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Chapter 1 

When the Postmodern Era, Millennials and the Church Converge 

In 1997, Sebastian Junger published a non-fiction book titled The Perfect Storm which was later 

made into a movie directed by Wolfgang Peterson.  The story is about a fishing vessel, the Andrea Gail, 

which encounters the confluence of Hurricane Grace and two other powerful weather fronts, one of which 

was a nor’easter, back in October 1991.  At the height of its intensity, the storm pounded the east coast of 

the United States with high winds, high waves and coastal flooding.  Some estimated that the total damage 

from this storm was over $200 million dollars and the death toll was 13 persons.  Because of this perfect 

storm, the Andrea Gail and its crew were unfortunately lost.  While that perfect storm is passed, the phrase 

lives on.  In common language, the term is used to describe a worst-case scenario, an inconvenient or 

unforgettable time when usually three events converge, each representing a kind of storm in life all beyond 

one’s control.1  Today that perfect storm may be the confluence of the Postmodern Era, the Millennials and 

the Church.  To some of us, it does seem like a perfect storm has formed.   

The Postmodern Era 

First, it must be said this work is not about the Postmodern Era.  In fact, a careful consideration of 

Postmodernism would be a work unto itself.  Having said this, Postmodernism is the context in which 

Millennials live and in which the Church exists today.  As the prevailing cultural perspective, 

Postmodernism impacts the “intellectual attitude or frame of mind that shapes the style and substance of 

thought and provides one with a starting point for reflection.”2  Crystal Downing, in her book titled How 

Postmodernism Serves (My) Faith, suggests that those who introduced Postmodernism might not even see 

                                                           
1 Urban Dictionary.com, accessed June 18, 2018, (https://www.urbandictionary.com) 
2 Myron B. Penner, Christianity and the Postmodern Turn: Six Views, (Grand Rapids, MI, Brazos Press, 2005) 17. 
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it as an ideology or worldview but rather as an expose.  As such, Downing says, “Postmodernism exposes 

the shaky foundations on which ideologies and worldviews rest.”3  Matt Slick, founder of the Christian 

Apologetics and Research Ministry, describes Postmodernism as “a reaction against the logical truth 

structures of modern thought that gave us absolute propositions about nature, time, space, mathematics, 

knowability, repeatability of experimentation, predictability, etc.”4  So, might we logically conclude that we 

live in a period that seeks to “expose shaky foundations” of “logical truth structures of modern thought”?  If 

this is true, how does it impact the way people think today and how does it affect the Christian theological 

statements upon which the Church bases its existence?  And, for that matter, can any logical conclusion be 

a truth in the Postmodern Era?    

So, what is Postmodernism?  Again, Matt Slick says, “Postmodernism is not that simple to define 

because it is a word used in different areas of study: art, film, architecture, literature, religion, truth, etc.  

The term Postmodernism can best be understood by relating it to modernism.”5  Modernism is an era, the 

period between the late 19th Century and the early 20th Century, that preceded the Postmodern Era in the 

linear sense of time.  But even the timeline of Postmodernism is not so simple.  Myron B. Penner says, 

“The term Postmodernism itself suggests it is indexed by the term modern.  What is not obvious, though, is 

the sort of relation the modern has with the postmodern.  Basically, there are three options from which to 

choose when addressing this issue.  First, one may place postmodernism conceptually beyond modernism, 

as that which comes after or is on the far side of modernity, as a movement that transcends and moves 

beyond modernism.”6  He then goes on to say, “The second alternative locates the postmodern turn as a 

                                                           
3 Crystal L. Downing, How Postmodernism Serves (My) Faith: Questioning Truth in Language, Philosophy and Art, 
(Downers Grove, Ill: IVP Academic, 2006), 16. 
4 Matt Slick, “The Emerging Church and Postmodernism” accessed June 18, 2018, (https://carm.org/emerging-
church-postmodernism), 2007  
5 Matt Slick, “The Emerging Church and Postmodernism” accessed June 18, 2018, (https://carm.org/emerging-
church-postmodernism), 2007 
6 Myron B. Penner, Christianity and the Postmodern Turn: Six Views, (Grand Rapids, MI, Brazos Press, 2005) 18. 

https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
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moment within the modern, as a kind of hypermodernity, in which the logical ends of modernity’s 

assumptions come home to roost.”7  Finally, Penner says, “Our third option is to follow Jean-Francois 

Lyotard and place postmodernism conceptually before modernism, as an incipient form of modernity.”8  

Here, Penner suggests, “Lyotard’s point could be that the very circumstances celebrated by postmodernity 

constitute the exact set of problems modernity wishes to solve.”9  So, there is a difference in opinion about 

where Postmodernism relates to Modernism except that it does. 

The Modern Era 

What is Modernism?  Matt Slick, in his article titled “The Emerging Church and Postmodernism” 

answers, saying:   

Modernism is often pictured as pursuing truth, absolutism, linear thinking, rationalism, certainty, 
the cerebral as opposed to the effective (Slick should probably have used ‘affective’.) – which in 
turn breeds arrogance, and inflexibility, the lust to be right, the desire to control.  Postmodernism, 
by contrast, recognizes how much of what we know is shaped by the culture in which we live, is 
controlled by emotions and aesthetics and heritage, and in fact can only be intelligently held as part 
of a common tradition, without overbearing claims to be true or right.10   

He continues, “The postmodern person says truth is understood in the context of one’s culture and 

personal experience and these observations, in turn, dominate how the world is to be interpreted.”11  In 

other words, is there such a thing as an absolute universal truth and can we rationally know truth or 

experience truth?  The answer for a Postmodernist is probably “no”.  Certainly, Postmodernism affects the 

way we think about everything, including the Church and its theological propositions, which tend to be 

absolutisms.  As a product of the Postmodern Era, Millennials will likely reject those absolute theological 

                                                           
7 Myron B. Penner, Christianity and the Postmodern Turn: Six Views, (Grand Rapids, MI, Brazos Press, 2005) 18. 
8 Myron B. Penner, Christianity and the Postmodern Turn: Six Views, (Grand Rapids, MI, Brazos Press, 2005) 18-19. 
9 Myron B. Penner, Christianity and the Postmodern Turn: Six Views, (Grand Rapids, MI, Brazos Press, 2005) 19. 
10 Matt Slick, “The Emerging Church and Postmodernism” accessed June 18, 2018, (https://carm.org/emerging-
church-postmodernism), 2007 
11 Matt Slick, “The Emerging Church and Postmodernism” accessed June 18, 2018, (https://carm.org/emerging-
church-postmodernism), 2007 

https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
https://carm.org/emerging-church-postmodernism
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propositions.    

The Millennials 

 This work is also not primarily about Millennials, a generation of people born roughly between the 

years 1980 and 2000.  According to Thom and Jesse Rainer, in their book titled The Millennials, Millennials 

represent a generational span.  They say, “Generational spans tend to fall into one of two categories.  The 

first is the number of live births per year, a simple demographic pattern.  For example, in 1946 the number 

of live births spiked dramatically and continued to 1964.  Thus our nation experienced a baby boom, and 

the Boomer Generation took hold.  The second category for defining generational years is grouping people 

according to common historical experiences and behavior.”12  The Rainers go on to say, “In the case of the 

Millennials, there was a clear spike in the number of live births in 1980.  In fact, the number of live births per 

year had been well below 3.5 million since 1972 until the spike occurred.  Then in 1980 live births soared 

not only above 3.5 million but also above 3.6 million.”13  While this increase in birth rates was not over in 

2000, demographers prefer to identify generations spans in twenty to twenty-one years periods.  

Apparently, beyond that twenty-year span, common behavior and experience significantly declines, 

according to Thom and Jesse Rainer.  

So, what generalizations might we make about the Millennials?  First, let us acknowledge that 

generalizations are, well, generalizations; they are blanket statements that are not true for every person 

within the category, yet somewhat true for the group in general.  And even within the Millennial grouping, 

there is some tendency for those born closer to 1980 to identify in some ways with the previous generation, 

the Gen Xers, and those born closer to 2000 to identify in some ways with Generation Z, the succeeding 

                                                           
12 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 13. 
13 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 13. 
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generation.  Nonetheless, it is important to know some things about this group.   According to Corey 

Padveen, they are the largest demographic group in history, surpassing the Baby Boomers in size.14    

The Rainers suggest there are at least four generalizations that can be made about Millennials.  

Knowing these generalizations can inform Christian leaders as they develop a marketing outreach strategy.  

First, Millennials are hopeful.  In their surveys the Rainers found that about 60 percent of Millennials agreed 

strongly with the statement, “I believe I can do something great.”15  At the same time, 36% agreed 

somewhat.  In other words, there is a 96 % positive response to the question.  According to the Rainers, 

Millennials define great as having more to do with making a difference in the world than in making money or 

achieving status and power.  Second, Millennials are relational.  They keep in contact with others through 

phone, text, email, tweet, Instagram, Facebook and Skype, to name a few.  And, as the Rainers point out, 

they are connected to others beyond their immediate family and friends.  Third, Millennials are learners.  

The Rainers note that “Millennials are on the path to becoming the most educated generation in America’s 

history.”16  Apparently, this is because Millennials have parents who have emphasized the importance of 

education to compete in the workforce.  Fourth, Millennials are less religious.  In their survey, the Rainers 

were not just asking about Christianity but about any kind of spirituality or religious practice.  They say, 

“The shocking reality for us is that only 13 percent of the Millennials considered any type of spirituality to be 

important in their lives.”17    

In fact, the Pew Research confirms this fourth generalization when they reported that “As the 

Millennial generation enters adulthood, its members display much lower levels of religious affiliation, 

                                                           
14 Corey Padveen, Marketing to Millennials for Dummies, (John Wiley and Sons, Inc. Hoboken, NJ, 2017), 8. 
15 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 17. 
16 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 20. 
17 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 22. 
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including less connection with Christian churches, than older generations.  Fully 36% of young Millennials 

(those between the ages of 18 and 24) are religiously unaffiliated, as are 34% of older Millennials (ages 25-

33).”18  In their book, titled UnChristian, Kinnaman and Lyons note “a growing tide of hostility and 

resentment toward Christianity.  In 1996, our firm (Barna Group) released the report ‘Christianity Has a 

Strong Positive Image Despite Fewer Active Participants’.  The study showed that Americans, even those 

on the outside looking in, possessed widespread respect for Christians.”19  At that time, their work found 

that 85% of those surveyed had a favorable view of Christianity’s role in society.  But they go on to say, 

“Now, a decade later, the image of the Christian faith has suffered a major setback.  Our most recent data 

show that young outsiders have lost much of their respect for the Christian faith.  These days nearly two out 

of every five young outsiders (38 percent) claim to have a ‘bad impression of present-day Christianity’.  

Beyond this, one third of young outsiders said that Christianity represents a negative image with which they 

would not want to be associated.”20  This is not good news for the Church.  

The Church 

This work is also not about the Church as an institution.  It is no secret that Church attendance is in 

decline.  Richard J. Krejcir reports that “The United States Census Bureau gives some startling statistics” 

among which are: 1.) “Every year, 2.7 million church members fall into inactivity”; 2.) “From 1990 to 2000, 

the combined membership of all Protestant denominations in the USA declined by almost 5 million 

members (9.5 percent) while the US population increased by 24 million (11 percent)”; and 3.) “Half of all 

                                                           
18 David Stark, Reaching Millennials: Proven Methods for Engaging A Younger Generation, (Minneapolis, MN, 
Bethany House of Baker Publishing Group, 2016), 11.  
19 David Kinnaman and Gabe Lyons, Un Christian: What the New Generation Really Thinks About Christianity, 
(Grand rapids, MI, Baker Books, 2007) 22.  
20 David Kinnaman and Gabe Lyons, Un Christian: What the New Generation Really Thinks About Christianity, 
(Grand rapids, MI, Baker Books, 2007) 22.  
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churches in the US did not add any new members to their ranks in the last two years.”21  This seems to 

translate into a growing disconnect between the secular culture and religion in general.  As already noted, 

an increasing number of the population no longer describes itself as actively participating in the life of a 

Christian faith community, commonly called the Church.  David Stark quotes Kinnaman when he says 

“Eighty-five percent of young outsiders (Millennials) have had sufficient exposure to Christians and 

churches that they conclude present-day Christianity is hypocritical.”22  Logically thinking, why would 

anyone join a group they believe to be hypocritical?  Membership growth is down.  Ask most Church 

leaders and they will likely observe that the Church seems to be in apparent decline with a now mostly 

aging membership.  Phyllis Tickle, in her book titled The Great Emergence, says we have entered a period 

of history where we are facing a monumental phenomenon.  She calls it “a great emergence” and she 

concludes that it is not likely possible to save the institutional Church as an organization as we know it 

today.23  

Even more, Mara Einstein, in her book titled Brands of Faith, says the institutional Church today 

must also compete with on-line and television religion.  She says, “Religion is no longer tied to time and 

place; it can be practiced any time of the day or night via the media without going to a sacred place.  So 

traditional religious institutions have to compete not only with brick and mortar churches, but also with 

religion presented in other forms.  Religion is increasingly moving from pew to pixel.”24  She goes on to say, 

“…seekers can receive the word of God in their homes 24 hours a day.  This is not to say that the physical 

church or synagogue or mosque will disappear.  Just as the VCR did not eliminate the local movie theater, 

                                                           
21 Dr. Richard J. Krejcir, “Statistics and Reasons for Church Decline”, accessed July 21, 2018, 
http//www.churchleadership.org/apps/articles/default.asp?articleid=42346, 2007 
22  David Stark, Reaching Millennials: Proven Methods for Engaging A Younger Generation, (Minneapolis, MN, 
Bethany House of Baker Publishing Group, 2016), 18.  
23 Phyllis Tickle, The Great Emergence: How Christianity Is Changing and Why, (Grand Rapids, MI: Baker Books, 

2012) 17. 

24 Mara Einstein, Brands of Faith: Marketing religion in a commercial age, (New York, NY, Routledge, 2008), 8. 
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the computer or plasma screen will not destroy the local place of worship.  People like to experience events 

– religious or otherwise – in physical community.”25  She concludes, “It does suggest, however, that 

traditional and non-traditional institutions have to compete with more entertaining forms of religious 

practice.”26  According to Einstein, the Pew Research Center “found that almost two-thirds of Internet users 

had used the computer for religious or spiritual purposes.”27  In today’s world, “People are free to find their 

faith whenever and wherever they choose, which may or may not be in the confines of a religious 

institution.”28  According to Einstein, one of the consequences of media religion is that when a person does 

go to a local Church, they now expect to be entertained.  They expect the same quality of music they have 

seen in media religion and they expect the same dramatic presentation of the message.           

So, what are Christian leaders doing in response to an observable decline in attendance in many 

Churches?  It seems we leaders continue to do exactly what we always do only maybe we try to do it 

better: better programs, better educational curriculum and technology and maybe add a praise band with 

better music.  What we do not seem to be doing is intentional outreach or, as Church people usually call it, 

evangelism.  We seem to practice an “I hope” strategy: I hope people will start attending our worship 

service.  I hope our family night dinner will result in some new members.  I hope people driving by the 

Church building will decide to stop in and when they do, I hope they will like us and want to join.  But Hope 

is not an outreach program.  Hope is not effective evangelism.   

In fact, Hope is not even marketing.  Kent Cummins, in his article “Hope Marketing: Sometimes, It 

Takes Action!” confirms “Hope is not a marketing plan.”29  Cummins notes that Michael Zipursky, of 

                                                           
25 Mara Einstein, Brands of Faith: Marketing religion in a commercial age, (New York, NY, Routledge, 2008), 8. 
26 Mara Einstein, Brands of Faith: Marketing religion in a commercial age, (New York, NY, Routledge, 2008), 8. 
27 Mara Einstein, Brands of Faith: Marketing religion in a commercial age, (New York, NY, Routledge, 2008), 8. 
28 Mara Einstein, Brands of Faith: Marketing religion in a commercial age, (New York, NY, Routledge, 2008), 9. 
29 Kent Cummins, “Hope Marketing: Sometimes, It Takes Action!”  (The Linking Ring, volume 98, number 8, August 
2018, the International Brotherhood of Magicians, St. Charles, MO, 2018) 47. 
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ConsultingSuccess.com, describes the idea of Hope Marketing as “If you throw a bunch of stuff at the wall, 

something will stick.”30  Church leaders seem to be hoping that something will work, or something will 

change and that the Church will benefit from that change.  But maybe what really needs to change is the 

way the Church does outreach (evangelism).  Instead of waiting for people to find the Church, maybe 

Christians should be out trying to find people.  We Christians need to be doing outreach to attract targeted 

groups we want to market and then we need to market them.  Zipursky says marketing requires 1.) ideal 

client clarity, 2.) a powerful value proposition and 3.) embedding the value proposition into all we do.31 

Having said this, Christendom does not need more people sitting in the pews on Sunday.  What 

Christendom needs, and has always needed, are people who have been transformed by faith in God 

through Christ and are living that faith in their world every day.  To be sure, Christianity never was just a set 

of beliefs in Jesus.  Rather it is a way of living life because of those beliefs in Jesus.  Whether a person has 

been an active participant in the life of a faith community since early childhood or is just coming into the 

faith later in life, the Christian calling is always to become a new creation, a transformed life.  As the 

Apostle Paul wrote, “Therefore, if anyone is in Christ, (that person) is a new creation; the old has gone, the 

new has come.”32  Christianity is not just another theological proposition for the religious or philosophical 

marketplace; it is a way of being.    

While I suspect most Christian leaders would agree that Christian faith has something to offer the 

world today, the problem is identifying that “something”.  What is our “value proposition”?  Maybe Christians 

are not intentional about self-promotion because we do not know our value proposition or our “product”.  

And, if the faith has something to offer, how do we market this faith in this culture?  Indeed, what do 

                                                           
30 Kent Cummins, “Hope Marketing: Sometimes, It Takes Action!”  (The Linking Ring, volume 98, number 8, August 
2018, the International Brotherhood of Magicians, St. Charles, MO, 2018) 47. 
31 Michael Zipursky, “Hope Marketing: The Most Dangerous Type of Marketing Consultants Should Avoid”, 
accessed August 9, 2018, (https://www.consultingsuccess.com/hope-marketing-consultants-should-avoid)   
32 2 Corinthians 5:17, (New International Version) 

https://www.consultingsuccess.com/hope-marketing-consultants-should-avoid
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Christians have to offer to the culture?  Will it be any more difficult to market faith in this era than in any 

other era?  What is the correlation between the Postmodern Era and Millennials?  Is it even possible to 

reach Millennials living in this Postmodern Era?  How do we specifically market to Millennials?  How does 

any of this impact the Church?  What can Christian leaders do when the features of the Postmodern Era 

converge with the peculiarities of Millennials and the nature of the Church, creating a perfect storm?  These 

are important questions to ask and answer.  Christendom needs to find its voice to speak to the hearts and 

minds of persons in our world today.   

Marketing to Millennials in a Postmodern Era 

So, this work is not about Postmodernism, Millennials or the Church.  This work is about marketing 

faith to Millennials in the Postmodern Era.  If our value proposition is that Jesus matters because in and 

through him we discover God’s unconditional and extravagant love for humanity, then Christendom needs 

to explain to people in today’s world how that love matters and why (considered in Chapter 4).  God’s love 

must be exemplified in the lives Christians live and through the ministry and outreach of the body of Christ, 

commonly called the Church.  Christians need to create and implement a marketing strategy to take our 

good news out into our world around us and promote it to the people who we believe needs our product 

(considered in Chapter 5).  We need to market to a disaffected, unChristian group.  It is necessary 

Christians attract Millennials to the good news of God’s unconditional love for them in Jesus Christ 

because, as a group, Millennials are under-represented in Christendom.  Christians must learn to connect 

to and establish relationships with this group of young people who can be the future of the faith.  This might 

result in a change in how we “do” Church, and how we present the faith to people on the outside.  

Marketing faith to Millennials in a Postmodern Era is the topic this work will consider.  There is some 

urgency for such outreach since the present group of Christians continues to age and these committed 

Christians continue to decline in size resulting in the new problem of limited resources.  According to Ed 
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Stetzer and Mike Dodson, the reality is 3,500 to 4,000 Churches close each year and 70 to 80 percent of 

North American Churches are stagnant or in decline.33   

In this work, we will explore what it will require for Christians to connect to Millennials.  We will 

ascertain from some Millennials what Millennials spiritually need so that we can speak to that need, so that 

they can be engaged into a relationship with God through Christ Jesus (please see Chapter 3).  We will 

consider relevant literature in this topic, research what some corporations are doing to reach this group to 

sell their products and services, survey people from this age group, and survey churches to learn what they 

are doing, if anything, in their program development and outreach to attract Millennials (please see Chapter 

3).  Even more, we will answer the question that should be asked by every generation: what does 

Christianity have to offer to people in the world today?     

Finally, I must acknowledge a difficult ambiguity in this work: the Church.  The Church is a group of 

people representing their understanding of Christianity.  The Church, however, is not the same as 

Christianity.  People in the Church can have a flawed understanding of Christian faith.  Whenever the 

unconditional love of God is presented as conditional, I would argue, the theology of that Church, that 

group of people, is inconsistent with Christian faith.  Bitter theological divisions within a denomination, and, 

in fact, the reality there are denominations, divisions within Christianity, do not serve Christendom well.  I 

do not believe God loved the world so much God gave the world an institution, a hierarchy of clergy and 

opportunities for misconduct and corruption.  Yet, when people are truly alive in God’s Spirit, when Jesus’ 

love enflames their hearts, when they rise above the worldly mundane to participate in the loftier intentions 

of God for this world, the Church can be a good representation of God’s sovereignty in this world.  It is to 

such a body of people, I address my hope.       

                                                           
33 Ed Stetzer and Mike Dodson, Comeback Churches, (Nashville, TN, B&H Publishing Group, 2007), 19. 
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Chapter 2 

Where Are We Going? 

In 1865, Charles Lutwidge Dodgson, also known as Lewis Carroll, wrote a novel he titled Alice’s 

Adventures in Wonderland.  It is the story of a girl, named Alice, who falls through a rabbit hole and then 

emerges into a world of fantasy.  In Chapter 6, Alice encounters the Cheshire-Cat and they have this 

exchange: “’Would you tell me, please, which way I ought to go from here?’  ‘That depends a good deal on 

where you want to get to,’ said the Cat.  ‘I don’t much care where-,‘ said Alice.  ‘Then it doesn’t matter 

which way you go,’ said the Cat.  ‘-so long as I get SOMEWHERE,’ Alice added as an explanation.  ‘Oh, 

you’re sure to do that,’ said the Cat, ‘if you only walk long enough.’”34  The paraphrasing of this passage, 

that is often quoted, is “If you don’t know where you’re going, it doesn’t matter which way you go.”  In either 

case, my point is this: if we, as individuals or as members of an organization, do not know where we are 

going in the first place, it is very difficult to pick the right way in which to go.  As Alice discovers, we do 

indeed need to know where we are going so that we get to our destination or goal.  Christendom should 

know where we are going because we do have a direction, or at least a directive.    

The Great Commission – Our Great Omission 

According to the Gospel of Matthew, when Jesus called common fishermen to be his first disciples, 

Jesus said to them, “Come, follow me and I will send you out to fish for people.”35  At the end of the Gospel, 

in what we call the Great Commission, Jesus says, “Therefore go and make disciples of all nations, 

baptizing them in the name of the Father and of the Son and of the Holy Spirit, and teaching them to obey 
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everything I have commanded you.”36   These are very pragmatic admonitions, because for any group of 

people, there is a necessity to continually recruit new members to be the future of the group or else the 

group dies.  An organization, a philosophy, a religion that is not growing is in fact stagnant and probably 

already dying.  Some groups know this and go out from their 4 walls, and they do all they can to “sell 

themselves” to others.  However, is the contemporary mainline American Church, in general, effective or 

even intentional about outreach into the world around it?  The answer is “no, not really”.  

The omission of the Great Commission is not a new problem for the Church.  George E. Sweazey 

published a book back in 1953, titled Effective Evangelism: The Greatest Work in the World.  He says:  

A church always tends to drift away from evangelism, never toward it.  The coal bill has to be paid; 
the bulletin must be mimeographed; next Sunday’s sermon must be prepared; the church school 
must be staffed.  If the present church members are neglected, it can bring embarrassments; but 
those whom a church has not yet reached are in no position to complain of being slighted.  A 
pastor never finds time to do all he should be doing for the members he already has.  Church 
people never catch up with a church’s domestic tasks.  Therefore, the tendency is to put 
evangelism in a file marked ‘Important . . . for the first free moment’ – a moment which in church 
life never comes.  Unless a church, in sermons and meetings, is kept continually reminded of the 
urgent motives for evangelism, it will inevitably drift away from it.37    

Sweazey goes on to talk about the importance of advertising, using newspapers, magazines, mass 

mailings, radio and television.  His book, while dated, makes the case for effective evangelism (outreach) 

using all the media that was available at that time.  Sweazey says, “The church has been put on earth by 

God to bring people to walk with Him.  If it is to save (humanity) and society, it must have some way of 

making a contact with the secular masses beyond its door.”38  In 1953, there was a concern that the Church 

was not doing all it could do to fulfill the requirements of the Great Commission through evangelism.   
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In their book titled, Churches That Make a Difference, Sider, Olson and Unruh say, “Evangelism 

rarely happens by osmosis.  A prevalent myth in many churches is that if you give non-Christians a chance 

to rub shoulders with Christians; they’ll catch a dose of the gospel.  This myth is sometimes used to justify 

not making any special effort to provide evangelism programs or training.  It allows churches to feel that 

they are obeying the Great Commission just by doing good deeds for Christ’s sake.”39  Yet, the primary 

directive Jesus left with his disciples is to go out and fish for people, making them new disciples who will in 

turn go fishing themselves.  This is not a passive commandment; it is one that requires disciples to get 

active and do something.  What is holding us back? 

The Conceptual Problem 

 Christians need to go fishing; Christians need to sell the faith.  But how?  Before we can sell, or 

market something, we must first know what people need and what we have that could satisfy that need.  

Christianity needs to ask itself and to answer some significantly relevant questions, like:  How can 

Christianity meet the needs of people in the Postmodern Era?  How can Christianity meet the needs of 

Millennials?  How can Christian leaders design their own Intentional Outreach Programs, or, to use other 

language, design marketing strategies for a targeted group.  The conceptual problem is what do Millennials 

need that faith can help them find?  Conversely, what does the faith have to offer to them and indeed to 

anyone in the world today?  Even more, how does Christianity market Christian faith to persons who are 

not predisposed to receive it?  Do we know our value proposition?  It is probably important for Christian 

leaders to know what motivates faith in the first place.  It is also important to discover if this is a 

Christendom problem, which it likely is, or just a denominational problem.  It is not my purpose for this work 

                                                           
39 Ronald J. Sider, Philip N Olson, Heide Rolland Unruh, Churches that Make a Difference, (Baker Books, Grand 
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to fix a denominational problem or to create a prescription for institutional survival.  Rather, it is my goal in 

this work to admonish the faithful to faithfully share the faith with those outside the faith so that we are 

fulfilling Jesus’ directive in the Great Commission. 

According to Kinnaman and Lyons, faithfully sharing the faith should have a relationship aspect to 

it.  They say, a “way of moving from unChristian to Christian is to take a sober assessment of how Jesus 

influenced his disciples.  It was primarily through relationships and friendships.”40  Jesus models the 

importance of relationships when he calls disciples and brings them into his ministry.  Initially, they are just 

followers who observe Jesus’ teaching and healing work.  They travel together throughout Judea as 

itinerant teachers of good news.  Over a period of time, the disciples themselves begin to transform from 

followers to participants in Jesus’ ministry.  After his crucifixion, resurrection and ascension, the 

transformation is nearly complete: they become the leaders of a new movement that is called “the Way”.  

Then, over many years, the Way evolved into the Church as we know it today: an organization, an 

institution, a bureaucracy, a hierarchy.  Now much of the Church seems to be struggling for its existence.  

Perhaps the Way has lost its way and Christendom needs to rediscover what the Way is.   

I believe the real challenge for Christianity is to fulfill Jesus’ mandate of the Great Commission.  To 

do this, Christendom needs to reach out to people in our culture with the value proposition that Jesus Christ 

is good news that people need in their lives.  Outreach must be geared to the needs of specific groups of 

people rather than a generalized, one size fits all outreach meant for everyone, but ultimately reaching no 

one.  If we want to target Millennials, then the starting point is to make relational connections with this 

group because, as previously stated, one of their values is relationships.  Research indicates they are more 
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connected to each other than any generation before them.41  As we connect with Millennials, we are 

potentially connecting to a much larger group than we realize.  We must explain how the good news is 

good news.  As Myron B. Penner says, “To put it simply, the task of the Christian intellect and scholar is to 

make sense of the ‘old, old story of Jesus and his love’ for those in its social, cultural and linguistic 

milieu.”42  For Christians to be faithful to the Great Commission of Christ Jesus, we must go fishing.   

We Have Entered a New Time 

However, “fishing” is not so easy today.  In fact, we live in a new time in which a broad sweeping 

evangelism will likely not work.  We cannot be that sower from Jesus’ parable, who indiscriminately scatters 

seed over good soil and bad soil expecting some of it to grow and some of it to fail.43  Corey Padveen, in 

his book Marketing to Millennials for Dummies confirms the opinion that previous standard marketing 

strategies do not work today, especially with Millennials.  According to Padveen, for Millennials, there is no 

name brand loyalty.44  Name brands mean nothing to Millennials.  Apparently, Millennials will not shop a 

department store just because of its name.  Just so, Church denominationalism means nothing to 

Millennials.  According to Padveen, corporations have discovered that to attract Millennials, they must 

market their product so the product is relevant to Millennial lives and an “experience” which makes this 

group feel “listened to”.  Likewise, Christians must listen and provide meaningful experiences that connect. 

Marketing to Millennials must incorporate media technologies because, as Padveen says, 

“Millennials have been born into the digital age.  They have grown up not knowing a world without 

extensive connectivity.”45  “The average Millennial is active on multiple social accounts, messaging 
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17 
 

platforms, and devices.”46  Likewise, Christians must use media technologies to connect with this group.  In 

many congregations, this is a very foreign concept.  Padveen says today’s marketing must use a strategy 

that convinces the consumer that the product really matters.  Just so, in any marketing strategy Christians 

use, we must make the case that Jesus really matters and explain how he matters.  Christians must know 

our “product” and we must know how to sell our product.  Using theological terms like salvation, evangelism 

and discipleship likely will not work because, in today’s culture, people generally do not understand the 

meaning of these terms.  As Matt Slick points out, theological absolutisms will not sell in a culture that 

rejects absolutisms.47  Obviously we must explain the Gospel as a concise message, one that appeals to 

people today.  As in the parable of the sower (Luke 8:5-15), we must scatter the seeds of a meaningful 

message that grows into a faith, that ultimately becomes theologically informed.  But how do we proclaim 

that good news to Millennials so that it makes a difference to them?  Even more, can we market Jesus and 

the Gospel to Millennials apart from the Church?  If the Church is included in the message, what must the 

Church do improve our image?    

A Conversation for the Postmodern Era 

 To state the obvious, Christianity does not exist in a vacuum.  It always lives within the prevailing 

culture.  For good or for bad, no religion or philosophy is completely safe from the culture’s influence, nor is 

the culture completely immune from religious or philosophical influences.  As Phyllis Tickle notes, “Religion 

is a social construct as well as an individual or private way of being and understanding.  In its public or 

corporate role, any established or organized religion is the soul of the culture or society that, in turn, is the 
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body in which and through which religion acts.”48  There is always an ongoing conversation between these 

two.  My point is, one of Christianity’s many necessary conversations today must be with Millennials, those 

young people born between 1980 to 2000.  This conversation takes place in the Postmodern Era, a period 

that ”upholds a subjectivity regarding morality, social constructions, political movements, art, religion and 

truth statements.”49  Millennials are an important group because “In 2015, Millennials edged out Baby 

Boomers as the largest demographic in the United States.”50  As Padveen points out, they are also an 

important group because of their economic influence, their connectedness to each other through social 

media and their brand advocacy, that is, their unique “power to make or break a brand overnight.”51  As 

previously noted, this group is largely missing from the practice of Christian faith in the Church.  Unless 

there is a change in the Church’s culture, in its in-reach and outreach - the way the Church is and the way 

the Church presents itself - it is not likely Millennials will be a part of an emerging Christianity.   

Many corporations are thinking about the Millennial market, and they are doing all they can to 

understand Millennials.  Corporations want to market them because obviously Millennials are the future.  

They are also potentially the future of Christendom.  But as the Rainers remind us, “Millennials are the least 

religious of any generation in modern American history.  Millennials are still spiritual.  Three out of four 

Millennials say they are spiritual but not religious…  Millennials are not involved with an established 

religion.”52  In chapter 2 of their book, titled The Millennials: Connecting to America’s Largest Generation, 

the Rainers point out that the Millennials appear to be open minded, and they want to make a difference in 
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our world.  Because they do value relationships, it is possible to reach them through relational ministry.  

Padveen says, “The importance of relationships is something that transcends media, brand recognition, 

and even quality of some products and services.  Millennials engage primarily in impersonal spaces, so 

when a real, genuine connection is felt with an organization, it lasts a long time and can lead to loyalty and 

even brand advocacy.”53  

The Significance of this Project 

As in the corporate world, Christendom needs to design an intentional program to market 

Millennials.  We might call it an "Intentional Outreach Program" with ministries for Millennials.  While the 

Barna Group has identified many negative perceptions Millennials have about the Church, they also point 

out that there are many positive perceptions upon which an outreach program could be built.  For example, 

the Barna Group surveyed Millennials and of the participants, 44% wanted to be closer to God, 37% 

wanted to learn more about God, 65% thought the Church could be a place where they could learn how to 

live a meaningful life.54  An Intentional Outreach Program could build on these positive perceptions.  The 

day of passive outreach programs, which are not outreach programs, is over.     

