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“…man looks at the outward appearance, 
but the Lord looks at the heart.”

1 Samuel 16:7
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We help ministries get ready to go out in public.
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The Vision:
Do you believe in it? If 
God called you to it, He 
will provide. Don’t fight for 
God’s promises nor shame 
others to supply for it. 
Obey and be patient.
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The 3 “i”s  
(and in this order)

INSPIRE:
Draw people in. Emotional language. Powerful quote. 

Heartfelt photo. Intrigue. Pique curiosity.

INFORM:
Context. The Who, What, Where, and How. Background. History.

ENGAGE:
Invite participation. Help the reader see themselves as part 

of the solution. Clear action steps.
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Finding Strengths
•	Discern what you’ve got
•	Knowing and/or seeking what 

you’re not

The 34 Strengths
•	 Achiever
•	 Activator
•	 Adaptability
•	 Analytical
•	 Arranger
•	 Belief
•	 Command
•	 Communication

•	 Competition
•	 Connectedness
•	 Context
•	 Deliberative
•	 Developer
•	 Discipline
•	 Empathy
•	 Fairness
•	 Focus

•	 Futuristic
•	 Harmony
•	 Ideation
•	 Inclusiveness
•	 Individualization
•	 Input
•	 Intellection
•	 Learner
•	 Maximizer

•	 Positivity
•	 Relater
•	 Responsibility
•	 Restorative
•	 Self-assurance
•	 Significance
•	 Strategic
•	 WOO



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?
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The 30-Minute Rule
If it takes more than 30 minutes, 
employ technology or a specialist.
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The Matrix
Functions and tools that make up an effective 
communications department. Robust, comprehensive, 
and ever-expanding—never complete.

The Outward Heart Matrix
Functions and tools that make up an effective communications department. Robust, comprehensive, and ever-expanding—never complete.

1 Non-Negotiable The 3 I's
2 Difference Makers 1. Inspire = Draw people in. Emotional language. Powerful quote. Heartfelt photo. Intrigue. Pique curiosity.
3 Holistic Approach 2. Inform = Context. The Who, What, Where, and How. Background. History.

Unassigned 3. Engage = Invite participation. Help the reader see themselves as part of the solution. Clear action steps.

Branding Text Content Multimedia Content Correspondence Digital Footprint Stationery & Literature Campaigns Accounting Events Tools Annual Planning Equipment Marketing In-Person Advocacy

1 Naming your org 1
Org mission, vision, 
summary 
statements 

1 Overall intro 
flagship pieces 1

Online forms 
development and 
responsiveness

1 Channel Branding 
YouTube 1 Envelopes: #10, 

BRE 6.76, 9x12, etc. 1 Goals and timelines 1 Planned giving via 
wills, trusts, etc. 1

Promotion via 
Multimedia 
channels

1 Canva design and 
layout 1 End-of-year 

planning 1
Internal numeric 
inventory system: 
(##-###)

1 Constituent list 
growth 2 Associations

1 Establish & define 
emotional tone 1 Writing system 1

General static and 
downloadable 
resources

1 2-way email 
"customer service" 1 Broadcast email 

templates (1-way) 1

Static promotional 
resources: 
brochures, folders, 
rack cards

1 Prospective 
audience lists 1 Implementation to 

website 1 Purpose or goal to 
be achieved 1

InSightly 
constituent 
database cloud 
service

1 Publication cycles 1 Lapel wireless 
microphone 2 Denominational 

partnerships 2 Networks

1 Logo design in 
versatile formats 1 Proofreading policy 

and process 1

Photography 
process, 
organization, and 
training

1 Gift thank yous and 
acknowledgments 1

Social media: 
account names 
and handles

1
Business cards for 
staff and official 
advocates

1
Giving options 
unique to the 
campaign

1 Acknowledgment 
and receipting 1 Audience 

segmenting 1

Broadcast email 
service (1-way) 
MailChimp, 
Constant Contact, 
etc.

