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1.0 BRAND OVERVIEW
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These are the brand guidelines which explain our visual 
identity with precision and clarity.

These guidelines have been crafted to ensure that the 
brand remains consistent across media. And consistency 
allows for our communication to be effective and 
recognizable.

While the following pages do establish rules and guides, 
they also demonstrate the flexibility that exists within the 
Atlantic Mission brand identity. The needs in our 
community inspire us to take action and help; we want our 
brand to inspire and motivate creative thinking.

We have a meaningful visual identity, and we want you to 
be able to recognize it at every one of our touchpoints.
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2.0 OUR ETHOS
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We are very aware that NY is a melting pot that includes 
both the dapper and the dilapidated. Our neighbors—all of 
them—matter to us.


We exist to impact the community. This is  nothing short of 
a year-round commitment. Our events aim to connect the 
people around us to the Christ we talk about. There is 
hope, and we want to share it.


Whether it’s by giving schoolbags stocked with school 
supplies to elementary school children in the area, 
providing food and clothing to the needy throughout the 
year, a block party and health fair in the summer, and 
holiday productions, we’re constantly at work to show we 
want to be a part in building up our community.

We’ve only just begun.
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3.0 OUR IMPACT

Quarterly distribution of food/clothing to local needy

Easter Show

Christmas Show

Kids Summer Spectacular

Summer Block Party

Health Fair

Volunteering at Belmont/Saratoga Racetracks

Thanksgiving Food Drive

Community Car Wash

Sharing music at local retirement home
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4.0 LOGO

1

2

3

The thin lines inside each letter are outlined by thicker lines. This 
represents how we’re surrounded by people with everyday needs and 
goals. This directs how we respond.


1

The acronym “CAG” is applied to the logo to consistently project Christ 
AG Church’s core values of hope, love, and service to everything we are 
involved in through Atlantic Mission.


3

The ellipses (“…”) represent how we are perpetually at work to respond to 
the people around us. Winter, Spring, Summer, Fall. We exist to impact the 
community.


2
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4.1 LOGO USE CASES

When poss ib le , use the pr imary b lack 
background version. If the surface is already 
b lack , th is pr imary logo comes with a 
background-less version that can be used:

The same rules apply to the mini-logo which 
may be used in certain approved instances—
such as in social media profile icons or website 
favicon.

In certain instances, the all-white logo may be 
used to overlay a graphic. But considering 
contrast is paramount. If there isn’t enough 
contrast between the image and the all-white 
logo, please use the primary black background 
logo. Don’t do this:
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5.0 COLORS

A comprehensive color palette has been developed to 
provide flexibility while creating a unified, recognizable 
appearance across all communications and touchpoints.

Pantone Solid Coated 7579 C

CMYK 0, 63, 83, 5

RGB 241, 89, 42

Hex #F1592A

100% 75% 50% 25% 10%

Pantone Solid Coated Neutral Black C

CMYK 0, 0, 0, 95

RGB 14, 14, 14

Hex #0E0E0E

100% 75% 50% 25% 10%

Pantone Solid Uncoated 649 U

CMYK 0, 0, 0, 0

RGB 254, 254, 254

Hex #FEFEFE

100% 75% 50% 25% 10%

5.1 LOGO COLOR PALETTE

When using the logo in print and digital, these are the 
colors to use. While lighter tints may be allowed in certain 
instances, the logotype and background may only be used 
with a 100% tint.
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5.2 SECONDARY COLOR PALETTE

The logo color palette has been expanded to include 
additional colors. These colors may be used—in various 
tints—in marketing collateral as long as the integrity of the 
brand is not compromised.

Pantone Solid Coated 333 C

CMYK 68, 0, 13, 13

RGB 71, 222, 194

Hex #47DEC2

Pantone Solid Coated 873 C

CMYK 0, 21, 44, 45

RGB 140, 111, 78

Hex #8C6F4E

Pantone Solid Coated 485 C

CMYK 0, 81, 96, 14

RGB 220, 42, 8

Hex #DC2A08

Pantone Pastels Neons Coated 9285 C

CMYK 0, 2, 4, 0

RGB 255, 249, 244

Hex #FFF9F4
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Consistent use of our brand typefaces helps reinforce our 
identity.

When using these fonts, please use the “Optical” kerning 
option.

6.0 TYPEFACES
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6.1 NEXA

For headline text—like the headline above—we use various 
weights of Nexa.
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6.2 SINKIN SANS

For paragraph text—like the text in paragraphs like this one
—we use various weights of Sinkin Sans.
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7.0 BRAND APPLICATIONS

Our brand is consistent across both print and digital media. 
While certain brand elements may be modified to fit the 
medium used, it’s important to never compromise the 
integrity of the brand.
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7.1 T-SHIRTS

These shirts are worn by the staff at Atlantic Mission 
events. While the shown design may seem rudimentary in 
design and layout, the blank spaces represent the fluidity 
of the brand and our ever-changing response to the 
community’s needs.

FRONT BACK
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7.2 BANNERS

This is one banner prototype.
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7.3 ON DEVICES

http://AtlanticMission.org across devices.

http://AtlanticMission.org


GEORGE P. CHACKO
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8.1 CONTACTS8.0 MORE INFORMATION

Atlantic Mission is a vehicle of Christ AG Church. The church 
is a 501(c)(3) organization. If you’d like to support or sponsor 
an Atlantic Mission project, you may send checks to:

Senior Pastor, Christ AG Church
T:
E: pastor@christagchurch.org

516-384-6513

OOMMEN CHACKO
Director, Atlantic Mission
T:
E: oommenpchacko@gmail.com

516-655-7699

ROY THOMAS
Secretary, Christ AG Church
T:
E: roytom4@gmail.com

203-570-4986

memo: Atlantic Mission

47 Pacific Street
Franklin Square, NY  11010

made payable to: Christ AG Church




