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Executive Summary
The client is South Memorial Christian Church, owned by preacher Mark Valadez. The church focuses on bringing the word of God to the community. They also focus on giving back to the community through free services, like help paying for bills and giving food, to those in need. The goals for the campaign included: increasing church membership among a certain demographic, building up their social media presence, building a website, and to start livestreaming and podcast services. The campaign was made to boost the church into the digital age and, ideally, the campaign would make it easier for people to attend the church; being able to watch and/or listen at work or at home. The results of the campaign were varied as due to COVID-19, not all the goals were possible to accomplish. The church’s social media profiles were made and utilized bringing in more engagement and making others aware of the church itself. The website is still a work in progress, as is the livestreaming and podcasts services.  

























Situation Analysis
Company Overview
	
 Mark Valadez is the owner and pastor of South Memorial Christian Church, which is located at 8411 South Flores Street. in San Antonio, Texas. The church has been around for about 57 years with the original owner and pastor retiring at the end of 2018. The church first began in a small one-story building and has since been able to move into a bigger, three-story building to hold their members, as well as equipment. The church also offers various services, with the main one being, of course, bringing people the word of God. Other services they offer are helping those in need with bills, food, shelter, counseling with a trained professional, and other services provided to the community in general; for example, funerals and weddings.
The church has done little in the way of any type of communications. Their image and reputation are based solely on what members and other people in attendance think. The only public relations campaign done by the church has been word-of-mouth communication and the occasional passing out of business cards. Along with this, the only social media the church has is an official Facebook page, though under the old leadership it was not utilized at all. The church was not very interested in any public relations approaches or changing their strategy, in this case, word-of-mouth communication, at all. Adding all this together, the lack of social media presence, the lack of a real public relations strategy, and the lack reputation within the community, the church’s strategy has been extremely ineffective.

Competitive Analysis
There are many types of religions that are competing with each other every day, even if indirectly. Under the banner of Christianity there are sub-religions, such as: Baptist, Catholicism, Protestants, even just Non-Denominational. One of the primary leaders of the social media movement among churches is Crossroads Church, which is Baptist. This church is growing and opening more churches across the nation, and they have a whole team solely dedicated to public relations and social media. 
Even though the client’s church is non-denominational, he is still competing indirectly with Crossroads, even if they are not in the area. They could open a church at any time or people may simply go to their website and/or church application and watch livestream presentations of the sermons being given. There is only one other non-denominational church that serves as their main competition. However, at the same time it is not a direct competitor as it is a Spanish-speaking church only, while the client’s church is an English-speaking only.
This competitor does have translators on staff for those not fluent in Spanish. Other than that, and the traditional sermons the church gives, they do not have any other services or products that are similar to what the client offers. 
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Strengths
After speaking with members of the church, many have been there since the church first opened 57 years ago, showing loyalty to the church itself. The church also offers many different services to the community for free, such as: shelter, help with bills, food, and counseling. All without expecting anything in return. The church is family-oriented having various learning classes for each age group, from kinder to adults. 


Weakness
In the past, the leadership of the church has changed. This can be seen as a weakness because the members were used to one leadership style, and with a younger pastor and owner the style is changing. Currently there are only a handful of volunteers who help with the upkeep of the church as well as any events the church hosts. As such, many are starting to feel tired and burnt out with these efforts. Another glaring weakness is the fact that since many members have been there from the beginning, they are aging. Under the old leadership style many of the younger members ended up leaving to find another church or just leaving churches altogether. 
Opportunities 
Thanks to the internet and social media, there is a chance to reclaim and gain new members. As researched, millennials rely heavily on social media, they use it to keep up with any and all news. They use it to share interesting posts and they use it to watch and/or listen to others while in various places, even across the globe (AdParlor, n.d.-a). A great chance for the church to be able to reach out to the community is to continue to host events, but open it to the public. For example, the church has a Valentine’s Day event, but only for the members of the church. Opening such events to the public is an opportunity to let the community see what the church is about in a fun, less formal way. 
Another opportunity is going to conventions. There are some conventions that are willing to give up a free space or a space at a reduced cost to non-profit organizations. There are even some church members, the pastor included, who enjoy going to various conventions. This could also be a chance to network with other groups and pass out fun trinkets to people to garner interest.