2 Reporting on the 
past year 1

External hard drive 
storage with 
backup drive 
protection

2
Networks of 
missionary, clergy, 
etc.

2 Churches

1 Official org fonts 1 3-5 Inspirational 
flagship articles 1

Video process, 
organization, and 
training

1 Scheduled touches 
digital and print 1

Search engine 
optimization (SEO) 
basics

1

Branded blank 
note cards and 
envelopes for 
thank yous

1
Campaign-specific 
Multimedia 
resources

1 eGift processing 
partner 1 Food: audience 

appropriate 1
JotForm or other 
embed-friendly 
forms

2 Holidays worth 
noting 2

Desktop color laser 
printing and 
scanning

2 Social media paid 
ads 2 Community events

1 Official color palette 2
"Web hawk" (post-
production 
proofreading)

2 Script 
development 1

Constituent 
database 
administration

1 Website and 
landing pages 1

Publications: 
monthly, quarterly, 
etc. of org updates

2 Letters explaining 
the vision and need 1 Budgeting 1

Timing etiquette of 
advanced notice 
and reminders

1
Print service 
partners: local and 
budget

2 Intenral forecast of 
campaigns 2 Tripods 2 Organization 

partnerships 2 Conventions

1 Choose a website 
domain 2

Scheduled 
reminders of 
expiring content

2 On-brand art-
direction 2

Followup to 
constituent and 
colleague 
introductions

1 Social media post 
and article drip 2

Standard 
letterhead with 
optional 2nd page 
version

2 Campaign mailers 
and inclusions 2

Giving method 
trends peer-to-
peer, etc.

1 Giving options 
enabled 1

Photo offline 
storage: Synology, 
etc.

2

Promo in 
conjunction with 
national or other 
affiliate programs 
(Orphan Sunday, 
National Day of 
Prayer, etc)

2

Audio recorder: 
Zoom mic 
(hardware brand, 
not the meeting 
platform), etc.

2

Radio ads, 
interviews, 
syndicated spots, 
and sponsorships

1 Style Guides - 
default and in-house 2

Organized archives 
of articles, blogs, 
posts

2
Specific campaign 
and project 
content

2 Specific 
solicitations 2 Channel branding 

Rumble 2

Reports: annual or 
board reports may 
need special 
attention

2

Thematic 
campaign 
development and 
branding guides

2 Annual end-of-
year reporting 1 Dynamic speaker 

considered 1 WordPress: internal 
and/or external 2 Special occasions 

worth recognizing 2
Equipment check-
in check-out 
system

2 Rented snail and 
email lists

2
Multimedia 
descriptions and 
branding

2 Editing process 
and training 2 2-way phone 

"customer service" 2 Channel branding 
Vimeo 2

Internal: 
organizational file 
structure system 
(##-###)

2
Legacy recognition 
options for gifts of 
certain amounts

1 Follow up to 
attendees 1

Stock photography: 
UnSplash, Pexels, 
etc.

3 Publicize forecast 
of the coming year 2 Primary and fill 

lights 2

Website affiliate 
and paid 
placements: 
Google AdWords, 
etc.

3 Press releases 2 Voice talent for 
your org 2

Thank you card 
rotating designs or 
renewed regularly

2 QR code 
management 2 Print vendor 

relationships 2
Pledge 
administration and 
followup

1 Table hosts or 
event advocates 1 Time tracker: 

ClickUp 3 Notable 
anniversaries 3

Teleprompter 
hardware camera 
tablet mount

2

Engagement 
directly on others' 
social media and 
blog content

3
Writing 
submissions to 
publications

3

Internal asset 
organization: 
general vs project-
specific assets

2
Voicemail and tree 
scripts and 
recording

2 Email signature 
branding 2 Text to give 

options 2 Venue: audience 
appropriate 1

Website builder 
platform: 
WordPress, WIX, 
WebFlow, etc.

3 Shotgun 
microphone 2

Merch: pens, 
apparel, drinkware, 
chotchkies, etc.

3

Followup to gifts 
(reporting on 
progress to 
promoted 
campaigns)

2 Social media: paid 
placements boosts 2 Credibility seals 

and endorsements 2 Table assignment 
administration 2 Adobe 3 Gimbal gyroscopic 

camera mount 2 Signage both 
indoor and outdoor

3 Real-time chat 
integrations 2

Social media: 
interactions and 
surveys

3

Reporting on 
progress to 
promoted 
campaigns

2
Sponsors to 
underwrite various 
elements

2

Email, calendar, 
document, and 
more collaboration: 
Google Workspace 
(free for nonprofits) 
domain-centric

3
Drone for aerial 
and indoor fly-
throughs

2
Business 
underwriters and 
sponsors

2
Social media: 
subscribe, follow 
and like promotion

2
Registration and 
confirmation 
systems in place

2
Video 
conferencing: 
Zoom, etc.

2
Segmenting: 
compassion trigger 
documenting

2 Social media: post 
and article drip 2 Theme and 

emotion 2

Social media 
management: 
Hootsuite, 
Agorapulse, etc.

