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Welcome to the Brand 
Standards for Power to 
Change - Students.  The 
following pages contain 
the guidelines for the 
written, spoken, visual, 
graphic, photographic, 
online, and advertising 
styles of the Power 
to Change - Students 
brand.  These marketing 
tools and guidelines will 
enable Power to Change 
- Students to speak with 
a single voice across all 
brand communications.

All memorable brands share 
one common characteristic: 
consistency.  A brand 
becomes impressed on the 
mind through a series of 
encounters made over time.  
If those impressions are 
aligned and consistent, the 
brand will build strength 
through recognition over 
time.

Welcome!
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Power to Change - Students 
has always had the objective 
to mobilize, train and equip 
students to spiritually reproduce.  
Our legacy of changed lives 
and Christian labourers are a 
testament to God’s faithfulness 
to work through us.

We are excited about the 
strong history we have in 
helping students discover Jesus, 
experience his gospel and 
inspire others to know Jesus.  We 
are enthusiastic that, through 
the Power to Change - Students 
brand, God will increase our 
engagement with students in 
Canada and internationally.  
We want our image to match 
our zeal to reach this youthful 
demographic.

Power to Change is spiritually 
neutral to the student 
population, but holds 
significance for believers.  Our 
name will bring curiosity from 
our demographic and engage 
them at a level with which they 
feel more comfortable.

Power to Change is a new 
name and brand on campus 
and we are anticipating more 
engagement opportunities as 
a result.  It creates just enough 
curiosity in our demographic to 
engage students with the key 
message that Jesus is the Power 
to Change.

Who We Are
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Logo Usage

On Campus

When we are branding and 
promoting our name on 
campus, we will use only 
the Power to Change Logo 
and name.  On campus we 
will be known as Power 
to Change.  This will be 
our primary logo used on 
campus that will be used 
on posters, banners and 
other media.

Although Power to Change 
represents 15 different 
ministries, we represent 
the Power to Change name 
and brand to the campus 
specifically. The symbol 
of the cross over the 
world identifies us as an 
organization with Christ at 
its centre and that Jesus is 
the answer the world needs 
to live life to the fullest.

Please follow these 
guidelines religiously to 
maintain our trademark, our 
identity with supporters and 
to maintain our image with 
the public. 
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Students

Differentiation

When we identify 
ourselves in relation to 
other ministries in Power 
to Change we will use 
the Power to Change - 
Students logo to bring 
differentiation.

Appropriate situations: 
official national web 
properties, recruiting, 
fundraising, newsletters, 
donor relations, prayer 
cards.

Only for use in context of 
Power to Change ministry 
logo cluster.

Students

Logo Usage: 
Continued...
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On Campus Logo

Use this logo the most. 
Do not use directly over 
photos. Must be placed on 
a solid white background.

Protection Zone / Safe 
Zone

The protection zone 
creates a space that 
maximizes the visual 
impact of our logo. Use 
the length of the ‘PO’ 
in Power to determine 
the approximate area 
of protection. Do not 
allow any objects such 
as other logos, text and 
images to come inside the 
protection zone.

The protection zone 
applies for all versions and 
applications of the logo.

Logo Usage: 
Continued...
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Black & White Logo

Also known as the one 
colour logo. To be used 
when colour printing is 
not available. This logo 
is specially adjusted to 
be printed as black and 
white. Do not use the 
colour logo as a substitute 
when printing black and 
white as the colours do not 
reproduce well and make 
the logo look faded.

Logo Usage: 
Continued...
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Logo Usage: 
Continued...

White Logo

Used as an all white logo 
for placement over dark 
coloured backgrounds or 
directly over darker parts of 
a photo as the colour logo 
does not work for these 
applications. Only use if the 
colour logo does not work 
in the design.
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Reverse Logo

Not to be confused with 
the black and white logo, 
the reverse logo has no 
gradient and is commonly 
used for embossing, 
engraving and embroidery 
applications where 
gradients do not work well.

Logo Usage: 
Continued...
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Logo Usage:
What to Avoid

Do not stretch the logo.

Do not use drop shadows.

Do not remove the icon.
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Logo Usage:
What to Avoid...

Do not move the icon or 
alter its position in relation 
to the wordmark.

Do not make transparent 
or use tints or screens.

Do not put on an angle 
or rotate.
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Do not use a pixelated logo.

Do not create halos or glows 
around the logo.

Logo Usage:
What to Avoid...

Do not place the colour 
logo on a background that 
makes the logo difficult to 
read.  (Usually dark colours.)
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Do not use the colour logo 
on coloured backgrounds.

Do not change 
the colours.

Logo Usage:
What to Avoid...
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Written Style:
Basic Text

The way that our name is 
used emphasizes “Power to 
Change”. The name should 
not include “Students” 
when describing Power 
to Change on campus. It 
is also not suggested to 
include the campus name 
when describing Power to 
Change on that campus. 
(It is not necessary to say 
“Power to Change - McGill” 
when at McGill University)

When describing a local 
movement online, on 
social media, or in email, 
it is necessary to include 
the campus name to 
differentiate from other 
local movements also 
online.