Threats
There are many competitors out there for churches. Churches can go against others of the same faith or compete with others of different faiths. Millennials are more open to jumping around religions until they find what they are looking for. This means that they can be Baptist and then turn around and start practicing the Mormon faith. 
An outside threat that cannot be helped is construction. Although there is generally no construction work on Sundays; crews will often leave their equipment there and in some cases leave the roads blocked for when they come back on Monday. This is the case for the client’s church, as due to construction their main entrance is blocked. This is a problem, as those who may be trying to visit will not know about or how to get to the second entrance and they may leave. This can cause frustration, and the visitors may not want to go back again.
One of the biggest threats, however, comes from a lack of religious beliefs. Many millennials have had enough of organized religions, but are spiritual. They still believe in God, but are looking for more than an answer to, “Where do we go when we die?” than the basic heaven and hell or a nice sugar-coated answer. In addition to this, they do not want the traditional conversation of “Let’s sit and talk in my office.” They are looking for more open space. Millennials are doing yoga and meditating as a way to focus more on spirituality than religion as a whole (Frainey, 2017). 










Research Plan
Secondary Research Report
The demographics of millennials are diverse. It first starts with the age range; millennials in 2018 ranged from 22-to-37 years old. According to Bialik and Fry (2019), about 39% of millennials have a bachelor’s degree or higher. Not only that, but more women are getting their degrees and starting careers than ever before. Millennials are also less likely to own a home due to the high cost of buying, but low cost of pay in their jobs. 
Another demographic to pay attention to is the marital status. Most, if not all, millennials are not in a rush to get married, have children, or even move out of their parents’ house. Most attribute this to be due to the nature of instability of the economy and needing to work harder and longer just to survive (Frey, n.d.). This is important to know as it shows that millennials want a church that is willing to help them when needed, that understands when they cannot give tithe, and know that they church genuinely cares about them (Braff, 2018). 
Kolomatsky (2020) states that the majority of millennials can be found in various states, the most popular ones being California, Texas, Colorado, North Carolina, Washington, Utah, Michigan, and Tennessee. Breaking that down further, some of the top cities are Austin, Denver, Salt Lake City, and San Jose. It is important that businesses, churches included, know where their target market is or where they are trying to go. Millennials have a habit of jumping around.  They are constantly looking for better opportunities, whether that is for a job, for school, or even for an overall better environment, which includes churches, too (Adkins, n.d.). It is for this reason that churches, especially ones looking to draw in millennials, need to be aware of which states will draw them in; otherwise, it could be considered a waste of time to try to draw them in only for them to leave and leave the church in limbo. 
Millennials are heavily into social media, and with that comes the need for creativity; they do not want to see the same boring advertisements or traditional marketing that their parents or grandparents are used to. Adparlor (n.d.-b) shows that millennials can be found using many different social media platforms; some have one or two, some have all of them. One important takeaway from this, however, is that millennials are not necessarily using social media to keep in touch with friends and family like older generations. 
Millennials are using social media to follow celebrities and influencers. They are using it to follow brands, companies, and even streamers; whether that be gaming channels, music channels, or artist channels. In order to keep up with millennials companies must embrace social media and learn new and creative ways to grab their attention; and this is true for the church as well.
The consumers are a little bit different when it comes to the client’s industry compared to other industries, as it is a church. But one thing that every industry has in common is the desire to be able to communicate with their consumers and vice versa. Industries want to be able to match what their consumers want and what is familiar to them. If the consumers use Twitter to share and retweet things, they want to be able to find the church’s page and share and retweet things from there, as well. 
Millennials prefer using applications; everything has an application in today’s society and if it does not, they find it to be strange or old fashioned. They want to be able to communicate through applications, as well. They want to be able to tell you what they like and do not like about things. They want to be able to get the quick updates, and after just a glance, they are moving on (Clement, 2019). Good companies will ask meaningful questions that they genuinely want to hear the answer for. And, consumers are the same. They want to feel as if the questions, comments, or answers they receive are like a one-on-one conversation.
Reviews are another huge takeaway in today’s society. Most people, before going to eat, to see a movie, to buy a video game, look at reviews. What do other people have to say about this product or service? Churches are not immune to this either. People may be looking to go to church for the first time, looking to go to try something new, or maybe they just moved and have to start over. 
And there are plenty of questions they want to try and get answered by looking through reviews. Are they a mixed congregation or are they predominately one race? How are the services? Is the church mostly focused on trying to get money? Do they work with the community? Is there more than just one option as far as services go? What does the church expect from me? (Barna Group 2015-a).
These are some big questions and they may or may not find them all on reviews, but if even just one is answered it gives the consumer a starting point. If the church has social media and a website, even better. It allows them to contact the church directly or see what it is really about before going.