2 Broadcast texting

3
Search engine 
optimization (SEO) 
advanced

2
Media capture for 
highlights or 
playback

2

Video and photo 
collaboration 
editing: Wipster, 
etc.

2

Constituent 
analytics: source, 
triggers, 
connections, 
capacity, etc.

3
Social media: 
Reciprocating orgs 
and affiliates

2

Auctions and 
gimmicks: 
audience 
appropriate

2
Electronic 
payments: Square, 
SumUp, Zettle

2
EDDM mailings for 
geographic snail 
mail promotion

2

Photo cloud 
storage: Google, 
Zenfolio, Amazon, 
etc.

3 Influencer 
partnerships

2 Teleprompter App 3

Endorsements by 
leaders in your 
industry or notable 
persons

3 Texting: Chrome 
App, GivBee, etc. 3 Ad placements in 

print publications

3

Phone and texting: 
WhatsApp, 
Telegram, Google 
Voice, Messenger, 
etc.

3
Generate popular 
memes and social 
content
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The Outward Heart Matrix
Functions and tools that make up an effective communications department. Robust, comprehensive, and ever-expanding—never complete.

1 Non-Negotiable The 3 I's
2 Difference Makers 1. Inspire = Draw people in. Emotional language. Powerful quote. Heartfelt photo. Intrigue. Pique curiosity.
3 Holistic Approach 2. Inform = Context. The Who, What, Where, and How. Background. History.

Unassigned 3. Engage = Invite participation. Help the reader see themselves as part of the solution. Clear action steps.
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Zenfolio, Amazon, 
etc.

3 Influencer 
partnerships

2 Teleprompter App 3

Endorsements by 
leaders in your 
industry or notable 
persons

3 Texting: Chrome 
App, GivBee, etc. 3 Ad placements in 

print publications

3

Phone and texting: 
WhatsApp, 
Telegram, Google 
Voice, Messenger, 
etc.

3
Generate popular 
memes and social 
content

•	Branding
•	Text Content
•	Multimedia Content
•	Correspondence
•	Digital Footprint
•	Stationery & Literature
•	Campaigns

•	Accounting
•	Events
•	Tools
•	Annual Planning
•	Equipment
•	Marketing
•	In-Person Advocacy



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Branding
•	Consistency is key
•	Brand and style guides…
•	Writing rules…
•	Photo styling…



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Brand Guide

Make sure the 
team knows the 
rules to the game.

Simple one-pager 
or 30+

O�cial Branding Guide: Go Multiply

Full logo at 100% scale: 1.5” wide

Fonts

Cautions

Full logo at 100% scale: 1.5” wide

“The “gap-height” is 
key to letting the logo 

breathe.”
Don’t crowd the logo 

with the edge of a 
page, graphic element 
or text. Always let the 
logo “breathe” with at 
least a margin of: the 
height of the “logo 

gap”.

Smallest printable size to 
include Title: .625” wide

QR to: https://www.Gomultiply.org

PMS: 376
#7AB800

CMYK: 34/0/100/28

PMS: 366
#BDE18A

CMYK: 06/0/39/12

PMS: 2603
#6E2585

CMYK: 17/72/0/48

PMS: 2573
#B382C7

CMYK: 10/35/0/22

PMS: BK
#000000

CMYK: 0/0/0/100

Gotham Black: AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz0123456789
Gotham Light: AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz0123456789
Gotham Book: AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz0123456789
Avoid Gotham Bold

Go Multiply

Do not us 
shadow-bevel-emboss 
e�ects. (Slight shadow 
ok if contrast needed 

over a photo.)

Do not alter the colors. 
Even within the o¤cial 

color palette.

Do not use another 
font with the mark. 

Even within the o¤cial 
font suite.

Use white when overlaid on 
green, purple or other colors 

that do not contrast well.

Use color logo with white 
title on backgrounds that 

are black or have 90% 
coverage or more.

The Logo —
Spacing

The full logo
 should neve

r be less tha
n 

.875 inches 
wide (includi

ng padding 

space) on pr
int documen

ts and never
 less 

than 160px w
ide in digital

 usage. 

