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 It or Lost Behind It 

By Steve Evans 

 

Introduction: Where there is Water, There are Waves 

All of my life I have been around water, whether it be the Pacific Ocean, Atlantic 

Ocean, Gulf of Mexico, Indian Ocean, or Mediterranean Sea.  I remember as a teenage 

boy in secondary school that ‘body surfing’ was popular.  This meant riding a wave like a 

surfer, but doing so without a surfboard.  You rode the wave with your body – rigid and 

stretched out to make a ‘human’ board.  The first time I ever tried body surfing, I waded 

out into the waters of the Gulf of Mexico and waited for the perfect wave.  After several 

attempts to ‘catch one’, I finally found myself being hurled toward shore with my arms 

outstretched, legs straight and toes pointed.  Oh, what bliss!  What a sensation!  But all 

of this came to an abrupt end when the wave swept over me, throwing me to the bottom.  

I tumbled over and over beneath the foaming water – sand, rocks and seashells flying all 

around!  In the twinkling of an eye my world had been turned upside down!  The 

momentum of the crashing wave forced me ashore, scraping bottom every inch of the 

way. 

Those who surf (and body surf!) learn several things about the sport.  First they 

learn to read the waves and know which ones – the ‘perfect’ ones – to catch.  Second 

they learn how to catch them.  Third they learn when to get off before they are pulled 

under.  Fourth they learn what it means to be behind the waves, gradually being carried 

out to sea, further and further away from shore. Finally they learn what it means to be 

ahead of the waves, having them come crashing down on top of them.  Many times this 

learning process isn’t easy, but boy is it fun to catch that perfect wave and ride it like a 

pro toward the shore, experiencing the bliss and sensations only those who surf can truly 

know!   

 

“I am the Lord your God, 

Who churns up the sea so that its waves roar…” 
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Isaiah 51:15 

Just as a surfer needs to learn to read the waves, we need to learn to read the 

‘waves’ God sends our way.  We need to know which ones to catch, how to ride them, 

and when to get off.  We need to know what are the consequences of getting ahead of 

the waves or behind them.  We need to learn to ride with bliss, delighted in being with 

God as He sweeps over a dry and impoverished land!  In the providence of God, we are 

in the midst of a huge wave that may come roaring down on top of us if we are not 

prepared. 

 

The Third Wave – An Information Technology Revolution 

Riding on the coattails if his best-selling book Future Shock, Alvin Toeffler again 

made news in 1979 with The Third Wave, a provocative book providing a glimpse into the 

21st Century.   “A powerful tide is surging across much of the world today,” Toeffler said,  

“creating a new, often bizarre, environment in which to work, play, marry, raise children, 

or retire…Value systems splinter and crash, while the lifeboats of family, church, and 

state are hurled madly about.” It is possible, Toeffler said, to distinguish those innovations 

that are merely cosmetic or just extensions of the industrial past from those that are truly 

revolutionary.   

 

The first wave of global change was the coming of the agricultural age.  The 

second was the industrial age.  The third wave, yet to be named, is upon us, and it is 

revolutionary.  

 

Prophetic Voices and the Characteristics of Globalization 

“The new electronic interdependence recreates the world in the image of a global village.” 

Marshall McLuhan, 1967 

One can only marvel at the “far-sightedness” of Marshal McLuhan.  He was truly a 

man before his time, a modern day prophet.  It is no wonder that today’s generation call 

him the father of the Information Age.  He coined the phrase “the global village” and made 

popular the notion that “the medium is the message.”  In the mid-1960s he looked into the 

future and saw a world very different from the world in which he was living – he saw the 

world in which we are living! 
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“When technology extends one of our senses, a new translation of culture occurs 

as swiftly as the new technology is interiorized,” McLuhan said. He recognized the 

transforming power of technology, especially of the technologies that help communicate 

information to the masses.  “We now live in the early part of an age for which the 

meaning of print culture is becoming as alien as the meaning of manuscript culture was 

to the eighteenth century,” he said. “The new media are not ways of relating us to the old 

‘real’ world; they are the real world and they reshape what remains of the old world at 

will.”  McLuhan addressed an issue that we are only now beginning to discover and 

wrestle with its implications, that is the ability of new information technology to redefine 

our systems of communication.  “A new medium is never an addition to an old one,” he 

said, “nor does it leave the old one in peace. It never ceases to oppress the older media 

until it finds new shapes and positions for them.”  How prophetic he was as we see the 

impact of globalization and convergent information technologies on how we 

communicate. (This is to be fully discussed later.) “Societies have always been shaped 

by the nature of the media by which men communicate than by the content of the 

communication,” McLuhan said. “It is impossible to understand social and cultural 

changes without a knowledge of the workings of media.” 