Still, in the Church, we seem to have the "if you build it, they will come" mentality.  Well, I did build 

it and they did not come.  My congregation did a major renovation project with our building that cost us over 

$2,000,000.  Our foyer is impressive, blending elements of the old construction of the building with the new.  

It is spacious and bright.  We added state of the art classrooms and a dedicated music room.  We have a 

beautiful conference room and library.  Our nursery is gorgeous.  Our kitchen is commercial grade.  We 

have a wonderful social hall with beautiful oak floors and a second-floor chapel.  On our second floor, we 
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have a sound proof music room.  Parking is plentiful.  In the sanctuary, we have a gloss finished grand 

piano and we installed a state-of-the-art projection system.  We added a talented praise band to the 

worship experience.  But none of this expensive, extensive work resulted in people coming to the building 

to become a part of this congregation’s life just because we build it and did it.  Though we are a very active 

congregation, we are not growing.  We have no Intentional Outreach Program, yet.   

 We have access to people, potential new members.  People come into the Church building all the 

time for various events, like scouting programs, dinners attended by our members but also by people in our 

community.  We host an annual Spring Fair with inflatable bouncy houses and games and food, an ever-

growing Fall Car Show and a whole lot more.  People attend these things, but they do not come back to join 

as members of the congregation.  It seems when people do venture into this Church or, for that matter, any 

Church, for a Sunday worship service, wedding ceremony or funeral service, we Christians will welcome 

them, but we probably will not intentionally recruit them.  We are not actively marketing faith to people 

outside the faith community.   

Even more, it seems many people in the faith community do not know how to talk about their own 

faith anyway.  Can most Christians answer the questions: Why are we followers of Christ?  Why do we 

attend worship?  What do we get out of being a member of our Church?  It is possible members of a 

Church do not see themselves as the "sales team".  If Christianity is to survive, we believers need to 

change.  My purpose is to instigate change in the Church, to create a model for an Intentional Outreach 

Program that leaders can use to stimulate growth, but more importantly to reach Millennials with the Good 

News of God’s love for them.  We need to market the faith to Millennials in this Postmodern Era because, 

as the Cheshire-Cat suggests, if we do not go in the direction of actively marketing faith, it really does not 

matter which other way we go. 

This work is significant because 1.) it recommends the use of business language and practices in 
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and for the Church.  Whether or not the Church acknowledges it, the Church operates as a not for profit 

business, performing the functions of a theater (the worship service with music and programs), a school 

(with teachers, students and curriculum) and even a restaurant (family night potluck dinners and fundraising 

dinners).  Yet the Church typically resists business practices.   2.)  This work will emphasize the need to 

know what our product is and what message we need to use to reach Millennials (Chapter 4).  We need to 

know what our value proposition is.  Assuming we agree Jesus and a relationship with Jesus is the 

“product”, we need to know how to proclaim to others why he matters.  And, we need to know the best way 

to message our product in this Postmodern Era.  3.) This work promotes developing a marketing strategy in 

and for the Church (Chapter 5).  Marketing strategies seek to understand the best way to attract the 

targeted group and develop programs to meet their needs whereas evangelism usually seeks to assimilate 

people into the membership of the existing programs of the Church.  4.)  This work will suggest a step by 

step plan to do Inreach, which is a deliberate process to prepare a congregation to do Outreach (Chapter 

5).  Inreach is a necessary but often neglected step in preparing people to accept an adaptive change.  

People within the organization must be trained to see themselves as part of the sales team so that 

Outreach can be successful.  5.)  This work will suggest a step by step plan to do an Intentional Outreach 

Program (Chapter 5).  6.)  This work will distinguish the difference between preference and purpose driven 

programs, encouraging leaders to choose purpose driven programs (Chapter 6).  Not every successful 

program will successfully work everywhere it is tried.  Just because a Leader has a favorite programmatic 

idea or read about some denominational thing that works does not guarantee success in the local setting.   

Programs must have a purpose that appeals to the targeted group; programs must be tested (marketed).   

A Literature Review – What Others Say 

Writers are writing.  There are books written about the decline of the Church, the omission of  
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evangelism, the cultural shifts of Postmodernism, and generalizations about the values and mindset of 

Millennials.  There are business books about marketing, and specific marketing books about Millennials.  

There are books advocating advertisers use social media.  And there are books and articles written by 

Millennials about their experiences in this culture and with the Church.  Strewn across a desk, they are like 

puzzle pieces, each presenting a part of the picture, but none presenting a completed picture.  The writers 

addressing Postmodernism, like Crystal Downing and Phyliss Tickle, describe the situation and problem but 

do not suggest a solution I could implement for my Church setting.  The marketing writers, like Jeanette 

Maw McMurtry and Corey Padveen, are writing for businesses that have tangible products and not for the 

unique situation of the Church and its intangible product.  Several writers describe the Church problem, like 

Kirk Hadaway, David Kinnaman, Thom and Jess Rainer and Ed Stetzer, even suggesting in a few 

instances some things that need to change in the Church, without describing a process by which a Church 

could implement change.  Each writer provides a piece of my puzzle.  I have brought them all together here 

to create a completed picture.   

It must also be said that I have chosen several writers in my sub sections to present a single 

puzzle piece.  My goal is not belabored repetition but rather affirmation by more than one source of what 

that single puzzle piece looks like.  I did not go out and find one source that agrees with my theory and then 

report that one source.  Instead, I found multiple sources that describe the same piece of the problem, 

sometimes from a slightly different perspective.  The irony is there are writers writing about this big picture 

in which we find the Church, yet many leaders in the Church are unaware of our situation.  We may notice 

the decline in attendance but have not done much to address it.  Even more, I could not find a definitive 

solution, a suggested formula, path, or journey in which to embark so that I could make a difference for at 

least my congregation.  While this literature review might be a bit exhausting, I think it is important to 

recognize some of the valuable resources available today.  In order to see the completed picture, we must  
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find and assemble all the available puzzle pieces.         

The Cultural Shift 

Phyllis Tickle wrote a book titled The Great Emergence: How Christianity is Changing and Why in 

which she talks about the place and message of Christianity in current American culture.  Tickle believes 

there is a great cultural shift taking place now and that shift does affect Christendom.  She has observed 

that such a shift takes place about every 500 years.  The last shift that impacted the world was the Great 

Reformation, when Martin Luther nailed his 95 theses to the door of the Church in Wittenberg, Germany, on 

October 31, 1517.  Luther was joined by other reformers who were discontent with the Roman Church of 

that day, reformers like Calvin, Knox, Wycliffe and Zwingli, to name a few.  About 500 years before Luther, 

there was the Great Schism in 1054 when Christendom divided into a Western Church and an Eastern 

Church.  Tickle says the Patriarch of the Orthodox Church in the East “had Greek and used leavened bread 

for the mass and believed that the Holy Spirit descended from God the Father.”55  In the West, the Pope in 

Rome “called Latin the language of God and god’s uses, used only unleavened bread in the common meal, 

and argued that the Holy Spirit descends equally from God the Father and God the Son.”56   

500 years before that was the fall of the Roman Empire and the rise of Gregory the Great.  Gregory 

“led a continent that was in total upheaval into some kind of ecclesio-political coherence and, building on 

the work of St. Benedict," guided “Christianity firmly into monasticism that would protect, preserve, and 

characterize it during the next five centuries.”57  Tickle continues to name transforming events occurring 

about every 500 years.  Regardless of whether the transforming event is religious or secular, it seems  
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every aspect of the world is affected, including religion. 

 Tickle’s point is we are currently in one of those 500 years places.  Our culture is shifting and 

changing.  Because there seems to be an erosion or rejection of middle class values, and a breakdown of 

the traditional nuclear family as the foundational unit in society, she believes we are experiencing an 

obvious loss in Protestantism’s demographic base.58  She says, “When Christians despair of the upheavals 

and re-formations that have been the history of our faith—when the faithful resist, as so many do just now, 

the presence of another time of reconfiguration with its inevitable pain—we all would do well to remember 

that, not only are we in the hinge of a five hundred year period, but we are also the direct product of one.”59  

So, these cultural shifts are not new and Christendom has survived and indeed been influenced by several 

shifts in the past.  As Tickle notes, these shifts can and likely will change the Church.  The questions are 

‘How?’ and ‘How should we respond?’     

 Tickle observes that many people are disconnecting from institutional religion; people are moving 

away from the Church.  Today, there are many people who identify as spiritual but not as religious.  In 

Chapter 3 of this work, we will see this distinction in the surveys returned by Millennials.  In part, the 

problem is self-inflicted by the Church because, according to Tickle, the Church did not instill a strong 

foundation of religious practice or a way to articulate, assess or interpret our worldly subjective 

experience.60  If this assertion is indeed the case, is it because either we did not know how to market faith 

or because we did not know our product?  Tickle believes that Christian theology will survive but will 
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emerge into something “more paradoxical, more narrative and more mystical”.61  In this current culture, 

Tickle says the life of the Church is not seen as essential to inspire and sustain a spiritual life.  

 Phyllis Tickle is not the only writer commenting on the decline in the Church.  David Stark also talks 

about decline in the Church in the first part of his book, Reaching Millennials: Proven Methods for Engaging 

A Younger Generation, but not from the perspective of cultural shift.  Stark says, “The exodus from Church 

life and Christianity has been enormous.  I have had the opportunity to work with evangelical churches, 

mainline churches, Catholic parishes, non-denominational churches, and charismatic fellowships.  People 

tell me about their churches’ high points and great moments, but in many cases, they were decades ago, 

and since then they’ve seen declining attendance and engagement.”62  He goes on to describe the 

obstacles for many outreach programs to Millennials.  He says 2 out of every 5 outsiders (including 

Millennials) have a negative impression of present-day Christianity.63  He says outsiders believe Christians 

are judgmental and hypocritical.  He says, “Unfortunately, many Christians—often older ones—believe the 

most important part of following Jesus is to avoid sin rather than, say, bear fruit (love, joy, peace, etc.), love 

their neighbors, or seek God’s will.  Their focus is on becoming morally better.  …But when outsiders 

observe Christians carrying themselves with an air of moral superiority, and then observe we’re flawed just 

like them, they see it as hypocrisy.”64  Stark notes that it is important in any evangelism program, that when 

people witness their faith to others they do not witness from the perspective of superiority over the other.  

Christianity should not be presented as the superior way of life but rather as the love of God for all people.  

Stark says, “I cannot say it forcefully enough: KEEP THE MAIN THING, THE MAIN THING (his emphasis).  
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For Christians the Good News of Jesus Christ as Savior and Lord will always be the main thing.  Sadly, 

much of the church does not keep this the center of what their church is about…”65   

 Stark does offer hope in reaching Millennials.  He believes the Church needs to create caring 

ministries to be “loving bridges to outsiders of all ages”.66  He rightly points out that Millennials are not going 

to come into a Church on their own; there must be a bridge, a relationship, that invites them in.  Christianity 

must go out into the community as it once did to minister to unchurched and disenfranchised people.  In 

short, Christians must go fishing.  But, he cautions, “we need to stay focused on the Good News of God’s 

grace, not on the things we object to in the lives of outsiders.”67  He continues, “organizations and spiritual 

movements that are growing and expanding are focused on the center, describing what they are for.  

Organizations and movements that are decaying or declining are focused on the boundaries, or what they 

are against.”68 Those loving bridges have great potential, since according to most surveys, Millennials are 

relational.69  Since they keep connected by phone, email, texts messages, tweets, Twitter and Skype, 

perhaps Christendom can create loving bridges to connect to Millennials, using the same technologies.   

Thom S. Rainer and Jess W. Rainer, in their book, The Millennials: Connecting to America’s 

Largest Generation, agree with Tickle and Stark that Millennials are not into religion.  The Rainers suspect 

Millennials may even tend to be anti-Christian.  They say, “We feared this generation might be anti-

Christian.  In some ways the responses were worse than our fears.  At least someone who opposes 

Christianity has our beliefs on his or her radar.  Most of the Millennials don’t think about religious matters at 
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all.”70  However, according to the Rainers, “The Millennials as a whole are a theistic group.  They believe 

that God exists and that there is only one God.  More than 72 percent agree that God is a real being and 

not just a concept.  That same significant majority, 72 percent, assigns traditional theistic and Christian 

concepts to God.”71  But again, they are not into the institutional Church.  The challenge to Christendom is 

proclaiming the marketing message to attract people to Christ, while carrying the baggage of being the 

Church.   

“The Millennial Generation is largely anti-institutional church in its attitude.  An amazing 70 percent 

of these young adults agree that American churches are irrelevant today.  This skepticism is not limited to 

non-Christians.  Even Millennial Christians express doubts about the effectiveness of local churches around 

our nation.”72 They conclude from this research: “In summary we can say that the church’s challenge is not 

overcoming an adversarial attitude from the Millennials.  The true challenge is overcoming apathy.  

Christianity is not the belief of the vast majority of this generation.  And they believe the American church to 

be one of the least relevant institutions in society.”73   

The Rainers confirm that since Millennials are motivated through relationships, maybe the right 

approach is to connect Millennials to Christianity through relationships with other Christians.  If this is the 

case, Christians do not need to witness a sophisticated theology as much as they need to establish 

meaningful relationships.  The Rainers state that the Church has simply failed to be a presence in the lives 

of Millennials.  “The bad news is most American churches are not attractive to Millennials because of the 

                                                           
70Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 22.  
71 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 243. 
72 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 244. 
73 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 244. 



28 
 

inward focus of these congregations.  The good news is that the churches that are successful in attracting 

Millennial Christians may have some of the most dedicated members in generations.”74 

An Image Problem 

David Kinnaman observes in his book, titled Un Christian: What the New Generation Really Thinks 

About Christianity, how people today reject Jesus because they believe they have been rejected by 

Christianity.   In fact, he begins his book with this sentence: “Christianity has an image problem.”75  He 

says, “We are known for having an us-versus-them mentality.  Outsiders believe that Christians do not like 

them because of what they do, how they look, or what they believe.  They feel minimized - or worse, 

demonized - by those who love Jesus.”76  Kinnaman notes that most young people disengage from Church 

life, and often from Christianity, in their teenage years.  Alarmingly he says most “tracking research 

suggests that today’s young people are less likely to return to church later, even when they become 

parents.”77  The image problem we have is “we have become famous for what we oppose, rather than who 

we are for.”78  Why?  Is this because we do not know our product?  Is this because we do not know what 

positive influence and message we have to offer to the world today?  Even more, in chapter 2, Kinnaman 

says Christians are perceived as boring, out of touch with reality, old fashion and preferring simplistic 

answers to complex problems.  Further, Christians seem too focused on recruiting new members for 

institutional survival rather than for relationships.  And finally, the Church is understood to be judgmental, 
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anti-homosexual, hypocritical, and too political.79  These are not values Millennials embrace. 

Still, Kinnaman suggests there is hope if Christians do what we are called to do.  We should “be 

effective agents of spiritual transformation in people’s lives, whatever that may cost in time, comfort or 

image.”80  We need to connect with people, find compelling ways of presenting the Gospel and offer a 

lifestyle of compassion.  We must share an uncomplicated, concise message.  As he notes, “perception is 

reality”.81  He says,  

To outsiders the word Christian has more in common with a brand than a faith.  This shift of 
meaning in recent decades has been magnified by an increasing use of the term Christian to label 
music, clothes, schools, political action groups, and more.  And sadly, it is a bad brand in the minds 
of tens of millions of people.  In the middle of a culture where Christianity has come to represent 
hypocrisy, judgmentalism, anti-intellectualism, insensitivity, and bigotry, it’s easy to see why the 
next generation wants nothing to do with it.82 

Despite all this negative perspective, Kinnaman believes Christianity can be promoted if we become like 

Christ.  In our ministry and outreach, he says we should be relational.   

 Crystal Downing’s book, How Postmodernism Serves (My) Faith can help us think about how the 

gospel could be presented in our culture today.  Downing says one of the characteristics of this 

Postmodern period is deconstruction.  Concerning deconstruction, she says, “deconstruction is about 

identifying hidden contradictions in someone’s philosophy - not due to logical errors but due to the vulgarity 

of language.”83  Apparently, there are assumptions and values embedded in language and perpetuated by 
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culture which mold perception.84  In this regard, it might be important to look at the language Christendom 

uses today and consider what values and assumptions are embedded in that language not only for 

Millennials but for Christians as well.  As previously stated, using theological terms with Millennials, like 

evangelism, salvation, and stewardship, to name a few, may be more harmful than helpful, especially if 

Millennials have had previous negative experiences with the Church using these words.  Moving from 

theological words encumbered with possible negative perceptions to business language (for example, from 

evangelism to outreach) may be a good strategy for communicating in today’s world, especially where the 

business language seems relational rather than theological.   

In fact, for Downing, the deconstruction aspect of Postmodernism may be a good thing for 

Christendom because we can no longer hold onto words that “reinforce cultural hierarchies.  (We) are 

called to follow the Word: a Person who, in living flesh (and probably not pinkish beige flesh), challenged 

easy distinction between inside and outside, between the sheep and the goats.”85  Downing defines that 

Word as the Word that was with God and was God in the very beginning, as proclaimed in the Gospel 

according to John, chapter 1:1-4.  She says, “Even Christian intellectuals who are suspicious of 

postmodernism often value deconstruction.  Kevin Vanhoozer calls deconstruction ‘the single most helpful 

contribution of postmodernity to Christian thinkers,’ due to its ‘radical protest against oppressive systems of 

thought’.”86 Quoting John Caputo, Downing says, “deconstruction comes down to an affirmation or hope or 

invocation which is a certain faith … in something that pushes us beyond the sphere of the same, of the 

believable, into the unbelievable, that which exceeds the horizon of our pedestrian beliefs and 
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probabilities.”87  We must get to the place where “faith and reason are interdependent”.88   

Downing believes we must get passed the binaries of good person and bad person, saved person 

and unsaved person.  Rather, the focus of our message needs to be about following Jesus and having a 

personal relationship with him.  While Downing notes that Postmodernists (which includes Millennials) tend 

to believe that one religion is as good as another, the thing that makes Christianity distinct from other 

religions is the belief that God came into the world and engaged our reality and human experience.  The 

message of Christianity for this era must be a person, not a proposition.89  It would seem that the best 

outreach to Postmodernists, to Millennials, would be the promotion of a faith in a relationship with God who 

still comes into the human experience by way of the Holy Spirit.  Obviously, this must be a part of our value 

proposition.   

Getting Started with Marketing 

 At a quick glance, the book Marketing for Dummies would not seem to be a scholarly work.  In fact, 

the book cover states the series’ intention as “learning made easy”.  However, Jeanette Maw McMurtry 

presents a well written, easy to read and reasoned book.  She defines marketing as part science and part 

art.  She says the key to marketing “is to craft a plan that enables you to work smart and efficiently with the 

resources you have.  It’s like mapping out a journey with a specific destination in mind and staying the 

course instead of veering off at tempting detours.”90  An Intentional Outreach Program would be such a 

plan, a map specifically geared to interest and engage Millennials with Christianity.  She says a marketing 
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plan needs to be “imaginative and creative one moment” and then “analytical and rigorous the next”.91   

The Church often uses insider language that has little meaning even for the people on the inside.  

We have avoided business words like marketing, because we say we are not a business, preferring instead 

the churchy word “evangelism”.  However, as we might know, words have meanings and those meanings 

can be limiting.  For example, as McMurtry points out, marketing has to do with learning about the 

customer, adjusting the way we distribute goods and services to meet their needs, adjusting the way we 

communicate and the way we engage our customers emotionally and physically.92  On the other hand, 

when Christians do evangelism, it seems we have the expectation that the person evangelized will 

embrace the message, and transform him or herself to meet the requirements of Church membership.  We 

tend to expect they will learn about the Church and adjust the way they communicate and relate to the 

Church.  But, if we use the word “marketing” and embrace its concept, we will learn about our customer, 

insert our product message into their lives using all their media channels.  We will gear our product/service 

information to the language that the customer uses and understands.  But even more, we will offer a 

product/service that our customer needs because we know the customer and we have packaged our 

product just for them.  We do not need to “water down” the message but we do need to tell it in a new way 

to people who are disengaged. 

 McMurtry says we must understand the mindset of today’s consumer: “distracted”.  “Reports by 

eMarketer and Nielsen show that people spend about ten hours a day on screen – computer, TV, mobile 

phones and other connected devises.”93  “The bottom line for marketers is that pretty much all consumers 
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are highly distracted and not paying attention to much around them.”94  She goes on to say that the most 

important thing we need to do is “build relationships with consumers on trust, value and relevance.”95   

When was the last time anyone brought up psychology in an evangelism class, or, building 

relationships on trust?  McMurtry does just this in her marketing book.  She says that Jung asserts, “Faith, 

hope, love and insight are the highest achievements of human effort.  They are given by experience.  If this 

is truly what people seek in life, how does your product support the journey to attaining these emotional 

outcomes?”96  In fact, according to the Apostle Paul, writing to the Corinthians in his first letter in chapter 

13, part of the Christian message to the world is about the gifts of faith, hope and love and how these gifts 

are experienced in Jesus.  (Please see Chapter 4.) 

 McMurtry talks about the psychology of choice and how important this is to marketing.  She says:  

When asked what really drives consumer choice, common answers include quality, reputation, 
brand awareness, convenience, and of course price.  However, although these are influencers at 
some level in most decision processes, they’re not the most powerful driver as many consumers 
and marketers believe they are.  Another more powerful influencer must be engaged in all decision 
processes…  That influencer is the unconscious mind, which drives 90 percent of people’s 
thoughts and behavior, according to various neuromarketing studies, including those from Gerald 
Zaltman of Harvard University, widely known as the pioneer of neuromarketing.97   

She goes on to say, “The challenge you have as a marketer is to create the rushes that create excitement 

for your brand, the experience and products you deliver, and not the ones that send people flying to the 

competition.”98  In applying this principle to marketing the faith to Millennials, the emphasis for an 

Intentional Outreach Program should be on a personal relationship with Jesus, whose love is unconditional.  

The emphasis should not be a focus on a particular denomination that has historical roots in the 
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Reformation or even in the present community.  Nor should the focus be on a theological proposition, like 

salvation.  The focus must be Jesus.  As Stark reminds us, we need to keep the main thing the main 

thing.99  Christians need to be able to explain how we have that personal relationship with Jesus.    

 In another dummy book, Marketing to Millennials for Dummies, Corey Padveen makes some 

generalizations about who Millennials are.  He notes that Millennials are a very large demographic who 

“edged out Baby Boomers as the largest demographic in the United States.”100  Millennials have “the power 

to make or break a brand overnight”.101  They can make or break a brand like Christianity.  Just as the 

Rainers noted, Padveen confirms that Millennials see relationships as an important value and as a 

significant part of their decision making.102  To confirm a previous conclusion, one can infer that if the 

Church gears its message from proposition to person, that is, to having a relationship with God through 

Jesus, Millennials are potentially positioned to receive that kind of intentional outreach. 

 Padveen also talks about the importance of using social media for communication.  Padveen 

confirms that Millennials were born into the digital age; they have never known an unconnected world and 

nearly the entire Millennial population has access to the internet, and, for most, a smartphone is regular 

equipment.103  As Padveen points out, “Millennials are the most technologically advanced demographic in 

the world.”104  “They are constantly connecting and communicating.  Any brand that does not take this 

particular trait into account and recognize that mobile is the new norm won’t survive in an increasingly 

competitive marketplace.”105   
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Apparently, a good media starting place is still Facebook.  “The majority of online Millennials say 

they are active on Facebook.  This means that you’re almost certain to find some of your Millennial 

audience on Facebook.  Despite what marketers and news outlets have said, Facebook is far from being 

irrelevant to Millennials.”106  But Millennials are also engaged with Twitter and Instagram.  As Padveen 

points out, “When it comes to Millennials, it’s important to recognize that the same individual may have a 

very different response to your brand’s message based entirely on the platform they’re on.  So, if Johnny 

Millennial is highly engaged with your brand on Twitter, he may not be as receptive to the same content on 

Facebook or Instagram.”107  If Christendom wants to reach Millennials, we need to use all social media 

resources to great advantage.  We need to market, market, market!     

Radical Change 

Indeed, declining Christianity, as practiced by the Church today, cannot be fixed by simply 

addressing it as a Church growth problem.  As C. Kirk Hadaway and David A. Roozen state in their book 

Rerouting the Protestant Mainstream – Sources for Growth and Opportunities for Change, “Plateaued and 

declining churches cannot grow simply by doing a better job at the things they are already doing.”108  They 

say, “Simply adding a program designed to help churches grow will not produce sustained growth for a 

declining church.”109  Hadaway and Roozen point out that things like demographic influences, the impact of 

average congregant age, denominational traditions, locations and other factors will contribute to the 

relevance or lack of relevance of a Church in its community.110  They stress the importance of radical 
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change which they define as finding a strong purpose and direction.  They say, “In order to grow 

substantially and continue to grow, lasting changes must be made in the identity, vision, and direction of 

non-growing churches.  This attitudinal shift is akin to heart patients changing their diet and lifestyle.  

Cutting back a little here or there won’t do the job.  Radical change is required in order to restore the patient 

to health!”111   

However, Hadaway and Roozen present a very sobering observation.  They say, “It is also true 

that a sizable proportion of church members in mainstream denominations don’t care whether their  

churches grow or not.  It is not that they are explicitly antigrowth, but they are uncomfortable with 

evangelism and they like their church the way it is.  Growth takes effort and necessarily brings change.  

New members are a threat to the family-like feeling of a congregation.  So without an ethos of evangelism, 

mainstream members are unlikely to work to bring in newcomers.”112  Outreach, then, must be preceded by 

“Inreach”.  To have an Intentional Outreach Program, people participating in a congregation doing outreach 

must first be themselves prepared to want new members, receive new members and welcome visitors and  

new members.      

According to Hadaway and Roozen, in growing congregations, there is a vibrant presence of God  

and a compelling religious identity and purpose; God is alive to the people and God is experienced and 

acknowledged to be present.113  In order to make a difference, Christians need to emphasize spirituality.  

“For most spiritually oriented churches, the current liberal/conservative theological continuum has little 

meaning.  If God is present, God is present, whether one takes a literal or symbolic interpretation of 

Scripture, whether one is pro-choice or pro-life.  For this reason, spiritually oriented churches are able to 
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attract a wide variety of members.”114  They conclude, “In the affirmation and celebration of God’s presence 

in worship, there is unity and the realization that God may not be very concerned about our theological  

squabbles.”115  It is important to note that a Church can grow, attracting new members, whether the 

congregation identifies as liberal or conservative providing the presence of God is apparent and celebrated. 

Christianity that is Spiritual 

Therefore, we need to market a Christianity that is spiritual, where God’s presence is experienced 

and where relationships are emphasized.  To say it again, emphasis must be focused on the relationship 

we have with Jesus.  Peter Schmiechen speaks to the importance of affirming Jesus, in his book titled 

Words Unspoken: An Invitation to Christian Faith.  He says, “The Christian message is not that Jesus is a 

divine being who simply appears to look like a human being, but that he was a human being like us in all 

respects, who revealed God’s saving power.  The New Testament does indeed affirm that God was in 

Jesus Christ, that he is the messenger of the Kingdom, and the agent of salvation.”116  Schmiechen 

maintains that Jesus’ name makes it clear “that new life originates in the saving power of God and reveals 

God’s goals for history.”117   

Just as Crystal L. Downing points out, Schmiechen critically speaks of moral dualism when he 

addresses sin, wherein one side, or, one group, is seen as good and the other as evil.118  For some, this 

dualism confirms the perception that people in the Church are judgmental.  Even more, is this not an 

absolutism that would be immediately rejected by Millennials?  As he continues, he maintains that 

unfortunately this view dominates our culture as we see it acted out in movies, video games, fiction and in 
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the way we recite our history.  However, as Schmiechen notes, Christianity defines sin as a break in trust 

“whether between ourselves and God or between people.”119  This translates as a break in relationship, a 

very Millennial concept.  Sin leads us to be self-centered: “Instead of being centered in God, we are 

centered in ourselves.  When this happens, we become dangerous people because the people around us 

can no longer trust us or be at ease with us.  In effect, sin is the attempt to use and control all things for our 

own interests - be it God or people or the earth.”120  He suggests a very helpful reflection on Augustine’s 

view of sin.  In what he calls a revised understanding of Augustine, the Fall is not located in a mythical 

paradise but “in the transition from unity to separation, from harmony to disharmony, which every person 

passes through.”121  Sin, then, is brokenness in relationships with self, others and God.  Schmiechen has 

much to offer as we formulate a concise theology for an Intentional Outreach Program.  We need to be able 

to talk about sin as we talk about our faith and why sin matters in our world today.     

 However, talking about our product can be a real problem in this culture.  John S. Feinberg wrote 

Can You Believe It’s True? Christian Apologetics in a Modern and Postmodern Era, in which he notes the 

challenge we face when he says:  

Postmoderns deny that knowledge can be acquired objectively.  This is true of things learned both 
from sense perception and from pure reason alone.  What I believe I see and hear is affected by 
my prejudices, assumptions, and biases.  The mind is not passive during sense perception so that 
the world is mirrored on it like a snapshot, representing the world as it is.  Moreover, everyone 
knows how much presuppositions guide and govern our reasoning.  Religious believers find 
argument for God’s existence and answers to various problems of evil compelling, while 
nonbelievers are unmoved by such arguments.  Subjectivity rules supreme, especially when the 
knower is not interested and has an emotional stake in what is studied and thought.122   

Nonetheless, he says it is important to have answers for important questions that most everyone asks.  For 

example, what is our answer today for the existence of evil and the challenge evil presents to most people 
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at some point in their lives?  As he says in Chapter 10, while evil is a personal challenge, it is also a 

theological question, whose answer can theoretically lead a person to a relationship with God, or not.  In 

Chapter 11, he says it is important to present the story of Jesus, like the incarnation, the miracles and the 

resurrection in such a way that the story sounds consistent and trustworthy, or, to use his word, “reliable.”  

In fact, according to Feinberg, in Chapter 12, the apostle Paul had difficulty explaining the resurrection to 

the people of Corinth.  While some were theologically disposed to believe that Jesus was resurrected, they 

did not believe in the resurrection in general.  In 1 Corinthians 15: 12-19, Paul uses a classical form of 

argument to stress the importance of resurrection faith.  Similarly, our arguments today must be presented 

as reliable.  All of this implies marketing and knowing the product we have. 

 In Chapter 13, Feinberg addresses religious pluralism.  He states that we live in a time of 

“skepticism about world views, grand narratives, and the like.  If there is just one ‘right’ way of 

understanding reality (and there is reason to question whether such a thing as one right understanding 

exists), how can anyone ever be sure that he or she has found ‘it’?”123  He goes on to say, “Because of this 

great uncertainty about ‘correct’ answers to life’s most ultimate and important questions, the prudent 

attitude is one of openness to new ideas.  Hence, rather than rejecting what others have to say about God 

and religion, we should listen respectfully, even if not entirely attentively, to what they have found to be 

‘true’ about these matters.”124  Ideally, people in this culture can be engaged in a conversation about beliefs 

and faith.  However, perhaps the best way to engage others is through our actions: establishing 

relationships of care and compassion.  Postmodernists may see some of the stories of Christianity as 

helpful but at the same time may see stories from other religions as equally helpful.  The Christian message 
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must be presented in such a way that it does not sound like an absolute truth that turns the targeted group 

off.  However, the message also cannot be offered as a part of a pluralism.   

Religion or Religio? 

Diana Butler Bass says, “We live in a time of momentous historical change that is both exhilarating 

and frightening.  Christianity itself is becoming something different from what it was.”125  In her book 

Christianity After Religion, Bass writes about the difference between relationship and religion, being 

spiritual but not religious.  She tells her own story of rediscovering God as a relationship.  Bass is not the 

only person to leave traditional religion in search of God and she suggests that perhaps this movement of 

connection with a Higher Power began in recovery groups.  Bass believes faith in our culture is undergoing 

a transformation, moving away from an externalized religion to an internalized spiritual experience.126  In 

fact she says people today are in the “throes of a spiritual awakening, a period of sustained religious and 

political transformation during which our seeing the world, understanding ourselves and expressing faith 

are being, to borrow a phrase, ‘born again’”.127  She describes in her book how she sees Christianity 

changing and “how people are questioning conventional patterns of faith and belief.”128   

According to Bass, researchers at Baylor University found that about 92 percent of Americans say 

they believe in God.  They “discerned that Americans divide up according to how they perceive God’s 

character.  Thus, there are four American Gods: the Authoritarian God (31 percent of the population), the 

Benevolent God (23 percent), the Critical God (16 percent), and the Distant God (24 percent).”129  Bass’ 

description of each of these perceptions is fairly obvious.  The Authoritarian God is a wrathful sin-hating 

deity, while the Benevolent God is a forgiving friend of sinners.  The Critical God is the bringer of justice 
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who will make all things right in the end, while the Distant God is a cosmic force somewhere off in the great 

universe.  These perceptions, however, are important to know as we plan an Intentional Outreach Program.  

We need to plan how in our outreach we will present God.  In marketing Millennials, I suspect they will 

respond best the Benevolent God, the forgiving friend of sinners.    

Bass chose a quote from Dietrich Bonhoeffer (Letters and Papers from Prison): “We are moving 

toward a completely religion-less time…  What does this mean for Christianity? … What is a religion-less 

Christianity?”130  Indeed, what is a religion-less Christianity and are we in fact going in that direction?  We 

need to know where we are going.  After all, as the Cheshire-Cat advises, if we do not know where we are 

going, it does not matter which way we go, so we will not need a plan; we will not have an Intentional 

Outreach Program.  Bass talks about polls exploring the question of identifying as religious or spiritual.  She 

notes that “In the United States, some 30 percent of adults consider themselves ‘spiritual but not 

religious.”131  Of course, we might ask what being spiritual means to the respondents.   