Primary Research Design
Introduction
Many churches are struggling, not only within their own communities, but also with membership. Millennials now make up the majority of today’s society, and with that comes the heavy use of social media (SmartInsights, 2020). Companies are having to get creative, not only in order to draw them in, but to have them purchase their products or even donate time and money to a cause. This again can be attributed to the instability of the economy and, therefore, millennials not wanting to spend if they do not have to or are neither interested nor invested in the product and/or cause (Barna Group, 2015-b).
This is where surveys and focus groups come into play. In one survey millennials were asked “why they do or don’t think church is important…” (Barna Group, 2015, research, closed doors para. 2) or that they have a “general feeling that church is simply not necessary…” (Barna Group, 2015, research, closed doors para. 5). There were varying causes to this answer that tie back into earlier research conducted, two of which were that they found it boring (31%) and “outdated” (8%). 
As stated by The Gallup Organization (2007), “Polls tell us what proportion of a population has a specific viewpoint…” (para. 2) There are several ways to poll people, one of the most popular options is still the face-to-face surveys. But again, in a digital age, companies need to be able to reach more people, and they can easily do this by creating a straw poll. It is online and easily sent to people or posted on social media for, not only followers to take, but with the right keywords attached to it, others not following can find and take the poll, as well. 
Another good way to find out what people want and what they are open to is to talk to the members already present. This is where the concept of a focus group comes into play. “…it pays to listen. Everyone knows the value of one-on-one conversations, yet it might not always be the most efficient use of time for a busy leader.” (Horrell, 2019, para. 1) With the focus group, a series of questions were asked to a group of about ten members. Depending on what the questions entail, for example, the type of sermons given, the pastor should be there. If it is a question about the music, the music leader should be there, and so on.
A focus group was gathered and asked several questions regarding the changes the church is putting forth. The focus group had a mix of both the older members and the younger members still attending the church. The questions asked gave a lot of insight as to how the current members feel about the changes happening. The focus group also showed if anything needs to be done to help them adapt or offer reassurances. The questions also showed how open they are to welcoming new and younger members to the church and how willing and/or dedicated they are to helping the church grow.