Voices today join the 1966 voice of McLuhan in describing our world of 

globalization.  McLuhan said, “Ours is a world of allatonceness [sic]. Time has ceased, 

space has vanished. We now live in a global village…a simultaneous happening.”  

Thomas Friedman, author of a 1999 book considered by many to be the definitive work 

on globalization (The Lexus and the Olive Tree), said, “[We can now] reach farther, 

faster, cheaper, and deeper around the world than ever before.”  Previous globalizations, 

he said, “shrank the world from a size large to a size medium. This era of globalization is 

shrinking the world from a size medium to a size small.” 

Any listing of these modern day prophets of globalization would either be quite 

extensive or quite incomplete. There are a few, though, including McLuhan and Friedman, 

who stand out. 

 

Marshall McLuhan (author of The Gutenburg Galaxy and the father of the Information 

Age): “The medium, or process, or our time – electronic technology – is reshaping and 

restructuring patterns of social interdependence and every aspect of our personal life. It 

is forcing us to reconsider and reevaluate practically every institution formerly taken for 
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granted. Everything is changing – you, your family, your neighborhood, your education, 

your job, your government, your relation to ‘the others.’ And they’re changing 

dramatically.” (1967, The Medium is the Massage) 

 

Alvin Toeffler (author of Future Shock and The Third Wave): “[The] term ‘civilization’ 

may sound pretentious…but no other term is sufficiently all-embracing to include such 

varied matters as technology, family life, religion, culture, politics, business, hierarchy, 

leadership, values, sexual morality and epistemology.  Swift and radical changes are 

occurring in every one of those dimensions of society. Change so many social, 

technological and cultural elements at once and you create not just a transition, but a 

transformation, not just a new society, but the beginnings, at least, of a totally new 

civilization.” (1994, Creating a New Civilization) 

 

Peter Drucker (Author of Managing for the Future):  “Every few hundred years in 

Western history there occurs a sharp transformation. Within a few short decades, 

society rearranges itself – its worldview; its basic values; its social and political structure; 

its arts; its key institutions.  Fifty years later, there is a new world.” (1993, Post Capitalist 

Society) 

 

Jim Dator (professor of Futures Studies, University of Hawaii): “The most potent 

technology transforming the present, in my opinion, is the vast array of electronic 

communications technologies which are now being widely touted as composing the 

Information Super Highway. Once, all eyes focused on television as a major agent of 

change.  Then some people began to see how people were using computers to do more 

communicating than computing and speculated on the social consequences of that. Now 

we see that many once-separated and expensive technologies are being woven together 

into a gigantic, global, and comparatively inexpensive information network which, among 

other things, is destroying the necessity if traveling to a single centralized location to 

work, or to trade, or be entertained, or even govern. It is now increasingly possible, and 

preferable, to telework, to telemarket, to teleview, and to telegovern.” (1995, “Coming, 

Ready or Not”) 
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John Naisbitt (author of Megatrends and High Tech High Touch): “What is technology? 

The changing definition of the word is revealing. In 1967, in the ‘Random House 

Dictionary,’ technology was defined as a thing, an object, material and physical and 

clearly separate from human beings. By 1987, when Random House released its 

completely updated unabridged dictionary, the word grew to include technology’s 

‘interrelation with life, society, and the environment.’ Technology no longer existed in a 

vacuum. Even more revealing is the 1998 Tech Encyclopedia online definition of high 

technology, which expands the power of technology to include ‘consequences.’ From 

thing to interrelationship to consequence. We now understand that powerful technologies 

have powerful consequences. Technology embodies its consequences, both good and 

bad. It is not neutral.” (1999, High Tech High Touch) 

 

Don Tapscott (author of Growing Up Digital):  “For the first time in history, children are 

more comfortable, knowledgeable, and literate than their parents about an innovation 

central to society. And it is through the use of digital media that the N[et]-Generation will 

develop and superimpose its culture on the rest of society.  Boomers stand back.  

Already these kids are learning, playing, communicating, working, and creating 

communities very different than their parents. They are a force for social transformation.” 

