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Diocese of Oregon Communications Policies & Style Guide

Introduction

In the beginning was the Word...
Throughout its rich history, the people and churches of the Episcopal Diocese of Oregon have been eagerly spreading the love of God throughout our
communities. As we enter a new decade, communications continues to play an important role in our ministry. The essence of our message does not change,
but the way we express it evolves with the adoption of new technologies and cultural shifts that influence how we engage one another.
One of the goals of these guidelines is to enable the development of consistent but flexible communications practices. A unified approach enables us to
communicate the commonalities of our faith that transcend the differences among us, sharing the mission, values, and vision that hold us together as a
community in Western Oregon.
Diocesan staff, church clergy and staff, committee and commission members will all be able to use this document to create quality, consistent, and engaging
communications.

Diocese of Oregon Communications Ministry
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Communications Policies
Origination
All diocesan communications, publications, and other postings which reference, or originate, from the Episcopal Diocese of Oregon will be sent through
the office of the bishop.
It is the policy of this diocese that any official letter, release of information, or any other such communications not come from any other source outside
of the office of the bishop. These communications do not need to be created in the office, but they must be approved by designated diocesan staff
members prior to publication or release.

Proofreading and Editing
Any communications, publications, and miscellaneous postings will be proofread and edited by a staff member of the Ministry of Communications.
Suggestions by our staff for substantive changes in the content of any communication, publication, or posting will always be brought to the immediate
attention of their creator(s).
It is the policy of the church staff to collaborate with document owners/originators on corrections or changes. However, depending on time constraints
regarding printing, publication dates, or event lead times, staff may make changes to a communication without notifying the creator.

Requests for Assistance
A primary task of the Ministry of Communications is to assist diocesan commissions and churches with their communications efforts. Due to the
volume of requests, it is imperative that adequate time is given for staff to determine the appropriate training, resources, or creation of materials.
Requests should be made no less than four weeks before the desired publicity start date.

Deadlines
Announcements for the Diocesan Digest weekly e-newsletter should be made no later than noon on Tuesday and can be submitted through the online
News and Event Submission form. Remember to include enough information (start and end time, location, cost, contact information) so that its
description is clear and easy to understand.
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Diocesan Media
Diocesan newsletters
The general audience newsletter is the Diocesan Digest, which is published weekly on Thursday afternoons. The goal of the newsletter is to build community
by sharing stories and reflections on ministries and values, highlight congregational activities, and invite greater engagement with others in the diocese and
throughout The Episcopal Church.
Targeted audience newsletters include the monthly Close to the Clergy for diocesan priests and deacons and the quarterly Congregational Care for church
clergy, staff, and leadership. Special announcements are sent to targeted audiences at the direction of the Communications Office.
If you have an important or urgent announcement that needs to be shared throughout the diocese, or to a specific group, please contact the Communications
Office with a request and we will determine the most efficient way to publicize the information.

The Website: www.diocese-oregon.org
The main purpose of the diocesan website is to provide relevant and up-to-date information about the governance, resources, and offerings of the diocese.
Key features include stories from our congregations and ministries, a calendar with diocesan and church events, and contact information for diocesan staff,
commission leadership, and churches.

In Conversation
The diocese has an online magazine, In Conversation. We are always eager to accept submissions from readers and congregations as this is a great
opportunity for everyone to share important stories. The magazine is published twice yearly, but our exact publication dates may vary, so please contact the
Communications Office regarding specific publication dates or submitting content.
It is important to note that we do not include any paid advertising in In Conversation or use it to support any political organization or candidate.

Social Media
The diocese has three social media accounts: Facebook, Instagram, and Twitter. These accounts focus on sharing stories, news, and images that celebrate our
people and churches, explore our Episcopal identity, and highlight our diocesan mission, vision, and values. In addition to those pages, which are managed by
the Communications Office, we have the Oregon Episcopalians Facebook group, for people affiliated with our diocesan churches, and the Oregon Episcopal
Clergy Facebook group for diocesan clergy.
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Visual Style Guide

Corporate Seal
The Corporate Seal of the Diocese of Oregon is the Diocesan Seal as adopted at the 1908
Convention.
Prior to the 1907 Convention, a committee was formed to create an official seal. As
was customary at the time, the shapes, concepts and designs behind the process are of
heraldic origin. The seals and shields of the many dioceses of the Episcopal Church truly
are of a piece. The shape is almost identical from one to another; it is called a vesica, and is
the tailless, finless fish of the early church.
The image of the official seal is taken from the bronze casting (seen in the color photo on
the left) that is mounted at the entrance to The Bishop’s Close. Rather than color it with
the original heraldic colors as created in 1908, it used in a gray-scale format.
The Corporate Seal’s use is limited to official documents and as the basis for the Diocesan
Seal ring worn by the bishop.
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Visual Style Guide Continued