On Campus

Correct usage:
Power to Change
P2C

Online & Social Media

Correct usage:
Power to Change - McGill
P2C-McGill
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Written Style:
continued...

When representing the 
entire campus ministry in a 
letter, email, website, social 
media, print, or videos, 
it is necessary to include 
“Students” to differentiate 
the campus ministry from 
our parent organization 
Power to Change Ministries.

Use the full name Power 
to Change - Students as 
much as possible. Only use 
the short form when the 
full name has already been 
used or when it is clear 
that the audience knows 
what the abbreviation P2C 
means.

The correct usage uses a 
hyphen in the name or the 
short form. It is NOT an 
em-dash or en-dash. It is 
also NOT suggested to use 
a vertical bar “|”. Our name 
does not need to appear to 
be “grammatically” accurate. 
Our name is part of a brand. 

National

Correct usage:
Power to Change - Students
P2C-Students
P2C-S



17

Typography:
Informative and 
Adventurous

Caecilia LT Std
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

Headline & Subhead

Caecilia can be used 
upper and lower case or 
all uppercase, large or 
small in point size and is 
used for most headlines 
and subheads. All versions 
(heavy, light, italic, etc) are 
exceptable with bold being 
the most common in use.

These are the fonts that are 
used to carry the written 
message of Power to 
Change.  The fonts used 
in the logo and any other 
fonts are not to be used for 
external communications 
and advertising.
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Myriad Pro
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%^&*( )_+

Heading & Copy

Myriad Pro is the typeface 
used most often for body 
copy and can be used large 
or small in point size. It can 
also be used for headings 
and subheads and in 
all capitals, but Caecilia 
should be used first. The 
italic and bold versions are 
also acceptable.

Typography:
Continued...
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Title 

Titles

A title is like a heading 
but includes the Power to 
Change logo to the left. It 
can be arranged as one line 
or two lines only and each 
word should begin with a 
capital. Avoid more than 
three words on a line.

The divider line used in 
titles should be at least as 
tall as the top of the ‘R’ in 
‘POWER’ to the bottom of 
the ‘e’ in ‘Change’. The font 
size of the title should not 
be larger than this height 
as well.

The divider line should 
have equal spacing on 
both sides. This spacing 
should not be smaller than 
the length of the ‘ER’ in 
‘POWER’ and can be as long 
as the word ‘POWER’. (Fig. 1)

The line thickness should 
be thinner than the letter 
strokes in the logo. (Fig. 2)

Typography:
Titles

Fig. 1

Fig. 2
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Typography:
Titles continued...

UWO
Helping Students 
Discover Jesus

Examples of Titles

Titles should be used 
mainly when describing a 
local movement of Power 
to Change or a tagline.

Teams should not use Titles 
if they are not serving all of 
Power to Change Ministries. 
(incorrect usage example: 
Power to Change - Creative 
Communications).

Vertical Title Logos

Vertical Title Logos should 
only be used in situations 
online or social media 
when space is limited but 
differentiation is necessary.

A vertical title logo should 
never be used on campus 
— a “Power to Change” 
standalone logo should be 
used.
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Colour Palette:
A Consistent 
Look

Pantone 300
C - 100, M - 44, Y - 0, K - 0

Discover
Pantone 298
C - 69, M - 7, Y - 0, K - 0

Experience
Pantone 1805
C - 0, M - 91, Y - 100, K - 23

Inspire
Pantone 1235
C - 0, M - 29, Y - 91, K - 0

Primary Colours

This colour palette is 
derived from the Power 
to Change logo as well as 
the Faith Adventure model 
describing the process 
of discovery, experience 
and inspiration. Each 
colour can be used as a 
background colour, graphic 
element (such as a line) 
and for typography. Colour 
gradients are allowed 
between like colours (dark 
blue to light blue).
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Colour Palette:
Colour Variance

Colour Variance

Only variations of the 
primary colours are 
permitted. Reasons 
for variance include 
transparency, a multitude 
of ethos lines with varying 
shades, or providing 
a complementary feel 
without feeling too 
primary. Variations should 
be used thoughtfully, 
ensuring that the design 
does not appear muted or 
passive.

Sample Variations of 
Primary Colours
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Colour Palette:
Continued...

Black
C - 20, M - 20, Y - 20, K - 100

Pantone Cool Gray 7
C - 0, M - 0, Y - 0, K - 37

Pantone 301
C - 100, M - 40, Y - 5, K - 30

Pantone 144
C - 0, M - 50, Y - 100, K - 0

Secondary Colours

This colour palette 
compliments the primary 
colour palette and should 
never be used without 
one of the primary colours 
being present as well.
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Photography:
Telling Our Story

Below is a sample 
of acceptable stock 
photography that could 
be used to promote 
and communicate the 
Power to Change brand. 
Key elements of each 
photo include a city or 
urban setting, a group 
of people interacting or 
a single person either 
contemplating or taking 
action. Images should  
incorporate people as 
much as possible. Images 
without people should 
show campus buildings, 
cities, or student culture.
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Photography 
Continued...
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Graphics:
Visual Support

There are a few visual 
elements and graphics 
that remain consistent 
throughout Power to 
Change material that 
help create interest while 
supporting the message 
and materials.