(1998, Growing Up Digital) 

 

Leonard Sweet (author of SoulTsunami):  “One creates the future by wrapping 

traditional functions into new delivery systems.  The admixture of old-fashionedness with 

newfangledness, the old and the yet to be born, is the only sure-fire recipe for stability 

and strength amid changing times.  The church exists as a preservatory of the past as 

well as a laboratory of the future.” (1999, SoulTsunami) 

 

Thomas Friedman (author of The Lexus and the Olive Tree): “…under the globalization 

system you will find both clashes of civilization and the homogenization of civilizations, 

both environmental disasters and amazing environmental rescues, both the triumph of 

the liberal, free market capitalism and a backlash against it, both the durability of nation-

states and the rise of enormously powerful non-state actors."  (1999, The Lexus and the 

Olive Tree) 
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A Rising Tide: The Drivers of Globalization 

I remember the first time I went to a worship service in Khartoum, Sudan.  I was 

really excited and anxious to experience it first hand – to see what it would be like to 

experience “church” with local believers in one of the most restricted access and 

persecuting countries in the world. To my utter amazement and disappointment an 

American missionary in a white shirt and tie stood up and led (in English) several hymns 

that could have been taken right out of my own Baptist Hymnal!  “Where is the Arabic 

flavor,” I wondered.  “Where is the Sudanese culture?”   Except for the distinct clothing 

present, for all practical purposes I could have been sitting in a service at First Baptist 

Church, Atlanta, Georgia.   

In my role as a communications strategy specialist for a major mission 

organization I travel the world extensively and have seen this same scenario played out 

over and over again.  We sing the same hymns, dance the same dances, wear the same 

clothes, pray the same prayers, preach the same sermons, read the same books, and 

build the same buildings, all over the world.  And the “we” I am referring to is not just 

Baptists, but “We,” the evangelical community of our world today.  

In the same light, I have been to many airports and many shopping malls 

throughout the world.  Whether it be Tokyo, Seoul or Manila; London, Paris or 

Amsterdam; New York, Atlanta or Dallas; Valencia (Venezuela) or Curacao in the 

Caribbean; there are the same designer stores and the same fast food restaurants.  The 

same sporting goods, running shoes, perfumes, luggage and fashions, the same whisky 

and cigarettes, are being sold all over the world. It is even difficult these days to find 

shops within these centers of international commerce which sell the local items a visitor 

is likely to want.  It seems as if all around the world we are swapping one culture for 

another, casting aside local identities for a global “see, I belong” one.   

There are three themes, I believe, that evolved over the last century and set us on 

our present course of globalization: entertainment, consumerism, and information 

technology. I call these “drivers” of globalization, and they act as a rising tide, able to flood 

us if we are not careful. 

 

Entertainment 

In the late 1800s America underwent a revolution, and it all started because of 

what some called “trash” – trashy novels, trashy music, trashy dancing, and trashy 
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drama.  The people loved it.  “What no one seemed to have recognized then was that 

this flood of trash was the beginning of a cultural revolution,” said Neal Gabler in his book 

Life the Movie,  “one that would permanently transform America’s taste and change its 

tastemakers.” Thus was the birth of American pop culture and it became synonymous 

with having fun. To the entertainment-loving masses having fun was a higher priority than 

having “culture,” or at least the kind of culture that “high society” enjoyed.  “Entertainment 

was less about morality or aesthetics than about power – the power to replace the old 

cultural order with a new one, the power to replace the sublime with fun,” Gabler said. 

“Prior to the arrival of mass-produced entertainment, American culture, like 

European culture, had been the special preserve of the wealthy, the educated, the 

refined,” said Gabler. “They assumed the responsibility for determining what qualified as 

good.”  The American elite’s idea of culture was a rather narrow defined notion of art, and 

art was directed at a person – the high class. Entertainment was directed at the largest 

possible number of people – the masses. “In contrast [to the elitist’s idea of culture], the 

new popular entertainment was primarily about fun. It was about gratification rather than 

edification, indulgence rather than transcendence, reaction rather than contemplation, 

escape from moral instruction rather than submission to it.” 

Gabler continued, “Popular culture was s dynamic, revolutionary force, breaking 

down the old barriers of class, tradition, and taste, dissolving all cultural distinctions…” 

(No wonder it s message caught on around the world!) “Nineteenth-century America was 

largely about the triumph of democracy over oppression. The fit between the aesthetic 

and the social could not have been more perfect. When these linked, they posed a 

formidable force that not only swelled the amount of entertainment but also supported it 

against elitists attack. Because of this alliance popular culture would become the nation’s 

dominant culture. “ 

Thomas Friedman, author of the book The Lexus and the Olive Tree said, “[The] 

earlier era was dominated by British power, the British pound and the British navy. [Now 

the] era is dominated by American power, American culture, the American dollar and the 

American Navy.” Global power that once belonged to the British, shifted to the Americans 

and America exported its culture around the world, quickly to be adopted and adapted by 

the common people seeking to have an identity often refused to them by their elite.  

American pop culture and their hybrid versions of it gave recognition to a people starving 
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to be noticed.  It is this pop culture, maybe dominated by the West but surely flavored 

with international ingredients, that now is a major driving factor of today’s globalism. 