If it needs to
 shrink beyo

nd that (e.g.
, a 

website favic
on or social 

media profile
 

picture), use
 the logo ma

rk by itself, a
nd 

make sure th
e full logo o

r organizatio
n 

name is pres
ent nearby.

Because it‘s 
a much mor

e graphic 

element, the
 logo mark c

an shrink 

infinitely wit
hin reason.

The Logo —Overview

A logo is a crucial element of a visual 
identity. It brings brands to life and 
creates a foundation that cultivates brand 
awareness and trust.
The logo should appear in full color when 
possible. If blue contrasts poorly with the 
background, there are four appropriate 
colorways to ensure high contrast in 
any context. For example, the single 
color logo would work best for photo 
backgrounds where the colors may be 
unpredictable or busy.

ILISARNIQ

Ilisarniq Bla
ck 

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  

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

1 2 3 4 5 6 7 
8 9 . / ? ! @ &

 #

Ilisarniq Bol
d 

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  

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

1 2 3 4 5 6 7 
8 9 . / ? ! @ &

 #

Ilisarniq Ligh
t 

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  

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

1 2 3 4 5 6 7
 8 9 . / ? ! @

 & #

Typography 
—

Overview

Type is a cor
e building bl

ock of an 

effective ide
ntity as it ca

rries both wh
at 

you say and 
how you say

 it. When us
ed 

with purpose
, a consisten

t typographi
cal 

style is the m
ain element 

that 

communicat
es a unified 

and coheren
t 

organizationa
l vision.

Clarity and l
egibility defi

ne the Love 
INC 

type system
. It‘s a flexib

le style that 

allows the or
ganization to

 express a w
ide 

range of em
otions. To ac

hieve this, w
e 

utilize the Ili
sarniq font f

amily. This o
pen 

and modern
 font gives le

tters enough
 

space to bre
athe, and th

e soft curves
 

communicat
e friendlines

s without fee
ling 

overwhelmin
gly young.

Secondary Palette

Tertiary Palette

Primary Palette

Pantone 279 CHEX | 2293F0RGB | 34, 147, 240CMYK | 71, 36, 0, 0

Pantone 7409 CHEX | EDAE26RGB | 237, 174, 38CMYK | 0, 27, 84, 7

Pantone 3597 CHEX | 1B397DRGB | 27, 57, 125CMYK | 78, 54, 0, 51

Pantone 2172 CHEX | 2371C8RGB | 35, 113, 200CMYK | 83, 44, 0, 22

Pantone 2401 CHEX | 399E9FRGB | 57, 158, 159CMYK | 64, 1, 0, 38
Pantone 656 CHEX | DDE5EDRGB | 221, 229, 237CMYK | 12, 5, 3, 0

Pantone 2428 CHEX | DE882DRGB | 222, 136, 45CMYK | 11, 53, 97, 1

Pantone 7578 CHEX | DB6B30RGB | 219, 107, 48CMYK | 12, 69, 90, 2

Pantone  2033 CHEX | CA483DRGB | 202, 72, 61CMYK | 0, 64, 70, 21

Pantone 2133 CHEX | 244D9FRGB | 36, 77, 159CMYK | 77, 52, 0, 38

Pantone 655 CHEX | 122559RGB | 18, 37, 89CMYK | 80, 58, 0, 65

Color —
Overview

Colors help add to the tone and voice of 
a brand. When used correctly, they can 
drastically change the tone of a piece, 
giving it energy and life with bright blues, 
making it serious and respectful with 
deeper tones, and much more.Love INC uses an extensive palette. 
Usage is defined in the following pages, 
but the key elements are the primary 
blue tones. These should always be 
present in a design. 

Imagery —
Photography

Love INC is 
a warm and 

welcoming 

brand. Using
 photograph

y with a war
m 

tone, a peop
le focus, and

 a well-balan
ced 

composition 
will make th

e message 

harmonious.
 

Whenever po
ssible, piece

s should use
 

professional 
photography

. Images tha
t 

are low qual
ity, too dark

, or too busy
 can 

take away fr
om otherwis

e well-design
ed 

work. Focus 
on photogra

phy that refl
ects 

the welcomin
g and inclus

ive energy o
f 

Love INC. Do
 your best to

 show peopl
e, 

highlight act
ion, and avo

id “cheesy” 
stock 

photography
 of commun

ities. Avoid s
tock 

photos that 
blatantly say

 “volunteer” 
on 

the back of 
a shirt. 