She compares the Church to corporations.  She says, “Beginning around 1890, denominations built  

massive bureaucratic structures, modeling themselves after American businesses, complete with corporate 

headquarters, program divisions, professional development and marketing departments, franchises (parish 

churches), training centers, and career tracks.”132  However, “the business of the church replaced the 

mission of the church.”133  But the way the Church is organized today is not the way the Church has always 

been organized.  “Until the Civil War, religion was typically the matter of small town or village dynamics led 

by itinerant preachers and settled pastors who formed little congregations based on styles of prayer or 

preaching or liturgy.”134    
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Even more, there is a difference between our modern word “religion” and the original Latin root 

“religio”.  According to Bass, our modern understanding of religion began in the seventeenth century “to  

signify a system of ideas or beliefs about God.”135  She goes on to say, “Unlike religion as system of belief, 

religio meant faith-living, subjective experience including love, veneration, devotion, awe, worship, 

transcendence, trust, a way of life, an attitude toward the divine or nature, or … a ‘particular way of seeing 

and feeling the world’.”136  If in the marketing of faith in this Postmodern Era, we emphasized relationship 

with God through Christ, would we not be returning to “an ancient understanding, of finding a forgotten path  

of wonder and awe through the wilderness of human chaos and change”?137     

 Bass in her chapter titled “The Great Reversal” (Chapter 7) describes the traditional ordering of 

faith as belief comes first, then behavior follows by belonging.  She notes that much of our thinking today 

comes from a period of the Reformation when the Church emphasized religion as an intellectualization and 

impersonalized belief system.  Basically, for the last 500 years, the Church has taught that religion begins 

with our assent to a body of doctrines we must accept as truth.  But as we have previously noted, in this 

Postmodern Era, marketing faith as absolute truth will not sell.  Even more, an assent to a body of doctrines 

is not the same as a personal relationship with Jesus; one is propositions and the other is a person.  Bass 

says that according to polls, many people today are longing for religio, which also means to “reconnect”.  

The task is to discern how we market religio to those who say they are not religious but rather spiritual.   

Is Grace Enough? 

 In her book, Searching for Sunday, Rachel Held Evans also emphasizes the importance of 

relationships.  Evans is a Millennial who believes the Church must resist the temptation of trying to be 

trendy to attract Millennials back.  Edgier music, serving coffee during worship, casual services and even 
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an updated website will not, in and of themselves, bring Millennials back to the Church.138  Evans believes 

that the Church has a purpose; it is called to be a place of healing: “We are called to enter into another’s 

pain, anoint it as holy, and stick around no matter the outcome.”139  For Evans, healing takes time and it is 

relational.  She says, however, “The modern-day church likes results.  Convinced the gospel is a product 

we’ve got to sell to an increasingly shrinking market, we like our people to function as walking 

advertisements: happy, put-together, finished- proof that this Jesus stuff WORKS!  At its best, such a 

culture generates pews of Stepford Wife-style robots with painted smiles and programmed moves.”140  She 

continues, “if the world is watching, we might as well tell the truth.  And the truth is, the church doesn’t offer 

a cure.  It doesn’t offer a quick fix.  The church offers death and resurrection.  The church offers the messy, 

inconvenient, gut-wrenching, never ending work of healing and reconciliation.  The church offers grace.”141   

But is grace enough?      

“When a church functions more like a recovery group than a religious organization, when it  

commits to practicing ‘honesty for the sake of restoration,’ all sorts of unexpected people show up.”142  

Again, Evans seems to confirm the importance of relational ministry that is people focused and not  

institutionally focused.  She says:  

We come with our fears of death, our desperation to be loved, our troubled marriages, our 
persistent doubts, our preoccupation with status and image.  We come with our addictions – to 
substances, to work, to affirmation, to control, to food.  We come with our differences, be they 
political, theological, racial or socioeconomic.  We come in search of sanctuary, a safe place to 
shed the masks and exhale.  We come to air our dirty laundry before God and everybody because 
when we do it together we don’t have to be afraid.143   
 

This kind of relational ministry would require deep trust and caring; it would be non-judgmental which could 
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be a challenge for today’s institutional Church, especially if they understand God as the Authoritarian God.  

Today’s Church, much of it, would need to change to accommodate this kind of deep relational ministry.     

It is her conclusion that is most remarkable.  She says, “Like it or not, following Jesus is a group 

activity, something we’re supposed to do together.  We might not always do it within the walls of church or 

even in an organized religion, but if we are to go about making disciples, confessing our sins, breaking 

bread, paying attention, and preaching the Word, we’re going to need one another.  We’re going to need  

each other’s help.”144  “The purpose of the church, and of the sacraments, is to give the world a glimpse of 

the kingdom, to point in its direction.”145  She is talking about the Kingdom of God’s reign where we will  

experience the enjoyment of God’s blessings.  But until then, “all we have are imperfect people in an 

imperfect world doing their best to produce outward signs of inward grace and stumbling all along the 

way.”146 

In Churches that Make a Difference: Reaching Your Community With Good News and Good 

Works, Ronald J. Sider, Philip Olson and Heidi Rolland Unruh emphasize the importance of Christians 

loving the whole person in the same way that Jesus did.  This sounds a bit like the “loving bridges” that 

Stark describes in his book, Reaching Millennials.  One of the writers, the Reverend Philip Olson, was a 

colleague and member of my Presbytery, a middle governing body in central New Jersey.  When this book 

came out in 2002, I bought a copy from him, which he autographed.  In the book, they say, “A Christian 

community that is spiritually dynamic, sacrificially caring, boldly prophetic and lovingly nurturing is God’s 

chosen vessel for authentic change in persons and in society.”147  This sounds like Rachel Held Evans, 

especially the sacrificially caring and lovingly nurturing points.  Again, Olson’s book emphasizes 

                                                           
144 Rachel Held Evans, Searching for Sunday, (Nelson Books, Nashville, TN, 2015), 255. 
145 Rachel Held Evans, Searching for Sunday, (Nelson Books, Nashville, TN, 2015), 255. 
146 Rachel Held Evans, Searching for Sunday, (Nelson Books, Nashville, TN, 2015), 256. 
147 Ronald J. Sider, Philip N. Olson, Heide Rolland Unruh, Churches that Make a Difference, (Baker Books, Grand 
Rapids, MI, 2002), 16 



45 
 

relationship with Jesus over dogma, a consistent theme with so many writers today.  Outreach is not just 

sharing words but also doing deeds, acting upon our faith.  All outreach in the Church needs to be 

relational. 

 The thesis of their book is that Churches that make a difference must be holistic.  Briefly stated, 

they say holistic Churches are Churches that engage the spiritual and the social interests and needs of its 

people and its community.  Holistic Churches are intentional about preparing every member of the 

congregation to do ministry.  They are intentional about leadership development and preparing the 

congregation to do outreach.  In fact, the holistic Church has an outward focus.  A Church might choose to 

do its outreach ministry through a soup kitchen, an after-school tutoring program, street evangelism, 

entering politics to lobby for social justice issues, and maybe all of these.148  However, Olson cautions, “A 

holistic church is not a social service agency.  …Churches don’t exist primarily to provide services; 

outreach programs are not the only important activities of the church.  A church is more than a mission 

agency.”149  They are clear that a Church is first and foremost a Christian community, people committed to 

loving each other, and the Lord.  Olson says, “Holistic ministry requires not just outreach programs but a 

Christian community, a group of loving people committed to the Lord and to one another, as well as to  

service.”150    

The Heart of Christianity 

  What is the heart of Christianity?  This is a good question!  According to Marcus J. Borg, in his 

book titled The Heart of Christianity, Rediscovering a Life of Faith, each period in Christian history needs to 

answer this question.  He says, “There is a way of seeing Christianity that makes persuasive and 
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compelling sense of life in the broadest sense - a way of seeing reality and our lives in relationship to what 

is real; a way of seeing God, our relationship to God, and the path of transformation.”151  He apparently did 

not always believe this.   

In this 21st Century, he notes we live in a time of change and conflict within Christendom.152  One 

issue Borg raises is Christian exclusivism: Is Christianity right and every other religion wrong?  Or, are 

there other paths to salvation?  He says, “The earlier way of being Christian was (and is) confident that 

Christianity is the ‘only way’.  Now that is beginning to change.”153  Exclusivism will be a problem for 

Millennials to embrace.  Like Tickle, Borg speaks to an emerging Christianity, resulting from a paradigm 

change.  “The paradigm change is about how the whole of Christianity is viewed.”154  Borg points out that 

much of Christianity today has been molded by Modernity, that is, western culture since the Enlightenment 

of the 17th Century.  Borg explains how prior to the Enlightenment, the ideas of biblical infallibility and 

inerrancy did not exist.155  Even more, a literal – factual interpretation of scripture is a relatively new 

development coming from the Enlightenment.  Borg believes that in the emerging paradigm, Christianity will 

understand scripture as it once did in a metaphoric way.  He maintains that the Bible is not as concerned 

with historical fact as it is with meaning.  He understands the Christian life in terms of relationship and 

transformation.  He says, “Being Christian is not about meeting requirements for a future reward in an 

afterlife, and not very much about believing.  Rather, the Christian life is about relationship with God that 

                                                           
151 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), xi. 
152 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 2. 
153 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 3. 
154 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 5. 
155 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 12. 



47 
 

transforms life in the present.”156  He says, “Christianity is about a way of life, a path, and it has been from 

its very beginning.”157  We need to recover what we have lost: Christianity needs to become a way of life, 

not a set of prescribed beliefs. 

 There are Churches that are reaching Millennials.  Ed Stetzer says these Churches are creating 

deeper community through small groups.  In his book titled Lost and Found: The Younger Unchurched and 

the Churches that Reach Them, Stetzer says Churches can make a difference by leading Millennials to 

value service to others through volunteerism and providing worship environments that “reflect their culture 

while revering and revealing God”.158  They are presenting the Gospel in creative ways and primarily as an 

answer to a question: “’What is the purpose of the Scriptures?’  Did Jesus come to this world to condemn 

the world?  Or was Christ’s purpose that by faith the world could be saved?”159  Churches that are 

connecting with Millennials are doing so through messages that are meant to be life transforming.  Stetzer 

confirms that Churches connecting with Millennials are taking advantage of social media, using web sites, 

online journaling and video in worship - both homemade clips and clips from popular culture.  Stetzer says, 

“When we help someone transfer from being a person who sees his world, his joys, or his struggles, the 

questions and the fears that he (she) is wrestling with appear before him on screen in worship, he (she) 

becomes more open to the message.”160  In the messages/sermons we need to show transparency, that is, 

self-awareness, vulnerability, honesty and excellence.  In explaining why it is important to reach Millennials, 

Stetzer says, “The potential of this generation is hard to fathom.  If we can connect them to God and the 
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church, the world could truly be changed forever.”161 

 Perhaps it is in his book Comeback Churches, that Stetzer most clearly talks about the need for 

change in a Church.  He says, “Many churches never experience a comeback because they want the 

community to change while they remain the same.  But comeback churches are different.  They realize that 

no one remains the same when they’ve experienced a fresh touch from God.”162  Stetzer believes the 

starting point for change is prayer.  He says the problem about prayer is Church leaders get so busy doing 

church stuff that they neglect prayer.  He continues:  

We are so busy in the work of the Lord that we have little time for the Lord of the work.  Oswald 
Chambers puts it all in perspective when he writes, ‘Remember, no one has time to pray; we have 
to take time from other things that are valuable to understand how necessary prayer is.  The things 
that act like thorns and stings in our personal lives will go away instantly when we pray; we won’t 
feel the smart anymore, because we have God’s point of view about them.  Prayer means that we 
get into union with God’s view of others.’  One of the most important conclusions we’ve drawn from 
our study of comeback churches is that they first had a spiritual experience that redirected and 
reenergized their lives, beginning with their leader.163  
 

Leaders lead!  Leaders should not limit their leadership to managing programs and buildings, but rather 

engage people in their spirituality.   

These Changing Times 

 About 500 years ago belief in God was the default, says Derek Rishmawy, in his article titled  

“Ministering to Millennials in a Secular Age.”  Apparently, atheism was not widely embraced within the 

culture back then.  Rishmawy says, “With modernity and the Enlightenment came the rise of exclusive 

humanism (humanistic atheism) as a viable alternative to Christianity.”164  Since then, Christianity has 

continued to decline.  He says Christianity is now one of the competitors in the marketplace of faith and 
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belief.  Certainly, Millennials do not need a Church or a pastor telling them what to believe because they 

can use their smartphones to download information whenever they want it.  Among his suggestions, 

Rishmawy proposes we preach apologetically.  He says we need to answer objections to the faith “from 

inside the mindset of our cross-pressured culture on a regular basis.  We need to show the consistency,  

coherence, and comeliness of the gospel to this generation”165   

 In their article “The Postmodern Challenge”, Jim Leffel and Dennis McCallum discuss the 

philosophical challenges that Postmodernism presents.  They say, “about four out of every ten adults 

strongly concurred that when Christians, Jews, Buddhists and others pray to their god, all of those 

individuals are actually praying to the same god, but simply using different names for that deity.”166   Of 

course, each of these persons praying understands the nature and identity of their god in a different way 

from the others.  They go on to say, “We believe that relationship is more important than ever in a 

postmodern world.  Demonstrating Christian love, Christlike lives, and experiencing the power of God are 

extremely important today, but these should supplement and illustrate the truth of the gospel, not replace 

it.”167  They conclude, “the New Testament church grew in a world similar to our postmodern view.”168   

 Even so, the decline of the Church has steadily snuck up on us.  In his clever book, Autopsy of 

Deceased Church, Thom S. Rainer says, “It is rare for a long term church member to see erosion in his or 

her church.  Growth may come rapidly, but decline is usually slow, imperceptibly slow.  This slow erosion is 

the worst type of decline for churches, because the members have no sense of urgency to change.”169  The 
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decline affects vibrant ministries, the prayer life of the members, the outward focus of the church, 

connection with the community, and the dreams and hopes of the people.  He says, “The great commission 

becomes the great omission.”170  “Members of the dying church weren’t willing to go into the community to 

reach and minister to people.  They weren’t willing to invite their unchurched friends and relatives.  They 

weren’t willing to expend the funds necessary for a vibrant outreach.”171  He points out that “The lifeblood of 

a healthy church is one that is more like the mind of Christ in the members’ attitudes.  Sadly, the dying 

churches rarely had members who were so other-centered.”172  Rainer again confirms the importance of 

relational outreach ministry.  Dying Churches are more like clubs that club members attend.  They are 

characterized as not having the generosity of spirit that Jesus had and they do not understand their 

purpose.  For a Church to survive, he says, the congregation must change, probably radically, and this 

change must lead to action and an outward focus. 

 In talking about change, Rainer, in his book titled Who Moved My Pulpit?, says, “How do you eat 

an elephant?  One bite at a time.  How do you lead a church to change?  One careful step at a time.”173  

Like Stetzer, Rainer says change requires prayer, a sense of urgency and a vision.  He says, “Leading 

change means you provide a clear path where the church needs to go.  Church members want to be a part 

of something that makes a difference.  And they want to make a difference themselves.  But it is not just the 

path or the vision they need.  They need to hear from leaders how God will lead them to this new point.  

They need to hear hope.  Vision and hope create a powerful tandem toward leading change in the 

church.”174 
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Generation Z 

 The generation that follows the Millennials is called Generation Z.  Already, there are people 

thinking about this generation.  The Z’s were born beginning in 2000.  Especially the oldest Z’s share some 

of the concerns and values as younger Millennials have.  James Emery White, in his book titled, Meet 

Genration Z,  says, “As the first truly post-Christian generation, and numerically the largest, Generation Z 

will be the most influential religious force in the West and the heart of the missional challenge facing the 

Christian Church.”175  Of course, we need to market Z’s too, but they are the subject for another work. 

 I like the definition White uses to define the Church.  He says: 

The word church, from the Greek word ecclesia, literally means ‘the called-out ones.’  It is a word 
that is used in Jesus’ day for any group that was gathered together for a specific purpose or 
mission.  Jesus seized the term to speak of a group with a very specific purpose or mission, setting 
it apart from every other group or mission.  This is where ecclesiology, which is the theological term 
for the doctrine of the church, finds its origin.  The church of Christ is anything but a man-made 
organization; it was founded and instituted by Jesus himself (Matt. 16:18).  In the Bible, there are 
three primary understanding of this church: the local church; the universal church as it exists 
around the world; and the church as it exists throughout time and history, incorporating all of the 
saints who will one day be gathered together in heaven.  Without question, the dominate biblical 
use is in reference to a local church, or collection of local churches, as a defined body of believers  
who are gathered with both intent and order.176 

 
He says, “This church is to serve as the ongoing manifestation of Christ himself in the world, being called 

his body, an idea of profound significance throughout the New Testament.”177  In White’s opinion, the 

Church has a job description: it is the Great Commission! 

And Finally… 

Alice said to the Cat, “’Would you tell me, please, which way I ought to go from here?’  ‘That  

                                                           
175 James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 11. 
176 James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 71. 
177 James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 72. 
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depends a good deal on where you want to get to,’ said the Cat.”178  As I conclude this chapter, hopefully 

we see there are many noted writers, theologians and marketers who realize there is a cultural shift in this 

Postmodern Era that impacts Christendom.  If Christendom wants to get anywhere, if we want a future, if 

we want to meaningfully minister to Millennials, or to anyone for that matter, we must be intentional.  

Christendom must acknowledge that we do have an image problem, as Kinnaman says.  There must be a 

realization that Tickle is probably right, we are in the midst of a great cultural shift and people are not going 

to be drawn to Christianity just because we have a Church building on the corner of Main Street and First.  

We must prepare ourselves to minister to Millennials who are not anti-God, but who are anti-institution.   

To summarize some of these writers, the successful Intentional Outreach Program is going to 

emphasize meaningful relationships with each other and God, not dogma, have a strong purpose and 

direction, and a vibrant presence of God, as Hadaway urges, not brand loyalty.  I believe Christendom 

should build on Bass’ concept of religio, that is, a particular way of seeing the world, and not on religion, 

especially when religion means assent to prescribed beliefs, as Borg notes.  As Christians, we must get 

serious about prayer, our own spirituality, as Stetzer urges and we should learn and utilize every available 

social media outreach, as Padveen advises.  There must be a radical change if we want to make a 

difference in our world.  We need to know where we are going because, at the moment, it appears the 

Church is floundering.  We have a directive and a direction.  We really must own Jesus’ Great Commission 

as the imperative commandment it is.  Simply stated, we need to go fishing!   

 

 

 

 

                                                           
178 Martin Gardner and Lewis Carroll, The Annotated Alice, (W.W. Norton and Company, New York, NY, 2000), 65. 
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Chapter 3 

 

A Time of Truth 

 The book is a bit different from the beloved movie, “The Wizard of Oz”.  The scene described 

below is from the book.  The scene takes place near the end of the story when the Wizard of Oz is revealed 

to be just an ordinary person.  It is a time of truth for all the characters.  Unfortunately, the book does not 

include that memorable movie line about ignoring the man behind the curtain.  Anyway, Dorothy, Toto, the 

Scarecrow, the Tinman and the Lion stand before the throne of the Wizard of Oz, having defeated the 

Wicked Witch.  They see nothing, but they hear Oz’s voice coming from the throne.  Dorothy announces 

that they have come to claim their “promises”.  The Wizard asks if they have dispatched the Wicked Witch.  

Dorothy answers, “I melted her with a bucket of water.”179  Oz tells the group to come back tomorrow 

because he needs time to think about this.   

‘You’ve had plenty of time already,’ said the Scarecrow.  ‘You must keep your promises to us!’ 
exclaimed Dorothy.  The lion thought it might be as well to frighten the Wizard, so he gave a large, 
loud roar, which was so fierce and dreadful that Toto jumped away from him in alarm and tipped 
over the screen that stood in a corner.  As it fell with a crash, they looked that way, and the next 
moment all of them were filled with wonder.  For they saw, standing in just the spot the screen had 
hidden, a little old man, with a bald head and a wrinkled face, who seemed to be as much 
surprised as they were.  The Tin Woodman, raising his axe, rushed toward the little man and cried 
out, ‘Who are you?’ ‘I am Oz, the Great and Terrible,’ said the little man, in a trembling voice, ‘but 
don’t strike me – please don’t! – and I’ll do anything you want me to.’  Our friends looked at him in 
surprise and dismay.180  

The promises they expected fulfilled were a return trip to Kansas, a brain, a heart and courage.  As we 

surely know the story, the Scarecrow, the Tinman and the Lion discover that they already possess the 

promise that each most desires.  Even Dorothy already possesses the ability to return home to Kansas, 

because she is wearing the silver slippers.  (In the movie they are ruby red slippers but not in the book.)  

                                                           
179 L. Frank Baum, The Annotated Wizard of Oz, (W.W Norton and Company, New York, NY, 2000), 258. 
180 L. Frank Baum, The Annotated Wizard of Oz, (W.W Norton and Company, New York, NY, 2000), 259. 
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When the screen fell with a crash, there was a time of truth.  The truth revealed that each character has 

exactly what that character needs.  The truth just needed to be revealed to them. 

Research and Analysis 

 From the very beginning of this work, the plan always was to conduct some surveys that could 

reveal a time of truth.  The surveys, as they appeared in SurveyMonkey, are found in the Appendix A.  

These surveys were not written from a perspective of my already knowing the answer outcomes.  Despite 

reading researchers like Thom S. and Jess W. Rainer, David Stark and Ed Stetzer, it was important for me 

in this work to find honest answers to questions from two separate groups: Millennials and Church leaders.  

From Millennials, it was important for me to get their perspective of how Christianity and then the Church 

are viewed by them.  I suspected there could in fact be two different answers.  It was also important to ask 

participants what advise they would give Church leaders about what the Church needs to do in the world 

today.  That question was an open-ended question.  From Church leaders, it was important for me in this 

work to discover if other congregations realize the importance of marketing faith to Millennials.  What 

programs, if any, have Churches tried?  Have leaders been supported by their congregations?  The 

question about congregational support reveals how much work the congregation has done in an Inreach 

Program to prepare for Outreach that can result in change.  (See chapter 5 of this work.) 

 The survey questions and the format of the questions were reviewed and approved by the 

Institutional Review Board of Franklin and Marshall College, Lancaster, Pennsylvania.  Before this review, 

the surveys were reviewed by members of the Doctor of Ministry program at Lancaster Theological 

Seminary.  At that meeting, there was a determination to keep the questions simple and direct.  The 

questions were posted on “SurveyMonkey” and the answers were collected in that online program.  (Please 

see Appendix A for the surveys as they appeared on SurveyMonkey.)  Church leaders were invited to 
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participate by way of a Facebook posting and by a general email invitation to leaders within the Presbytery 

of Monmouth, a Presbytery of the Presbyterian Church USA in central New Jersey.  Millennial participants 

were invited through Facebook postings.  As we shall see, Millennials are very connected in social media 

and generously responded.  In fact, it was easier to get Millennials to participate in the survey than it was 

for me to get clergy colleagues, even after two email requests and some groveling for help at a Presbytery 

of Monmouth meeting in November 2018, at Toms River, New Jersey.  

The Millennial Survey Summary 
 

It was important for this project to effectively analyze the information gathered from the surveys, 

where possible.  Open ended question cannot be quantified, but trends can be detected.  For help in 

statistical analysis, I consulted with Bernhard Hoff, Adjunct Instructor of Mathematics at a New Jersey 

Community College; he teaches courses in statistics.   

There were 53 Millennial participants who completed the survey.  All the participants were invited 

to the survey through a Facebook posting or by a direct Facebook contact from another Millennial.  The first 

page of the survey was an Informed Consent Form on which a participant could post their name or remain 

anonymous.  There were 40 respondents who used a full name, 10 who declined the question, 2 who used 

only first names and 1 who used initials.  After the Informed Consent Form, participants were offered 

questions that they could answer or decline to answer which served to give some informational identity to 

them.  (Please see Appendix B for a table summary of the Participant’s survey.)     

Informational Survey Questions 

 The first question about birth year served to confirm that each respondent was a Millennial (1980 – 

2000).  This was a good thing!  There was a respondent who completed a form whose birth year clearly 

made that person a Baby Boomer (1951) and therefore was disqualified, though I appreciated his 
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 willingness to help.  That respondent found the survey link on Facebook.   

• In what year were you born?   

Chronological Order: 

In what Year were you born?  

     Year Total 

      1981 3 

      1983 3 

      1984 5 

      1985 7 

      1986 9 

      1987 9 

      1988 5 

      1989 4 

      1990 3 

      1991 1 

      1992 1 

      1993 1 

      1994  1 

      1995 1 

Total respondents 53 

The oldest respondents were born in 1981.  One of the birth years 1981 respondents was reluctant to 

identify herself as a Millennial, according to her survey.  There were three persons born in 1981, which is 

37 years of age.  The youngest respondent was born in 1995.  There was one person in this age group, 

which is 23 years old. 

The second question asked for gender identity.  For this work, information about gender is an 

observation but without a significant meaning.   

• Your gender identity?  

There were 40 persons who identified as Female. 

There were 13 persons who identified as Male. 
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Educational Level 

The third question asks for education level.  One of the assertions about Millennials is their 

commitment to education.  Millennials have been described as a well-educated group.  In fact, according to 

the Rainers “Millennials are on the path to becoming the most educated generation in America’s history.”181  

Of the 53 respondents, 46 have post High School Degrees. 

• What is your level of education?  

There were 8 respondents who completed High School diplomas, 2 of whom have college credits 
and one has an associate degree.  

There were 28 respondents who completed bachelor’s degrees, 3 of whom are working on 
master’s degrees. 

There were 14 respondents who completed master’s degrees, 1 of whom is working on a 
doctorate.   

There were 3 respondents who had doctorate degrees, 2 of whom graduated from a Law School 
(technically professional degrees).  The third respondent has a Ph.D.   

Married with Children? 

The question about marriage or committed relationships leads to the question about children.  If 

Millennials are not involved with a faith community and they have children, then Outreach to them should 

include programs for their children.  The marriage and children questions are marketing questions.  (There 

is more about marketing in Chapter 5.) 

• Are you married or in a committed relationship?  

There were 44 respondents who said they were either married or in a committed relationship. 

There were 9 respondents who said they were neither married nor in a committed relationship.   

                                                           
181 Thom S. Rainer and Jess W. Rainer, The Millennials: Connecting to America’s Largest Generation, (Nashville, TN, 
B&H Publishing Group, 2011), 20. 
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• Do you have children?  

There were 23 respondents who said they had children. 

There were 30 respondents who said they did not have children.  

Numeric Table 

In Relationship? With Children? Identify Female Identify Male Totals 

No No  4                5               9              

Total for No   4                5                9              

Yes No 15             7             22             

Yes Yes 21             1               22             

Total for Yes  36             8             44             

Grand Total  40         13         53        

Percentage Table 

In Relationship? With Children? Identify Female Identify Male Totals 

No No  8%  9%  17% 

Total for No   8%  9%  17% 

Yes No 28% 13%  42% 

Yes Yes 40%  2%  42% 

Total for Yes  68% 15%  83% 

Grand Total  75% 25% 100% 

 

Spiritual or Not? 

Another assertion about Millennials is that they tend to identify as “spiritual” not “religious”.  The 

following question was designed to test that assertion.  The following answers were suggested to the 

participants : non-religious, religious, spiritual, other.  The “other” option was followed by a line to allow an 

explanation.  There were 30 respondents who identified as either religious or spiritual (about 57%) with 2 

identifying as both.   

• How would you describe yourself?  The suggested answers for this question were: non-religious, 
religious, spiritual, or other, with a fill-in line, to say more about this option.   

There were 14 respondents who said they were “non-religious”. 
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There were 18 respondents who said they were “religious”. 

There were 12 respondents who said they were “spiritual”. 

There were 6 respondents who said they were “other”, 1 identifying as an atheist. 

There was 1 person who identified as between non-religious and spiritual. 

There were 2 persons who identified as between religious and spiritual.   

 

Participation in a Faith Community 

The following 5 questions ask about participation in a faith community at varying stages in the 

Millennials’ lives.  As reported, most of the respondents participated in some form of a faith community in 

their grade school years (almost 85%) and even in the junior high years (almost 72%).  During the senior 

high years, there is a continued decline in participation (down to about 64%).  In the post high school years, 

the decline continues to about 42%.  It is interesting to note that in the present time, there is a slight 

increase in participation up to about 47%.   

• Did you participate in a faith community during your grade school years?    

There were 45 respondents who participated in a faith community during their grade school years.  
2 of these respondents identified as Jewish. 

There were 8 respondents who did not participate in a faith community during their grade school 
years.   

• During your junior high years?  

There were 38 respondents who participated in a faith community during their junior high years.  2 
of these respondents identified as Jewish. 

There were 15 respondents who did not participate in a faith community during their junior high 
years.  

• During your senior high years?  

There were 34 respondents who participated in a faith community during their senior high years. 
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There were 19 respondents who did not participate in a faith community during their senior high 
years. 

• During your immediate post high school years?  

There were 22 respondents who participated in a faith community during their immediate post high 
school years. 

There were 31 respondents who did not participate in a faith community during their immediate 
post high school years. 

• At this present time?  

There were 25 respondents who are currently participating in a faith community. 

There were 28 respondents who are not participating in a faith community.  

 

Survey Questions about Values and Belief 

 The following 2 questions ask for an opinion about Christianity and the Church.  In each case, a 

range of answers was suggested.  The two questions about Christianity and the Church were asked to test 

a theory that a respondent could in fact have differing opinions about Christianity and the Church.  Even 

among some who had a very favorable opinion of Christianity, there was a lesser opinion about the Church.   

Q6.  Based on your experience, what opinion(s) do you have of Christianity?  The suggested answers for 
this question were: very unfavorable, unfavorable, no opinion, favorable and very favorable. 
 
 There was 1 respondent who answered “very unfavorable”. 
  
 There were 12 respondents who answered “unfavorable”. 
 
 There were 10 respondents who answered “no opinion”. 
 
 There were 17 respondents who answered “favorable”. 
 
 There were 13 respondents who answered “very favorable”.  
 
The favorable and very favorable response about Christianity included almost 57% of the respondents  

compared to the very unfavorable and unfavorable response which was about 25%. 
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Q7.  Based on your experience, what opinion(s) do you have of the Church?  The suggested answers for  
this question were: very unfavorable, unfavorable, no opinion, favorable and very favorable. 
 
  There were 3 respondents who answered “very unfavorable”. 
  
 There were 14 respondents who answered “unfavorable”. 
 
 There were 7 respondents who answered “no opinion”. 
 
 There were 22 respondents who answered “favorable”. 
 
 There were 7 respondents who answered “very favorable”.  
 
The favorable and very favorable responses about the Church included about 55% of the respondents 

compared to the very unfavorable and unfavorable response which was about 32%.  In the following table, 

the top line represents the opinion about Christianity while the side column represents the opinion about the 

Church. 

Opinion about Christianity 

Opinion about 

the Church     

Very 

Unfavorable 

Unfavorable No Opinion Favorable Very  

Favorable 

Very 

Unfavorable 

     2      2    

Unfavorable       7      3      3  

No Opinion       1      4      2      1 

Favorable       2      3     12      6 

Very  

Favorable 

         5 
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As this table indicates, the number of respondents who favored both Christianity and the Church was 

12 or 22% while the number of respondents who regarded the same very favorably was 5 or less than 1%.  

 Those who had at least a favorable opinion of both along with those who had at least a very favorable 

opinion of one and favorable of the other totaled 23 respondents or about 43%.  Conversely, the number of 

respondents who have a very unfavorable or unfavorable opinion of Christianity and the Church totaled 11 

or about 21%.  Those who have a very unfavorable opinion about Christianity and the Church total 2 or less 

than ½ percent. 

Belief in God 

 The following question asked about belief in God.  There were 34 respondents who said they 

believe in God, with one saying she was polytheistic.  This amounts to about 64%.  Those who answered  

“unsure’ or “questioning” totaled 14 or about 26%. 

 
Q8.  Do you believe in God?  The suggested answers for this question were: Yes, No, Unsure and 
Questioning.  
 
 There were 34 respondents who answered “yes”. 
 
 There were 5 respondents who answered “no”. 
 
 There were 9 respondents who answered “unsure”. 
 
 There were 5 respondents who answered “questioning”. 
 
This table which follows, compares responses to the belief in God question with the question of religious or 

spiritual identify.   

Belief in God 

Description : yes Unsure questioning no TOTALS 

  Religious 19  1  20 

  Spiritual  9 2 1 2 14 

  Non-religious  3 5 3 3 14 

  Other  3 1 1   5 

TOTALS 34 8 6 5 53 
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Belief in God 

Description : yes Unsure questioning no TOTALS 

  Religious 36%  2%  38% 

  Spiritual 17% 4% 2% 4% 26% 

  Non-religious  6% 9% 6% 6% 26% 

  Other  6% 2% 2%   9% 

TOTALS 64% 15% 11% 9% 100% 

 
53% of the respondents said they believe in God and identify as either religious or spiritual.  These are 

persons who could be marketed and perhaps attracted to the practice of Christian faith.  Add to that 8% 

who are either unsure or questioning for a total of 61%.  Why are we not fishing?   

 
 

Open-ended Questions 

In the case of questions numbered Q9 and Q10, these questions were designed to be broad and 

open-ended to allow the respondents to answer freely as they chose.  The offered answers to the following 

2 questions are simply listed as presented on the surveys.  A decision was made to list them as raw data 

rather than at this point summarizing them.  The grammar is as it was presented on the survey.  Each 

respondent was assigned a random number so that the same numbered response for each question can 

be matched to a single person.  In other words, respondent numbered 20 provided both answers numbered 

20 for the following 2 questions.   

Q9.  What advice would you give to a Church leader about what the Church needs to do in today’s world?  

