shots, but 
we do tend to prioritize some more than others.

For every 100 shots captured at an OCF experience, 
the breakdown should be something like this:

Posed shots of 
smiling faces
(individuals &
small groups)

30

Shots that highlight 
candid moments & 
experiences

30 Establishing shots 
(large groups, event materials, 
landscapes, etc)

10

VISUAL AESTHETIC:

Our photos are dynamic, vibrant, and highlight 
student experiences. They are minimally edited, 
striving to present a bright and colorful 
reflection of reality.

Shots of spiritual 
practices & the 
beauty of the 
Church

20
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SHARING
Photo

WHEN SHARING PHOTOS, WE LIKE TO

WHEN USING PHOTOS IN FULL, WE LIKE TO

31

Remove backgrounds from images in 
order to highlight students & experiences

Use “ripped photo” frames as a visual theme

Bring out bold, bright colors that 
complement our diverse brand colors

Use contrast/brightness settings to 
establish a clear focal point
(i.e. a text title or student faces)

Here’s what we aim for when editing and sharing images.
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MEDIA
Video

CAPTURING VIDEO:

32

Here’s what we aim for when capturing and sharing video.

When capturing videos, we follow the same principles prioritized in our photo guidelines.

To maintain consistent video quality, video content should always be captured via professional camera and 
audio equipment (except when we want to intentionally produce an alternate aesthetic). We love authentic and 
spontaneous videos, but we also care about creating a polished and clean final product.

One of our favorite ways to realize our brand strategy and share our mission, vision, and other content is 
through video. Video is the closest thing our audience can get to an incarnate experience of our ministry.

SHARING VIDEO:

Our videos should capture the youthful energy of college students without being to quick and jarring and 
the elegance and beauty of the Orthodox Church without being too otherworldly.

Our video content should always be a reflection of reality and tell a story or send a message, either through 
intentionally written titles/text/captions or spoken commentary from a student or OCF leader.



CAMPUS MISSIONARIES
Campus Missionaries is our biggest and boldest effort to fulfill 
our mission. It’s new and requires some additional guidelines 
that help us share our new endeavor in an exciting and 
meaningful way. These guidelines ensure consistency across all 
our current and coming locations when we speak about campus 
missionaries and when we integrate our national branding with 
the branding of a missionary’s college/university.

All of the guidelines for visually integrating our national branding 
with a college/university’s should also be followed by regular 
chapters.
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Campus Missionaries play a specific role in our efforts to fulfill our 
core mission, vision, & values. This is how we describe that role. PLAYBOOK

Campus Missionary

What is a campus missionary?
A full-time OCF staff member dedicated to fostering discipleship and 
rich community among students on a particular campus or in a 
particular city.

What is the purpose of a campus missionary?
To increase the breadth and depth of the Church’s presence on college 
campuses, acting as a bridge between campus and parish life by 
ministering to Orthodox Christian students and performing outreach 
to the broader campus community.

How do campus missionaries differ from clergy and other ministry 
positions in the Church?

Campus missionaries are able to offer the full-time presence to college 
students that priests and our parish leaders typically cannot. Their role 
is not to replace the role of the priest or parish but to serve as mentors 
that help students form healthy relationships with priests and 
parishes. Some campus missionaries have completed the same Master 
of Divinity program of most American clergy, while others have other 
levels of college/graduate education and receive additional theological 
and pastoral training after being hired by OCF.

Who are campus missionaries accountable to?
Campus missionaries are hired by and report to the Director of Ministries 
at OCF, which operates as an agency of the Assembly of Canonical 
Orthodox Bishops of the United States. “In the field”, campus missionaries 
partner with parishes of all Orthodox Christian jurisdictions, respecting 
and honoring the pastoral leadership of the locally appointed clergy.

How do campus missionary locations differ from regular OCF chapters?
Working in collaboration with student leaders, campus missionaries 
create a deeper rhythm of Orthodox life on the campuses they serve 
through increased events, resources, and theologically-informed teaching. 
Their presence also affords students an accessible avenue for 
mentorship, connects them more intimately with parish life, and forms 
the foundation for a stronger witness to the Orthodox Christian faith on 
and around campus. 

What makes a campus missionary a “missionary”?
Campus missionaries intentionally build connections and strive to share 
the Gospel with the broader campus community. They also build up the 
local Orthodox community in a way that attracts students, faculty, and 
staff who are not Orthodox, and they empower Orthodox Christians to 
invite others into the fullness of life found in the Orthodox Church.

HOW WE ANSWER FAQS ABOUT CAMPUS MISSIONARIES
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LANGUAGE
Campus Missionary

Here is some language we use in our campus missionary locations.

35

OUR LINGO
When talking about campus missionaries and their campuses, we use very intentional language.

As with “priest,” “bishop,” “catechist,” etc, the phrase “campus missionary” is not captialized. Schools with 
campus missionaries are referred to as “campus missionary locations,” or simply “OCFs”.

We also find some of the following words and phrases helpful when talking about the ministry of our 
campus missionaries:

empower evangelize guide partner

rhythm thriving presence

discipleship abundant life in Christ & on campus
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Here’s how our branding pairs with that of local colleges and universities.
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DESIGN
Campus Missionary

LOCAL BRANDING
Our campus missionaries often need to create content that reflects OCF’s branding but speaks to their local culture 
and environment. Most often, this means using elements of their local university’s branding when creating print 
and digital designs that are specifically highlighting OCF’s work on a particular campus.

Here are some of the principles we use to make sure our branding doesn’t get overshadowed by a university’s:

Put a version of the OCF logo on everything
You can even use our monochrome logo/icon or our local logo template in your school’s colors (see page 12)!

Pair, don’t replace, our fonts & color palette with a college/university’s fonts & colors
The most helpful practice is to pair a university’s primary colors with complementary colors from OCF’s color palette

Use our graphics, textures, and media guidelines to maintain brand consistency
Our content can still have OCF’s signature look and feel even if they don’t use our fonts and colors

Use images of well known places and things from your campus in your content
People that know your college/university will know when they see OCF content with pictures and videos of your campus



MOCKUPS
We’ve compiled some examples of these brand guidelines in use. 
These are here to help you visualize the principles we’ve 
described above.

Examples of how our brand is paired with campus missionary 
location branding can be found in the content related to our 
flagship campus missionary location at Texas A&M.
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MOCKUPS
Social

Here’s some social content that reflects our guidelines.
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MOCKUPS
Print

Here’s how we’ve used some of these elements in previous physical publications and materials.
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MOCKUPS
Digital

40

Hore’s how these guidelines might be applied to webpages.
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