When search
ing for stock

 photograph
y, 

try phrases l
ike “support

 group,” 

“neighbor,” a
nd avoid gen

eric terms lik
e 

“volunteer” o
r “communit

y.”

The logo can be used as a subtle 
background element. The cross in 

the logo can break out asits own element.

The lattice represents the interconnectedness of the 
organization. It can be scaled up to 
add background texture, but take care to make it subtle.

Circles, rectangles, and lines are distinct graphics that can be used freely to aid design. Make sure lines end in a rounded cap.

Half-rounded rectangles call back to the lattice and logo. These shapes can be used freely as graphics.

Imagery — Graphic Elements

The lattice represents how Love INC 
provides a stable structure that can 
support community growth. The shapes 
used in the brand embrace the lattice 
at various scales and break down into 
lines, circles, rectangles, and rounded 
rectangles that mimic the edge of the 
lattice and cross. 
These shapes are a flexible visual tool 
that can tie the audience back into 
the lattice symbology and provide a 
foundation for the Love INC visual 
language. 

Here are jus
t a few simp

le ways we c
an 

ensure we a
re consistent

 in our gram
mar 

and content 
creation.

Do‘s + Don‘t
s 

• On external 
communicat

ions, be sure
 “Love In the

 Name of Ch
rist” is used 

before 

       shorten
ing to “Love 

INC”.

• When referri
ng to Love IN

C in text, do
 not place p

eriods after 
the I, N, or C

.”

• When using 
the phrase “

In the Name
 of Christ” m

ake sure the
 I, N, and C a

re always            

  capitalized, 
and the T an

d O are are l
ower case.

• Italicize the 
names of pro

prietary prog
rams (i.e. Re

demptive Co
mpassion®,    

                                          

    Faith & F
inances).

• Always use t
he oxford co

mma. A com
ma used afte

r the penulti
mate item in

 a list of      

     three or m
ore items, be

fore ‘and’ or 
‘or’ (i.e. an It

alian painter
, sculptor, an

d architect).

• Single space
 at the end o

f sentences.

• Capitalize al
l pronouns r

eferring to G
od.

• Spell out nu
mbers ten a

nd below.

• Spell out “an
d” instead o

f using “&”. E
xceptions in

clude: propr
ietary places

, such as    

     Faith & F
inances, and

 headlines, w
here you ma

y use a + sig
n instead of 

‘and’. 

Voice

How you say something is equally, if not 
more, important than what you say. Why? Because your voice, tone, or 
manner of speaking affects the way your 
audience interprets what you‘ve said. 
It also informs the assumptions your 
audience will make about things you‘ve 
left unsaid. 
A consistent voice will not only help 
you build recognition and trust, it‘ll also 
clarify your mission and purpose.

Our Personality (Continued) 
WHY  WE  DO  I T  
Our Vision  We help churches help people because we dream of a world where Christian churches 

are united in purpose and fully engaged in actively living out their faith by lovingly 

serving people in need in their communities.Our Mission To mobilize local churches to transform lives and communities In the Name of Christ. 

 
You can take this further, however, by explaining what that looks like in practice:  

In order to fulfill our mission of mobilizing churches to transform our communities, we are:

UNITED IN OUR PURPOSE We are Christian churches united in purpose and fully engaged in actively living out our 

faith by lovingly serving people in our community.  

 
RELATIONAL IN OUR FOCUS While meeting tangible needs we spend the time needed to listen to each person’s story 

so they feel valued beyond their circumstances. 
 
HOLISTIC IN OUR APPROACH We seek to serve, support, and provide assistance with the understanding that all 

aspects of a person‘s life are important and interconnected. We coordinate weekly 

programs that offer classes, mentoring, and community building to support people in 

achieving long-term goals. 

Voice

Our Mission —
To mobilize local churches to 
transform lives and communities 
In the Name of Christ.

Our Vision — 
To see Christian churches united in 
purpose and fully engaged in actively 
living out their faith by lovingly serving 
people in need in their communities. 