Graphic Standards
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Visual Style Guide Continued

Logo & Identity Elements
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Visual Style Guide Continued
The Logo
Early in 2019, concurrent with the diocesan development of a new mission statement, core
values, and vision components, a project to update the visual identity of the Episcopal
Diocese of Oregon was begun. The logo was unveiled at the 131st Annual Convention.
The new logo for the Episcopal Diocese of Oregon draws on one of The Episcopal Church’s
most common architectural features - stained glass windows - to bring together the picture
of a community that is diverse but united, centered in celebrating and proclaiming the love
of God in Christ.
The overall logo shape as well as the cross at the center of the logo echo The Episcopal
Church shield while bringing in curved shapes that communicate a sense of warmth and
welcome. Multiple colors and the differently sized and misaligned quadrants of the heart
highlight the individuality and diversity found within our people and churches, while our
commitment to God, symbolized by the central cross of Christ created by the overlapping
pieces, holds us together in an imperfect, eccentric, and loving community. Four colors and
four quadrants also remind us of our four core values and our four vision components.
The logo of the Diocese of Oregon is designed to create a visible and quickly identifiable
brand. The dimensions of the logo and its parts must be maintained in the relationships
shown on this page and others in this guide.
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Visual Style Guide Continued

The Logo
The Episcopal Diocese of Oregon logo has
several different formats for particular uses.
Full-color – Use this version when possible in
4-color print projects and digital applications.
Black – Use this when printing black and
white.
Reversed – This logo should be used when
placing the logo on solid fields of color or on
photographs.
One-color – The one-color options should
be used in print projects that use a limited
number of inks.
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Visual Style Guide Continued
Clear Space

Logo Clear Space
and Minimum Size
Clear Space – The Diocese logo needs to have
some breathing room around it—known as
clear space. The minimum clear space around
the logo should be 25% of the useage height of
the logo.

1"
25%

Minimum Size – The Diocese logo should
never be used smaller than 0.4375" high.
This size would be applicable for uses such
as pens, pencils, and other small items. It is
recommended that when space allows, the logo
should be one inch or larger.

Minimum Size
0.4375"

Recommended Size

1"
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Visual Style Guide Continued
Minimum Size

Using the Icon
Use of the icon is much less limited than the
full logo. Shown to right is the minimum size
and examples of creative uses.

0.25"

Minimum Size – The icon should never be
used smaller than 0.25".

Bleeding the Icon

Bleeding the Icon – The icon can be bled as
shown to the right in the letterhead design.
If bleeding on a corner, it must be the top left
corner. You can also bleed off one or both sides
of a page or screen.
Faux Watermark – The icon can be used as a
faux watermark on a solid color or an image.
love | worship | justice | community

Never use the icon in place of the full logo. The
full logo must appear on all branded materials
and the icon may be used in addition to.
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Faux Watermark
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Visual Style Guide Continued
Color Bar

Grapic Elements
& Color Palette

Color Bar with Core Values
love | worship | justice | community

Icon

Color Palette
Primary

CMYK: 83-0-0-0
RGB: 0-185-242

CMYK: 0-27-100-0
RGB: 253-190-15

CMYK: 0-86-71-0
RGB: 239-75-74

CMYK: 35-0-100-26
RGB: 136-165-39

Neutral

CMYK: 0-0-0-95
RGB: 49-47-50
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CMYK: 29-46-45-42
RGB: 122-95-88

CMYK: 34-29-33-48
RGB: 103-99-98
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Visual Style Guide Continued

Dos & Don'ts
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Visual Style Guide Continued

Dos & Don'ts

DOS

DON'TS
Always
proportionately
scale the logo

Never stretch or
compress the logo

Always use the
intended logo color
combinations

Never change the
colors of the logo

Always use the
reversed logo version
when on a solid,
dark color

Never change the
full-color logo to
"white"

Never apply a drop
shadow to the logo

Never place logo on a
busy photo

Never crop the logo
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Typography
Gotham

Primary Fonts
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Gotham Book
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
Gotham Thin
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham XLight
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Medium
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Black
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Thin Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham XLight Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Med. Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Black Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Light
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Book
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Bold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Ultra
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Light Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Book Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Gotham Ultra Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
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Typography Continued
Chronicle Text G1 & Chronicle Numeric G1

Primary Fonts

Chronicle Roman (24/28)
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
Chronicle Roman
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle Semibold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle Bold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle
Semibold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Chronicle Roman
Small Caps
Aa Bb Cc Dd Ee Ff Gg
Hh Ii Jj Kk Ll Mm Nn
Oo Pp Qq Rr Ss Tt Uu
Vv Ww Xx Yy Zz