Method
While the majority of Millennials have left the church, there are still a small number attending. They, as well as the older members of the church, were asked if any of them were interested in participating in a focus group. From there, in order to give everyone a fair chance, they were asked who would be available on a certain date and time. In this case it was done in one day on a Wednesday night before the Wednesday church service. Then, to narrow it down further, the millennials were separated from the older generation. Then finally names were chosen based on where they were from and their backgrounds so that the group had as much of a variety as possible. The participants were then notified by phone call and text messages. 
The focus group consisted of ten people, excluding the pastor and leader of the praise team (music group) who were there to help conduct the group and add clarity when needed. The make-up of the participants was evenly split, as there were five millennials and five from the older generation of the church, some of whom have been there since the church first opened. The research was conducted by asking a series of questions and allowing each of the participants a chance to answer and, if necessary, allowed to elaborate on their answers. The following questions were asked to the focus group:
· Do you believe that marketing will be help draw in new members?
· What is your opinion on the social media profiles being built specifically for the church’s use?
· Do you believe the website will be cost effective?
· With research showing how big a draw music is on younger adults, are you willing to play new, modern songs?
· How willing are you to adapt yourselves during this process?
· Are any of you willing to donate your time to help make this work?
· Are you willing to reach out to the community?
· Are you willing to work with other companies, such as, the mom-and-pop places a lot of you go to?
· Overall, how engaged are you with the church?
· Do you feel welcome every time you come to the church?
· Do you go out of your way to make visitors feel welcome?
· Will you share the post from the church’s social media on your own?
· What type of posts are you interested in seeing?
· What pictures would like see being shared?
· Will any of you be willing to be guests on a podcast?
· How do you feel about live streaming a church event?
· How do you feel about live streaming in general? 
· Would you be willing to make interest groups? 



Primary Research Results and Report 
Results
The results of these questions were gathered by the pastor typing the participants names and number of questions. From there he then would type whether they were positive or negative and why besides their name. The results, although varying, found that most of the members were receptive to the changes coming to the church and joining the digital age. Though there were some concerns raised over a few topics, overall, the members were happy and willing to try. 
As there was a chance to ask for clarification and reassurance that help would be there if they needed it, some members changed their minds after hearing how the pros outweighed the cons or by reaching a compromise. The data received was overall positive with 100% agreeing that social media profiles would be helpful, 80% agreeing that live streaming and podcasts would be helpful, and, on the low side, only about 40% willing to make interest groups. 
The findings at the end of the group revealed that there were some legitimate concerns. The first being over costs for marketing and how exactly to market to the community. Another area of concern was over the podcasts and live streaming. Some members were worried that it would encourage some to make mean comments (i.e. trolls) towards the church and its members. Or have people leave harassing comments in the case of the podcasts. 
With the concerns over the podcasts and live streaming; a compromise was made that they would try anyway and see how things went. If for some reason it became too much and/or moderators for the podcast and live streams were unable to keep up, the church would stop those two methods. 
With the concerns over marketing it was agreed that as the church did have a budget of marketing that usually goes unused, they would first get estimates and then see how much the budget would cover. The church members left the focus group feeling positive about the changes coming to the church and having more faith that under the new leadership the church would not only be able to survive but thrive. 
For more information on the percentages and number of people that answered the questions, see appendix D for the infographic that was completed for this focus group.

Conclusion
With the information discovered during this study the church will begin to focus heavily on their social media profiles and website in order to keep everything up-to-date. The social media profiles will be updated at least three times a week with the website being updated once a week. The only exception to the schedule will be in the case of emergencies or special events.
The next steps for the primary research will be to track traffic for the website, see what others are interested in, what page they stay on the longest, and if they return. Based on those results the church will begin to tweak the website as needed. Added to this, will be a survey for visitors to fill out before they leave the site. Another focus group will be conducted two months after all the changes have been made to, once again, gather the members’ opinions about whether the campaign is working or not.





Campaign Plan
Goals and Objectives 
The first goal is to continue to bring the church into the digital age. The first objective is to start a weekly podcast by July 31. The second objective to achieve this goal is to gain 100 followers on the podcast by August 16. 
The second goal is to increase the church’s social media presence. The objective that the client expects to see for this goal is 100 followers on the official Facebook page. The second objective the client expects is to gain 20 new Twitter followers every three weeks on an ongoing basis.
The third goal is to increase church membership. The objective is to have 30 new members August 1. 