LOGO

Logo Overview
Spacing
Secondary Logo
Secondary Spacing
Use + Misuse

COLOR

Color Overview
Palette Structure
Use + Misuse

T Y POGR APHY

Type Overview
Hierarchy
Misuse

IMAGERY
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Patterns
Photography
Iconography
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Writing Rules
•	Have a default
•	Establish and grow your 

in-house styles and 
exceptions



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Photographic Style 
Consistent treatment can unify widely-diverse subject matter.
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Photographic Style 
Consistent treatment can unify widely-diverse subject matter.
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What’s at the heart of your ministry?

Consistent treatment can unify widely-diverse subject matter.



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Text Content
•	Org mission, vision, summary 

statements 
•	3-5 inspirational flagship articles
•	Proofreading policy and process
•	The 3 “i”s



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Multimedia Content
•	Video
•	Channel platform strengths
•	Photography
•	Intros and outros



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Correspondence
•	Timeliness
•	Constituent database 

administration, Constituent 
Relationship Management 
(CRM)



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Digital Footprint
•	Consistency across social 

media and account platforms
•	Video channels
•	SEO basics
•	Website

Social Media
•	Post and article drip
•	Schedule ahead of time and 

proof so content is quality
•	Interactivity is powerful. Ask 

questions & use for recruiting.
•	Paid placements need to be 

closely monitored



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Stationery & Literature
•	Standard needs
•	Organizational system 03-123 

(03=brochure 123=specific brochure)…
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What’s at the heart of your ministry?

What’s at the heart of your ministry?



What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

 NAME CHANGE

Introducing Nations Ministry 

Institute: We have taken a step 

to better associate the former 

La Viña Ministry Institute with 

our global vision as it now 

fits nicely into the family of 

“Nations” identities; Nations 

Church, Nations School, and 

now, Nations Ministry Institute. 

Donate, enroll, or learn more at 

LoveHopeMercy.org/

NationsInstitute

 DOUBLE IMPACT

LHI qualifies for most employee/

corporate-giving match programs 

—often dollar-for-dollar. These 

programs offer a wonderful way 

to double the impact of your 

donation. Learn more at 

LoveHopeMercy.org/Matches

 BUILDING UPDATE

Rescuing & training the next 500 

children starts now! We are in 

urgent need of versatile, multi-

purpose space to grow ministry 

capacity at Esperanza Viva–

Puebla. Learn more & donate at 

LoveHopeMercy.org/Giving

LATEST NEWS

There is something special, intimate, even spiritual, about coming together to 

share a meal, especially while reflecting on God’s goodness. His restorative 

power in the lives of 540 children over 25 years, will be the striking backdrop 

to an evening you will want to be sure to attend along with friends or family 

members. Is this the year you will sponsor a table and invite others to see for 

themselves the work that has inspired you—offering hope to those deemed 

hopeless?  Registration is now open for table and ticket reservations.

LOVEHOPEMERCY.ORG/GALA25 

Seeking Gala Sponsors

We’re seeking sponsors for this year’s events whose heartfelt contributions 

will undoubtedly help make the event a success. Sponsors underwrite 

transportation costs for the EV children who attend to share their testimonies. 

Also, in honor of Living Hope’s 25th anniversary, there are new things in store for 

the events which will enrich the experience for all while giving honor to God. 

To learn more, visit LoveHopeMercy.org/GalaSponsor

SETTING THE TABLE 

FOR A CELEBRATION 

ENCOUNTER

MARK YOUR CALENDAR   RESERVE YOUR TICKETS   SPREAD THE WORDSATURDAY • SEPT. 14TH

ARDEN HILLS, MN
THU/FRI • SEPT. 19/20

GERMANTOWN, WI

TWO 
NIGHTS!
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 NAME CHANGE

Introducing Nations Ministry 

Institute: We have taken a step 

to better associate the former 

La Viña Ministry Institute with 

our global vision as it now 

fits nicely into the family of 

“Nations” identities; Nations 

Church, Nations School, and 

now, Nations Ministry Institute. 

Donate, enroll, or learn more at 

LoveHopeMercy.org/

NationsInstitute

 DOUBLE IMPACT

LHI qualifies for most employee/

corporate-giving match programs 

—often dollar-for-dollar. These 

programs offer a wonderful way 

to double the impact of your 

donation. Learn more at 

LoveHopeMercy.org/Matches

 BUILDING UPDATE

Rescuing & training the next 500 

children starts now! We are in 

urgent need of versatile, multi-

purpose space to grow ministry 

capacity at Esperanza Viva–

Puebla. Learn more & donate at 

LoveHopeMercy.org/Giving

LATEST NEWS

There is something special, intimate, even spiritual, about coming together to 

share a meal, especially while reflecting on God’s goodness. His restorative 

power in the lives of 540 children over 25 years, will be the striking backdrop 

to an evening you will want to be sure to attend along with friends or family 

members. Is this the year you will sponsor a table and invite others to see for 

themselves the work that has inspired you—offering hope to those deemed 

hopeless?  Registration is now open for table and ticket reservations.