1. Be open with the idea that the world is changing and that everyone needs the acceptance that   
is typically spoken about but seems to be rarely followed. 
 

2. I think that the church needs to connect with the youth on social media and other ways of 
communication with them.  Leave the past in the past, kids today do not respond to old ways of 
thinking and they want a new perspective. 
  

3. Relate teachings to current happenings. Make them relevant. It’s one thing to hear them, but to 
understand how they relate to everyday life and given examples makes them more impactful 
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4. Help people directly, unconcerned about their faith. Acts of love are the only effective 
evangelism. 
 

5. Understand your population. Invite those whom are not at the planning table to join into the 
community. Teaching of inclusion is key for future success. The current view of the church is 
that it is closed, judgmental and hierarchical- all of which are against the teaching of Jesus. 
 

6. Be flexible. Try new things during service. Provide adult education that can connect to all 
 generations. Larger focus on the youth as they will one day become the Church. 
 

7. Accept that the world is changing, and religion needs to roll with those trends, too. 
 

8. Be a true Christian and love everyone. 
 

9. Just relate to younger generation. 
 

10. It needs to be something that people can relate to (young and old). 
 

11. Love first. 
 

12. Less judgement. 
 

13. Connect more with the younger generation to show the importance of practicing their faith 
especially with other people in a church rather than finding God for example in nature. 
 

14. Worry less about organized religion and more about being true to the Word. 
 

15. Be tolerant and accepting of all people especially LGBT, allow women the right to choose. 
 

16. Not sure. 
 

17. Speak to the world about keeping their emotions together; every time you point fingers, there 
are fingers pointing back at you, take responsibility when you mess up.  Always own your part. 
 

18. Be the change people need and need to see. It is not enough to simply practice what you 
preach, you must be willing to accept the world for what it is and embrace the light and 
goodness and value in others, regardless of sex/gender, race, beliefs, or status. 
 

19. (Respondent declined this question.)  
 

20. I think the Church needs to take a very frank look at how society has changed and learn how to 
adapt to those changes and truly appeal to potential followers. It seems like (since my school 
years) many churches have tried hip youth pastors and praise bands to attract younger 
members but haven’t been able to translate that into retained members. 
 

21. Accept everyone as equal humans, regardless of sexual orientation, race, etc. 
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22. The pastor needs to be able to connect with the younger generations. 
 

23. Teach forgiveness and respect. 
 

24. Accept people from all walks of life. 
 

25. I think in this day in age, it is a cultural shift where people don't value religion. I think a way of 
connecting is gearing programs for younger families. Trying to go out into the community to 
volunteer at events where younger people are at. Just making your presence known. 
 

26. I enjoy having potlucks where families can get together prior to special services such as 
around the holidays. 
 

27. Engage with people, especially those in need, in a more direct fashion. 
 

28. Unsure. 
 

29. Modernize certain aspects of the church. 
 

30. The best priest I’ve ever listened to was bringing the sermon and interpreting it in today’s 
context. 
 

31. Get rid of the politics. It ruins everything. 
 

32. Stop making it a business. 
 

33. Accept families that are non-traditional - for example, having children before marriage. 
 

34. Stop condemning non-believers, practice more of what you preach. 
 

35. Be the church in the world. Don’t just talk about justice, mercy, love — BE and DO justice, 
mercy, love. 
 

36. I think current social justice issues, cultural acceptance and economic issues should have 
more importance than they are currently being given in many mainstream sects. 
 

37. Unsure. 
 

38. The church should recognize it's role in the systemic oppression of minority communities, 
acknowledge the wrongs committed against these minorities and actively work to dismantle the 
systems within the church that alienate minority groups (LGBTQ, women etc.). 
 

39. Meet people where they are. Not to preach judgment or a political agenda. Spread love and 
inclusion. 
 

40. Listen. 
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41. Be flexible. My current church is awesome, I love that they have three different services- 
Gospel, Traditional, Contemporary. Our church is large enough to do this, but it makes people 
feel welcome and worship the way they want. Also having the social component of church not 
just Sunday school and worship but having Wednesday night dinners, Bible studies, things like 
Dave Ramsey Classes just get a feel for what the church members would like. 
 

42. Preach. The. Gospel. Don’t water it down, don’t sugar coat it. Call people out in their sins and 
tell us sinners to repent. 
 

43. Stop being so judgmental. 
 

44. Embrace science. 
 

45. I think that for religion to work the way that it should, literal interpretations of the bible need to 
stop. It leads to shaming, unnecessary restrictions on how one lives one's life, and ultimately to 
even more serious issues, e.g., rampant molestation by Catholic priests as a result of their 
inability to satisfy their basic, instinctual sexual desires. 
 

46. Forego dogma for relationship and profess pragmatic faith. 
 

47. Be more free and open to everyone no matter, based on sexual orientation or being of neutral 
gender. 
 

48. Focus less on globalization and Postmodern thinking and go back to a more localized 
viewpoint. Get out of politics completely. Stop being politically correct and instead just be 
welcoming. Don't try too hard to attract young people; instead offer a quality product that 
people will want to bring into their lives and the lives of their family members. 
 

49. Encourage youth participation. 
 

50. Pay taxes, hold people accountable for their actions. 
 

51. Appeal to younger crowds. 
 

52. They need to be more inclusive and nonjudgmental. 
 

53. Stay out of partisan politics entirely and embrace the politics of Jesus. 

 
Q10.  What could a Church do for you to make a difference in your life today?  

1.  I don’t believe there is anything that a Church could do to make a difference in my life today. 

2.  I am satisfied with what the church offers me. 
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3.  Remind me that it’s ok to fail and falter. And to question why things happen. But remind me that    
there is someone that is protecting me and loving me no matter what. 

4.  Actual practical real-life assistance. Like child care or a voting drive. 

5.  Have open arms. I left my church due to the vast difference in social stature within the church 

due to economic ability and status. Also, I do not feel that the LGBT community was supported   
within my church community, even though nationally the individual was welcomed. 

6.  Provide more opportunities to participate in adult education. As a younger adult, I am obviously 
not retired, and my kids are at home. 

7.  Honestly, probably not much aside from not steering government/politics. Maybe start paying 
taxes? 

8.  Unsure. 

9.  Hold worship service once during the week late. 

10. Just be there and provide spiritual support. I don’t attend church regularly. 

11. Be accepting of my 2 very little children. 

12. Nothing. 

13. I am rooted in my Catholic faith it couldn’t do anything different but my faith guides me through 
every day. 

14. Not me personally, but in the lives of many be less judgmental. 

15. Nothing. 

16. Be accepting of social norms. 

17. Going to church makes a difference in my life. I always learn something from attending mass at 
my church. 

18. The church has little to no effect on my life; however, embracing the ideas and acts of the 
current pope would be a good start. He is a light in this dimly lit world. 

19. (Respondent declined this question.)  

20. The Church I have liked best and attended most in my life was a very small congregation, but 
every single person knew the other and took the time to truly BE a congregation rather than people 
you prayed next to once a week. I think the faith overall has lost that first and pure intention to 
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make way for mega churches, funding, and exposure. It now seems like every church wants to be 
the “it” Church to attend, which is very off-putting for someone like me who values the connection 
with other members. 

21. Show me that there's not just one way to believe. 

22. I don't know. 

23. Church and spiritual beliefs in my life give me hope. Hope for a better future and hope for my 
children's future. 

24. Not much. 

25. They already do show me love and support. I'm blessed with my church. 

26. Offer flexible nursery options regularly due to having a small child. 

27. Unsure. 

28. Nothing, I’m happy. 

29. Nothing. 

30. Stop judging people that choose to pray and observe independently instead of a church.    
Perhaps adjusting the expectation and sermons to reflect how to practice the word of God instead 
of just knowing it. 

31. Create a broader variety of groups to be involved in including service project groups. 

32. I wish it were less about money and more about faith. 

33. I don't know. 

34. Nothing. 

35. Include childcare during weekday programming so that I can actually participate in the 
community in ways other than Sunday morning worship. 

36. Provide more opportunity for family socialization; put truth to power. 

37. More tolerance less judgement. 

38. (Respondent declined this question.)  

39. Be more like my current synagogue. Focus on community and the actual message of Christ's 
love. 
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40. Always be there. 

41. I actually went to my church for a group fitness (Faith and Fitness) class for the first time today. 
I need to work out more but have little time when I get home from work so it's nice my church is 
close and just started offering this. 

42. My church offered free biblical counseling. That was an amazing help. 

43. No answer. 
 

44. Pay taxes. 

45. Embrace all walks of life, regardless of whether or not your god supposedly said that their way 
of life is a sin. 

46. Give me money? 

47. Be there for the people who need it most. 

48. I don't know. 

49. Respondent declined this question.  

50. Nothing. 

51. Nothing much. 

52. Be more accepting of others. 

53. Always be a place with open doors. 

 

An Analysis of Q9 and Q10 

There are some notable themes trending in the answers to the 2 questions above.  In both 

questions, respondents indicated that the Church needs to be inclusive and welcoming of all people.  

Clearly, Respondents believe that the Church is judgmental and condemning of LGBTQ persons and 

nontraditional families, heterosexual couples who have children out of marriage, people of differing race 

and even women.  The Church is not seen as a welcoming place, or community.  As David Kinnaman said 

in his book titled Un Christian: What the New Generation Really Thinks About Christianity, “Christianity has 
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an image problem.”182  The image people seem to have today is the Church is judgment and non-inclusion, 

which was cited at least 27 times in answers to both questions Q9 and Q10.  One respondent (21) said the 

Church needs to “accept everyone as equal human beings, regardless of sexual orientation, race, etc.”  

Another (1) said, “Be open with the idea that the world is changing and that everyone needs the 

acceptance that is typically spoken about but seems to be rarely followed.”  Respondent 18 said, “Be the 

change people need and need to see.  It is not enough to simply practice what you preach, you must be 

willing to accept the world for what it is and embrace the light and goodness and value in others, regardless 

of sex/gender, race, beliefs, or status.”  There surely is a sermon in that statement!  

The Church is not connecting with young people for if it was connecting, it would have a better 

retention statistic.  In Q9, the theme of connecting with youth was cited at least 7 times.  Preaching and 

teaching needs to be relevant; love needs to be evident.  The Church needs to teach forgiveness and show 

respect.  While these items are core values in the teaching of Jesus; there is a definite perception that 

these are not values the Church practices today.  Back to that image problem!  In Q10, Respondents 

indicated that the Church could make a difference in their lives by being a spiritual support, by teaching 

spirituality.   

A Final Millennial Survey Question 

The final question had two purposes.  One intent for the question was to get information from 

respondents about their willingness to participate in a focus group that could provide additional information 

but primarily to reflect on the results of the survey.  The second purpose for this question was to subtlety 

discover if there is any interest from the respondents in continuing this conversation. 

 

                                                           
182 David Kinnaman and Gabe Lyons, Un Christian: What the New Generation Really Thinks About Christianity, 
(Grand rapids, MI, Baker Books, 2007) 9.  
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 Q11.  Would you be willing to be part of a focus group, meeting for about 1 hour on an agreed upon date? 
Yes / no If so, what is your contact info? Please note, if you give contact information, you obviously give up 
anonymity.  
 There were 13 respondents who answered “yes”. 
 
 There were 34 respondents who answered “no”. 
 
 There were 6 respondents who declined this question. 
 
 

Some Parting Thoughts About the Millennial Survey  

Admittedly, 53 respondents are a rather small group of Millennials who responded to the invitation 

to complete a survey.  However, upon review of the survey data from the Millennials’ surveys, Mr. Bernhard 

Hoff was able to calculate the probability of the mean for how the surveys reflect the views of the actual 

population of Millennials for the affirmative belief in God question in total.  There were too few data to 

calculate the margin of error for other responses to that question.  He calculates a 95% confidence margin 

of error.  He explains this represents the band around the sample mean for average wherein there is a 95% 

probability of finding the survey results reflect the actual average for all Millennials.  Even more, the 

resulting answers and findings seem to be consistent with the findings of other works, especially that of the 

Rainers, Corey Padveen, David Stark, Ed Stetzer, and James Emery White, to name just a few who are 

referenced in this work. 

It also seems evident from this sampling that the Church, and even Christendom, has that image 

problem, as David Kinnaman notes.  About the Church, White says, “We’ve acted in ways, talked in ways, 

lived in ways that have stolen from God’s reputation.”183  Many Millennials perceive the Church as: “anti-

homosexual (91%), judgmental (87%), hypocritical (85%), old-fashion (78%), too involved in politics (75%), 

out of touch with reality (72%), insensitive to others (70%), boring (68%), not accepting of other faiths 

                                                           
183  James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 83.  
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(64%), and confusing (61%).”184  White concludes that the culture might be saying “God, yes; Church, 

no.”185  If Millennials have this opinion, what do other non-churched people believe about the Church?  The 

Church apparently is not successfully communicating the love of God for all persons.  Yet, one of the 

criticisms of Jesus’ ministry was that he welcomed the hated tax collectors and other “sinners” of his day.  

Jesus embraced people in his culture who were rejected by the religious establishment.  Should not the 

Church, acting in the world today on Jesus’ behalf, embrace everyone as well?  To me, this is not a political 

issue or a matter of social justice; it is a profound theological issue.  In the Great Commission, Jesus did 

not instruct his disciples to baptize everyone, except, of course, certain categories or kinds of people.  But 

in our intentional or unintentional exclusion of people from the faith today, we do appear judgmental and 

condemning.  Is this perceived image Millennials have of the Church the image we want to project?  

Certainly, in this Postmodern Era, it is an image that, if reinforced, will likely never attract Millennials, and 

for that matter many other groups of people as well.                          

Church Leader's Survey Summary 
 

There were 16 participants who completed the Leaders’ survey.  The participants were invited to 

the survey through a Facebook posting, through two email invitations from the Presbytery of Monmouth’s 

office administrator and by a personal request at a Presbytery meeting in November 2018.  One person 

found the survey through Facebook.  As with the Millennial survey, the first page of the Leaders’ survey 

was an Informed Consent Form on which a participant could post their name or remain anonymous.  There 

were 16 respondents who used a full name.  After the Informed Consent Form, participants were offered 

questions that they could answer or decline to answer which served to give some informational identity to 

                                                           
184 James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 83. 
185 James Emery White, Meet Generation Z: Understanding and Reaching the New Post Christian World, (Baker 
Books, Grand Rapids, MI, 2017), 84. 
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them.     

• What is your title or position in your congregation?  

There were three Presbyterian Elders, one Commissioned Lay Pastor (not ordained), one Parish 

Associate, two Interim Pastors, one Associate Pastor, seven Pastors, and one Senior Pastor, head 
of staff in a multi-staffed Church. 

 The Associate Pastor of a multi-staffed Church had just been installed to that position one month 

ago with specific responsibilities for Outreach ministry.  The tenure range runs between one month and 

eighteen years.   

• How long have you held this position?  

tenure 1 mon 4 mon 2 year 3 year 4 year 8 year 9 year 10 yrs 12 yrs 13 yrs 18 yrs 

persons 1 1 3 1 1 1 1 1 2 1 2 

One respondent declined to answer this question.  As previously noted, there were 16 respondents. 

• Are you ordained?  

Twelve of the respondents were ordained as clergy.  There were 3 ordained as Elders.  One was 
commissioned as a Lay Pastor.   

One of the Pastors, in fact the Senior Pastor of the multi-staffed Church, is a Millennial.  Eleven of  

the respondents are Boomers (1946 to 1964) and three are Generation Xers (1964 to 1980). The last 

respondent was born in 1937, a member of the Silent Generation (11925 – 1945).    

• In what year were you born?   

Chronological order: 

In what year were you born?  

Year Total 

1937 1 

1947 1 

1948 1 
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1949 1 

1950 1 

1951 1 

1954 1 

1955 1 

1956 1 

1957 1 

1961 2 

1970 1 

1971 1 

1972 1 

1980 1 

Total Respondents 16 

 

Questions about Outreach 

Because intentional outreach to any group, even those who may have grown up in the Church, 

including Millennials, requires some preparation for the congregation, it was important to ask a question 

about congregational preparation.  (See Chapter 5, Inreach for Change.)  Indeed, what are Church Leaders 

doing to prepare their congregants to fulfill the requirements of the Great Commission in Matthew 28:19 - 

20?  Are Leaders teaching their congregants intentional outreach?  Of course, teaching and preaching are 

logical and easy starting points to prepare a congregation to do outreach.  Teaching and preaching can be 

used to prepare the congregation for the potential and consequential changes successful outreach may 

bring, as new people enter the membership and perhaps change the culture of the Church.  Good use of 

social media and advertising are also important starting points, no matter what else the Church does.  As 

with previous questions, each respondent was assigned a number so that the same numbered response for 

each of the following questions can be matched to a single person.  In other words, respondent numbered 

10 provided answers numbered 10 for the following 6 questions.  The following responses are presented as 

they appeared in the surveys and as raw data.   
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Q6.  What did you do, if anything, to prepare your congregation to do outreach?  (How did you gain 
their support?) 

1. Preach--Teach--offer opportunities agreed to by Session. 
2. We are a small congregation. Young leaders handle the outreach programs 
3. It was always an uphill battle. My most successful work was getting the congregation involved with 

“The Church Has Left the Building”, which got many members and friends involved in mission and 
outreach who had never participated beyond financial support before.  Evangelism was even 
harder.  Through Session approval we put into place more social media outreach - web page, 
Facebook pages, e-mail newsletter, etc.  Early in my career, I had visitation training to reach out to 
visitors in their homes that led to bringing in 19 new members.  I’m not sure people are as open to 
having people come to their house today. 

4. Discipleship, create buy-in, keychain leadership 
5. Promoted foreign mission as well as local missions 
6. Preaching 
7. There have been several outreach projects.  We have organized for both most recent hurricanes 

by making gifts of the heart and offerings.  We also have been part of a soup kitchen in Lakewood, 
NJ. We also unpack food at the food pantry once a month.  We also have participated in walks for 
Crop and VIP.  We are currently making boxes for operation Christmas child.  When the 
congregation hears of the need the respond in the way they are able.  I believe it helps that the lay 
leader involved makes the announcements and keeps the congregation informed. 

8. We are using more outdoor signage; using more social media; and creating more events that invite 
friends and neighbors to attend. 

9. Ask for volunteers. 
10. Organized activities to meet various populations. 
11. Promoted shut-in visitation as a deacon. 
12. Formed a Mission Committee and formed Membership and community bridge building. 

Encouraged development of social media pages and website 
13. 1) years of gentle guidance, especially Isaiah 61:1-3, Luke:16-19, Matthew 25:35-36;  2) years of 

building trust;  3) quietly help them to think it was their idea :0)  4) play to their strengths (feeding 
people);  5) take leaders on field trips to see what other churches are doing;  6) let them determine 
what our outreach ministry looks like. 

14. Teaching and preaching on the person and work of Christ, the nature of sin and the need humanity 
has for salvation.  The congregation already had a heart for outreach when I arrived. 

15. Outreach = service.  When people are engaged with service there is a possibility for 
transformation.  We try to invite and involve as many people as possible to service opportunities. 

16. Rented a storefront, calling it “The Open Door” to meet inner city people, sponsoring a basketball 
team, s band, sewing classes. 

Q7.  Have you done anything to specifically focus your outreach to Millennials?  (born between 1980-
2000)   Yes or No: if yes, what did you try?  

1. No. 
2. Yes. 
3. We have a Youth Group and use social media and tried networking to expand the group.  This has 

resulted in many more of our Youth Group coming from the community (friends of friends) than 
from our church. 
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4. Contemporary Worship; service opportunities. 
5. Contemporary service. 
6. No. 
7. No. 
8. Social media. 
9. Yes, we offered financial help to 2 members of another congregation to help start a joint youth 

ministry. 
10. Raised funds to purchase video equipment for sanctuary. 
11. No. 
12. Not really.  Facebook draws younger responses. 
13. involve them in leadership - Young Adult Advisory Delegate to session; constant text invitations to 

church events; ask for help with church events i.e. Christmas pageant. 
14. Yes, we have utilized more social media platforms to share the work of God in people's lives.  We 

hired a part-time intern to try to start a ministry to our college students that returned for the 
summer. 

15. Yes. We understand millennials get more involved when they serve together. 
16. Ran a 6 week summer day camp for 40 children, daily adventures into NYC and Long Island for 

Sunday School Outreach, employed church teenagers as counselors. 

Q8.  What have been the results of your efforts or programs to Millennials?  

1. Mixed. 
2. A consistent participation of Millennials in the life of the church. 
3. A vital youth program and continued participation beyond high school and college among them. 
4. Modest success. 
5. Some success. 
6. Not applicable. 
7. Not applicable. 
8. Slim to none, however our webpage and Facebook page is getting a lot more hits and interest. 

Hoping to see more visitors as time goes on. 
9. The program is still being developed. 
10. None, at this time. 
11. Respondent skipped this question.  
12. Not applicable. 
13. not successful; takes more time than I have; my church was close to death when I arrived - have 

not yet been able to find a leader to reach out to millennials. :0[ 
14. We continue to struggle making deep connections with Millennials. 
15. Mixed.  There are many time demands on this age group. 
16. Provided daily activities which both parents and children wanted, needed and enjoyed. 

Q9.  What have been the challenges or obstacles you have faced in your outreach?  

1. located in a highly Jewish/Hispanic area. 
2. Commitment is a big issue.  Infrequent participation. 
3. Moving Millennials from participants to members. 
4. Lack of Millennials in my community; lack of commitment to ministry opportunities. 
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5. Age of existing congregation. 
6. I don't know many people in my community. 
7. Actually, meeting in the school has been huge.  The members must keep donations of goods at 

their home. 
8. Our church and grounds are very historic, therefore reminding local residents that we are an active 

church, and not just a historic building. 
9. Participation, that age group has fallen off in attendance. 
10. Aging congregation, few millennials. 
11. Time is a problem. 
12.  Lack of volunteers who understand a new generation. 
13. Buildings and Grounds guardian of the building was not comfortable opening our building to 

outsiders - again, gentle guidance over some years and building trust; after 9 years of trust-building 
the doors are open and the Spirit is permitted to flow. 

14. Inconsistent leadership.  We haven't equipped our people to recognize that outreach to Millennials 
is a mission field, not a problem that will be fixed with a program or marketing.  Additionally, our 
own college students have not claimed the ministry and extended invitations beyond themselves. 

15. see above. 
16. Non-creative and uninterested Church members. 

Q10.  Have the members of your congregation supported your outreach programs?  

1. Mixed 
2. Yes 
3. Yes. 
4. Yes 
5. yes 
6. Yes 
7. Yes 
8. Very supportive, although many of my senior citizens are technology challenged 
9. Yes 
10. Yes 
11. Not applicable. 
12. They have supported new mission projects. 
13. Again, it took years of trust-building and spiritual guidance.  Now 98% are excited and active in our 

table ministry (free community dinner last Sunday of the month).  Some cook, some clean, some 
set-up, some decorate, some donate, all sit at table with our guests.  Beautiful Kingdom of God 
moments!  

14. One of problems is that our efforts have been isolated, and we have not mobilized people to really 
engage.  So, I can't say that they are supportive or not.  I do wonder if our congregation wants 
Millennials around but wants them to act like our traditional selves. 

15. Yes. 
16. Usually just enough to approve doing outreach projects, but reaching 28 (African American youth) 

to become Sunday School members did not excite some in a White city Church. 
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The Outreach Some are Doing 
 

It is not unusual for Leaders to identify typical ministry and service projects as outreach.  For 

Leaders and for congregations, outreach can mean different things.  Some may believe their worship 

service is outreach, even when there are no new people present.  In fact, there probably should be an 

outreach component in everything the Church does.  However, outreach should have the purpose of 

attracting a person to the product that the Church is offering, namely Jesus Christ and a personal 

relationship with Jesus.  Each thing the Church does needs to be measured by how that thing helps the 

Church fulfill the Great Commission.  So, providing a meeting space for an outside group, loaning out or 

renting the social hall to someone in the community for a birthday party, operating a community food bank, 

may or may not have a real outreach component, especially when there is nothing intentional about 

presenting the “product.”  Much ministry is done assuming everyone knows the Church is doing that 

ministry in the name of Jesus and as a core value.  However, we live in a world where we must 

communicate directly what we want people to know; we can assume nothing.    

Q11.  Please describe some of the things you (or your congregation) have done in your community as 
outreach in the past year.  (Outreach may be called evangelism in your congregation.)  

1. conducted an open "community Day Fair" on grounds...Thanksgiving & Xmas baskets thru 
Rotary...had a booth @ Monmouth U's "move-in Day"U. 

2. Feeding the homeless.  Panera donations sent to a local drug rehab. 
3. Involvement in mission and support of Youth Group. 
4. Community service opportunities, MOPS (Mothers of Preschoolers). 
5. Yearly event "The Church Has Left the Building." 
6. We are participating in the CROP Walk.  It's the first time in several years that we've done this. 
7. In the last year, we brought in with the help of a grant an evangelism consultant to help us in 

getting the word out about out new church.  Mailings, banners, visits and signs are being used.  
The above activities are going on as well this year. 

8. New webpage, rally day, neighborhood picnic, yard sales and children's fairs, many tours of the 
historic building and grounds, harvest home dinner and festivals.  Opening the building for outside 
groups like boy scouts, girl scouts, AA, and the like, and the big attraction is our Christmas drive 
through called "A Journey to Bethlehem." 
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9. Community garden.  Opened our building to AA meetings.  Rented part of our education wing to 
Christ Church Ministries so they have a place of worship.  Concerts.  Opened our Church to St 
James Fellowship. 

10. Multiple fun(d) raisers to purchase equipment to engage Millennials. 
11. Spring Fair, dinners, food distribution. 
12. Participate in local Memorial Day Parade.  Participate in Sayreville Day.  Carry out collections for 2 

local mission agencies.  Worked with local police to develop a safety program.  Held a teen drug 
and alcohol workshop for parents and grandparents. 

13. E-Café (free community dinner last Sunday of the month), joint fall festival for families/children 
w/neighbor African American church. 

14. Most of our outreach is service oriented... tutoring programs, tangible need response (food, utilities, 
etc.), nursing home services, served coffee and donuts at a major bus terminal, serving at 
Salvation Army. 

15. Hunger Action Team (HAT) provides produce to our local food bank.  Support clothing drives for a 
local clothing ministry.  Led 12 people on a mission to Uganda. 

16. Develop list of new move-ins, send out solicitation cards to them, bring Church coffee mugs to their 
homes.  Advertising and monthly community concerts to attract visitors. 
 

A Final Leaders’ Survey Question 

As with the Millennial survey, the final question for leaders had two purposes.  One intent for the 

question was to get information from respondents about their willingness to participate in a focus group that 

could provide additional information but primarily to reflect on the results of this survey.  The second 

purpose for this question was to subtlety discover if there is any interest from the respondents in continuing 

this conversation about marketing to Millennials.   

Q12.  Would you be willing to be part of a focus group, meeting for about 1 hour on an agreed upon date? 
Yes/No If so, what is your contact information? Please note, if you give contact information, you obviously 
give up anonymity.  
 

There were ten respondents who confirmed that they would participate in a focus group discussion 
to continue this conversation.  There were six who declined.  Of the ten who confirmed their 
willingness to continue this conversation only six gave contact information.  Two of those who gave 
contact information live at least 300 miles or more from my location.  This continuing conversation 
could be done by Skype or conference call.   
 

 

Some Parting Thoughts About the Leaders’ Survey 

Marketing faith to Millennials in a Postmodern Era must be a priority for all of Christendom because  
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Christianity is always only just one generation from extinction.  However, for congregations to market the 

faith, congregations must know their product and how to market that product to others.  Like any business, 

the Church should advertise its programs within the membership and to the people in the community.  For 

outreach to work, the congregation should invite and welcome outside people.  The Church needs to 

communicate, using every means possible, that the Church is active, vibrant and relevant.  People inside 

and outside the Church should know, on the basis of advertising, what the Church stands for, not just what 

the Church is against.  People inside and outside the membership should know the Church’s value 

proposition (Chapter 4).  Through its marketing message, the Church must overcome the perceived image 

that Millennials seem to have, that the Church is judgmental and unwelcoming.  And all of this starts with 

Church Leaders.  Leaders must lead. 

The Great and Terrible 

 In the Wizard of Oz, when the screen tipped over, “a little old man, with a bald head and a wrinkled 

face” was revealed.186  It was a time of truth for Dorothy, Toto, the Scarecrow, the Tinman, the Lion and Oz.   

Christendom needs to face a time of truth.  And, we need to acknowledge the truth.  Not all the world views 

Christianity favorably.  Not all the world views the Church favorably, even though the Church believes we 

stand for good and love and we represent Jesus.  Maybe there is a screen somewhere that the Church has 

erected that hides the truth from outsiders.  We believe the Church is better than they believe.  Or, does the 

screen hide the truth from the Church?  Maybe the Church is not as good as we believe.  Is the Church like 

Oz, great and terrible?  Undoubtedly some would say “great” while others would say “terrible” as we have 

just seen from the surveys.  Finally, does the Church, does Christendom, already have within us the 

promise we most desire and need: a brain, a heart and courage?  Can we click our heels and get back 

home to our Great Commission?     

                                                           
186 L. Frank Baum, The Annotated Wizard of Oz, (W.W Norton and Company, New York, NY, 2000), 259. 
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Chapter 4 

Knowing the Product 

 

 It has been said that movie director Christopher Nolan’s best movie is the 2006 mystery thriller film 

called “The Prestige”.  It is a story about two stage magicians performing in London, England in the 1890’s.  

At the beginning of the story, they are friends, but they become bitter rivals.  Sadly, their rivalry ends badly 

for them both, and for even some of those around them.  However, in the beginning, when they are working 

together, they have a stage engineer/manager, named John Cutter.  At one point, Cutter describes the 

parts of a magic trick.  He says: 

Every great magic trick consists of three parts or acts.  The first part is called "The Pledge".  The 
magician shows you something ordinary: a deck of cards, a bird or a man.  He shows you this 
object.  Perhaps he asks you to inspect it to see if it is indeed real, unaltered, normal.  But of 
course, ... it probably isn't.  The second act is called "The Turn".  The magician takes the ordinary 
something and makes it do something extraordinary.  Now you're looking for the secret... but you 
won't find it, because of course you're not really looking.  You don't really want to know.  You want 
to be fooled.  But you wouldn't clap yet.  Because making something disappear isn't enough; you 
have to bring it back.  That's why every magic trick has a third act, the hardest part, the part we call 
"The Prestige".187   

Could we apply these three acts to a marketing message?  What does Christendom pledge?  Where is the 

turn and what is our prestige?  In fact, what is our “product”? 

The Product 

 First, let us acknowledge what the product of Christendom is not.  The product is not the Church.  

In fact, the product never was the Church although some Church growth strategies imply it is.  The product 

is not any institution of organized religion.  Even more, the product is not a particular polity or liturgy; it is 

not a building, no matter how architecturally stunning and beautiful, nor is the product membership with a 

                                                           
187 The Prestige, directed by Christopher Nolan , (2006, Burbank, CA, Touchstone Pictures, 2006), DVD: the movie is 
loosely based on the book by Christopher Priest, The Prestige, (New York, NY, Tom Doherty Associates, 1995), 64.  
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particular group of people, no matter how loving and wonderful they might be.  The product does not center 

around a personality, even if that person is incredibly charismatic, talented and learned.  The product is not 

a super active congregation that will energize almost anyone with interesting and varied activities.  The 

product is not a theological faith statement or set of prescribed beliefs, nor is it a list of do’s and don’ts with 

which we must conform.  The fact is, there have been and continue to be attempts to market each of these 

named things, and while some people are attracted to some or many of these things, not one of them is 

actually the product of Christendom.  To be sure, not one of these things is the product I propose to market.  

So, what is the product?  What is the value proposition?      

 A few years ago, a young British magician named Will Houstoun toured the U.S. with a lecture he 

titled “Out with the New and In with the Old.”  I attended his lecture; it was surprisingly very good.  I say 

“surprisingly” because Will did not appear as I expected.  I anticipated an older, distinguished man, with lots 

of experience.  Will is a young man, with lots of passion.  The premise of his lecture was modern magic is 

heavily dependent upon props.  And, in fact, much of modern magic is “prop driven.”  In a successful stage 

show today, audiences expect to see big, brightly colored extravagant props that vanish or produce people.  

However, the growing problem is as audiences see these props performed several times, they easily 

anticipate what is going to happen next.  The element of surprise is almost gone in the Turn.  Houstoun 

proposes magicians return to old ways of performing magic, which relied on sleight of hand, sleeving and, 

even more importantly, the magician developing a relationship with the audience.  Houstoun’s proposals 

come from his research of old magic manuscripts and notes from 18th and 19th century magicians.  He 

published his findings in two books, The Notebook and Hellis in Wonderland, in which he described old 

ways of performing illusions.  But since those old ways of performing magic have not been performed for a 

very long time, they appear to be new, unexpected ways to an audience.  Just so, there are old ways of 

doing Christianity, like ‘religio’ that would appear new today.  Maybe as Diana Butler Bass suggests, we 
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need to return from religion to religio, from the relatively new to the old.  

In this work I do not intend to suggest a newer and better and shinier Church growth program.  This 

work is about Christians fulfilling the requirements of the Great Commission; it is about marketing and then 

sending people out to fish.  Like Will Houstoun, the new thing proposed here is a return to the old way of 

doing things: adopting religio which is an understanding of Christianity as a life style rather than religion 

usually understood as a conformity to a set of expected beliefs and behaviors.  It is emphasizing a personal 

relationship with Jesus, and adopting a Biblical based theology centered on Paul’s “faith, hope and love,” in 

I Corinthians 13.  My proposal reflects an understanding of Millennials based on my research thus far and 

on their responses to my survey.  To be sure, this work is not about the Church; it is about the faith.  Yet, I 

embrace the ambiguity that while I am not promoting a Church growth program, the Church should 

implement the Intentional Outreach Program in order to change its trajectory and grow.  After all, despite its 

many problems, the Church is still the place where Christianity is most often practiced.  This work is about 

developing an Intentional Outreach Program, to use maybe in the Church or by some other type of faith 

community, or by committed persons, that will speak to and address the needs of a group of people who 

appear to be disinterested.  This work is about “keeping the main thing, the main thing.”188  And, 

Christendom’s main thing is Jesus.            