Strategies and Tactics

The strategy for the first goal of the campaign is to bring guests onto the podcasts. Tactics include announcing on social media about an online event in August that will have multiple guests, including church members and guest pastors. Offering visitors and community members a chance to enter a raffle to be on one of the podcasts will be done as a way to get the community more involved and gain more followers. 
The next strategy would be to increase promotion of the church on social media. The tactics to be used here include showing clips of services or music and behind-the-scenes at events along with charity efforts via YouTube. Another tactic is to offer user-generated content, such as: cover songs, drawings, pictures and/or videos of their own.
Lastly, the next strategy to increase church membership is to build up what the community offers. Tactics include posting church events in free community calendars in the media and online, like Eventbrite; and posting flyers and making postings on meetup.com for watch parties, ice cream socials, and concerts.

Target Market and Audience

While the church will not turn anyone away, Mark is looking to attract a certain primary market. This includes bringing in a younger dynamic, those with high education and/or income, just to name a few. With this in mind the ideal age range would be 25 to 35. Education-wise, he would prefer college graduates and those with an income range of $40,000 to $70,000 yearly. All genders will be welcome, as well as, all marital statuses. Generally, they would live in the city where the church is located. As this is a campaign focused on the digital aspect, live streaming and podcasts in particular, members of the church could come from anywhere, other cities, states, even other countries. 

Buyer Persona

Jess is a 27-year-old male. He works overnight for a social media company, lives in an apartment in San Antonio with one roommate, and owns one dog. His family (mom, dad, siblings, cousins) lives in another city, and he has a girlfriend. He loves going to conventions, playing video games, listening and making podcasts, and streaming.
He not only works for a social media company, but is also extremely active on his own personal social media accounts across various platforms, some of which include Twitter, Snapchat, YouTube, Spotify, and Instagram. 
He grew up Catholic, but as he got older, left the church and then Catholicism altogether. Like most millennials, he is searching for more than what the traditional church as to offer. He wants to be part of a church where he feels genuinely accepted, a church that cares and does more for the community in general than just focusing on the church itself. It is also important that the church has more options than just in-person services. As a person who works nightshift, having a digital platform for the church is important, as he is often tired and just wants to relax at home after work.

Publics and Stakeholders
There are several groups that need to be taken into account for the client to be able to be successful. The first of these groups is the public themselves; this group consists of the media, members of the community, and church members. The media can help spread information about the church from the free services they provide, upcoming charity events, and events open to the public, like the Superbowl Sunday watch party. 
Another group of the public is the community members or visitors to the church who have the option to use the church’s services. This may include: help paying bills, need for shelter, or even counseling; all of which the church offers for free. They also have the option to use the church itself as a venue for events, like weddings and parties. 
The last group of the public is the church members, they have the option to use the church’s services, just like community members, for free. They also participate in the church services as a whole, going to sermons and helping with events, both in general and charity-wise.
Just like the public, there are several groups that are stakeholders for the church. These groups consist of the church employees, volunteers, and other pastors from the same type of church, Christian non-denominational. Church employees can help grow the church’s reputation or damage it leading it to fail. If the church employees have nothing good to say about the church whether that is the members or pastor himself, then people are not going to want to join or even participate in anything the church does. The church is then hurt by a lack of new members and/or visitors. Employees can also lose jobs if the church is hurt or goes under. They do well when the church does.
Volunteers as stakeholders can also be hurt if the church fails. They will not be able to continue to help members of the community through the church. They lose an opportunity to help out other people. Not only that but many will believe that the church does not practice what they preach.
There are other pastors from various churches that are also willing to help. Some of them even live in other countries. As this campaign is focused on the digital aspect and conducting live streams and podcast. These other pastors, especially, can help the client’s church to succeed. Most of these other pastors have their own livestreams, but not podcasts, or are in different time zones altogether. This can lead to the client gaining even more members as they can listen to the podcasts or if they want to attend a church service at a different time, the client’s church could be just what they need. Overall, they can strengthen each other in partnerships. 