LOVEHOPEMERCY.ORG/GALA25 

Seeking Gala Sponsors

We’re seeking sponsors for this year’s events whose heartfelt contributions 

will undoubtedly help make the event a success. Sponsors underwrite 

transportation costs for the EV children who attend to share their testimonies. 

Also, in honor of Living Hope’s 25th anniversary, there are new things in store for 

the events which will enrich the experience for all while giving honor to God. 

To learn more, visit LoveHopeMercy.org/GalaSponsor

SETTING THE TABLE 

FOR A CELEBRATION 

ENCOUNTER

MARK YOUR CALENDAR   RESERVE YOUR TICKETS   SPREAD THE WORDSATURDAY • SEPT. 14TH

ARDEN HILLS, MN
THU/FRI • SEPT. 19/20

GERMANTOWN, WI

TWO 
NIGHTS!
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Living Hope International is pleased to present a fantastic virtual 

benefit event to encourage, inspire, and raise the critical funds 

needed to support the children of Esperanza VIva Youth Home.

Streaming to you, September 22nd & 24th

Event begins at 7PM ~ Pre-event special features begin at 6:30PM

Mark your calendar or donate today.
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PUBLIC WatchPartyPRIVATE WatchPartye WatchParty

Watch & participate at home & on the go          … or make a party of it!To host or attend a Watch Party, visit LHIBenefit.org

L I V I N G  H O P E  I N T E R N A T I O N A L

L I V I N G  H O P E  I N T E R N A T I O N A L

03-123

IT’S FOR THE KIDS!
Everything you need is at LHIBenefit.org

or scan with your mobile device
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What’s at the heart of your ministry?
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

Campaigns
•	Goals
•	Specific audience
•	The 3 “i”s
•	The ask
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

What’s at the heart of your ministry?

Accounting
•	Processor integration and 

implementation
•	Planned giving
•	Don’t give up on old-school 

methods for giving
•	Credibility endorsements and 

registrations: ECFA, NCF, etc.
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What’s at the heart of your ministry?

Events
•	Can be a make-or-break for impressions and precedence
•	Always over-deliver
•	The speaker matters
•	Table hosts will fill a room much faster than individual tickets
•	~8:1 ratio of invite to attendee; improves over time to maybe 5:1…
•	The 3 “i”s
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What’s at the heart of your ministry?

Tools
•	Time tracker such as ClickUp
•	Bulk emailing service: Mailchimp
•	CRM such as InSightly, Salsa, etc.
•	Media: WordPress, Synology, 

Google, etc.
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

Annual Planning
•	Themes/focal seasons: allow for 

3-5 touches per theme
•	EOY campaign: 70-90% donations
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

Equipment
•	Tripods, gimbal, wireless lapel mic. etc.
•	Hard drives: Synology system
•	Stewardship 101
•	Organizational system 01-004…

(01=camera 004=specific camera)

02-045
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

Marketing
•	Grow your audience
•	Segmenting your audience: 

Compassion triggers, past activity
•	Content is king - resources and 

even discipling your audience
•	The 3 “i”s
•	Social media
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

In-Person Advocacy
•	Get your go-getter out there!
•	Conventions, networks, churches
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What’s at the heart of your ministry?

What’s at the heart of your ministry?

Remember:
God will equip you for that to which He called you.

If that is not you, but rather your organization, you must have faith 
in the foundational vision. 

If not, you are likely to be an obstacle to the goals being reached. 
Nothing can hamper progress like doubt or desperation. 
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What’s at the heart of your ministry?

PRESENTER: Dave Wied 
Founder/Director of Outward Heart
Missionary with Modern Day Missions

OutwardHeart.org 
Dave@OutwardHeart.org 
608-373-4887 
Social: @OutwardHeart

HOST: Heather Pubols
Heather@leMotif.org

What’s at the heart of your ministry?