 In “The Prestige,” Cutter says the third act or part in a magical illusion is called the Prestige.  It can 

also be called the “reveal”.  For Christians, the Prestige, the reveal, that is, the really big reveal, is Jesus.  

We believe Jesus is the Incarnation of God.  God came into the world, our world, to live and die like one of 

us.  Of course, the Incarnation is not a magic trick, but Incarnation is indeed a mystery.  For Christians, 

Jesus, and a relationship with him, is the “product”.  Jesus is what/who Christianity has to offer to the world.  

                                                           
188 David Stark, Reaching Millennials: Proven Methods for Engaging A Younger Generation, (Minneapolis, MN, 
Bethany House of Baker Publishing Group, 2016), 38. 



84 
 

And, we are offering something “big” because we Christians believe that in every way, Jesus was divine 

while at the same time he was human.  God is revealed to believers through Jesus.  As Marcus J. Borg 

points out: 

Indeed, one of the defining characteristics of Christianity is that we find the revelation of God 
primarily in a person, an affirmation unique among the major religions of the world.  For Judaism 
and Islam, though Moses and Muhammad are receivers of revelation, God is not revealed in them 
as persons, but in the words of the Torah and Qur’an.  So also in Buddhism: the Buddha as a 
person is not the revelation of God; rather, the Buddha’s teaching disclose the path to 
enlightenment and compassion.  But Christianity finds the primary revelation of God in a person. 
This does not make Christianity superior, but it does make it different.189  

Borg goes on to say, “As metaphor of God, Jesus discloses what God is like.  We see God through 

Jesus.”190  Indeed, the center of Christianity is not even the Bible, or a core set of prescribed beliefs, or 

dedication to membership in a Church or loyalty to a denomination; the center is Jesus.  Christian faith 

centers itself on the Christ.  Jesus is the center of our faith and our existence.  He is the product.   

In his book titled Christ the Center, Dietrich Bonhoeffer says, “The fact that Christ is the center of 

our existence does not mean that he is the center of our personality, our thought and our feelings.  Christ is 

our center even when he stands on the periphery of our consciousness: he is our center when Christian 

piety is forced to the periphery of our being.”191  He goes on to say, “The legitimacy of saying that Christ is 

our center cannot be demonstrably confirmed.  For it is the question of the center that we believe to be in 

the sphere of the person.”192  To be clear, Bonhoeffer confirms that the Christ and Jesus of Nazareth are 

the same person.  Later in Christ the Center, Bonhoeffer concludes, “The Christ is Jesus declared divine by 

the community in a burst of enthusiasm.  Jesus is Christ not in his nature and not in his person, but in his  

                                                           
189 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 80. 
190 Marcus J. Borg, The Heart of Christianity, Rediscovering a Life of Faith, (HarperCollins Publishers, New York, NY, 
2003), 97. 
191 Dietrich Bonhoeffer, Christ the Center, (Harper and Row Publishers, New York, NY, 1960), 62.  
192 Dietrich Bonhoeffer, Christ the Center, (Harper and Row Publishers, New York, NY, 1960), 62.  



85 
 

effect on others.”193 

 Jurgen Moltmann talks about “the crisis of identity for Christian faith”194 in his book titled The 

Crucified God.  He says, “Ultimately, one’s belief is not in one’s own faith; within one’s experiences of faith 

and one’s decisions, one believes in someone else who is more than one’s own faith.  Christian identity can 

be understood only as an act of identification with the Crucified Christ, to the extent to which one has 

excepted the proclamation that in him God has identified himself with the godless and those abandoned by 

God, to whom one belongs oneself.”195  There are theological things we can say about Jesus; there are 

theological arguments we can make for and against the divinity and humanity of Jesus.  However, faith 

statements about Jesus are not as important as the relationship we have or do not have with him.  Our 

“product” is Jesus, a personal relationship with Jesus.  The question is: How do we market our product?   

The Pledge: “The magician shows you something ordinary.” 

It would be great if marketing faith was easy.  According to the Gospel of Matthew, Jesus said, “Go 

and make disciples of all nations…”196  If Christians took this commandment seriously, sharing our 

experience of faith with others, our testimony about our “product”, should be as ordinary and routine as 

having a conversation with someone at lunch.  In fact, we could and should ordinarily share our experience 

of faith at the lunch table!  And, why not?  As Christians, we believe Christianity is good news.  Indeed, the 

good news according to the Gospel of John is, “God so loved the world that (God) gave (God’s) one and 

only son, that whoever believes in him shall not perish but have eternal life.”197  Christians believe the good 

news is all about God’s love, as seen in the Incarnation, and God’s love is universal and inclusive.  People 
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only need to respond to God’s love by embracing it, receiving it into our lives and sharing it with others.  We 

take love and share it with everyone by exemplifying love in our lives.  One could think that the recitation of 

this verse from John and a brief testimony of what God’s love has done for “me” would be all it would take.  

But if sharing this good news was so easy, every Christian would probably share it.  The pews in Churches 

across the United States, maybe even the world, would be filled every Sunday.  And, if people outside 

Christianity in our culture were predisposed to receive the good news of the Christian Gospel as truth, 

evangelism would be a very easy thing to do.  Everyone would do it.  But this is not the case.  

Carol Howard Merritt seems to confirm the difficulty in sharing the good news when she says, “How 

do we reach out in a new generation?  Evangelism does not come easy for most of us.  When we think of 

the ‘e’ word, we might imagine tracks of ‘Four Spiritual Laws,’ wily street preachers, tacky Christian 

broadcasting, or uncomfortable family dinners.  And yet, the heart of sharing the good news is simply telling 

one’s story – letting friends know what happened in our life and how our community of faith helped.”198  

This seems easier said than done.  Sharing God’s love and our belief in that love that transforms our lives 

into lives of faith is not so easy.  In the conclusion of her book, titled Reframing Hope: Vital Ministry in a 

New Generation, Merritt notes how much the world has changed since those alleged good old days, if they 

even existed, when evangelism was easy to do, and people were receptive.  She says, “Every once in a 

while, when we crack open our sanctuary doors and take a good look at what is outside, we hardly 

recognize the world in which we serve, because it has become so different from the one in which our 

churches were formed.”199  She goes on to say, “Today our neighborhoods are filled with people from a 

wide array of religious backgrounds and expressions.  We struggle to communicate our faith in the midst of 
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such pluralism and, in our worst expressions, we avoid or discriminate against those who are not 

Christians.”200 

On the other side of this evangelism dilemma is the culture.  It is not easy to share one’s faith and 

present Christian faith as having truth for our culture today.  Even a statement that witnesses a belief of the 

existence of God as truth is easily rejected.  John S. Feinberg, in his book titled Can You Believe Its True? 

Christian Apologetics in a Modern and Postmodern Era says:  

…different cultures have their own constructions of reality which are not the same as another 
culture’s.  As Diogenes Allen explains about the most radical current approaches to epistemology, 
‘We not only construct the world, so that all knowledge, value, and meaning are relative to human 
beings, as Idealists since Kant have argued, but now the radical conclusion is drawn that there is 
no reality that is universally constructed because people in different periods of history and in 
different societies construct it differently.  There is no definitive procedure or universal basis to 
settle disputes in the natural sciences, in ethics, and in the interpretation of literature.  Every 
domain of inquiry and every value is relative to a culture and even to subcultures.’  In short, there is 
no absolute truth, or if there is, no one is in a position to know what it is.  If so, what is the point of 
marshalling evidences in support of a belief?201   

At best, the experience of faith can be shared only as a personal experience that may not be relevant for 

others.  Apparently, in this culture, our personal experience is simply our personal experience and may not 

have any truth within it for anyone else. 

In his book Truth Decay, Douglas Groothuis says:  

The problem with Postmoderns is that they have made peace with a poisonous view of truth, an 
untrue view of truth.  It is one kind of problem to believe an untruth, to take as fact something that 
in reality is a falsehood, yet still believe that truth exists and can be known.  …However, it is 
another kind of problem to believe that truth itself is merely a matter of personal belief and social 
custom, so that the truth about Jesus depends on who you take him to be; in this case, no amount 
of evidence or argument about particular matters of fact will change one’s belief.  The argument  
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must instead shift to the very nature of truth itself.202   

Groothuis goes on to say, “Truth decay has ramifications for all religious truth claims, including those of 

Christianity, because traditional schemas of the sacred claim to represent ultimate reality, whether it be the 

Tao, Brahman, Nirvana, Allah or the Trinity.  But truth decay also affects every other aspect of life, from 

politics to art to law to history.”203  He says, “The diversity of religious and philosophical perspectives 

available to people today makes the notion of one absolutely true religion or philosophy unacceptable.”204  

It is not easy to do evangelism in our culture, today.  

Developing a Marketing Message 

In this religious market place of diverse opinions and views, how is Christianity different from 

everything else?  Well, as previously stated, Christianity is different in that we believe that God is revealed 

in the person of Jesus the Christ.  However, as Marcus J. Borg says, “Religious pluralism is both a 

demographic fact in our time even as it also provides a way of seeing religions (and Christianity) anew.  

When we see Christianity within the framework of religions as a whole, we see Christianity – its nature and 

purpose – more clearly, and we better understand, “Why be Christian?”205  So what do we see?  Certainly, 

as Bonhoeffer concludes, we ought to see the centrality of Jesus, which should be all anyone needs to 

market the faith to the world.  But what more can be said about Christendom that sets it apart from other 

religions so that it is more attractive than anything else?  How can Christianity be presented in the 

Postmodern Era to Millennials so that it appears extraordinary?  There needs to be a marketing message.  
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 The first step in creating a marketing message is knowing the value proposition.  Donna Anselmo, 

in her book titled Marketing Demystified, says people “buy based on the perceived benefit that a brand, 

product, or service will deliver.  Your value proposition should explain, in just a few words, why a 

perspective buyer should choose you over your competitors.  You must communicate what the buyer can 

expect when doing business with you.”206  Anselmo proposes several questions we need to ask and 

answer to create a value proposition, among which are: “What unmet needs can we fulfill?  What else can 

we do to increase perceived value of our brand, products, and services?  What can we do to prove our 

value and/or justify our price?”207  Anselmo concludes, “When you identify the most valuable aspects of 

your brand, you will develop a pathway to increase both mind share (i.e., positioning) and market share 

(i.e., sales).”208  The answers to these above questions must come from marketing the targeted group and 

not just from those doing the marketing.  The unfulfilled needs we want to satisfy are not ours, but those of 

the consumer.  The marketing message are the words we use to communicate the value proposition.         

The Turn: “…and makes it do something extraordinary.” 

What if the marketing message for Christendom focused on faith, hope and love?  As we 

discovered in Chapter 3, from answers to the survey question about advice Millennials would give to 

Church Leaders, faith, hope and love resonate, especially love, unconditional love.  From the survey 

question, numbered Q9, we see that Millennials seem to want Christianity to exemplify an inclusive love 

that accepts all others as they are, without judgement.  We see this again in some of the responses to Q10.  

I think a successful marketing message to Millennials could say our lives are better lived and more fulfilled 
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when we live them with faith, hope and love.  And, we see these exemplified in Jesus.  As Anselmo says, 

“Savvy salespeople and marketers also have mastered techniques that tap into belief systems and figure 

out what motivates buyers.  These marketers shape their messages in relation to both the perspective 

buyer’s mindset and his or her needs.”209  Faith, hope and love are Biblical concepts that come from the 

Apostle Paul’s first letter to the people in Corinth (I Corinthians, Chapter 13).  I might also argue that they 

are religio, values around which the Church has functioned from a very early time, at least since the time of 

the Apostle Paul.  These are concepts Millennials might embrace. 

Love Is All You Need 

Dr. Lee C. Barrett, in his 2016 Convocation Address at Lancaster Theological Seminary titled 

“Maybe the Beatles Were Right: Love is All You Need”, reflected upon the decline of Christianity in the 

United States and what is needed, a marketing message.  He says, “Maybe it is not the packaging or the 

marketing of the product, maybe it is the product itself.  Maybe there is a problem with the church’s 

message. We are supposed to be proclaiming life-giving, earth-shattering, soul-exploding Good News.”210  

However, is proclaiming this soul exploding good news indeed what Christendom is doing?  The answer is 

probably “no”.  As Barrett points out, in some cases, we are providing material things and services, or 

acting like a political action group, or as a self-help or self-improvement group, or even functioning like a 

club.  While none of this is really bad, none of this is really good.  “The problem with these versions of our 

faith is that the distinctiveness of Christianity is jeopardized as it degenerates into a duplication of functions 

provided, often more potently, by secular channels.  If this continues, our faith will simply become 
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redundant.”211  He says:  

Let’s ask ‘What is the purpose of Christianity in the first place?’  I would like to consider the late 
reflections of the classic sociologist Peter Berger.  Berger, who was, himself, a progressive and 
very politically active Christian, claimed that the main function of any religion is to help people 
make meaning in the face of a universe that seems chaotic, dangerous, and resistant to human 
purposes.  Religion is what people do to stave off the threat of anomie, meaninglessness.  To 
flourish over time, a religion must provide compelling answers to the questions: Why are we here?  
Why do we die?  And what are we supposed to be doing in between?  If a religion fails to provide 
these answers, people will eventually find it to be superficial, boring, and unnecessary.  So, I want 
to propose this: If Christianity is to experience a revitalization in the United States, it needs to 
provide more gripping and enticing answers to those good old meaning of life questions.212    

Barrett said it was when he asked, “What is the Christian take on the meaning of life?” that he 

thought about the Beatle’s song, “All You Need Is Love.”  Written by John Lennon and attributed to Lennon-

McCartney, the song was originally released as a non-album single in July 1967 and later added to the US 

“Magical Mystery Tour” album.  In their animated film, “Yellow Submarine”, the song is used in the scene 

where Lennon’s cartoon character throws the word ‘love’ at the Blue Meanies’ flying glove, defeating them.  

The idea is that love defeats evil, or at least the Blue Meanies.  (I guess you need to see the film to get the 

visual.)  The lyrics of the song are rather simple, and the message is clear: love is everything.  The Beatles 

sing in the chorus the repetitious, “All you need is love; love is all you need.”213  So, what if the Beatles are 

right, that love is in fact everything in life?  What if love is why we are here, and love is what we are 

supposed to be doing?  And, what if love is a value that all humans share and can embrace?  What if love 

is in fact what Christianity is all about, always has been about and always should be all about?  What if 

Christendom reclaimed for itself the Beatles’ answer, which is really Christendom’s answer from the very 

beginning?  The answer of Christendom about the meaning of life is simply love.  
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Lee Barrett acknowledges two Greek words that describe love: eros and agape.  He says eros has 

been understood by the Church as “reciprocal delight in the other”.  “The lover and the beloved appreciate, 

no, they cherish one another’s excellences.  In order for this to work, the lover and the beloved must value 

the same qualities and must possess and manifest the same qualities; they must share the same 

excellences.  They must see things the same way, desire the same things, and will the same things.”214  

There are, however, consequences to this view.  “If God is this loving mutuality, which is what the Trinity is 

all about in this tradition (the Father loves the Son and the Son loves the Father and the Holy Spirit is the 

love that flows back and forth), then we can only be in a fully loving relation with God when we become 

loving in the way that God is loving.  We have to become a glorious exemplar of love in order to be 

empathically bonded with God.”215  He goes on to say, “Put in theological language, we must be sanctified 

(become holy) in order to be justified (accepted).”216  However, as Barrett notes, this view of love is 

theologically not the best view. 

On the other hand, another view about love comes from the Reformation Movement.  Here, Barrett 

says, ”Lutheran love does not require mutuality.  It does not involve imagining the love that God showers 

upon us.  …They shift the focus from our growth in love to faith (trust, fiducia) in God’s love for us.”217  “The 

Good News is not: ‘Rejoice, we can grow in love for God,’ but ‘Relax, God loves you just as you are.’  

God’s love for us is not a divine craving for reciprocity or a desire to take delight in the virtues of God’s 

creatures.  Rather God loves us just as we are, warts and all.  God’s love is unconditional, and often 
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unilateral.  God loves us even if we don’t love God back.”218   

Maybe the right song for this view is Billy Joel’s “I Love You Just the Way You Are.”  Joel sings, 

“Don’t go changing to try and please me, you never let me down before… I took the good times; I’ll take the 

bad time.  I’ll take you just the way you are.  …I said I love you and that’s forever, and this I promised from 

the heart.  I couldn’t love you any better; I love you just the way you are.”219  Maybe we can imagine God 

singing this song with Billy Joel, perhaps adding celestial harmonies here and there.  Certainly, the words 

reflect unconditional love.  However, there is a theological problem with this view as well.  As Barrett points 

out: “the focus on trust in God’s unconditional love might just lead to abject spiritual complacency.”220  So, 

we do not even have to respond to God’s love because we already have it and it is unconditional.  Even 

more, it is possible there is no need to have love in our lives for others because we already have all that we 

need in God’s love.  Is there some other possibility? 

In fact, Barrett proposes a third understanding for love.  He says:  

Imagine someone really internalizing the theme that God loves them.  Loves them no matter what.  
Unconditionally.  Extravagantly.  Loves them in all their ugly and messy brokenness.  Walks with 
them in their suffering.  Tastes the salt of their tears.  Even embraces their guilt.  And imagine that 
they get that.  Then they realize that this sort of love must hurt God, it must break God’s heart.  
Just like a parent maintaining relation with a wayward child, the parent is going to get hurt every 
time the child messes up.  The cross shows that God is willing to risk getting hurt by maintaining a 
loving relationship with toxic people like ourselves.  Then something wonderful happens.  The 
person is moved by the sublimity, the sheer beauty of that love.  She is fascinated by it, captivated 
by (it), entranced by it.  And what if the old Eastern Fathers and Mothers were right, what if people 
become like that which they are fascinated by?  Then, if that person is enchanted by the vision of 
God’s self-giving, that self-giving will begin to rub off on her.221   
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Barrett concludes, “If that is right, then Christianity might just have an answer to the question ‘Why are we 

here?’  And it is an answer you cannot find in any other sector of society.   It’s all about the beauty and joy 

of extravagant, profligate self-giving.  If the church could communicate that, maybe the world would stand 

up and take notice.”222  Is the idea of a sacrificial love, a selfless love for love’s sake, in our culture an 

extraordinary concept?  Could Christendom promote such a love in its marketing message?  To say it 

again, unconditional love is a character expectation Millennials have for Christians and the Church, a love 

that is not judgmental, but all inclusive.  As one Millennial said, “Be a true Christian and love everyone.”223   

The World Needs Love 

Actually, love might not be such a hard sell in our world.  Love is a part of the popular secular 

message, one of songs.  Back in 1965, Jackie DeShannon had a hit recording written by Hal David and 

Burt Bachrach titled, “What the World Needs Now Is Love.”  It was released by Imperial Records on April 

15, 1965.  The song has been covered by a number of artists, included in several movies like Forrest 

Gump, My Best Friend’s Wedding, and Bridget Jones: The Edge of Reason (just to name a few), performed 

at a national political convention and used to remember and honor mass shooting victims.  The chorus has 

a clear message, “What the world needs now is love, sweet love; it’s the only thing that there’s just too little 

of.  What the world needs now is love, sweet love, no, not just for some but for everyone.”224  The song can 

be heard on the radio to this day and its message is ever relevant.  

In a world divided by politics, religion, and just about every “ism” and “phobia” one could ever think 

of, the world could be a very different place if we just loved.  As Barrett suggests, if we could become 
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fascinated by love, for love’s sake, then maybe we could become love, ourselves.  And, it is not at all a 

stretch to make the case for love to be a focus of the Christian message proposed to Millennials, or anyone 

else for that matter.  In Matthew’s Gospel (22:34-40), Jesus answers the question, “Which is the greatest 

commandment in the law?”  Jesus said, “Love the Lord your God with all your heart and with all your soul 

and with all your mind.  This is the first and greatest commandment.  And the second is like it: Love your 

neighbor as yourself.  All the Law and the Prophets hang on these two commandments.”225  In each case, 

where Matthew uses the word love, he uses the Greek word, “agape”.  In Gerhard Kittel’s Theological 

Dictionary of the New Testament, Kittel notes, Jesus “demands love with an exclusiveness which means 

that all other commands lead up to it and all righteousness finds in it its norms.  For Jesus, too, love is a 

matter of will and action.”226  For Jesus, love is not just a nice word to flash around or some heart-felt 

emotion, but it is action that tangibly shows itself in the way we treat others, even those we do not know.    

Koine Greek is the language of the New Testament, a now ancient form of Greek.  In Koine Greek, 

there were three words for love, the transliterations of which are: agape, filia, and eros.  The Interpreter’s 

Dictionary of the Bible defines these words as such: “Originally (agape) seems to have meant ‘satisfaction,’ 

‘sympathy’ or ‘a hospitable spirit’; whereas the commoner (filia) denoted the affection of friend or of 

kinsman; each denotes passionless love.  Contrasted with both is (eros), which denoted sexual desire, 

passionate aspiration, sensual longing.  Despite the use of (eros) in philosophical discussion for ‘upward 

longing to the eternal and divine,’ NT writers avoid the word.”227  Agape is the form of love most commonly 

used in the New Testament.  Agape can be defined as “manifest generous concern for, be faithful towards, 
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be devoted to.”228  Agape is not brotherly/sisterly love and it is not erotic love.  Might we say agape is love 

for love’s sake, having no ulterior motive except to give to another the gift of love?      

“The first considerable use of the noun (agape) occurs in the letters of Paul, who so fills it with 

content and makes it so central that it virtually becomes a technical term.”229  In fact, the Apostle Paul best 

defines agape in his first letter to the people in Corinth, in chapter 13.  In his definition of love, Paul says, 

“Love is patient, love is kind. It does not envy, it does not boast, it is not proud.  It does not dishonor others, 

it is not self-seeking, it is not easily angered, it keeps no record of wrongs.  Love does not delight in evil but 

rejoices with the truth.  It always protects, always trusts, always hopes, always perseveres.  Love never 

fails.”230  His definition really is self-explaining.  He concludes this chapter by saying, “And now these three 

remain: faith, hope and love.  But the greatest of these is love.”231  Love is the thing that never ends.  What 

would happen to the world if Christians lived that kind of love?   

Again, the Greek word that Paul uses is agape and not eros or filia.  Kittel distinguishes a 

difference between eros and agape:     

Eros is a general love of the world seeking satisfaction wherever it can.  Agape is a love which 
makes distinctions, choosing and keeping to its object.  Eros is determined by a more or less 
indefinite impulse towards its object.  Agape is a free and decisive act determined by its subject.  
Eros in its highest sense is used of the upward impulsion of man, of his love for the divine.  Agape 
relates for the most part to the love of God, to the love of the higher lifting up the lower, elevating 
the lower above others.  Eros seeks in others the fulfillment of its own life’s hunger.  Agape must 
often be translated ‘to show love’; it is a giving, active love on the other’s behalf.232  

Finally, Kittel says, love “is a readiness for service and sacrifice, for forgiveness and consideration, for help 
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and sympathy, for lifting up the fallen and restoring the broken, in a fellowship which owes its very 

existence to the mercy of God and the sacrificial death of Christ.”233  

In 1 Corinthians 13, Paul pledges the ordinary, love, and turns it into something extraordinary, love.  

J. Paul Sampley says, “Faith and hope are enabled by God’s grace, but God does not ‘believe,’ and 

nowhere does Paul say that God ‘hopes.’  God does love, however, and so do believers.  So love’s being 

and existing is tied to God’s very self, and in loving, believers participate with God in a special, unique, 

even reciprocal way.  Love never ends because God’s eternal love is the ground and matrix for all human 

loving.”234  “Christian love is that something without which everything else is nothing, and which would be 

all sufficient, even were it alone.”235  We receive God’s love and we extend God’s love for us to others.  

What makes love extraordinary is that we willingly give love to others as an undeserved gift.  That is 

extraordinary!  However, we must not forget that a part of the love formula is love for God.  

 Borg, commenting on a passage in Dorothee Soelle’s writing, says, “we Christians have been 

generally pretty good at proclaiming God’s love for us, but that we have been less good at emphasizing the 

importance of our love for God.”236  He goes on to say, “Loving God means paying attention to God and to 

what God loves.”237  So, we receive God’s unconditional love for us; we extend God’s love to us through us 

to others, and finally we return God’s love to us back to God.  This movement of love should be continuous; 

it should never end.  This is a part of the marketing message Christians have about our “product”.    
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In addition to the greatest gift which is love, the Apostle Paul names faith and hope as two 

additionally important spiritual gifts.  While Paul does not uphold faith and hope as great as love, they are 

certainly more important spiritual gifts than the gifts of prophecy, healing or speaking in tongues, just to 

name three.  Commentator Clarence T. Craig says, “A life which begins in faith expresses itself through 

love and is sustained by the hope of salvation.  It is easy to see why Paul reverses the last two here.  Love 

is not only the greatest gift of the spirit, it is the only one which abides through eternity.”238  Nonetheless, 

faith and hope are important.  While some people in the culture may not understand spiritual gifts like 

speaking in tongues, it is likely they can understand faith, hope and love.  Faith and hope are ordinary 

things that can become extraordinary, as well.  Faith and hope can be and should be a part of the 

marketing message.  Since they are Biblically supported, it is appropriate that they are a part of the 

Christian marketing message for a Christian Intentional Outreach Program.   

The Biblical concept of faith comes from the transliterated Greek word pistis.  According to Kittel, 

pistis “has the active and passive senses of ‘trusting’ and ‘worthy of trust’ (‘reliable’).”239  Kittel says, “In so 

far as it contains an element of uncertainty, trust can be contrasted with knowledge.  Nevertheless, it can 

also mean ‘conviction’…”240  Kittel goes on to say, “As the OT understands it, faith is always man’s (and 

woman’s) reaction to God’s primary action.”241  “Faith is a daring decision for God in man’s turning aside 

both from the menacing world and also from his own strength.  As is sometimes stressed, it is thus faith in 

spite of appearances.  …This faith in God is not just general trust.  It is grounded in what God has done in 

                                                           
238 Clarence T. Craig, The First Epistle to the Corinthians, The Interpreter’s Bible: A Commentary in Twelve Volumes, 
Volume 10, (Nashville, TN, Abingdon Press, 1953), 196. 
239 Gerhard Kittel, Theological Dictionary of the New Testament, Volume 6, (Grand Rapids, MI, Wm. B. Eerdmans 
Publishing Company, 1976), 175. 
240 Gerhard Kittel, Theological Dictionary of the New Testament, Volume 6, (Grand Rapids, MI, Wm. B. Eerdmans 
Publishing Company, 1976), 176-177. 
241 Gerhard Kittel, Theological Dictionary of the New Testament, Volume 6, (Grand Rapids, MI, Wm. B. Eerdmans 
Publishing Company, 1976), 182. 



99 
 

the past.”242  Faith is an important gift.  In fact, Diogenes Allen says, “Faith is, of course, more than an 

affirmation of religious beliefs considered solely as propositions; it is a relationship with God.”243   

There is a reasonableness about faith, says Diogenes Allen.  As Allen advocates a reasonableness 

about faith, he addresses the philosophical arguments against faith.  Allen says, “Belief in God’s existence 

by faith was generally thought to have a strong basis in what reason could discern by reflection on the 

natural world.”244  In other words, as we look at the world around us, some will see testimony about God.  

For some, the Creation is proof of the Creator.  However, this view has been criticized by philosophers, like 

David Hume and Immanuel Kant.  Allen points out that: “The upshot of Hume’s criticism is that the grounds 

for the claim that there is a God are inadequate; Kant is even more radical.  On the basis of his 

transcendental philosophy, it is said to be impossible for pure reason to have sound grounds for this belief, 

since we cannot move from phenomenal data to a noumenal object.”245   

The reason for acknowledging the philosophical argument against a reasonableness about faith is 

because it appears to be a part of the philosophy of the prevailing culture in this Postmodern Era.  As 

Feinberg says, “Given postmodern epistemology, neither Christianity nor any other religion can be shown 

to be true in a correspondence sense of ‘true,’ so why waste time trying to prove that Christianity is rational 

in that sense?”246  “Religious believers find arguments for God’s existence and answers to various 

problems of evil compelling, while nonbelievers are unmoved by such arguments.  Subjectivity rules 

supreme, especially when the knower is not disinterested and has an emotional stake in what is studied 
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and thought.”247    

However, Allen goes on to say, “Reason does have its uses in religion, as we shall see, but its role 

need not be that of seeking to establish the truth of religious beliefs.”248  Allen says:   

Despite views to the contrary, some religious beliefs are metaphysical statements, at least to the 
extent that they refer to God as transcendent and to Jesus as God incarnate.  It seems, therefore, 
that a Christian must be opposed to such philosophies, as was Paul Tillich, or reinterpret 
Christianity by purging it of all metaphysical utterances, as Paul Van Buren proposes to do.  But 
the position that some motives are a sound basis for the assertion of religious truth-claims does not 
rely on a vindication of metaphysics in general.249   

Allen says, “Religious beliefs are the kind of truth-claim which can have as a ground for their assertion a 

reason which does not establish their truth or even supply any support toward establishing their truth.”250  

Further, “Faith is a sound ground for religious truth-claims independently of reasons which count toward 

establishing their truth.”251  “Religious beliefs are one way God is portrayed, for we cannot perceive God.  

Faith is thus a response to a portrayal of God, which involves the affirmation of those propositions which 

help to portray him.”252 

 It is only by faith that we can embrace answers to the big questions of life, like ‘Why are we here?’ 

and ‘Why is there evil and death?’ and ‘What are we supposed to be doing during our life’s time?’  There 

are no demonstrable answers to these questions that can be rationally proved beyond a reasonable doubt.  

The answers we have for these questions are answers that we hold by faith and they may not be wholly 

satisfying.  For example, we might not have a sufficient answer for the existence of evil.  When Diogenes 

                                                           
247 John S. Feinberg, Can You Believe It’s True? Christian Apologetics in a Modern and Postmodern Era, (Crossway, 
Wheaton, IL, 2013), 81. 
248 Diogenes Allen, The Reasonableness of Faith, (Cleveland, OH, Corpus Publications, 1968), xv. 
249 Diogenes Allen, The Reasonableness of Faith, (Cleveland, OH, Corpus Publications, 1968), xvi. 
250 Diogenes Allen, The Reasonableness of Faith, (Cleveland, OH, Corpus Publications, 1968), xvii. 
251 Diogenes Allen, The Reasonableness of Faith, (Cleveland, OH, Corpus Publications, 1968), xviii. 
252 Diogenes Allen, The Reasonableness of Faith, (Cleveland, OH, Corpus Publications, 1968), xx. 



101 
 

Allen talks about theodicies that offer explanations for these big questions in life, he says, “God in his 

wisdom knows not only that evil may occur in his creation, but knows that it will.  It is better, however, that 

there be a creation with evil than no creation at all.  For not only is being itself good, and free creatures able 

to sin better than ones not free, but God has both the resources and the will to redeem his creatures and 

creation from evil and confer upon fallen men a status even higher than their natural unsinful state.”253  We 

can have faith in a God who loves us, who has a purpose for our lives and who calls us to love others. 

  The third spiritual gift that Paul lists at the end of 1 Corinthians 13 is hope.  The Biblical sense of 

hope does not mean the same as to wish.  When we wish for something, typically we are not certain that 

the wished-for thing is even possible.  The New Oxford American Dictionary defines wish as “feel or 

express a strong desire …for something that is not easily attainable; want something that cannot or 

probably will not happen.”254  However, wish and hope are not the same.  The transliterated Greek word for 

hope is elpis which means expectation.  There is a sense in which we may not see that for which we hope, 

but we know absolutely that it exists; we expect it.  Kittel says, “In the OT there is no neutral concept for 

expectation.  An expectation is either good or bad and therefore it is either hope or fear.”255  Kittel 

continues: 

Hope as expectation of good is closely linked with trust, and expectation is also yearning, in which 
the element of patient waiting or fleeing for refuge is emphasized.  Hope is thus hope of the good, 
and so long as there is life there is hope.  But this hope is not a consoling dream of the imagination 
which causes us to forget our present troubles, nor are we warned of its uncertainty, as in the 
Greek world.  The life of the righteous is grounded in hope.  To have hope, to have a future, is a 
sign that things are well with us.256  
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Jurgen Moltmann, in his book titled Theology of Hope, says, “Hope is nothing else than the 

expectation of those things which faith has believed to have been truly promised by God.”257  He defines 

the difference between faith and hope when he says, “Thus, faith believes God to be true, hope awaits the 

time when this truth shall be manifested; faith believes that (God) is our Father, hope anticipates that (God) 

will ever show himself to be a Father toward us; faith believes that eternal life has been given to us, hope 

anticipates that it will some time be revealed; faith is the foundation upon which hope rests, hope nourishes 

and sustains faith.”258   

“And now these three remain: faith, hope and love.  But the greatest of these is love.”259  These are 

words that the Apostle Paul used to conclude Chapter 13 of his first letter to the Corinthians.  Correctly 

understood, they are profound and relevant for any age, especially this of ours.  These words describe 

some unfulfilled values of Millennials.  They also describe values around which we can build our lives and 

our faith identity as Christians.  I propose, then, that  Christendom use these words in the marketing 

message to motivate the faithful to do intentional outreach and to attract people on the outside to choose 

Jesus.  So, what do we do with theological terms like atonement, salvation and eschatology?  We do not 

throw them away.  We use traditional theological concepts as the illustrations for faith, hope and love.  For 

example, atonement is the act by which we understand the extent of God’s love for us in which we have 

faith.  So, theological terms become the exemplifications for the marketing message of faith, hope and love. 