Timeline

	Dates
	Task
	Medium
	Platform

	August 2020
	Online event announcement
	Internet
	Facebook, Twitter, Instagram, website

	
	Raffle to join a podcast episode
	Public Relations and Internet
	Facebook, Twitter, Instagram, website

	August 2020
	Show clips of services or music and behind-the-scenes of events
	Internet and Public Relations
	YouTube

	
	User-generated content
	Internet and Public Relations
	YouTube, Instagram, Facebook, Twitter

	September 2020
	Post events on community calendars and online
	Internet
	Eventbrite, official city page, Reddit, Twitter, Facebook, website

	
	Post flyers and making postings on meetup.com
	Internet
	In person





Budget

There was no budget needed as this was primarily a digital campaign. The campaign’s focus was in starting livestreaming and podcasts services, building a website, and building social media profiles. All social media platforms used are free: Twitter, Instagram, YouTube, and Facebook. The only costs would be for making physical flyers for future events. At that time, budget costs will be discussed with the client. Tools used to monitor the analytics, like Google Analytics, for the social media platforms and website were also free. Or in the case of one exception, Sproutsocial Analytics was used, but only the free trial, as the client wanted to experiment with various analytic tools.

Campaign Results 

To reiterate the goals and objectives that the client wished to meet are the following: he wanted to continue to bring the church into the digital age. The first object is to start a weekly podcast by July 31. The second objective to achieve this goal is to gain 100 followers on the podcast by August 16. 
The second goal is to increase the church’s social media presence. The objective that the client expects to see for this goal is 100 followers on the official Facebook page. The second objective the client expects is to gain 20 new Twitter followers every three weeks on an ongoing basis. 
The third goal is to increase church membership. The objective is to have 30 new members by August 1. 
Only some of the goals were met. For the first goal the church is still a work in progress, as the objective is to start the podcast by July 31 and to gain a certain number of followers by August 16. The second goal was only met halfway. The Facebook page only has 58 followers and very little interaction. For each post there is an average of 1 like, with the most being 12 likes on one post only. The Twitter account, however, was doing excellent. There was a mishap were the account was hacked and then deleted. Before the deletion the church’s Twitter account was doing the best out of all the social media platforms. The results and explanation of the results can be found in Appendix E. 
The third and last goal is currently on hold due to COVID-19 and church being closed until further notice. As such, while the objective is still a few weeks out, there is no certainty that it will be reached. The client has expressed an interest in continuing to improve and further the goals, as well as, having hired a new employee to take over the social media accounts. The P.R. professional leading the campaign has also agreed to continue to help passed the campaigns end.
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Appendix E:
Twitter Account Analytics 
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Campaign Plan: Campaign Results. 
Looking at the graph above the analytics are from the date range: March 12 to June 10. Post links are at 1% with only two people clicking on any links on the church’s post. Impressions are at 5% with 500 users seeing the posts. The posts themselves are at 6.92% with a total of 103 published posts. The audience stands at 29.3% with the majority being between the ages of 25-34 which is the church’s target audience. Lastly, the engagement is the highest at 60.2%, with 200 followers, 300 people total who have engaged with the tweets, including sharing, retweeting, likes, and replies.  
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For Immediate Release

Felicia Taylor
South Memorial Christian Church
(210) 927-2258

Taylor.L Felicia@gmail.com

Modernizing a Traditional Church!
Digital Age waits for no one.

San Antonio, TX: South Memorial Christian Church has been around for over forty years and
has always adopted the “traditional” approach, gospel music, long. and what some may say.
“boring” services. Under the new owner and leadership, Mark Valadez, he is looking to change
this and bring the church into the “modern, digital age”

South Memorial Christian Church is implementing various changes, these including growing a
social media presence online on different platforms, such as, Twitter, Instagram, LinkedIn,
YouTube, Spotify, Twitch, and Facebook. Each media has it strong points that will no doubt
help the church with gaining new members, even if just virtual members. This convenience in
turn T what will help draw in the millennials. For example, Twitch can be used to live stream the
sermons allowing for those who cannot be there because of work, or studying, to watch from
‘wherever they are. Same with Spotify, the church will be making podcasts that will allow them
to listen on the way to work, at work. at home, wherever they want

By spreading the word of what this church is doing and working towards, it will allow people to
know of another church that might just be what they are looking for. A church that has
‘modemized, that is embracing technology into their church and reaching for members that may
ot have a conventional schedule. When asked for his (Mark Valadez’s) opinion, he had this to
say. “T want to be able to breathe nery life into the church. to bring in the (millennial) people,
who walked away from churches because of boredom: because they were trying to find
something more. All T want is a chance to prove that church can be modern, exciting, and
relatable; that we care about each other and the community. The changes that are coming have
e excited and T can'’t wait to show off ll the nevw things we're going to be doing.