Ethos Lines

Ethos refers to the spirit 
which motivates the 
ideas and customs of a 
group. The ethos line 
graphics represent the 
discover, experience and 
inspire parts of a faith 
adventure that we use to 
help students reach their 
campus with the Good 
News of Christ.
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Graphics:
Visual Support

These lines curve and 
overlap each other 
illustrating the paths we 
can take when on a faith 
adventure discovering and 
experiencing God while 
at the same time inspiring 
others.

The above example is of 
Power to Change Ministries 
corporate ethos lines. Such 
ethos lines should NOT be 
used for communications 
for Power to Change - 
Students.

The above example is 
of ethos lines for Power 
to Change - Students. 
The lines have a thicker 
dimensionality and an 
inherent feeling of energy.

These exact curved lines 
do not have to be used 
exclusively. Designers can 
feel free to create any 
combination of curved 
lines to suit their design.

However, the colour of the 
ethos lines must be based 
on the primary colours. 
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Templates:
Stationery

Sed Molestie Augue Sit Amet Leo Consequat

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nullam in dui mauris. Vivamus 

hendrerit arcu sed erat molestie vehicula. Sed auctor neque eu tellus rhoncus ut 

eleifend nibh porttitor. Ut in nulla enim. Phasellus molestie magna non est bibendum 

non venenatis nisl tempor. Suspendisse dictum feugiat nisl ut dapibus. Mauris iaculis.

Ut In Nulla Enim

Porttitor posuere. Praesent id metus massa, ut blandit odio. Proin quis tortor orci. Etiam 

at risus et justo dignissim congue. Donec congue lacinia dui, a porttitor lectus 

condimentum laoreet. Nunc eu ullamcorper orci. Quisque eget odio ac lectus vestibulum 

faucibus eget in metus. In pellentesque faucibus vestibulum. Nulla at nulla justo, eget 

luctus tortor. Nulla facilisi. Duis aliquet egestas purus in blandit. Curabitur vulputate, 

ligula lacinia scelerisque tempor, lacus lacus ornare ante, ac egestas est urna sit amet 

arcu. Class aptent taciti.

Sociosqu ad litora torquent per conubia nostra, per inceptos himenaeos. Sed molestie 

augue sit.

Donec Congue Lacinia Dui, A Porttitor Lectus Condimentum Laoreet

Amet leo consequat posuere. Vestibulum ante ipsum primis in faucibus orci luctus et 

ultrices posuere cubilia Curae; Proin vel ante a orci tempus eleifend ut et magna. Lorem 

ipsum dolor sit amet, consectetur adipiscing elit. Vivamus luctus urna sed urna ultricies 

ac tempor dui sagittis. In condimentum facilisis porta. Sed nec diam eu diam mattis 

viverra.

Nulla fringilla, orci ac euismod semper, magna diam porttitor mauris, quis sollicitudin 

sapien justo in libero. Vestibulum mollis mauris enim. Morbi euismod magna ac lorem 

rutrum elementum. Donec viverra auctor lobortis. Pellentesque eu est a nulla placerat 

dignissim. Morbi a.

Nulla Facilisi. Duis Aliquet Egestas Purus In Blandit. Curabitur

Enim in magna semper bibendum. Etiam scelerisque, nunc ac egestas consequat, odio 

nibh euismod nulla, eget auctor orci nibh vel nisi. Aliquam erat volutpat. Mauris vel 

neque sit amet nunc gravida congue sed sit amet purus. Quisque lacus quam, egestas 

ac tincidunt a, lacinia vel velit. Aenean facilisis nulla vitae urna tincidunt congue sed ut.

Conference Strategies Team Lead

Creative Communications

519.731.2582
silas.wong@powertochange.org

p2c.com/students

Silas Wong

Conference Strategies Team Lead

Creative Communications

519.731.2582

silas.wong@powertochange.org

Power to Change - Students

p2c.com/students

Silas Wong

Business Cards & 
Documents

Document templates 
for text documents 
are available for Pages, 
Microsoft Word, and 
Google Documents. 

Business card templates 
are available in Adobe 
Illustrator. The design 
image is also available.



29

Templates:
Pop-up Displays
& Banners

Banners and Pop Up 
Displays

There are a number of 
banners, pop-up displays, 
and pop-up counters that 
can be used to promote 
P2C.  They are available at 
the Guelph P2C-Students 
office and design files are 
available upon request.
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Templates:
Presentation 
Backgrounds

There are a variety of 
backgrounds (PowerPoint, 
Keynote, or Google 
Presentations) to choose 
from when piecing 
together a presentation 
and should be used when 
giving talking about Power 
to Change.