The Prestige: “You have to bring it back...” 

 I believe it may be one of the greatest feelings that a person can have in all of life: to stand before 

an audience allowing them for just a moment to believe that they have just seen the magician fail.  The 

                                                           
257 Jurgen Moltmann, Theology of Hope, (New York, NY, Harper and Row Publishers, 1967), 20.  
258 Jurgen Moltmann, Theology of Hope, (New York, NY, Harper and Row Publishers, 1967), 20. 
259 1 Corinthians 13:13 (New International Version) 



103 
 

magician’s Pledge was not realized, the Turn in the trick appeared to flop.  But the magician knows a secret 

the audience does not know.  At the last possible moment, the magician reveals that the real trick was 

getting the audience to believe in a failure that never happens.  The magician reveals the success of the 

illusion; the magician was always one step ahead of the audience.  The audience goes wild and the 

magician strikes that pose that is the Prestige.  Almost anyone can do a magic trick, but not everyone can 

entertain an audience with a truly great illusion.  The real magical moment occurs when the magician 

appears to be at the edge of disaster and at the last possible moment performs a truly amazing feat.   

While Christianity is not an illusion and Jesus was not a magician, there is indeed a real “magical 

moment” at the Tomb.  Jesus was crucified; it looked like he lost.  The expectation (the Pledge) that people 

had of him was not realized and the Turn appeared to be a flop.  He was dead on a cross.  But at the last 

possible moment, the people realize that they have just witnessed a real miracle: Jesus is raised from 

death to life again.  Easter!  The Christian message is first crucifixion and then death and then finally 

resurrection.  It is three acts.   

Giles Fraser says, “Christianity, when properly understood, is a religion of losers.”260  That 

statement can be an eye-opening jolt, like a double expresso shot!  But he clarifies it by saying:                                                                           

The Christian story, like the best sort of terrifying psychoanalysis, strips you down to nothing in 
order for you to face yourself anew.  For it turns out that losers are not despised or rejected, not 
ultimately.  In fact, losers can discover something about themselves that winners cannot ever 
appreciate – that they are loved and wanted simply because of who they are and not because of 
what they achieve.  That despite it all, raw humanity is glorious and wonderful, entirely worthy of 
love.  This is revealed precisely at the greatest point of dejection.  The resurrection is not a 
conjuring trick with bones.  It is a revelation that love is stronger than death, that human worth is 
not indexed to worldly success.”261  
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 This is a value proposition for Christianity: no matter who you are, no matter where you have been in life, 

no matter what you have done, you are loved by God through Christ Jesus, unconditionally.  We do not 

have to earn God’s love, and, when rightly understood by other Christians, we do not have to earn their 

love either.   

Choosing Jesus 

 Jesus, and a personal relationship with Jesus, is the “product.”  Jesus is the center of Christendom.  

So, how does a person have a relationship with Jesus Christ?  Did he not die on a cross nearly 2000 years 

ago?  And, is it a personal relationship that we have with him, or is it a communal relationship we have with 

his body, the Church?  No matter how a person answers this question, in some way, a person needs to 

choose Jesus.  So, what does that relationship with Jesus look like?  Vern Nicolette notes that the 

relationship people have with Jesus varies from person to person.  He says: 

For some Christians, a relationship with Jesus consists of praying to him and going to Church on 
Sunday.  They allow Jesus to be a sacrifice for their sins, but the relationship with him stops there.  
For others, Jesus is an example to follow, and they try their best to live as he did.  But since Jesus 
is in heaven and they are here, they really don’t expect to have much of a relationship with him, 
and therefore, in fact, do not.  Such relationships with Jesus can, at best, be described as ‘distant.’  
The Bible, however, speaks about an intimate and dynamic relationship with Jesus.  He is, after all, 
a person, not a ‘theological concept’, not someone who lived on earth and is now far away, but a 
person who is alive and can be very near.262   

Nicolette goes on to say, “The fact is that you decide what relationship you want to have with Jesus.  You 

must first choose to believe that an intimate relationship with Jesus is possible before you can enter in to 

such a relationship, for everything – spiritually speaking – is a product of one’s faith.”263  He continues,  

                                                           
262 Vern Nicolette, “How Can I Have a Deeper Relationship with Jesus?”, accessed October 16, 2018, 
(https://activechristianity.org/ how-can-i-have-a-deeper-relationship-with-jesus) 
263 Vern Nicolette, “How Can I Have a Deeper Relationship with Jesus?”, accessed October 16, 2018, 
(https://activechristianity.org/ how-can-i-have-a-deeper-relationship-with-jesus) 

https://activechristianity.org/
https://activechristianity.org/


105 
 

“Your relationship with Jesus exists in your heart, mind, and spirit.”264 

 Chad Bird, in his blog, questions whether Christianity is really all about a personal relationship with 

Jesus, rather than life in a community of faith.  He says, “Christianity is about a church relationship with 

Jesus.”265  “We are baptized into one body, the body of Jesus.  Our so-called personal relationship with 

Jesus is indeed with his person – his body of which all other believers are a part.”266  For him, Jesus is 

known in and through the community of faith.  He says: 

Above all, however, Jesus calls us into a living, active, worshiping community that regularly gathers 
around his gifts.  We are washed into his body on the streams of baptism.  We eat the communal 
meal of his body and blood.  We sing together, pray together, confess together, grieve and heal 
and eventually die together.  …Christianity is not a solo endeavor.  Not a private relationship 
between Jesus and me.  As the Lord formed Israel in the Old testament as his people, forged 
together into a body by his covenant, so he has formed the church in the New Testament as his 
people, washed together into a body baptism.  Thank God it is this way.  Heaven forbid that I 
should have a personal relationship with Jesus.  For I know what would happen: I would end up in 
my mind, reshaping my personal Jesus into a strikingly familiar image: the image of me.  As it is. 
Jesus is reshaping us into his image, in the Church, surrounded by others, all of whom together, 
communally, are the one body of Christ.267  

 

These two perspectives may not be mutually exclusive.  Persons can believe that they have a 

personal relationship with Jesus because they feel it in their hearts, their inner most being.  By faith 

persons just know they have that personal relationship.  Their behavior is informed by their faith in their 

relationship with the Lord.  Or, persons best understand their relationship in relationship with others within 

the community of faith, usually called the Church.  For these persons, the community of faith embodies the 

presence of Jesus for them so that Jesus is experienced in relationship with the community.  As long as a 
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person does not recreate Jesus in his or her own image, as Bird warns, but rather recreates self in Jesus’ 

image, exactly how that person experiences Jesus may not be the most important thing.  Afterall, it is all a 

matter of faith.  As Nicolette says, “everything – spiritually speaking – is a product of one’s faith.”268  

Diogenes Allen says, in his book title, The Reasonableness of Faith, there is a reasonableness about faith.  

He says, a person can affirm a religious belief about Jesus by faith which reveals “a sense in which the 

response of faith is a reason or ground for affirming truth-claims, and a sound one.  For it can be a 

reasonable basis for the affirmation of truth-claims, as long as there are no decisive reasons which count 

against their truth.”269    

Before the Final Bow 

For her book, Got Religion?  How Churches, Mosques and Synagogues Can Bring Back Young 

People, Naomi Schaefer Riley went out, researched, and interviewed people involved in various religious 

institutions to see what they were doing to attract Millennials.  Riley did not limit her research to Christians 

but also researched Mormons, people in Judaism and in Islam.  Further, she distinguished within 

Christendom, Roman Catholics, Protestants, and the Black Church.  She was surprised to find that in many 

of the successful congregations, young people were not attracted to the congregation because the 

congregation focused on political or social justice issues.  Rather in fact, in some congregations, she says, 

“They rarely talked about political action.”270  Instead, the focus of ministry was very local and community 

oriented, with people engaged in helping one another within the neighborhood.  They were living out their 

unconditional love for each other.  In the conclusion of her book, Riley says:  
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Religious leaders who are successfully connecting with young adults realize that sleek advertising 
is not going to bring people into the pews.  The barriers to entry are not matters for a public 
relations firm to tackle.  Young adults want community.  They want a neighborhood.  They want a 
critical mass of people their own age.  But they want to see older people and younger people in 
their religious institutions, too.  They want a way to serve, and many of them want a way to serve 
sacrificially for longer periods of time.  They want the racial and ethnic diversity of the country 
reflected in their religious community.  They want a message that resonates and helps them tackle 
the practical challenges they face, of which there are many.271 

 

So, we go back to the marketing message.  The Apostle Paul says, “Now these three remain: faith, 

hope and love.  But the greatest of these is love.”272   The world needs love and, when correctly understood 

and practiced, Christianity is all about love.  “One can be a good Christian without tongues or prophesying; 

but one cannot be a good Christian without Faith, Hope and Love.”273  Jesus calls upon all his followers to 

love unconditionally and selflessly, without any exceptions.  We love this way because God loves us this 

way and we can know this by faith.  Our value proposition for Christianity is this: no matter who you are, no 

matter where you have been in life, no matter what you have done, you are loved by God through Jesus, 

unconditionally.  We can put all our hope in God’s unconditional love for us and in our belief that our 

purpose in life is to love other in the same way we are loved by God.  Love is a gift freely given, sacrificially 

given, unconditionally given because we have faith that this is the way we are loved.  And we can put our 

hope in that love because it is real.  Our product is Jesus and a personal relationship with Jesus, who has 

come into our world to show us God’s love.  Our marketing message is “faith, hope and love.”  
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Chapter 5 

Marketing to Millennials 

 Aesop was born into slavery around 620 B.C.E. in Trace, a site on the Black Sea coast, according 

to Greek sources, like Aristotle and Plutarch.  Legend has it that because of his wit, wisdom and storytelling 

skills, he was freed, allowing him to travel throughout Greece.  Perhaps the greatest Aesop fable is Aesop 

himself.  The details of his life are indeed a legend and there are no existing writings directly attributed to 

him.  But we are told that fables, credited to him, were collected, kept and passed down.  They are gems of 

wisdom applicable to all times and places.  In one such fable he allegedly tells: “Some Pigeons, terrified by 

the appearance of a Kite, called upon the Hawk to defend them.  He agreed at once.  When they had 

admitted the Hawk into their coop, they found that he killed a larger number of them in one day than the 

Kite could have injured in a whole year.  Therefore, avoid solutions that are worse than the problem.”274  

That is worth repeating: avoid solutions that are worse than the problem.  My golly: that is sound wisdom 

for any age!  In this chapter, we consider the steps to a solution for the problem of marketing to Millennials 

in a Postmodern Era.  Since solutions often require change, and people are often resistant to change, the 

solution for the problem can create some discomfort with in the organization, or Church.  Hopefully, the 

proposed solution is not worse than the problem itself. 

A Disclaimer 

 This chapter is a process driven chapter about marketing.  Marketing is a sort of journey that can 

lead to some surprising destinations.  In this chapter, we will consider the importance of an Inreach 

Program that prepares people for inevitable change.  Because marketing can lead to change that people 
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may find uncomfortable, people need to be prepared for change.  In this chapter, I will propose a step by 

step process for an Inreach Program to prepare people to do outreach.  We will consider some questions 

that should be asked and answered throughout the marketing journey.  We will look at marketing tools that 

should help people as they map their journey to prepare for outreach.  Near the conclusion of this chapter, 

there will be a suggested step by step process for creating an Intentional Outreach Program.  However, this 

chapter will not, because it cannot, suggest a specific program that will create sure and certain growth for a 

congregation.  There is no magic wand that can be waved to change the trajectory of a congregation.  

There is only hard work.  The purpose of the marketing process is for people to discover what might work 

for them in their community setting, given the resources and talents that they have available to them.  A 

congregation might even try something and find out that what they try does not work.  Part of marketing 

involves testing ideas, refining ideas, implementing ideas and maybe even revising and then re-

implementing ideas in new and creative ways.  To say it again, there is no such thing as a specific program 

that will work for everyone everywhere every time.  Certainly, there are really good practices and in the final 

chapter, Chapter 6, we will consider some of those practices.  This chapter is about preparing for the 

journey that can lead to an exciting changed trajectory.    

Ecclesial Models and Paradigms 

Despite having an image problem as David Kinnaman asserts, the Church can be a starting point 

for creating a marketing strategy for Christendom.  Because the Church surely has faithful people who are 

interested in the future of Christianity and has persons experienced in leadership, and because the Church 

is seen by some as a repository for spirituality, the Church should be a logical starting place for promoting 

Jesus to the world.  However, the Church may need to move from operating as an inwardly focused 

institution, interested in survival, to operating as an outwardly focused missional body promoting life in 

Jesus Christ.  Outreach should not be motivated by a need for institutional survival.  Outreach should be 
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motivated by a sincere desire to fulfill the Great Commission, which could result in a revitalization of the 

Church.  However, to do effective Outreach given the current state of the Church, change is likely needed.  

In fact, “If (we) do not change, (we) can become extinct.”275  “The question is, ‘What do we need to let go of 

and what do we need to move on to?’”276  Patricia Lotich, in her article titled “8 Steps to Implementing 

Successful Organizational Change,” says, “Doing things the same way will produce the same results.”277  

The current results of what we are doing seem to be non-growth and decline.  If we want a different future, 

the Church must change.  However, to change, we first must know who and what we are.   

Avery Cardinal Dulles, in his book, Models of the Church, says the culture of a Church, which is the 

product of its history, tradition and self-image, determines how that particular Church will function in and for 

its community.  Dulles points out, “Images are immensely important for the life of the Church - for its 

preaching, its liturgy, and its general esprit de corps.  We live by myth and symbols - by connotations as 

much as denotations.”278  So, the ecclesial model invoked by a particular Church matters, for it will 

essentially mold, inform, limit, and promote the kind of ministry that the particular Church ultimately does.  

The identified model can help each Church determine that congregation’s role in the community.  It is not 

that the model dictates to the particular Church its ministry priorities, but that the ministry priorities and the 

overall behavior of the Church determine the ecclesial model.   

Knowing the ecclesial model of a Church can help the people of the congregation understand their 

challenges and limitations.  Avery Cardinal Dulles describes 5 Ecclesial Models: 1.) the Church as 

Institution, 2.) the Church as Mystical Communion, 3.) the Church as Sacrament, 4.) the Church as Herald 
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and 5.) the Church as Servant.  He says,  

In the institutional models, the official Church teaches, sanctifies and rules with the authority of 
Christ.  In the communion models, the Church is viewed as God’s People or Christ’s Body, growing 
into the final perfection of the Kingdom.  In the sacramental ecclesiologies, the Church is 
understood as the visible manifestation of the grace of Christ in human community.  Finally, in the 
herald models, the Church takes on an authoritarian role, proclaiming the gospel as a divine 
message to which the world must humbly listen.  In all these models the Church is seen as the 
active subject, and the world as the object that the Church acts upon or influences.279 

Of the Church as Servant, he says, “…just as Christ came into the world not to be served but to serve, so 

the Church, carrying on the mission of Christ, seeks to serve the world by fostering the brotherhood of all 

men.”280  (Dulles first published this work in 1978 and did not use inclusive language at that time.)  Cardinal 

Dulles concludes, “The Church is seen as existing for the glory of God and of Christ, and for the salvation 

of its members in a life beyond the grave.  It is not suggested that it is the Church’s task to make the world 

a better place to live in.”281  

  While it will be helpful to define these ecclesial models and use them to identify the working model 

for a congregation, the reality of the Church is not so nice and precise.  It is possible that a Church may find 

itself identifying with more than one of these models.  For example, a Church could see itself functioning in 

the sacramental ecclesiology because the congregation understands itself as a “visible manifestation of the 

grace of Christ in human community.”282  However, they might also function with a bit of servant 

ecclesiology because there are those who support outreach programs of helping others with the idea that 

maybe they can “make the world a better place to live in.”283  They might also function with a bit of the 

communion model, where they see members as the Body of Christ striving to grow into some sort of final 

perfection of the Kingdom.  Even more, Dulles says, “Because images are derived from the finite realities of 
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experience, they are never adequate to represent the mystery of grace.  Each model of the Church has its 

weaknesses; no one should be canonized as the measure of all the rest.  Instead of searching for some 

absolute best image, it would be advisable to recognize that the manifold images given to us by Scripture 

and Tradition are mutually complementary.”284  None-the-less, it is a helpful tool for a congregation to 

identify their predominant ecclesial model so that they can build on their strengths and work on any 

limitations.  A congregation needs to know who and what it is; they must know their challenges and 

opportunities and know what they can and cannot change about themselves.   

When Roger Kaufman talks about the models organizations use that describe their function, he 

calls them paradigms.  Like Dulles, Kaufman believes that every organization (including the Church) 

functions within its own set of paradigms.  Kaufman explains how our paradigms, or assumptions define the 

world in which we function and determine the impact we want to have on that world.  “Paradigms are the 

boundaries and ground rules we use to filter and understand reality…  they allow us to comprehend our 

world and to successfully deal with it.”285  Accordingly, our paradigms can “tell us what to do to be 

successful within those boundaries” we have defined for ourselves.286  Of course, all of this can inform us 

how to be the Church and/or how not to be the Church within our context.  However, it is likely true that 

many congregations have not been intentional about establishing, evaluating and reevaluating their 

paradigms.  Instead, many congregations operate with presumed or maybe inherited paradigms and 

assumptions about their role and meaning in their world.  According to Kaufman, if the chosen or operating 

paradigm is incorrect, then at best the congregation is irrelevant and at worst, their survival is in jeopardy. 
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It is probably safe to say many congregations are doing their ministry in response to perceived needs in 

their community, largely untested.   

Certainly, many congregations do their ministry from habit or long ingrained tradition, because it is 

the way things have always been done.  For example, in many congregations, worship falls into the 

category of “traditional”, using music often written in the 19th century with antiquated words and 

instrumentation (the organ) that may or may not speak to the younger religious consumers.  But that is how 

worship has always been done.  When people sing “Here I raise my Ebenezer, hither by Thy help I’m 

come;”287 do they even know what they are saying?  What in the world is an Ebenezer?  Is that not 

Scrooge’s first name?  Even more, in many Churches, sermons tend to be religious lectures in a world that 

now may prefer interaction and dialogue.  Often, the operating paradigm seems to be “they” (whoever they 

are) must conform to “us”.  The problem is this paradigm is not working as evidenced in the gradual and 

continuing decline of worship attendance and the overall lack of Church membership growth.  As Kaufman 

rightly points out, “We say with some certainty that the ability to consciously adjust to changing 

circumstances is an indicator of healthy individuals, healthy organizations and healthy communities.”288  

Despite any outward appearance of health, if the congregation is not growing, it is ultimately not a healthy 

organization.  What may be needed, in the very least, is some sort of change.  Hopefully the change results 

in a solution for the Church that is not worse than the problem.   

Steps to Organizational Change 

Change is often not an easy thing for individuals or for organizations (congregations) to do.  People 
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tend to not like change because change can be discomforting.  Again, Patricia Lotich, in her article titled 8 

Steps to Implementing Successful Organizational Change, says, “Change is a word that generates 

uneasiness in most of us.  However, successful organizations understand that when they are doing things 

the same way with poor results, implementing organizational change can be necessary.”289  In her article, 

Lotich suggests 8 steps to implementing change.  (These are her steps from her article with my explanation 

for those steps.):   

1.) Management Support for Change: When leaders or the members of an organization 
(congregation) determine that there needs to be change, everyone within the organization needs to 
prepare for the intended change and to support the process.     

2.) Case for Change: Everyone needs to know the rationale for the change and the potential 
consequences, good or bad, that change will inevitably bring.  In the case of a congregation, if the 
change is to institute an Intentional Outreach Program, everyone needs to know the reason for the 
program and the steps necessary for the program to work.  There are questions that should be 
asked and answered, like: How will new people be included and how will new people impact the 
organization (Church)?   

3.) Employee Involvement: Members of the congregation usually see themselves as the customers 
of the Church and not the sales staff.  They are, however, both.  For any change to work, the 
members must be recruited to buy into and participate in the change.  Congregants must see their 
role in Jesus’ Great Commission.   

4.) Communicating the Change: There must be a clearly articulated vision for the future that is 
shared with the membership.  “We are going to move from passive outreach to active outreach, 
inviting and welcoming people in the name of the Lord.”  Lotich says, “Being proactive in 
communications can minimize resistance and make employees feel like they are part of the 
process.”290   

5.) Implementation: Implementation would entail training the membership for their role in the 
intended change.  Members must know what they need to do for an Intentional Outreach Program 
to be successful.   

6.) Follow-up: There should be reviews of the program to determine what is working and what 
improvements need to be made.  Change in an organization is difficult and serious work.   

7.)  Removing Barriers:  Barriers can be members, inadequate training or failure to make the case 
for change.  These need to be “fixed” somehow.  
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8.)  Celebrate:  As Lotich says, “Celebrating the small changes and building momentum for bigger 
changes are what makes (members) want to participate in the process.”291 

Applying to the Church Spencer Johnson’s point from his book titled Who Moved My Cheese: the biggest 

inhibiter to change lies within the organization but nothing gets better for the organization until the 

organization changes within.292  All this work of preparation and change within the organization (the 

Church) is called “Inreach”.   

Part One: Inreach 

The Necessary Prep Work for Outreach 

Inreach is not an incredibly familiar term.  Most of us are probably familiar with the concept of 

Outreach but not Inreach.  In fact, when Sarah E. Filson used the term, I thought she was making 

something up, except she gave assurances to me that the term is used at her job in Pittsburgh, PA in the 

context of in-house training.  “Inreach” is used in a blog written by the Reverend Pete Vander Beek who is a 

pastor of the Christian Reformed Church of Canada.  In Pastor Pete’s Blog, he defines Inreach as “anything 

that is intended to connect existing participants in the Church with each other better.  Outreach is trying to 

connect the Church with people outside of it.”293  Inreach will prepare congregants for change within the 

organization so that the organization (the Church) can adjust its function, direction and emphasis.  Even 

more, an Inreach process can lead to an adaptive change, a deliberate process that also begins by 

presenting the case for the need to change.  In a passive congregation, for example, it might be necessary 

to challenge members in the way they think about membership and membership growth.  In a passive 

congregation, some people likely believe that for the congregation to continue its ministry, all they need to 
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do is let people find them and then those people will join and become just like them.  A so-called passive 

membership program supported with “a hope marketing strategy” is doomed to failure.   

Sometimes an Adaptive Change is necessary.  An Adaptive Change is the work that people do 

when they know the problem and seek to find a solution.  An Adaptive Change is a work that helps people 

identify “what cultural DNA to conserve and discard, and invent or discover the new cultural DNA that will 

enable them to thrive anew.”294  It involves a “learning process through which people in a system achieve a 

successful adaptation.”295  When engaging in adaptive work, one is not trying to solve a simple or technical 

problem, like finding a better internet provider, but rather addressing “the gap between the values people 

stand for (that constitute thriving) and the reality that they face (their current lack of capacity to realize those 

values in their environment).”296  For a Church that is in decline, or has plateaued in membership growth, 

an Adaptive Change might start with the congregation affirming their call by God to proclaim the good news 

of God’s love to their world.  The Church would need to discover what they must implement or change so 

that they can do their ministry in their community successfully.  

By now, it is no secret that I believe that for Christendom to thrive, it must fulfill the requirements of 

the Great Commission by recruiting the next generation of believers, which can be achieved through an 

Intentional Outreach Program.  Such a program should be designed not only to attract people to 

Christianity, but also to grow the present members in the practice of their faith and theology.  Fishing for 

people should be the primary mission of the Church because that is its Great Commission.  However, 

fishing for people is a skill that needs to be learned; it needs to be taught by Leaders within the faith.  
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Christendom needs to move from a passive stance on membership growth to an active program in which 

Christendom pursues/recruits people who are not part of a faith community.  An Inreach Program could 

begin with interactive sermons designed to teach the skills of fishing for people.  These sermons should 

raise the question of what the Church is and its purpose, as defined in the Great Commission in Matthew 

28:16-20.  As Patricia Lotich’s 8 Steps suggests, the leaders must be committed, in this case, to fulfilling 

the Great Commission, and they need to have and share a vision for the future with a strongly 

communicated purpose.  The members of the congregation must buy into and support the vision because, 

after all, they are stakeholders who must be on board with any adaptive change.  The conversation should 

focus on what Jesus’ Great Commission requires and what it means for Christians to make disciples.   

An additional step in a starting point of an Inreach Program that leads to an Intentional Outreach 

Program (and perhaps a modest step forward at that) would be to make good use of all forms of social 

media and advertising.  It is important to do a demographic study of the community to ascertain who is in 

the community and ascertain their needs.  There should be a review of the suitability of the current 

programs offered and how those programs address needs of the people both inside and outside the 

Church.  Changing congregational thinking will require a conversation through which the congregation will 

need to discover what real or perceived loss they will experience if they tried to increase their membership 

in contrast to what real or perceived loss they will experience if they do nothing.297  What usually is at stake 

is the future, which should be a big selling point for change for people who care about the future. 

As a Church prepares to introduce and manage an Intentional Outreach Program, the congregation 

needs to ask: “Of all that we care about, what elements are essential and must be preserved into the future, 
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or we will lose precious values, core competencies, and lose who we are?”298  This is an important and 

valuable question.  If a Church decided to focus recruitment on a particular demographic, or to include 

multiple demographics in the overall recruitment plan, there would need to be a determination about any 

necessary accommodations for each demographic.  For example, might there be a need to find resources 

for a bilingual worship service and education program?  On the other hand, if the focus is mainly on un-

churched people, would there need to be research and consideration about some of the things that have 

prevented those folks from being involved in Church life previously and adapting the strategy to 

acknowledge these things?  Or, if the focus is on Gen Z, the Millennials, Gen Xers and/or Boomers, would 

there need to be research and consideration about who they are and what they need?  Certainly, these are 

rhetorical questions whose answers are “yes”.  Outreach to potential new members is intentional; it is hard 

work and it might require change within the structure of the organization (the Church) or at least in the 

thinking of the present membership.   

Designing an Intervention: An Adaptive Change 

I believe people of faith will embrace change because they believe that God is calling them to act 

upon their faith; they discern God’s purpose working through them.  Change begins when people are 

mobilized for change because they understand the need and purpose and they share the vision.  Ronald 

Heifetz, in his book, The Practice of Adaptive Leadership, co-written with Alexander Grashow and Marty 

Linsky, says, “Effective interventions mobilize people to tackle an adaptive challenge.”299  “Effective 

interventions are based on interpretations of the situation… in the adaptive, conflictual, and systemic 
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characteristics of the organization’s challenge.”300  This interpretation comes as a result of our “going to the 

balcony”.  When one literally stands on a balcony, one can look down to see the bigger picture of activity in 

that place; one can see the lay of the land.  When Heifetz uses the balcony analogy, he means we need to 

take an honest look at the big picture of our situation.  The First Step, then, for instituting change is to take 

a balcony look at the organization.  To say it again, the congregation needs to know who and what it is, 

acknowledging its ecclesial model and paradigm.  In their book, Strategic Planning For Success , Kaufman, 

Brown and Watkins describes the “SWOT” Analysis.301  A SWOT is a way of doing a balcony view by 

reviewing Strengths, Weaknesses, Opportunities and Threats.  Kaufman’s suggests some questions to ask 

in determining the SWOT: “What are you good at?  What can you do that others cannot?  What makes you 

unique?  What positive impact do you make on society?”302  If your Church ceased to exist tonight, would 

the community miss it?  These questions can inform a SWOT, as we stand on the balcony and look at our 

organization, our Church.     

The Second Step is for the leadership to determine the “ripeness” of the issue in the system.  

Heifetz describes what he calls a “productive zone of disequilibrium.”303  This PZD is a tension between 

identifying the problem so that there is engagement and forward movement but not so much tension that 

the organization is overwhelmed and unable to move.  He says, below this zone, “People are comfortable 

and satisfied.  Above the PZD, the disequilibrium is so high, things are so hot, that the tensions within the 

organization reach disabling proportions.”304  People in the organization (the Church) must see that the 
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need to address the problem is such that “the discomfort of not dealing with the problem is the same as or 

more than the discomfort that would come from any nasty consequences of not addressing the problem.”305  

Congregants should realize there is more discomfort in closing the doors to their beloved Church than there 

is in doing their mission of making new committed Christians, who might change the culture of their Church. 

The Third Step in an adaptive change process is to ask, “Who am I in this picture?”  A logical 

conclusion for a leader is that we are in a position where we have a responsibility to make a change in what 

we are doing and to lead the organization or congregation to work on an adaptive change.  Heifetz’s Fourth 

and Fifth Steps can be merged into one: there is a need to communicate the intervention and think of it as 

having a life of its own.  Heifetz says, “Martin Luther King Jr. anchored his dream in the American Dream.  

By doing so he reminded Americans of the starting point for their nation, challenging people to give life to 

their dream, not only his own.”306  Basing the adaptive change on the Great Commission from Matthew’s 

gospel Biblically roots the change as the purpose of the Church from the very beginning.  Once this 

perspective is established, an Intentional Outreach Program should become an owned congregational idea.  

Step Six anticipates there will be some who will not be engaged in the adaptive change process, especially 

if the targeted group is a “them” and not an “us”.  Bringing new people into the organization can be seen as 

a threat to the organization’s existing culture.  This reality needs to be acknowledged and addressed.  Step 

Seven requires keeping the adaptive change at the center of attention.  Change should be the priority for 

those participating in the program.   

Like Heifetz’s First Step, Lotich, in her Second Step for change, says Leaders must make the case 

for change.  Most congregations, in fact most organizations, according to Peter Steinke, expect that 
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“leaders will bring stability, provide safety and offer quick solutions.”307  “People believe leaders will do all of 

this with a minimum of disruption and no surprises.”308  Indeed, there is always the temptation to deliver the 

instant solutions or the short-term fixes.  Maybe the congregation could just try some trendy membership 

growth event that worked somewhere else.  It might work; but it might not work.  Ultimately, there must be 

an understanding that anything less than a well-implemented plan for adaptive change is not the best use 

of time, talent and treasure if success is the desired outcome.   

To summarize Inreach: change and commitment to change must be real and it must start with the 

leadership and move to the membership.  The congregation must buy into the case for change.  Jesus has 

called his followers to share the good news of God’s unconditional love for the world; why would we not do 

our mission of sharing that good news?  When the congregation is not growing it is likely because they are 

not doing their mission.  If they want to change their trajectory, they must embrace their call, act like a 

business, evaluate their current programs, aggressively advertise using social media, and do research.  

The congregation should learn best practices that encourage new membership and growth and not expect 

that growth is solely the Pastor’s responsibility.  The congregation, or at least their leadership, should learn 

more about the community.  They should target a demographic after they learn more about that 

demographic and consider an appropriate outreach program.  In order to attract potential new members, 

the congregations should learn about marketing and the best ways to advertise their product and programs.  

Further, the congregation must learn how to effectively welcome visitors and potential new members, share 

their faith, develop new relationships and celebrate success.   

A congregation cannot just lament their decline and use a “hope marketing strategy” that things 

somehow will get better because they are basically good people who deserve to grow in number.  
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“Plateaued and declining churches cannot grow simply by doing a better job at the things they are already 

doing.”309  As Hadaway and Roozen note, “Programmatic efforts to achieve growth often result in more 

activity than sustained growth.”310  So, doing more and doing more bigger and better, which for some would 

be a quick fix solution, might raise an immediate level of excitement and hope but probably will not create a 

sustained growth.  “…In order to grow substantially and to continue to grow, lasting changes must be made 

in the identity, vision, and direction of non-growing churches.”311  A plateaued or declining church can grow 

if the congregation works on their identity and direction and implements an intentional growth plan.  

According to Hadaway and Roozen, “They must become purposeful, open communities of faith.  They must 

become Churches, rather than growing voluntary organizations.”312  A plateaued church must awake from 

its sleep, acknowledge its situation and decide to do something about their situation if they want a future.  

A Step by Step Plan for an Inreach Program 

Putting it all together, given all that has been said, here is my proposed step by step plan for an 

Inreach Program:  

1.) The members of the Church need to stand on the balcony.  The congregation needs to know 
who they are and what they are.  The congregation needs to know their ecclesial model and 
their paradigm.  They need to know their SWOT.313  They need to know their purpose and 
direction.  Everyone needs to know the problem.  If the problem is declining membership and a 
neglect of the Great Commission, the problem needs to be clearly articulated.  There can be 
no assumptions that people know, because, well, how could they not know when they see 
empty pews every Sunday?   
 

2.) There needs to be a case for change with a vision for the future.  Members need to be moved 
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from complacency to urgency.  They need to acknowledge there is a problem that they can 
address.  Members need to believe that the consequences of the problem are worse than any 
discomfort experienced from the solution (Heifets’ Productive Zone of Disequilibrium314).  This 
step can be accomplished, in part, through sermons, Bible studies (especially about the Great 
Commission), pastoral letters and letters from the leaders. 

 

3.) There needs to be a recruitment of members to participate in the Inreach Process.  Only 
persons who are invested in being part of the solution should be recruited.  To reduce potential 
resistance to change, members need to be and see themselves part of the “team”.    A positive 
attitude about change and the future needs to be pervasive.  These persons will participate in 
the demographic study, help to decide the target group, help in social media advertising, and 
participate in the evaluation of the Inreach Program.  
 

4.) Informed by a demographic study of the community, the leaders need to create a plan on 
paper for an outreach to a targeted group they want to market.  They need to create a 
marketing strategy, an Intentional Outreach Program, to sell their product.  A demographic 
study and other gathered data, like an Interest-Identification Audience Analysis (IIAA)315 using 
Facebook, can point leaders to a group in the community that could be and should be 
marketed.  Leaders need to lead in developing a marketing strategy.  (A discussion of IIAA will 
immediately follow.)   
 