Chronicle
Semibold
Small Caps
Aa Bb Cc Dd Ee Ff
Gg Hh Ii Jj Kk Ll
Mm Nn Oo Pp Qq Rr
Ss Tt Uu Vv Ww Xx
Yy Zz
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Chronicle Bold
Small Caps
Aa Bb Cc Dd Ee Ff
Gg Hh Ii Jj Kk Ll
Mm Nn Oo Pp Qq Rr
Ss Tt Uu Vv Ww Xx
Yy Zz

Chronicle Numeric
Roman
1234567890
Chronicle Numeric
Italic
1234567890
Chronicle Numeric
Semibold Italic
1234567890
Chronicle Numeric
Semibold Italic
1234567890
Chronicle Numeric
Bold
1234567890
Chronicle Numeric
Bold Italic
1234567890
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Typography Continued

Alternate Fonts (Google)

Montserrat

Montserrat Regular
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
Montserrat Thin
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat Thin
Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
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Montserrat
Extra Light
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Extra Light Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat Light
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Light Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Montserrat Regular
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Medium
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Medium Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Montserrat
Semi Bold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Semi Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat Bold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
Montserrat
Light Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890
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Typography Continued
Montserrat continued

Alternate Fonts (Google)

Montserrat Regular
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
Montserrat
Extra Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJK
LMNOPQRSTU
VWXYZ
1234567890
Montserrat
Extra Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJK
LMNOPQRSTU
VWXYZ
1234567890

Montserrat Black
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJK
LMNOPQRSTU
VWXYZ
1234567890
Montserrat
Black Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJK
LMNOPQRSTU
VWXYZ
1234567890
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Typography Continued

Alternate Fonts (Google)
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IBM Plex Serif

IBM Plex Serif Regular (24/28)
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
IBM Plex
Serif Regular
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

IBM Plex
Serif Semibold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

IBM Plex
Serif Bold
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

IBM Plex Serif Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

IBM Plex Serif
Semibold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

IBM Plex
Serif Bold Italic
abcdefghijklm
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
1234567890

Diocese of Oregon Communications Policies & Style Guide

Language
Terms for God
Concern about how we speak of God and name God is rooted in language. Language is always in a state of change as it adapts to the world in which it
finds life because it reflects the reality it describes. At the same time, language also shapes our reality as it limits or expands our ability to describe what
is around and within us. We seek a certain precision in our language about God and expect that we will choose intentionally the images and terms that
say what we mean about God, rather than relying on a small, more generic set of familiar terms. We who work so closely with language in the realm of
faith are challenged to use words and metaphors that will summon all of God’s children to see themselves as created in God’s image, and that will invite
them into a deeper, richer, more mature faith. Therefore, we seek to be especially careful to reflect as broad and inclusive a picture of God as language and
tradition allow.

Inclusive Language
During the last several decades, scholarship in biblical studies and in English has led us to know that our language for God has, in some cases,
unnecessarily limited our understanding of God. As a way of responding to this, we choose from a wide variety of metaphors and biblical images for God.
We avoid exclusive or excessive use of masculine images for God and of gender-specific pronouns in reference to God, except in direct quotations from the
Bible or other primary sources

Descriptive Nouns
Nouns used as metaphors or images to describe a particular quality, action, idea, or state of God normally are not capitalized. Editors may use discretion
in this matter, however, taking into account the importance of the term or terms to the work as a whole, the author’s intent, the audience, and any
precedents that may have conditioned readers’ expectations. For the most part, though, capitalization of such words is discouraged.

Emerging Terms and Bias-Free Usage
Racial, Ethnic, and National Groups
•

Avoid using the term minority when referring to racial groups.

•

When possible, use the term developing nation instead of Third World nation.

•

Take care when using terms that identify people by their skin color, ethnicity, or nation of origin. Each group of people has its own history, culture,
and heritage.

Diocese of Oregon Communications Policies & Style Guide
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Language
Age
•

Refer to people age 18 and older as either a man or a woman. At age 18 everyone is referred to as an adult. The age group 18-35 may be referred to
as young adults.

•

The terms youth and teenager both are acceptable when referring to the 13-18 age group.

•

The words children, boy, and girl are used to refer to those up through age 12, though when writing for or interacting with those in the upper age
range of this group, use of the word children should be minimized.

•

Avoid using the terms boy and girl for anyone older than 12.

•

Use the words elderly or senior citizen sparingly. It could be appropriate in generic phrases that do not refer to specific individuals: concern for
the elderly; a home for the elderly. If the intent is to show that an individual’s physical or mental capabilities have deteriorated as a direct result
of age, then cite a graphic example with attribution.

Sex and Gender
•

Avoid using terms that unnecessarily specify someone’s gender, such as chairman or prophetess. In most cases, you can use chair or prophet
instead.

•

To avoid sexism, use non gender-specific language such as humanity or humankind instead of mankind, except when directly quoting from an
original source.