In order to accomplish the goal of bringing in new. millennial, members to the church, South
Memorial Christian Church as and will be doing the following

Create and maintain social media accounts
Have members share posts and pictures from events

Start recording the first episode of the podcast

Setup streaming and broadcasting software for future streams

-more-
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South Memorial Christian Church is located on the south side of the city of San Antonio, Texas.
‘They have operated in the same area for over forty years and many members have been going
since it first opened.
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Felicia Taylor

[taylor | felicia@qmai.com

# [Name Position utlet Email Phone Twitter
] Chris Stokel-Walker Journalist nytimes.com stokel@qmail.confN/A [Twitter @stokel
Contact form
2|Monika Kell Radio Host/D] 91.3 K-Love on! (210)824-9100_|Twitter @KLOVERadio
duke@sabeacon
om
daude@saBecon
3)ressa McClure Blogger sabeacon.com .com /A [Twitter @saBeacon
https://www.sanant |Contact form
4)30hn Garland pastor/Blogger oniomennonite.org/[onl (956)342-3581 |Twitter @samennonite.
5|Kevin D. Duhart Sr. Pastor/YouTuber [therocksa.org /A (210)653-0588 [Twitter @therocksa
[vonat.shimron@
6[vonat shimron National Reporter religionnews.com _[gmail.com /A [Twitter@YonatShimron
San Antonio Express-|Contact form
7|Gibert Garcia Metro Columnist News on! /A [Twitter @qilgamesta7o
zauzmer@amail, Twitter
8|iulie Zauzmer Religion Reporter |Washington Post__|com /A @Iuliezauzmewr
lan.ovett@wsic
9l1an Lovett Religion Reporter |wall Street Journal _[om /A [Twitter @iglovett
lauren@laurenh Twitter
10|Lauren Hunter Blogger Churchtechtoday.comunter.net (916)838-2184 |@churchtechtoda
oshlaxtoni@am
1130sh Laxton Blogger |christianitytoday.com|ail.com /A [Twitter @joshlaxton
steve@edstetze
12|Ed stetzer Blogger edstetzer.com r.com /A [Twitter @edstetzer
info@relevantme|
13|cameron strang Publisher/Writer relevantmagazine.cofdiagroup.com _|(407)660-1411 |Twitter @RELEVANT
[ Witchy Woman danae@danaes Twitter
14|madison Sweet Podcast Host/Blogger _|Podcast. west.com /A @DaNae_Sweet
daniel burke@cn
15|Daniel Burke |CNN Religion Editor CNN.com n.com /A [Twitter @BurkeCNN
Managing Director/ elisadibenedetto
16|Elisa Di Benedetto Religion Journalist theiari.org Gtheiariorg |39(349)797-566|Twitter @Rjournalists
Co-founder/Content davidehappstv.c|
17|pavid Neuman Officer happs.tv om /A [Twitter @DavidNeuman
https://www.challies
18|Tim Challies Blogger comy Contact form onhyN/A [Twitter @challies
https /7www twitch.t | Skaman1978.bis Twitter
19|Andrew (Skaman1978) _|Preacher/Streamer. /skaman 1978, @gmailcom |N/A @Skaman_1978
https://www twitcht
v/supershadow/. ITwitter
20|)ay (SuperShadow) Pastor/Streamer GMAministries N/A N/A (@sshadow1414
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Interview Information:

Interview #1
Name: Mark Valadez

Ti

Preacher
‘Sound Bite #1: 3694
TRT: 39 seconds

Transcription: We're a church on the southside, 84115, Flores st. A purely Christian church, we are
independent, stand-alone Christian church. We're not affiliated with any kind of denomination and we
started back in 1962 and for the last 57 years have never had a Sunday where we have taken off and
that's something that we're really proud of. One of the things that we are lacking, however, is a social
media presence and 5o we're very excited that Felicia’s given us the opportunity in order to put a digital
footprint for South Memorial. So...