5.) In implementing the plan, members will need training so that they know their role in the 
Intentional Outreach Program (IOP).  Members need to know their value proposition, their 
marketing message and the product (see Chapter 4) and how to talk about the product to the 
targeted group.  Advertising needs to include as much social media as possible.  Leaders for 
the IOP must be clearly identified to the membership and funding needs to be designated for 
this program. 

 

6.) As the Inreach Process progresses, there needs to be follow up to evaluate the effectiveness 
of the Inreach Program.  Has the case for change been made so that there is a movement 
from complacency to urgency?  Is there effective leadership development for the Intentional 
Outreach Program?  Is social media being used effectively to advertise the Church?  

 

7.) Removing barriers may include addressing any obstacles like inadequate training, lack of 
resources, or resistance from members that impedes change.  Barriers might include the 
community’s perception, or the targeted group’s perception of the Church. 

 

8.) Celebrate success.  There should be a recognition of contributions by the membership for 
movement toward achieving success.  Celebrations acknowledge goal accomplishment and 
encourage the membership to continue.  Obviously, then, there should be measurable goals 
set for the Inreach Program so that when they are achieved success can be celebrated.       
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All of this is Inreach, and Inreach is important.  Inreach is a necessary step so that Outreach can be 

successful.  Inreach is important because in the process, the congregation can determine those cultural, 

organizational things that must be changed and those core values and traditional things that must be 

retained for outreach to succeed.  Inreach is important to do so that the present membership experiences 

the least amount of anticipated discomfort because of anticipated change.  Whereas all discomfort cannot 

be eliminated, it can certainly be minimized. 

Positioning the Church to Reach Millennials 

 While not using the concept of Inreach, David Stark, in his book titled Reaching Millennials, in 

chapter 8, says there are some things that must be done before a Church can successfully do outreach, 

especially for Millennials.  He says first we must pay attention to our front door, which is not at all a door, 

but rather our social media; we are vetted by our on-line presence.  He says second, we need to be 

welcoming “because the first impression can never be taken back”316.  Third, he says whatever the Church 

does must be a celebration.  He says, “The big idea is to make it comfortable and inviting to outsiders, and 

not lose them in the first hour together.”317  And fourth, we need to have a system in place that nurtures.  If 

we are serious about attracting unchurched persons or new people who are not already part of a faith 

community, we need to help them acclimate to the Church setting.  Stark says, “…outsider targeted 

churches are very focused on the details of welcoming, celebrating and nurturing outsiders into involvement 

in the congregational life.  They typically have some good knowledge of who the people in their community 

are and have planned accordingly.”318  These things are part of the Inreach Program.    
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Interest Identification Audience Analysis 

Part of Inreach includes the step of developing a marketing strategy and an Interest Identification 

Audience Analysis (IIAA) is part of that strategy.  (Please see step 4 of a “Plan for an Inreach Program”.)  

Garrett Huddy says, “In consumer insights, audience analysis refers to researching the interests, 

preferences, demographic, location and other aspects of a group.  This could be a broad audience like ‘all 

Tumblr users’ or a much narrower group like ‘millennial female fans of The Bachelor in Massachusetts’.  

The insights you gain from audience analysis depends on the depth of your research.”319  Padveen says, 

“The most valuable practice that you can implement to build your target audience(s) is to run an Interest 

Identification Audience Analysis (IIAA).”320  Apparently, there is a lot of data available on media sources like 

Facebook.  Information is both self-reported and inferred based on a user’s activity.  “This data, while often 

unavailable on an individual level due to privacy concerns, is available at the cluster or segment level.  By 

running this kind of analysis within a certain cluster in your data base, you can learn a tremendous amount 

about specific groups in your audience.”321  The best places for running an IIAA is through Facebook and/or 

through an email database.  Maybe a Church has decided to launch an interactive worship service, using 

praise music and perhaps in an informal setting around tables in a social hall with coffee.  Using IIAA, it 

might be possible to identify persons who enjoy hanging out at the local Starbucks or Dunkin Donuts to 

specifically invite them.  Or, if a Church is launching an open mic night, using IIAA, it might be possible to 

identify people who enjoy that kind of entertainment so that they can be invited.  So, the questions are 1.) 

how many Churches have an email database?  Email addresses can be acquired at public functions the 

Church hosts, like fund-raiser dinners or from worship service attendance forms.  2.) How many Churches 
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are using Facebook to advertise themselves and in all Church publications do we ask people to “like us on 

Facebook”?  Padveen says, “If you truly want to better understand your audience(s), it is crucial for you to 

have a segmented email database.”322   

Garrett Huddy says, “Today, brands understand the importance of targeted marketing.  Facebook 

and Google’s massive growth stem from their ability to sell hyper-targeted advertising.  With all of the 

advertising and marketing technology available, targeting the audience of your choice is the easy part.”323  

As we launch into a marketing program, we should determine who we are targeting and what kind of 

message and content we should use for that target group.  Huddy described an IIAA that the Fender Guitar 

Company used to market a new product.  The bass player of the band, “Red Hot Chili Peppers”, named 

Flea, designed a bass guitar for Fender.  “Before launch, they (Fender) needed to determine the right 

audience to target and best type of campaign to engage them.”324  Using Audience Analysis (IIAA), Fender 

was able to determine that people liked the individuality of bassist Flea; they used words like “fun” and 

“weird” to describe Flea.  Fender started the “#MyFleaStyle campaign”.  People were asked to send in 

photos of themselves playing a guitar using their own unique musical style for a chance to win a new bass, 

with Flea picking the winner.  Huddy says, “The campaign was a massive success because they made a 

point to understand their audience first.”325 

The point is, rather than a congregation developing or using a generic evangelism program 

designed to bring in new members to a Church, we need instead to identify our specific audience (our 

targeted group), learn their needs, even the language they use, and then create a program that speaks to 
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their interests and needs.  For each community, the program we develop will probably be different; one set 

program will not work everywhere.  Churches must do research to determine what will work for them in their 

particular community setting.  In the Fender guitar campaign, Fender used the words “fun” and “weird” 

because these were words that the targeted group used.  So, what language, what special words, do 

people use in our communities that we could use in our advertising?  The Fender campaign resulted in 

brand exposure for Fender Guitars and created interest in Fender products overall.  As the Church 

advertises, we also create brand exposure and hopefully an interest in our product and programs.   

Developing a Marketing Strategy as Part of Inreach 

“Marketing embodies science through data and predictive analytics; psychology through consumer 

behavior studies and applications; emotions through events and engagement that spark inspiration and 

excitement; technology that breaks down boundaries; and art that invites imagination, innovation and 

creativity beyond limits,” says McMurtry.326  Obviously, an explanation of marketing cannot be done in just a 

few paragraphs.  Marketing is a complex, multifaceted subject and discipline.  College degrees are offered 

in marketing, alone.  However, McMurtry succinctly defines marketing, when she says, marketing is about 

communicating “what you do in a way that’s personally relevant, compelling and exciting and taps into your 

customers’ aspirations, values, and ideals.”327  Marketing must attract the interest of people; marketing is 

about reaching out to a specific group of people, using their language and their experience to attract them 

to a service or product.328  A marketing strategy is a map, a formula, a plan on how to “secure loyalty and 

evangelism from (our) customers.”329  And, unfortunately, marketing is a topic that is largely neglected by 

the Church.   
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There was a time when people participated in the worship and programs of houses of worship 

because it was what most everyone else did.  Places of worship were perceived as good places.  Churches 

offered Bible studies for adults and Sunday school lessons for children because that is what Churches do.  

Because volunteers thanklessly give their time as teachers, it never occurred to anyone to do a teacher 

evaluation or to review the effectiveness of the study or lesson.  And, there was always the assumption that 

what the Church offered is exactly what people want or need: we were precisely fulfilling those needs.  This 

is pretty much “Hope Marketing”.  We hope people will come to our service or study or program and want 

the product we offer.  Now we see in this era that this approach is not really working, there are some who 

believe that if the Church just does more stuff, maybe something will work.  So, the Church creates 

programs that members or leaders think will work.  Then maybe we advertise them with fliers posted at 

stores, of course expecting people will find out about our programs and decide to participate.  Like, why 

would a whole unchurched family not want to attend a 4-week Bible Study of the book of Ezekiel on 

Wednesday nights at 7:00 pm, right?  Did anyone check to see if that study will meet a need, stir an 

interest, satisfy a curiosity?  What else is going on in the community on Wednesday nights that would be 

competition to the program.  To say it again, “Hope Marketing” is not a plan; it is not at all a marketing 

strategy.     

When people buy things or join things they do so for personal reasons.  The purchased product or 

the organization joined appeals to their values and interests.  “To be an effective marketer in any industry, 

you need to understand some basics about human psychology and how the mind triggers behavior.”330  

When Jeannette Maw McMurtry says, the successful marketer must develop a strategy that takes into 

consideration psychological behavior,331 the intention here is not to suggest psychological manipulation.  
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Christendom should highlight for people in the culture today those things that Christendom does that is 

important for people.  We need to know our value proposition (God’s unconditional love) and we need to 

promote it and exemplify it in our living.  Our value proposition is a statement about how attending a 

particular Church, or a service or program, will make life better for the religious consumer.   

McMurtry says, “Daily, we humans constantly strive to find and associate with happiness.  

Happiness is not only the greatest achievement in life, but it’s also a magnet for brands that truly 

understands its power.”332  She illustrates this principle with a Coca-Cola company strategy.  She says, 

Coke “became the leader of the happiness movement with its ‘Happiness’ campaign that focused on 

delivering happiness to people in surprising ways around the world.”333  Apparently their marketing strategy 

focused on those happy times in consumers’ lives.  The interesting thing about their campaign is Coke’s 

“marketing content had no mention of its product, just videos, ads, posts, and web and social content about 

how to find and share happiness.”334  In fact, could the Church include “happiness” in its marketing 

strategy, in its value proposition?  The answer is obviously “yes”.  God’s unconditional love brings joy to the 

believer!  

McMurtry points out that there are five fundamentals of human happiness, citing Jon Haidt’s book 

titled The Happiness Hypothesis.  These are: 1.) feeling connected to others, 2.) making a difference, 3.) 

associating with and experiencing good, 4.) reciprocity, and 5.) fairness and justice.335  In fact, according to 

research by Edelman and Cone Communications, 71% of those polled will buy from companies that 

support their values and 80% will switch brands to buy from a company that supports their values.336  

McMurtry goes on to say people seek purpose in and for their lives.  “Many people seek to find and fulfill a 
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purpose, so much so that Rick Warren’s book The Purpose Driven life: What on Earth Am I Here For? 

became the second most translated book in the world, behind only the Bible.  Many consumers today seek 

purpose outside of the traditional methods of religion and volunteerism and seek to further it by the choices 

they make at the grocery store, online shopping carts, and more.”337  The purpose of life, specifically “my 

life”, is one of those big religious questions that Christendom should be answering, as noted by Dr. Lee C. 

Barrett in his 2016 Convocation Address at Lancaster Theological Seminary.338  While the Church does not 

specifically state the five fundamentals of human happiness as important values for Christendom, they are, 

however, important values in Christendom.   

So, a marketing strategy should consider the psychological need for happiness and purpose. 

McMurtry suggests that in developing a marketing strategy we might ask these questions or some variation 

thereof:   

1.) What emotions are associated with purchasing in my product category? 

2.) What role do these emotions play in their purchasing process and final decisions?   

3.) How do I need to position my brand to appeal to those emotions? 

4.) What messaging is most critical to getting attention? 

5,) What creative applications appeal to the feelings that drive choice? 

6.) What promises and offers will be the most credible for gaining attention and inspiring behavior? 

7.) What experiences can I create to appeal to and build on the emotions that get customers to 
trust, act and remain loyal?339 

These are questions that can be tweaked and developed for Church use.  For example, what emotions are 

associated with attending “my” Church?  What can my Church promise and offer that will be the most 

credible for gaining attention and inspiring behavior?  What role might faith, hope and love have in getting 

critical attention?  The answers to these questions should be researched, possibly through surveys of 
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others and certainly through personal refection by members.  Indeed, how does faith, hope and love impact 

the lives of our own members?  Social, emotional and psychological influences play important roles in the 

way people act and make decisions and therefore these will inform a marketing strategy.  The answers 

might help in the kind of language that we choose to use for the religious values that we uplift and the 

programs we ultimately develop. 

   Another step of a market strategy is gathering knowledge.  To say it again, we need to learn as 

much as possible about the customer, the market place and the competition.  In today’s market, there 

should be a plan for establishing and maintaining long-term relationships to build customer loyalty.  So, we 

must know the customer, the persons we have determined to market, the targeted group.  Since the subject 

of this work is marketing Millennials, we must know what influences Millennials’ decisions so that they will 

“buy” our product.  In terms of knowing the market place, we must know how we compare in terms of 

access, quality of programs and reputation.  For example, how does my Church compare to the 

competition, the other Churches in my community.  If there is a need for improvement, we should devise a 

plan to improve.  Every Church should have realistic short-term and long-term goals to measure success 

and to evaluate the marketing strategy.  Afterall, McMurtry says, “Rome wasn’t built in a day.  Flight did not 

happen overnight.  Apple, IBM, Kraft Foods, and GE didn’t become top of their game in just a matter of 

weeks, either.  All had a carefully concerted plan with goals, action items, timelines, and more that would 

help them launch, scale to mass distribution, establish leadership, and grow as efficiently and profitably as 

possible.”340       

 As previously stated, Millennials value relationships.  However, McMurtry goes further when she 

says it is even more important to build kinship, not just relationship.  She says we should create an action 
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plan around the answers to these kinds of questions: 

1.) What elements does your company culture have in common with the core culture of your most 
valued customers? 
 

2.) What lifestyle values do your consumers embrace and live and that your corporation values 
support?  Are these environmental, social or charitable?       
                                                                                                                            

3.) What opportunities exist within your markets and communities for bringing your customers and 
employees together in a common cause?341 

The answer to the first 2 questions can certainly be found in the Christian core values of faith, hope and 

love discussed in Chapter 4 of this work.  In the very least, these values are social and charitable.  The 

third question can be answered in part by citing the social outreach programs of many Churches, like the 

outreach and caring expressed in the operation of a food pantry, for example. 

Creating an FOMO: Fear Of Missing Out? 

 Jennifer Lux says, “If you have ever made a purchase due to social pressure, fear of not getting a 

deal or discontent around possibly missing out on a shared experience, you know exactly what it feels like 

to be incentivized by the fear of missing out (FOMO).”342  Ana Gotter says, “FOMO is one of the biggest 

psychological strategies you can use to increase the success of your marketing efforts.”343  In her article, 

Gotter says there are 4 tactics to use to create FOMO: 1.) Create Scarcity and Urgency, 2.) Encourage 

Engagement for Social Proof, 3.) Promote an Experience over a Product, and 4.) Utilize Exclusivity.  Can 

the Church create a FOMO experience?    

“Encourage engagement for social proof” (tactic 2), is essentially recruiting Millennials, involved in 
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any Church program, to use social media to give a positive review of the program.  A “like” on Facebook, a 

positive review on Yelp, a text message to friends will help to advertise and promote the Church’s program 

and its brand.  If, for example, the Church started an alternative worship service geared for Millennials, 

getting positive reviews about the service from persons participating potentially encourages others to attend 

so that they can also have that experience.  Even more, “Millennials are valuing experiences more than 

they value products.  ...No one wants to miss out on something that’s happening.”344 (tactic 3)  Lux says, 

“Millennials regularly broadcast their accomplishments to their peer networks, and there is consistent social 

pressure to cultivate experiences among consumers in this generation.”345  A worship service can be and 

should be an experience that serves spiritual needs and helps people face the coming week.  The things a 

Church does can be performed as experiences and be described and marketed as such. 

 Alan Cassinelli goes further when he suggests flipping FOMO on its head.  He says, “While the 

fear of missing out makes a great motivator, any human who interacts in the digital sphere can tell you it 

can also be an exhausting, anxiety-filled process.”346  He suggests that we invite customers to interact 

personally, to unplug, set aside digital devises and interact face to face.  Cassinelli suggests personal 

interaction is what packs Millennials into events like music festivals or spring break celebrations.  Cassinelli 

may be on to something, given what we know about Millennials from the surveys in Chapter 3.  They are 

relational, appreciating the ‘experience” and the Church can provide that experience through its services.  

He says, “The nuances of our fears in the digital age mirror those of generations before us, and missing out 
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on the fun still ranks high on our list of concerns.”347  “FOMO is also deeply rooted in the age of social 

media and instant gratification and takes on a societal component that can be activated with collaborative 

user-generated content.”348 

 Caryn Kopp says, “FOMO can cause someone with a completely full calendar to rethink the 

importance of committed events, cancel ones that are marginally important and add something else 

instead.”349  She says there are three marketing questions we should ask that relate to FOMO.  These 

questions are just great questions to ask in creating a market strategy, period:   

1.) What do your prospects need to know that they don’t know that will make their lives better?   
Sales is not always about pain.  Sometimes it’s about what could be verses what is for your 
prospects. 
 

2.)  Why do your prospects need to know right now and not wait until next month or next year?   
 

3.) Why are you the best (or only) person to deliver this information?350 

She concludes with a reminder: “What works in one situation for one prospect will not always work for the 

next.  Sales messaging is situational.”351 

 Kopp’s three questions are questions that every Church could use as they market, create, 

advertise, launch and review programs.  What do people need to know about what we believe and do that 

will make their lives better?  Of course, we can answer, having a relationship with Jesus Christ and 

fellowship with other believers, and living a life motivated by our marketing message, which is faith, hope 
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and love, will make our lives better.  Potentially, there are other answers to these questions that a 

congregation might generate.  However, our prospects, those potential new members, needs to know why 

what we are doing is important to their lives now because life is fragile, and no one knows what our life will 

be like tomorrow, next month or next year.  People need to know that “my” Church is the best place to 

experience this message because we do indeed embody it.  So much for this brief sermon! 

 In its Intentional Outreach Program, the Church cannot underestimate the importance of the 

customer’s experience.  The customers in the Church are either the members (who really should identify as 

the sales staff) but more importantly the new people we are marketing.  McMurtry says, “Customer 

experience, or CX, campaigns are replacing marketing campaigns because, overall, customers care more 

about the feelings fulfillment and trust you create than the prices or benefits you offer.  In fact, in the 

marketing department, we’re seeing chief experience officers replacing chief marketing officers because 

the experience brings people back for more much more often than the price they paid.”352  Certainly 

Christendom can create meaningful experiences within the programs or services we present to potential 

new members that encourages them to reaffirm their decision to attend and participate in the first place.  

Further, we can provide an opportunity for new people to join small groups that will ultimately support and 

encourage continued participation.  Finally, we can encourage new people to invite their friends, families 

and associates to join the experience because we do not want anyone to miss out (FOMO). 

Planning a Plan 

 Assuming we have successfully completed an Inreach Process, and we have begun thinking 

through a marketing strategy, it is time to write a plan that will lead to an Intentional Outreach Program.  

Planning a plan is important.  McMurtry says, “Taking the time to think through and write a marketing plan 
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is essential to success for many reasons.  It helps you and your entire team to clearly understand your 

goals, vision, current knowledge, acts you plan to execute, and the budget you have to spend on those 

actions.  Essentially, it organizes your knowledge, defines your priorities, and sets your tasks and 

schedules and gets everyone on the same page.”353  She advocates creating a plan specifically for the 

following reasons: 

1.) A plan helps you identify the best practices, eliminate the unprofitable practices, and keeps 
everything on schedule and on budget. 
 

2.) The planning process helps you to think through what needs to be changed to improve your 
results and putting things in writing often adds clarity of focus to necessary tasks. 
 

3.) Planning helps clarify and control key elements of your marketing plan, such as branding, 
pricing, content, selling strategies, and more.354  

Planning a plan can result in creativity about the marketing strategy, especially when we challenge old 

assumptions and practices and we consider new ways to boost our image and optimize the outreach effort.   

 In planning a plan, leaders should research what other faith groups in the community are doing to 

attract people from the same targeted group to their services and programs.  This might be done by a 

simple search using a computer.  It would be good to know if there are some good practices that others 

have tried, that might be adapted for the local setting.  It is important for leaders to know what an outreach 

program will require from the organization.  For example, in order to perform a successful outreach 

program, are building modifications necessary?  Are staffing changes or new staff required?  Does the 

leadership need a consultant or need to learn more about anything involved in the overall outreach 

program?  Has the faith community consider what its branding is?  For that matter, what is branding?  Do 

we need to learn more about our “product” or our marketing message?  All these issues ought to be 
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considered during the planning the plan process.  To state the obvious, planning is an intentional, time and 

energy consuming process.  Without a plan, however, we risk becoming reactionary to our reality.  With a 

plan, we can proceed in a logical, orderly intentional fashion, in which we can measure and acknowledge 

success and then celebrate it. 

Brand Value 

 Mara Einstein notes, “Religion must present itself as a valuable commodity, an activity that is 

worthwhile in an era of overcrowded schedules.  To do this, religion needs to be packaged and promoted.  

…It needs to break through the clutter, and for that to happen, it needs to establish a brand identity.”355  In 

fact, whether a Church realizes it or not, the Church has a brand.  Brand is the identity of the Church, or 

any organization, for people on the inside and outside.  Brand includes the name of the organization, the 

symbols (like the cross or denominational seal) the organization uses and the meaning of those symbols 

both to the members and to the community outside the membership.  Brand is persona that evokes 

emotion “at every touch point and communication episode.”356  Brand is the heart and soul of the 

organization or product.  Brand “is a partnership in which consumers invest their personal equity as the 

relationship grows.”357  “Branding faiths is also necessary because religion is a commodity product.”358  

Einstein continues, “The only way to differentiate one religion from another, or any product for that matter, 

is through the services provided (the added value) and the symbols that designate it.  What we are talking 

about here is branding.”359  

However, as we already know (please see chapter 2), the Church’s brand today has an image  
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problem, as David Kinnaman notes.360  As Mara Einstein says, “The severe declines in church attendance, 

due to everything from changing social codes to the pedophile priest scandal of the Catholic Church, 

demonstrate why marketing has become necessary.”361  All of this must be a factor in the planning process 

regarding Brand.  There are questions that must be asked and answered:  Would a Church need to de-

emphasize their denominational affiliation in their community?  Would a Church need to use a term like 

“faith community” to describe itself rather than use the word “Church”?  Would the Church try to redefine 

itself as a Church in its marketing strategy because of existing bad community perceptions?  In other 

words, in acknowledging an image problem, could a Church move forward, marketing itself as a Church, 

while promoting a new understanding of the word “Church”?  These are issues that must be considered 

and answered in the planning stage. 

 McMurtry says “People become emotionally invested in a brand when they: 

1.) Experience service or quality that surprises them by exceeding all expectations 

2.) Are recognized and rewarded for their business and loyalty 

3.) Evangelize about a brand experience or product in the real world or online 

4.) Refer others to the brand and encourage them to purchase as well.362 

So, how is the Church doing with this issue of emotional investment?  When a first-time visitor comes into a 

Church, what is their experience?  How are they greeted, and do they receive service or quality that 

surprises?  Do they have an experience (which is important to Millennials) that would result in their telling 

others about that experience to invite others to join them?  Can the Church create a FOMO experience?  

These are questions that we probably do not ask ourselves or the visitor among us.  A simple survey could 
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be created and given to visitors for their input.  Separate from the survey, but given with the survey, should 

be a request for contact information to build an email data base.    

McMurtry says, “Brands that make the shopping experience anything but ordinary are often the 

most successful because people remember how they felt long after the product novelty has worn off or the 

product is no longer in use.”363  In other words, a brand that makes the worship experience or the dinner or 

the educational program anything but ordinary will likely be remembered because of the feelings the 

experience creates for the religious consumer.  In fact, it could be argued that a Church is several 

businesses.  A Church is a not-for-profit school, a theater where orations and music are presented and a 

restaurant, if the Church has meals for its members or for the public as a fund-raising program.  Churches 

ought to be doing these functions as well as a for-profit private school, a professional theater and an 

upscale restaurant, and these functions should become experiences that create FOMO. 

Part Two: Outreach 

An Outline for An Intentional Outreach Program (IOP) 

 Mara Einstein cautions, “Marketing religion is a balancing act – a delicate dance of how far one 

must go to remain relevant while at the same time remaining true to one’s faith.  This is not easy task.”364  

As we consider an outline for an Intentional Outreach Program (IOP), it is important to use good marketing 

tools on the one hand while at the same time remembering to be true to our faith.  Using what we know, I 

propose this outline: 

1.)  Do an Inreach Program.  Outreach will not succeed unless people are prepared for the results of 
a successful outreach program.  People need to stand on the balcony and know their SWOT.  They 
must believe their mission is the Great Commission.  Change is always inevitable, and people 
need to embrace change and manage it.  There must be a plan and an understanding of the brand.   
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2.) Complete the demographic study of the community and target a group.  (This is part of Step 4 in 
the Inreach Process.)  The study now moves us from preference to purpose (reality).  While we 
might prefer to target Millennials in our community, if there are no Millennials, the marketing 
strategy will fail.  We need to work with the people with whom we have access.  We need to know 
the facts.        
 

3.) Learn the needs of the targeted group.  (The step is a part of developing a marketing strategy.)  
Determine what the Church has to offer now, or could offer, that will satisfy those needs.  Is it an 
alternative worship service?  Is it an educational program or some sort of fellowship experience?  
Is it a course on spirituality or an open microphone night?  And, can the offering be turned into an 
experience?  Answer the questions:   1.) How will the proposed service or program make life better 
for the participants?  (How is our value proposition promoted?)  2.) To what emotion(s) does the 
offered service or program appeal? 
 

4.) Survey people in the targeted group to see if there is any interest in the intended program or 
 service offering.  Surveys should inquire about feasibility of the intended day and time.  Surveys 
could be done by email, through the website, by text messages, on Facebook and Twitter and 
through personal contacts with people from the targeted group.  If there is no interest, go back to 
step 3 and start again. 
 

5.) Recruit necessary staff and procure necessary resources, after selecting a targeted group and 
choosing the right service or program to offer, and the right time and place.  Train staff who will be 
available for nurturing/ mentoring new people, prospective members.  Prepare answers for 
anticipated questions.     
 

6.) Decide on the sales message (marketing message) to use in advertising the service or program.  
Will it be “faith, hope and love” or something else?  What messaging is most critical to getting 
attention?  Can FOMO be created for the advertising?  How can the message appeal to and build 
on emotions to get the target group members excited?   
 

7.) Select a launch date and then advertise, using every possible media available like email, the 
website, text messages, Facebook and Twitter and through personal contacts with people from the 
targeted group.  Send personal invitations to identified people in the group when possible.  Use 
photographs of the meeting/gathering space and of the leaders, in the advertising materials.     
 

8.) Create forms for contact information from participants.  Be prepared to start an email data base.  
There is a need to have congregants, or helpers, present to assist in gathering information.  The 
Leader of the program cannot do everything.   
 

9.) Be clear about achieving goals.  It is important that the offered service or program matters to the 
target audience.  Evaluate the service or program offering after the first presentation.  Did the 
presentation surprise the participants by exceeding their expectations?  Survey the attendees.  
What can be done to improve the overall experience?   

One presentation of the offered service or program may not indicate success or failure for the IOP.  Poor 

attendance or poor survey reviews could indicate a need to re-evaluate the success of completing the 
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above 9 steps, especially achieving goals (step 9).  Before launch, it is vitally important to remember that 

“first impressions can never be taken back.”365  We need to exceed expectations with excellence!    

In the Church, we have largely measured membership as attendance at a worship service.  This 

Intentional Outreach Program does not anticipate that the only way to fulfill the Great Commission is to get 

a person to attend a worship service.  In the Great Commission, Jesus said, “Therefore go and make 

disciples of all nations, baptizing them in the name of the Father and of the Son and of the Holy Spirit, and 

teaching them to obey everything I have commanded you.”366  Bringing a person to Jesus can be done at 

an educational program, a course on spirituality, a discussion group that focuses on faith and even a 

fellowship gathering where people can be exposed to the product and the marketing message of faith, hope 

and love.  As Hadaway says, “The experience of the presence of God is intrinsically attractive.  Churches 

grow when they are vital organisms; when they have a core vitality that both attracts people and compels 

response –whether towards evangelism or social justice (or both).”367 

Follow the Leader  

Heifetz says, “Adaptive leadership takes you out of your daily routine into unknown territory, 

requiring ways of acting that are outside your repertoire, with no guarantee of your competence or your 

success.”368  No guarantee of success?  Why would anyone actually sign up to be an adaptive leader when 

failure is a possible outcome?  So much of a leader’s image is tied to our ability to be at least perceived as 

a good leader who succeeds.  Yet, unfortunately, the risk of failure is a possible outcome of good 
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leadership, of marketing, of change, even of an IOP.  However, it may be that a good leader does not just 

strive to meet or exceed expectations but rather strives to challenge expectations.  We need to be able to 

“(1) manage yourself in that environment and (2) help people tolerate the discomfort they are 

experiencing”369  A leader needs to know self and be comfortable with self.  We should have no illusions 

about who we are so that we are not part of the problem.  Heifetz points out that leaders actually have 

many identities.  “Accepting that you are actually multiple ‘yous,’ that you have more than one self within 

you, is critical to exercising adaptive leadership.”370   

There are two challenges for a leader.  First, Heifetz advises that we resist the temptation to rush in 

to fix things.371  As the identified leader in the Church, people do expect the Leader to lead them to the right 

solution, rather than taking the time it takes to go to that balcony to see the bigger picture and then start a 

process.  Second, Heifetz advises we lead from the heart (chapter 21).  Heifetz talks about leaders being 

like strings on a musical instrument.   

Real guitarists know that the environment - temperature, humidity, barometric pressure- affects the 

tuning of the strings.  During a performance, as the environment changes, the tuning of one or more strings 

can go flat, usually not sharp.  Just so, outside pressures in organizations, like people, can affect a leader’s 

ability to be effective.  Sudden, unpredictable changes can significantly impact leadership.  Even more, the 

culture and circumstances of a Church can be significantly impacted by an Intentional Outreach Program, 

causing an environmental change.  Of course, the preferred outcome of such a program is a viable future.  

And, the noblest value of an Intentional Outreach Program is proclaiming the good news of the Gospel to 
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people in need of good news.  The potential loss from a successful IOP could be some the congregation’s 

past identity.  Obviously, playing this guitar could be a challenge!   

Having a Strategic Plan 

 In this work I have treated an Intentional Outreach Program as an Adaptive Change because an 

Adaptive Change can address a problem with some urgency in a relatively short time span.  Even more, an 

Adaptive Change process is used when the problem has been identified and a solution needs to be created 

and implemented.  However, Christendom should also develop a Strategic Plan to establish long-term 

goals.  Kaufman says, “Strategic planning is the formal process of defining and documenting the desired 

future and ways to get there.”372  He goes on to say, “Strategic planning provides the direction and 

requirements for delivering high payoff results; it is a formal, yet responsive, process that defines and 

delivers useful results.”373  The Adaptive Change and the Strategic Plan share the same fundamental goal 

which is to change the organization by solving a problem in order to create a better future.  The difference 

between these two is primarily the process and the time required to do them.  Strategic Planning is a big 

picture look at the organization and a big picture response.  Strategic Planning can require a big 

commitment of time, talent and treasure.  In Strategic Planning, the organization looks at itself to determine 

and identify what unknown problems they may have that need to have solutions.  There may even be a 

need to create change within the organization’s culture.  An Adaptive Change can be a smaller picture look 

and response.  In the Adaptive Change, the problem is essentially known, and the best solution needs to 

be found and implemented.  Never-the-less, Strategic Planning is a vitally important process for a Church 

to undertake to insure a vibrant future.  The process of Inreach and Outreach described in this Chapter 
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contain elements of both the Adaptive Change and a Strategic Plan.  However, it is weighted toward the 

Adaptive Change.  

A Theological Conclusion 

 In this chapter, I described organizational process, suggested step by step plans for an Inreach 

Program and an Intentional Outreach Program.  I have described the process of Adaptive Change and 

briefly stressed the importance of having a Strategic Plan.  I have presented marketing ideas and some 

strategies.  This chapter has been a cerebral consideration of organizational process.  However, especially 

in the Church, none of this has value unless the people in the Church care about each other, care about the 

future of their congregation, the people in their community and love the Lord Jesus Christ.  The underlying 

assumption of this chapter is people do outreach because they are committed to Jesus and are willing and 

able to talk about their own faith journeys with new people.  None of this works if the people in the pews 

stay in their pews and do nothing.  None of this works where Christians remain passive.  Only in a 

congregation where people are enthusiastically doing the Great Commission, greeting new people with 

genuine love, sharing faith and hope will any of this organizational stuff make a difference.    