•

When referring to someone who is attracted primarily to members of the same sex, the term homosexual is appropriate in medical contexts. In
most other uses, gay or lesbian is preferred.

Diseases and Disabilities
•

References to people with diseases or disabilities should indicate that the person is more important than the condition. For example, say “people
who are deaf” instead of the deaf, “people who are blind” instead of the blind.

•

Avoid using the term victim unless referring to accident victims. Say people with cancer instead of cancer victim, people with AIDS not AIDS
victim.

•

22

Use “people with disabilities,” not the disabled.

Diocese of Oregon Communications Policies & Style Guide

Online Communications Guide

Best Practices for Web
In addition to the style points above use the following guidelines for creating useful content for diocesan web sites.

Understand how people read on the web
People do not read on the web; they scan because
they are too busy.
they are trying to answer a specific question or do a task.
reading dense blocks of text from a computer screen is difficult.

Write information, not documents
Break up large documents and divide web content by
time or sequence
task
people
type of information
questions people ask

Diocese of Oregon Communications Policies & Style Guide
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Online Communications Guide Continued
Focus on your essential message
Give people what they need. Less is more.
Start with key points, and then give relevant supporting info.
Focus on facts, not background info.
Break dense walls of text into easy to scan blocks.

Design pages for easy use
Use page templates provided for your section of the web site. Do not override defaults.
Don’t center text.
Use default sans serif fonts, such as Arial, Helvetica, or Verdana.
Don’t write all in capitals.
Don’t underline anything but links. Use italics sparingly.
Don’t use horizontal lines.
Provide at least 7 pixels of space around images.
Use default page colors.

Tune up your sentences
Good web writing is…
is like a conversation.
answers people’s questions.
lets people “grab and go.”

Guidelines for writing well
Talk to your site visitors. Use “you” rather than “he or she.”
Use the active voice most of the time, (i.e., “The rector must fill out the form” not “The form must be filled out by the rector” or “The form must be

24

Diocese of Oregon Communications Policies & Style Guide

Online Communications Guide Continued
filled out.”)
Write simple straightforward sentences.
Cut unnecessary words. “Due to the fact that attendance is good at this point in time” uses too many words. “Because attendance is good now” is better,
replacing one word for five.
Keep paragraphs short. One sentence paragraphs are fine.
Very short sentences or fragments are often okay.
Start with the context. First things first, second things second.
Use your web users’ words.
Use simple, short, common words.
Put the action in verbs, not nouns. “The commission’s recommendations were few in number” (weak). “The commission recommended few changes”
(strong).
Do not use jargon or other inside speak.
Use full dates (day, month, year)

Use lists and tables to make information easy to grab
Keep most lists short.
Turn paragraphs in steps.
Give even complex instructions as lists.
Numbered lists should only be used for defining steps.
Use tables when you have numbers to compare.
Use tables for a series of “if, then” sentences.
Think carefully about the information in the left column of a table.
Keep tables simple. Usually no more than 2 columns and 5-10 rows.
Don’t center text in tables

Diocese of Oregon Communications Policies & Style Guide
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Online Communications Guide Continued
Break up your text with headings
Good headings help readers by
getting them interested.
helping them get a quick overview of what is on the page.
setting the context for each section.
helping them make sense of what follows.
facilitating scanning so they can find the section they need.
separating sections, putting a little space on the page.
making the information seem less dense and more readable.

Guidelines for useful headings:
Start by outlining your content with headings.
Use questions people ask as headings.
Make headings statements.
Use action phrase headings for instructions, such as “How do I...?”, “How can I...?”
Use keywords in headings.
Use noun and noun phrase headings sparingly.
Use no more than two levels of headings below the page title.
Help people to jump to the topic they need with same page links.

Write meaningful hyperlinks
Don’t make titles or headers into links by themselves.
Think ahead. Match links and page titles.
Use visitors’ words for links.

26
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Online Communications Guide Continued
Be explicit; take as much space as you need.
Links of 7 to 12 words have the highest click rate.
Use action phrases for action links (e.g., Read about our ministries rather than Ministries).
Make the link meaningful, not just Click here or More. Web users know what hyperlinks look like and do.
Put links at the end, below or next to main text, not in the middle of text.

Photography and Graphics
Photos should focus on showing people and action. Avoid photos of empty church buildings unless highlighting a specific architectural details
Images should be typically 250 pixels across or high. 400 pixels is maximum.
Images should be screen resolution, 72 dpi.
File size should be as small as possible, 450K maximum.
Illustrative graphics can use GIF or PNG formats.
Write descriptive alt tags for images on websites. Use keywords!

Create maintenance schedule for all pages you create
Set a date to review published content.
Remove or revise dated material.

Diocese of Oregon Communications Policies & Style Guide

27