‘Sound Bite #2
Time: 60 seconds

jon: | think one of the things that contributes to growth is your ability to look back and reflect
on some of things that worked or didn't work; some of your victories, some of your failings. To be able
to analyze those things to be able to look at them and see how they can help you in the future. And |
know as the leader of South Memorial Christian Church one of my biggest failings is our lack of social
media presence. And 5o, we're just super excited that Felicia has given us this opportunity to be able to
partner up with her, 5o that she can go ahead and get that for us. It's not that | don't believe inft, it's
just that Pve never really delve into it. But with s0 many screens in front of people’s eyes nowadays,

‘with the amount of information that is at our finger tips. | can only see that our digital presence is going
to be advantageous to our congregation and our congregation’s growth. So, yeah, we're super excited
and we appreciate the opportunity. Thank you.

Interview #2

Name: Chandler “T" Taylor

Ti

Music and Video Leader
‘Sound Bite #1
TRT: 44 seconds

Transcription: Yeah, my thoughts about live streaming and podcasts coming to my church, | think it
would be advantaseous. ¥l eet us out there more. ill put more information out there. | think it’ll give
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SOUTH MEMORIA
CHRISTIAN CHURCH

A NEW TESTAMENT CHURCH OF CHRIST

BE SAVED FROM THIS
CROOKED EEIIEIIATHIII

SUNDAY: BIBLE LEAKNING TIME-9:45 AM.
A MORNING ASSENBLY/COMMUNION-T030AM.
EVENING ASSEMBLY/ COMMUNION-6P.A.
WWEDNESDAY: BIBLE STUDY-
FOR MORE INFORMATIO!
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Quick Facts:

*  South Memorial Christian Church opened on December 16t%, 1962.

o Several members have been going there since 1987,

o The church is aiming to bring millennials back to the church.

o The church has changed its music from “traditional” gospel music to more modern music.

o There is a website currently being built, as well, as official social media profiles for the
church.

o The church will also be live streaming their services and have a weekly podcast that can
be found on YouTube and Spotify.

o Church services have also been cut down from over two hours long to an hour and a half.

o The church offers free services to any who are in need. Such as, shelter, food, paying
bills, and counseling.
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Overview

The church first opened on December 16th, 1962, well over 40 years

ago. The church started off very small, with just enough people to fill

the building the size of a small one story house. A few years after it
first opened they begin to grow, and as such, raised enough money and

purchased a bigger building; where they continue to reside to this day.

The church has always been located on the south side of the city of
San Antonio, Texas. However, they do accept and welcome people
from all over the city and even those from out of town. There are many
members that have been with the church for several years, some since

1987, that continue to go and thrive at the church.
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Evaluation/Benchmarks

South Memorial Christian Church’s Twitter Account
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Churches and Tech =
Success

from Traditional to Digital

Getting started, cheap and free -

Hae you verlooked and wondered i your church could be something
more? Youlook and see ctherchurches thriving, i even more have |
o close therdoors. You ook at your own and see attendance roppig.
‘Whether s because they e stuckat home,work, o even stuck nraffc |

(dam thosebusnes i, and wonderfyoute nxt. Lt ma helpput & 4=
your worties to st Inthis webinar el talk about ow 1 bing your church ntothe digtal age,well

talk about ve streaming, inding cheap ways 0 save and get stated (fom ecuipment 0 software),
and wel alk tips andticks, tech,and apps,oh my!

Going Digital

Saturday, April 18th, 6pm
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