 The Reverend Phil Olson joined with others to write an inspiring book about the potential he 

believed the Church already has in order to be effective in our world today.  Certainly, he was well aware of 

the decline of mainline Churches in our country, but his point is Churches that are faithful can win disciples 

for Jesus and make a difference in their ministry context.  He says, “Huge accomplishments start with small 

steps.  Effective outreach begins with one faithful visionary”374  Even during times of persecution, God used 

the faith of faithful people to make a difference in the world.  I believe God is still doing this.  Instead of the 

Church struggling to maintain institutional survival, denominational strength and to replicate some golden 
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era, we need to be the Body of Christ, doing ministry in the world, inviting others into Christ, caring for the 

marginalized in our communities and promoting our vision that God is a God of faith, hope and love.  We 

need to tell a broken world that God sent the Son into the world to transform this world and bring 

wholeness.  As Hadaway points out, “To grow and to continue growing, it is necessary for each mainstream 

church to become a vital religious institution, vibrant with the presence of God.  It must develop a clear 

religious identity, a compelling religious purpose and a coherent sense of direction that arises from that 

identity and purpose.”375  “The church that allows God to live in worship will not find it difficult to attract 

people.”376  Imagine the Church actually being the Body of Christ: this would be an effective ministry for a 

Church to do in our world today.  My friend Phil said, “The God of the Bible wants it.  Our hurting society 

needs it.  In the power and love of the Spirit, we can do it.”377  So may it be. 
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Chapter 6 

Rewriting the Future 

 Can we rewrite the future?  This is essentially the question Ebenezer Scrooge asks the “Ghost of 

Christmas Yet To Come”, in Charles Dickens’ A Christmas Carol.  In this classic story, Dickens describes 

how on Christmas Eve, Scrooge is visited by the three Ghosts of Christmas: past, present and future, sent 

to him by the ghost of his deceased business partner, Jacob Marley.  The Christmas Ghosts come to 

Scrooge one at a time to give him an opportunity to change.  Each Ghost shows Scrooge scenes from his 

life that reveal to him the way he has mistreated family, friends, employees and everyone else.  To the 

ghost of Christmas Yet To Come, Scrooge says, “’Ghost of the future!’ he exclaimed, ‘I fear you more than 

any spectre I have seen.  But as I know your purpose is to do me good, and as I hope to live to be another 

man from what I was, I am prepared to bear you company, and to do it with a thankful heart.’”378  The Ghost 

takes Scrooge to the streets where he hears disconcerting talk about a recent, but unidentified death, then 

to a bedroom where he sees a covered body, then to his place of business which is differently furnished 

and finally to a cemetery in a Church yard.   

The Spirit stood among the graves, and pointed down to One.  (Scrooge) advanced toward it 
trembling. The Phantom was exactly as it had been, but (Scrooge) dreaded that he saw new 
meaning in its solemn shape.  ‘Before I draw nearer to that stone to which you point,’ said Scrooge, 
‘answer me one question.  Are these the shadows of the things that Will be, or are they shadows of 
things that Maybe, only?’  Still the Ghost pointed downward to the grave by which it stood.  ‘Men’s 
courses will foreshadow certain ends, to which, if persevered in, they must lead,’ said Scrooge.  
‘But if the courses be departed from, the ends will change.  Say it is thus with what you show 
me!’379   

Scrooge sees on the grave stone his own name and then realizes that the talk about a death, and the sheet 

covered body he saw, was him.  He pleads with the Ghost saying he is not the man he had been.  He 
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questions why he is seeing all of this if there is indeed no hope for him.  He asks again, “Assure me that I 

yet may change these shadows you have shown me, by an altered life!”380  The Ghost does not answer 

Scrooge.  In the end, Charles Dickens tells us Scrooge learned his lesson and changed.  That is a hopeful 

conclusion to the story.   

Can the Church change its anticipated trajectory with an altered life?  Do we need the “Ghost of 

Church Present” to open our eyes so we can finally see our already empty pews and our already poorly 

attended functions?  Do we need the “Ghost of Church Yet To Come” to shows us our boarded up front 

doors and the for sale sign on our Church’s front lawn?  This is not an overstatement of the situation many 

Churches are facing today.  Churches are, in fact, closing and many others are in decline.  As Stetzer and 

Dodson note, 3,500 to 4,000 Churches close each year and 70 to 80 percent of North American Churches 

are stagnant or in decline.381  Can the Church yet avoid the obituary?  Can we turn this around; will we go 

fishing in time?  Can we fulfill Jesus’ Great Commission, or will it continue to be our great omission?   

Of course, an Intentional Outreach Program will likely not be easy to start and implement.  Such a 

program requires Inreach and Outreach as described in chapter 5.  Fishing for people may require an 

uncomfortable adaptive change in the way the Church thinks and functions.  An Intentional Outreach 

Program will require the hard work of marketing.  However, fishing for people is what Jesus has called 

Christians to do from the very beginning.  Fishing for people is our purpose.  If Christendom is to survive 

this Postmodern Era, we need to go fishing, to recruit new Christians, new followers of Christ.  We need to 

fish for Millennials, so that they embrace the faith.  We need to fish for unchurched persons, in fact, for 

anyone who has not yet heard the good news of God’s unconditional love for them.  We must do that thing 

which we have neglected to do for too long.  Like Scrooge, we must believe that “If the courses be departed 
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from, the ends will change.”382  Christendom needs to depart from its present course to change its ends.  

We need a plan that is intentional, one that has purpose in it.  As Hadaway and Roozen put it, “To grow 

and to continue growing, it is necessary for each mainline church to become a vital religious institution, 

vibrant with the presence of God.  It must develop a clear religious identity, a compelling religious purpose, 

and a coherent sense of direction that arises from that identity and purpose.”383  Too many Churches do not 

do ministry from a sense of purpose, but rather from a sense of preference.        

Choosing Purpose over Preference 

Here is a simple illustration of purpose over preference: have you ever wondered how one buys a 

guitar?  There are at least two ways to buy one.  First, there are some people who walk into a music store, 

to look for a guitar and they buy the one that is their favorite color and meets their favorite price range.  

These people are usually persons who are new or relatively new to the instrument.  They may have it in 

their mind that they want an electric guitar, so they can be in a band with their friends.  Maybe the guitar is 

a gift for a young person and the buyer does not want to spend too much money because the young person 

might not like learning to play.  Or, maybe the buyer will want to avoid the price of an amplifier and the 

patch chord, so they will decide to go acoustic.  Some acoustic guitars do come with built-in electronics.  

While they can be plugged into an amp, they do not need an amp to be played and enjoyed.  These pre-

amplified acoustic guitars are sort of the best of both worlds.  Bright red, gloss black, or maybe a shiny 

metallic finished electric guitar: these guitars almost jump off the wall and into your hands by themselves.  

However, these bright, glossy, shiny guitars may not be the best guitar to buy.  Still, buying based on 

appearance or price is indeed one way to buy a new guitar.  People do this all the time.  It is called buying  

                                                           
382 Charles Dickens, A Christmas Carol, (New York, NY, Barnes and Noble Books, 2003), 105. 
383 C. Kirk Hadaway and David A. Roozen, Rerouting the Protestant Mainstream, (Abingdon Press, Nashville, TN, 
1995), 86. 



149 
 

by preference.   

There is, however, a second way to buy a guitar.  It is the way someone who already plays a guitar 

or has some experience picks a new guitar.  Experienced guitarists will first ask themselves some very 

important questions, like: 

1. Where am I going to be playing this guitar and why?  (Home for my own entertainment or at 
Church or some other outside venue.) 
 

2. Will I be flat picking or finger picking? 

3. What kind of tone do I need?  Bright or mellow?  (This is a need question, not a want question.) 

4. Do I need built-in electronics?  If electric, how many pickups? 

5. If electric, do I need a solid body, hollow body or semi-hollow body?  (Each has a different sound 
and weight.) 
 

6. If acoustic, do I need standard bracing, performance bracing or the new V bracing?  (Bracing in an  
acoustic guitar affects projection, which can be partly mitigated by the guitar woods, by the built-in 
electronics and the amplifier.) 
 

7. What kind of woods will perform best for the intended use?  (Mahogany, for example, projects  
sound well without an amp and tends to have a clear, deep rich tone.  Maple creates a bright, 
focused tone with fast note decay.)  
 

8. How is the finger board attached to the body, because that can affect intonation? 

Next, an experienced guitarist will do some research.  Is there a manufacturer that has the guitar I need?  

Of course, price is a consideration.  However, an experienced guitarist knows that well-made guitars with 

good woods from reputable companies do not significantly depreciate.  Money spent for a good guitar is a 

good investment.  In fact, a used Fender Strat from the 1960’s in good condition is worth a ton of money 

today.  After there is a determination about the kind of guitar you decide to buy, is there a dealer who has 

one that you can play?  It is always a good thing to actually hear the guitar and test the guitar’s action for its 

playability.  Of course, action, the distance of the strings from the finger board, can be adjusted by a luthier 

which will make the guitar easier to play.  Experienced guitarists know this.   The point is there are a lot of 
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people who have guitars that are not played because the buyer bought their favorite color guitar, in their 

favorite price range, without asking some important questions.  The difference between the two persons 

above is one bought satisfying “want” and the other bought fulfilling “need”; one bought motivated by 

preference and one bought motivated by purpose.  (Incidentally, one can never have too many guitars!) 

Preference verses Purpose Driven Churches  

Just so, a leader hears about a program that worked somewhere else and it sounds like it could 

work in the local Church, so the leader tries to implement it.  Or, the leader has a favorite program, like a 

Bible Study on the Book of (fill in this blank) so that is the study that will be offered.  Or, the Church is 

supposed to have a certain kind of program because all the other Churches we know have that program 

because, well, that program is what Churches have and do, so the Leader implements it.  This is called 

programing by preference, and many Churches operate on the basis of preference.  It is similar to buying 

your favorite color guitar in your favorite price range.  Certainly, a program of preference can be successful; 

it can make a difference in the lives of those who attend, or not.  A program that worked somewhere else 

might work in the local setting, or not.  It is also possible to create a program from a really good idea, 

advertise it, invest time and money into its presentation only to have no one show up because there is not, 

and never was, any interest among potential participants.  The Church did no marketing; they asked no 

important questions about purpose.  There was no determination about the actual needs and interests of 

potential participants.  The decision was based on preference.  Preference driven Churches will ultimately 

invest time, talent and treasure into programs or events that can utterly fail, leading to frustration and deep 

disappointment.  The sting of failure can prevent the Church from trying something innovative in the future.  

Churches do this sort of thing all the time. 

Preference driven Churches are “more committed to the forms and programs of ministry” and “it no 
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longer sees the purpose for which the Church was created, nor what the Church is striving to produce.”384  

Preference driven Churches can have a higher regard for the process of decision-making than for the 

decision itself.  They do everything decently and in order in business meetings, but they can lack a passion 

for the Church’s mission.385  The preference driven Church may prefer a certain type of person who is 

eligible for membership in their Church and have in mind a type of person who is not eligible.  This may be 

a racial, gender, age, marital status, or sexual preference identity for inclusion or exclusion.  Certain 

categories of people need not apply, despite Jesus’ ministry of inclusion.  A preference driven Church may 

be more focused on programs coming from their denomination than how to reach their own community with 

programs they have developed and marketed themselves.386  As Hadaway and Roozen note, a preference 

driven Church will have a clear expectation of all the things the pastor should be doing, and never identify 

the ministry each member could be and should be doing.  Members do not realize their purpose in ministry; 

here, the concept of the priesthood of all believers is not a core value.  “They want a hired ‘chaplain’ not a 

leader.”387   

In a purpose driven Church, the Church’s “primary concern is making people full of God” and these 

churches will have pews full of people, according to Hadaway and Roozen.388  At the same time, these 

Churches will do the work to determine, as best they can, what type of programs are likely to meet the 

spiritual needs of people in the community.  These Churches will advertise their programs using the right 

language and symbols to reinforce their brand because they are intentional in their outreach.  These 
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1995), 19. 
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387 C. Kirk Hadaway and David A. Roozen, Rerouting the Protestant Mainstream, (Abingdon Press, Nashville, TN, 
1995), 22. 
388 C. Kirk Hadaway and David A. Roozen, Rerouting the Protestant Mainstream, (Abingdon Press, Nashville, TN, 
1995), 131. 
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Churches will advertise themselves using social media in order to connect with people both inside the 

Church and outside because they value relationships.  The purpose driven Church is never content with 

decline or stagnation, but rather does all it can do to move forward toward the exciting future to which God 

is calling it.  And, the purpose driven Church truly believes God is indeed calling them into an exciting 

future.  Like the experienced guitarist who buys a guitar to meet the guitarist’s needs and who knows a 

good guitar is worth the investment, the purpose driven Church will plan its programs to meet ministry 

needs and people needs, and the purpose driven Church knows that good ministry is worth the investment 

of time, talent and treasure.   

Some Really Good Practices 

As we consider some really good practices, it is important to acknowledge that just because the 

practice worked in one community, it does not mean that it will work in every community.  The primary 

purpose in highlighting some really good practices is to say that there is hope for Christendom.  There are 

faith communities that are doing innovative things that they have marketed.  Or, they have anticipated need 

in their communities and responded to it.  Some faith communities are reaching unchurched people in their 

communities and they are making a difference.  Some faith communities are changing their trajectories; 

they are making a comeback.  It must be noted that none of these faith communities did what they did just 

to grow, or to save their religious institution.  Rather, they did what they did as a response to their 

understanding of God’s call to them in their ministry.  This is an important distinction in their decision-

making.  Clearly, in each case, they chose purpose over preference.  They were also willing to risk failure 

and try something new again rather than to do nothing at all. 

Another generalization that can be made for each of these cited cases is the fact that they are 

taking good advantage of social media.  Each of these faith communities has a web-site with descriptive 
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information, contact information and a schedule of their events.  They all appear to be using Facebook to 

advertise all that they are doing.  And, last, by no means are these cited cases the only examples of really 

good practice.  They are simply some examples presented here.  

Case 1: St Lydia’s Dinner Church, Brooklyn, NY 

At St. Lydia’s Church, every service is a dinner party, and believing in Jesus is counter-cultural.”389 

St. Lydia’s Church was founded in 2009 by the Reverend Emily Scott.  “They combine cooking and the 

religious ceremony to produce a community-based experience that has attracted people from Brooklyn and 

beyond.”390  Scott said, “It was at Yale Divinity School that I first developed an interest in the different ways 

people worshipped.  After I finished my masters and began working at Riverside Church where I planned 

worship services, this interest began to emerge again.”391  The Church meets every Sunday and Monday 

night for a dinner party.  “A lot of early writers and creative types attend, and the Church actively draws on 

the ‘beauty culture’ of Brooklyn.”392  The people who attend tend to be younger people but there are a few 

homeless people and a few people from a nursing home.  The Church is community based and focused.  

The first pastor, Emily Scott, said, “’A lot of the year is telling stories about Jesus, and talking about what 

Jesus said.’  The service is designed to emulate the worship of early Christians, which was often centered 

around meals.  The bread - homemade from a local bakery, of course - serves as the eucharist.”393  Emma 
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Green, staff writer at the Atlantic, says, “’It’s an interesting irony: In New York City, anyone can be anything 

they want, as long as they’re not part of the culture that the majority of Americans share.  Luckily, that’s 

why Scott preaches grace.  It’s ‘the idea that God comes and finds us, no matter where we are,’ she said, 

even if you live in Brooklyn.”394 

 The Church is returning to “’the basic building blocks of Christian practice, which is bread and a 

meal.  It also involves singing, praying, and loving each other, and trying to bring justice to the world,’ 

Pastor Scott said.”395  The Church draws people from a broad area, is a very active community and is a 

thriving congregation of about 45 people.  The Church is growing by word-of-mouth; they are marketing 

through customer evangelism.  “Like many of the transformations happening in the area, St. Lydia’s has 

also helped to change the way in which Church has been traditionally thought of.  They’re in line with the 

progressive church movement and are actively reshaping the way in which mass and the church are 

practiced.  This is also reflected in the inclusive approach of St. Lydia’s and their openness to all lifestyles 

and sexual orientations.”396    

 St. Lydia’s Church is meeting needs.  A person can attend the service after a day at work, receive 

a meal, participate in worship and feel a part of a community.  Volunteers in this faith community cook the 

meals so that there is participation among the membership which can lead to ownership.  People are 

together and are doing “spiritual things”.  All these things appeal to Millennials’ values, as we know from 

Chapter 3.  As the Church builds a sense of community, participating persons are evangelizing to outsiders.  
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One of the emphasis in this faith community is inclusion; there is no judgment about lifestyles.  All are 

welcomed.  Since St. Lydia’s Church was an innovative start-up Church, there was no need to work at an 

adaptive change and there was no Inreach Program.  In an intentional outreach, Scott marketed this 

Church through her network of friends and in the neighborhood.      

Case 2: The Toms River Presbyterian Church, Toms River, NJ 

 Founded in 1858, the Toms River Presbyterian Church has a long history of service in the Toms 

River, NJ community.  Today, this Church leads in doing innovative things in their outreach.  After 

determining there was a need in their community for a different kind of worship experience, they launched 

contemporary worship services.  For this Church, worship is important.  On their web-page, they say, 

“Worship is the heart of the Church’s life and a vital element of each Christian’s spiritual life.”397  Now, in 

addition to their traditional Sunday worship service, they offer two contemporary worship services, one on 

Saturday evening and one on Sunday morning, where the setting is informal in their social hall, and the 

worship style uses contemporary praise music and inspiring biblical messages.  They also broadcast their 

services through live-streaming, for those who are unable to attend. 

 While all their worship is welcoming, the contemporary services assume there are guests in the 

room, so they refrain from using traditional liturgical language.  At the contemporary services they use 

multimedia, which is now making its way into the traditional service as well.  The Church will perform 

sacraments at the contemporary service, including baptism, which makes sense because these services 

are attracting younger families.  To keep in touch with their community, they use Facebook and Instagram 

in their marketing strategy.  In this way, they are attracting Gen-Xers and the older Millennials who 
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 contribute to product evangelism.  Attendance at the contemporary worship service is growing.  And, their 

ministries are well supported by the congregation.  They are drawing over 500 people to their three worship 

services every week, according to their Senior Pastor.          

Case 3: Circle of Hope, Philadelphia, PA 

 The Circle of Hope is a Church of four congregations meeting in locations in Philadelphia, PA and 

south New Jersey.  The Church is apparently organized around small groups, or as they call it “cells’ of 10 

people.  “The Sunday meetings are designed to gather us in a way that Jesus can be seen, the truth can be 

told, and spiritual habits can be formed.  If we can’t act as a whole and be open to everyone who needs a 

place to begin their journey, we are probably flying in circles.”398  They advertise that a person does not 

have to have an initial belief in Christianity and that non-believers are welcome.  They say, “Skeptics and 

cynics are welcome.”399  They offer differing worshipping styles in different locations.  “People grow into 

who they were meant to be and are healed from what they have been when they participate in mutual 

relationships of love and truth.  Life is more than work or recovery from your job.  Being part of a group that 

has your best interests at heart is not only fun, it also deepens your experience of life.”400  

 As we have previously seen, community is an important Millennial value, and small group ministry 

appeals to that value.  Obviously, they are inclusive, fulfilling another core Millennial value.  The Circle of 

Hope Church depends upon customer evangelism to grow.   

Case 4: Tower Hill First Presbyterian Church, Red Bank, NJ 

The Tower Hill First Presbyterian Church was founded in 1852 in Red Bank, NJ.  Over its 
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 distinguished time of ministry, the Church has built buildings in three locations, each time to 

accommodate their growing congregation.  Their purpose is, as it has been, to minister “to the physical, 

emotional and spiritual needs of church members and the greater community.”401  While worship is their 

focus, they do have a very strong and innovative Christian Education program.  Tower Hill Church offers a 

traditional worship service and a contemporary worship service.   They have tried short term innovative 

services, like a coffee house-style worship service they offered for several weeks on Sunday evenings.  

That service was designed to be in a small setting with acoustical music and an interactive discussion.  In 

the beginning of their contemporary service on Sunday mornings, they met in their social hall.  However, 

the congregation for their contemporary service grew such that they had to move that service in 2015 to 

their sanctuary.  To maintain an informal appearance in a formal setting, they did renovations to the 

sanctuary.  Now, in a very short turnover time, they can change the look and feel of their sanctuary to 

accommodate their contemporary service and then back again for their traditional service.   

 Tower Hill Church takes good advantage of multimedia in their worship services, using a 

sophisticated audio-visual system.  The message is biblical and presented in an engaging way.  They have 

excellent contemporary musicians.  In their traditional service they present the same message.  In just a 

few months (early 2019), they will launch a second contemporary service.  This is a Church that continues 

to grow.  Most of the congregation supports the Church’s vision, though there are some outliers who do not 

like the contemporary services.  The Tower Hill Church continues to lead in innovation.    

Worship Matters 

 A common theme in the cited cases is an emphasis on worship.  While each cited faith community 

approaches worship in a different way, each has started with the worship experience in their outreach to 
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the community.  The worship experience matters.  In fact, Ed Stetzer, in his research of Churches making a 

comeback, says, “Comeback Churches valued worship.  Almost all comeback Churches identified their 

mood of worship as celebrative and orderly (96% and 95%, respectively) with a significant emphasis on 

being informal and contemporary (81% and 69%, respectively).”402  He goes on to say:  

Let’s face it, most people’s first exposure to your church is Sunday morning.  The preaching and 
worship must be excellent and life impacting for first-time visitors to become newcomers and then 
members.  Churches often rediscovered their passion for God and His mission by examining their 
worship.  Unfortunately, some think that ‘jazzing up’ the worship is a quick fix.  It is not.  The 
solution lies in seeking God’s heart while finding worship that helps others to connect with God.403 

If a purpose driven Church wants to rewrite their future, they might consider evaluating their worship 

service as a starting point to determine whether their worship service is meeting needs by bringing people 

closer to God.  Having done work in Inreach to prepare the congregation for some change that might arise 

from newcomers, and having targeted a group for Outreach, the purpose driven Church might market some 

alternative ideas for worship.  Stetzer notes that “Comeback Churches were more contemporary than 

traditional.”404  “Just saying”, to use a local NJ colloquialism.  The day of the traditional worship service is 

probably not over, but Churches wanting to rewrite their future should be open to any alternative style that 

will attract outsiders, without compromising theological values.  However, we need to use marketing tools to 

determine how best to reach unchurched and disaffected people with the good news.    

 If Diana Butler Bass is correct, we may be approaching a new awakening.  Does the Church want 

to be a part of that awakening?  This is an important question to answer.  She says:  

Conventional religion is failing and a new form of faith, which some call ‘spirituality’ and can also be 
called ‘religio’, is being born.  This is a new spiritual awakening, in line with other American 
awakenings, part of a complex web of spiritual renewal throughout the world, which is in the 
process of reshaping most religions by emphasizing relationships, practices, and experience that 
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connects people to a deeper awareness of self, to their neighbors in global community, and to 
God.405   

Bass believes that “For a generation or more, many people in the West have been reaching toward religio – 

only they call it ‘spirituality,’ because no other English word communicates their longings – as a 

replacement for what needs to change.  We have been returning to a time before our time for wisdom and 

were not even aware that we were retracing ancient ways of insight.”406  Bass believes that some people 

are searching for something new and that new thing is actually the old thing: “faith, the profoundly personal 

response to ‘the terror and splendor and living concern of God.’”407  In moving from religion to religio, we 

are moving from prescribed behavior and a system of belief to living out our faith.  Bass concludes, 

“According to surveys, studies, polls, and stories, many millions of people in the old territories of 

Christendom are longing for religio, to reconnect.”408  This new awakening is “a Great Returning to ancient 

understandings of the human quest for the divine.  Christianity of the Great Returning is the oldest-time 

religion – reclaiming a faith where belief is not quite the same as an answer, where behavior is not following 

a list of dos and don’ts, and where belonging to a Christian community is less like joining an exclusive club 

and more of a relationship with God and others.”409    

Jesus Matters 

Jesus matters.  Jesus matters today because of the way he lived his life, which informs me in the 

way I live my life.  In his life, the historical Jesus was not so concerned about what people believed; Jesus 

was concerned about how people lived.  Jesus was concerned about “our fundamental orientation, from 

being self-centered to being God-centered, or from money-centered to God-centered, or from success-
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centered to God-centered, and even from religion-centered to God-centered.”410  Jesus was a person who 

was very spiritual.  “One of the outstanding facets of Jesus’ life is his reliance upon the spiritual world, a 

world filled with energy and power that is as real as anything you can touch and see.”411  As Christians 

following Jesus, we live our lives expecting to recover something of that world of the spirit.  As Christians, 

we believe that Jesus is the incarnation of God who has come into our world.  Jesus matters, as the Christ, 

as the human representation of God and God’s love to me and to the world.  “To proclaim Jesus as Christ 

is to make the power of God in Jesus a present reality in our lives, our church, our community and our 

world.”412  Jesus matters to me and Jesus matters to the world, as we embrace him as Lord. 

The Curtain Call, Or Nearly So 

 “’It’s Christmas Day!’ said Scrooge to himself.  ‘I haven’t missed it.  The Spirits have done it all in 

one night.  They can do anything they like.  Of course they can.  Of course they can.’”413  Of course, the 

Spirit can!  Of course, the Spirit can do anything the Holy Spirit likes.  It was never my intention in this work 

to say that wise leaders can very simply change the trajectory of the institutional Church with some clever 

marketing tools and strategies.  The institutional Church as it is today will likely continue to decline unless 

there is change.  The Church cannot keep doing things the same way and expect a different outcome.  

However, Christianity as a faith practice is not the same as the Church.  Ideally, the Body of Christ will 

embrace its mission in this Postmodern Era.  The Body of Christ, Christendom, has one purpose and only 

one purpose: to fulfill the Great Commission.  Over a period of time, the Church evolved; it became an 
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institution.  Perhaps it can even be said today that the trajectory of the Church is the result of human 

intervention.  Was religion what God really has in mind or is religio?  Is Christianity all about an institution, 

with a priestly bureaucracy, or is it rather about relationships between people and with God?   

 It seems, there is a difference between evangelism, as it has be practiced by the Church of late, 

and marketing.  Evangelism usually seeks to find new members to conform to the expectations and beliefs 

of the institution (the Church), while marketing seeks to build relationships between customers and the 

product.  In the case of Christendom, the relationship we want to build is between people and God through 

Christ Jesus.  It is obvious to the concerned observer that ministry in this confluence of the Postmodern 

Era, with Millennials and an image burdened Church is most difficult.  Sometimes it seems like the Church 

just does not know where it is going.  The Church just keeps doing the same things it has always done, with 

the same little success.  The truth is all around us, if we only could just acknowledge that hard truth.  The 

solution is change which is not worse than the problem of decline and irrelevance.  We can rewrite the 

future; there are already faith communities that are heeding the Great Commission.  They are taking a 

chance in doing something new, which is maybe something old.  They are marketing innovation, targeting 

unchurched people, and using social media to get out their message.   And, they are finding some success 

in making a difference in the lives of previously disaffected people in their communities.   

That Final Best Trick 

 In the final act of a magic show, the magician performs the best illusion he or she has.  The first 

illusion must capture the audience’s attention, but the last trick is the “memory maker illusion”, the prestige.  

It will not usually be an illusion that calls an audience member to the stage because this illusion has one 

purpose and only one purpose.  This illusion serves to establish the magician as bigger than life.  The 

magician must be and is the shining star of the show!  The illusion itself does not need to be grand.  It 



162 
 

needs to be fast paced, colorful and perfectly performed.  It can be a simple circle in a square, which is an 

impossible production of silk from a small can.  The music has been carefully chosen for this particular 

piece because the music establishes the pace and the timing for the final reveal.  The last illusion must be 

perfect to make that lasting impression.  The magician wants everyone to remember this piece, if nothing 

else, so that when you think magic, you think only the magician’s name. 

 Christendom needs to learn this principle from a magic show.  Everything the Body of Christ does, 

does not need to be grand.  It can be as simple as simply loving each other and everyone who comes in 

through their doors, loving the people in their community because they are exemplifying their marketing 

message of faith, hope and love.  Whatever the Body of Christ does must be carefully chosen, engaging 

and well-performed because the congregation is doing their ministry from purpose and not preference.  

Every Church cannot be everything and do everything.  Ministry should be driven by purpose, not 

preference or even tradition.  Ultimately, everything must be perfect to make that lasting impression for that 

new person who has ventured into the pew for worship or come to the potluck dinner.  Welcoming must be 

intentional and sincere.  We should want everyone to remember what they experience, if nothing else, so 

that when they think Church, they think only the name: Jesus.       
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Appendix A 
The Survey for Millennials as it appeared on SurveyMonkey 

1. Informed Consent Form  

Gary W. Filson, a Doctor of Ministry candidate at Lancaster Theological Seminary, is asking you to agree to the following:  

I agree to participate in a research study titled “Marketing Faith to Millennials in the Postmodern Era” conducted by Gary W. Filson and 

supervised by Professor Lawrence Peers of the Doctor of Ministry Program at Lancaster Theological Seminary, Lancaster PA.  

If I volunteer or agree to participate in this study, I will be asked to answer questions in a survey which should take less than 20 minutes.  

My participation is voluntary. I can refuse to participate or stop taking part at any time without giving any reason and without penalty. I can 

ask to have all the information related to me returned to me, removed from the research records, and/or destroyed. I have the alternative to 

choose not to participate in this research study.  

There is no expected harm or discomfort, either psychological or physical, to the participant. If I am at all uncomfortable or do not wish to 

answer a question or complete a task I do not have to do so.  

The information I provide will be stored separately from my signed consent form. My information will remain confidential; the researcher 

will store all materials in a secure location and only the researcher will have access to them. After this study is complete, all surveys and related 

materials will be destroyed.  

The researcher will answer any further questions about the research, now or during the course of the project and can be contacted at 

(home phone) (732) 521-4254. You may also contact the faculty advisor, Dr. Lawrence Peers at lpeers@lancasterseminary.edu.  

I understand the procedures described above and any questions I have asked have been answered to my satisfaction. I agree to 

participate in this study.  

This project has been reviewed and approved by the Franklin and Marshall College Institutional Review Board. Questions concerning your 

rights as a participant in this research may also be addressed to Marcus Thomsen, Ph.D., Office of the Provost, 102C, Old Main, Lancaster, PA 

marcus.thomsen@fandm.edu, (717) 358-4283.  

Question Title 

2. Gary W. Filson     Date: _____________,2018   

 

Question Title 

3. Printed name of participant: ___________________________Date____________   

 

Question Title 

4. Please print a copy of this form and keep it for your record. 
 

Thank you.  

Question Title 

5. Participant’s Survey   

In what year were you born?  

Your gender identity?  
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What is your level of education?  

Are you married or in a committed relationship? Yes / no  

Do you have children? Yes / no  

How would you describe yourself?  Non-religious 2. Religious 3. Spiritual 4. Other ________. 

 

Did you participate in a faith community during your grade school years? Yes / no  

During your junior high years? Yes / no  

During your senior high years? Yes / no  

During your immediate post high school years? Yes / no  

At this present time? Yes / no  

Question Title 

6. Based on your experience, what opinion(s) do you have of Christianity?  (Please pick one: very unfavorable, 

unfavorable, no opinion, favorable, very favorable)   

 

Question Title 

7. Based on your experience, what opinion(s) do you have of the Church? (Please pick one: very unfavorable, 

unfavorable, no opinion, favorable, very favorable)   

 

Question Title 

8. Do you believe in God? Please pick one: Yes / no / unsure / questioning   

 

Question Title 

9. What advice would you give to a Church leader about what the Church needs to do in today’s world?   

 

Question Title 

10. What could a Church do for you to make a difference in your life today?   

 

Question Title 

11. Would you be willing to be part of a focus group, meeting for about 1 hour on an agreed upon date? Yes / no.  If 

so, what is your contact info? Please note, if you give contact information, you obviously give up anonymity.  

 

 

 



165 
 

The Survey for Church Leaders as it appeared on SurveyMonkey 

1. Informed Consent Form  

Gary W. Filson, a Doctor of Ministry candidate at Lancaster Theological Seminary, is asking you to agree to the following:  

I agree to participate in a research study titled “Marketing Faith to Millennials in the Postmodern Era” conducted by Gary W. Filson and 

supervised by Professor Lawrence Peers of the Doctor of Ministry Program at Lancaster Theological Seminary, Lancaster PA.  

If I volunteer or agree to participate in this study, I will be asked to answer questions in a survey which should take less than 20 minutes.  

My participation is voluntary. I can refuse to participate or stop taking part at any time without giving any reason and without penalty. I can 

ask to have all the information related to me returned to me, removed from the research records, and/or destroyed. I have the alternative to 

choose not to participate in this research study.  

There is no expected harm or discomfort, either psychological or physical, to the participant. If I am at all uncomfortable or do not wish to 

answer a question or complete a task I do not have to do so.  

The information I provide will be stored separately from my signed consent form. My information will remain confidential; the researcher 

will store all materials in a secure location and only the researcher will have access to them. After this study is complete, all surveys and related 

materials will be destroyed.  

The researcher will answer any further questions about the research, now or during the course of the project and can be contacted at 

(home phone) (732) 521-4254. You may also contact the faculty advisor, Dr. Lawrence Peers at lpeers@lancasterseminary.edu.  

I understand the procedures described above and any questions I have asked have been answered to my satisfaction. I agree to 

participate in this study.  

This project has been reviewed and approved by the Franklin and Marshall College Institutional Review Board. Questions concerning your 

rights as a participant in this research may also be addressed to Marcus Thomsen, Ph.D., Office of the Provost, 102C, Old Main, Lancaster, PA 

marcus.thomsen@fandm.edu, (717) 358-4283.  

2. Gary W. Filson       Date: _____________,2018  

 

3. Printed name of participant: ___________________________Date____________  

 

4. Please print a copy of this form and keep it for your record. 

Thank you.  

5. Church Leader's Survey  

What is your title or position in your congregation?               

How Long have you held this position?           
 

 

Are you ordained?          

In what year were you born?           
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6. What did you do, if anything, to prepare your congregation to do outreach?  (How did you gain their support?)  

 

7. Have you done anything to specifically focus your outreach to Millennials?  (born between 1980-2000)  Yes/No: if yes, what did you 
try?  

 

8. What have been the results of your efforts or programs to Millennials?  

 

9. What have been the challenges or obstacles you have faced in your outreach?  

 

10. Have the members of your congregation supported your outreach programs?  

 

11. Please describe some of the things you (or your congregation) have done in your community as outreach in the past 
year.  (Outreach may be called evangelism in your congregation.)  

 

12. Would you be willing to be part of a focus group, meeting for about 1 hour on an agreed upon date? Yes/No If so, what is your 
contact information? Please note, if you give contact information, you obviously give up anonymity.  
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Appendix B 

A Summary of the First Page of the Millennials’ Survey 
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