 

Consumerism 

A manufacturer of soap once said, “Any fool can make soap. It takes a clever 

man to sell it.”  Bars of soap, versus the kind made at home in boiling vats of animal fat 

and wood ash, were a new product of the mechanized industrial age.  This man wanted 

his soap, unique because it was clear, to appeal to a class-conscious society and not to 

the average laborer in Britain.  It was called “Pear’s Soap.”  Across the ocean, an 

employee of a soap factory mistakenly made a batch of soap with too many air bubbles 

in it – the bars of soap floated.  In promoting this ‘mistake,’ the manufacturer claimed his 

soap, “Ivory Soap,” floated because it was “pure” soap, 99 and 44/100 percent pure, in 

fact.  Until the push to sell soap by brand became vogue (with its use of “paintings” to 

promote or advertise it), selling soap was selling soap and people got what was given to 

them.  “[The] hijacking of art to sell soap blurred for the first time and forever more, the 

bright line between art and advertising, between high culture and the vulgar, between 

pristine and corrupt,” an article titled “You Are What You Buy” in the Smithsonian 

magazine said.  Who would have thought that the mere selling of soap would have been 

a major contributor to the globalization we have today?   

James Twitchell, author of the book Lead Us Into Temptation: The Triumph of 

American Materialism, said, “…humans love things, and we’ve always been materialistic, 

but until the Industrial Revolution only the wealthy had things – now the rest of us are 

having a go at arranging our lives around things.” During the past twenty years young 

people have had lots more money to spend. “Now they’re driving the market for mass-

produced objects,” he said. “Ask 18-year-olds what freedom means, and they’ll tell you, ‘It 

means being able to buy what you want!’” 

According to Twitchell, it was the Victorian era that mass culture reared up, driven 

by the steam-powered printing press, which spewed out text and images for the mob. 

Victorian education strove to differentiate literature from pulp novels, to show classical 

music’s superiority to dance-hall tunes, to instill “art appreciation.” But with the machine 

age churning out cheap goods, consumerism was erupting all over.  So was advertising, 

and “branding” made advertising possible. Eventually society moved from just 

consumption to conspicuous consumption – displaying possessions to impress others. 
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Many today buy the “brand” and not just the product.  And it is this desire for the brand, 

along with a desire to be among the “haves” and not the “have-nots” that drives global 

consumerism today.  “In the world where I grew up,” Twitchell said, “you knew who you 

were by a series of time-tested anchors – ancestry, land, religion, where you went to 

school, your accent, your job – but we’ve been rapidly losing those anchors…we’re 

starting to build our identity around driving a Lexus o displaying Ralph Lauren’s polo 

player on our shirt.”  He asks the question, “Why are my daughters willing to buy a bottle 

of water worth two cents and pay $1.50.” The answer is that they aren’t really buying the 

water, they are buying the value that advertising has attached to the water, that of being 

“cool” by drinking that brand.  You don’t drink the water, you drink the image. 

 

Want to know how advertising, branding, and consumerism drives culture?  

Consider these: 

Christmas was low-key until the 1800s when stores reinvented the holiday to sell off their 

surpluses.  On December 24, 1867, R. H. Macy kept his New York store open 

until midnight, setting a one-day sales record. 

Santa started as a combination of St. Nicholas (a down-on-his-luck nobleman who 

helped young women turn away from prostitution) and Kriss Kringle (from the 

German, meaning gift giver). Today’s Santa originated in the 1930s when sales of 

Coca-Cola when down in the winter months and newspaper ads showed Santa 

resting after delivering toys and drinking a Coke. 

Rudolph the Red-Nosed Reindeer was the 1930s creation of a mail order company. 

Blowing out birthday candles was universalized after Kodak had ads showing what you 

can do with film, flash and a Kodak camera. 

Mother’s Day began when a merchandiser ran full-page ads in a city newspaper 

highlighting a local woman mourning for her mother.  Soon, very few failed to buy 

a gift for Mother on this newly special day. 

 

Information Technology 

Technology – the printing press, newspapers, advertising, the Industrial 

Revolution, the telegraph, photography, the telephone, radio, motion pictures, television, 

etc., etc., etc. – coupled with an appeal to the masses (whether it be in sales or 

entertainment, and eventually a combination of the two) created “globalism.”  Convergent 
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information technology spreads it around the world, and it is gathering speed.  We are in 

the beginnings of a new era in human history so profound that historians take a long time 

to make any sense of it.  

No culture is static.  Ideas, technologies, products, and people move from one 

place to another.  When cultures come into contact with one another through migration, 

trade, or the latest telecommunications devises, they influence each other.  Sometimes 

cultures cross-pollinate, exchanging foods, music, sports.  Even though cultures have 

evolved in response to contact with others for thousands of years. the pace has 

changed.  In the past the influences of distant cultures came slowly, delayed by long 

journeys.  Today, because of the telephone, the television, the Internet, 

telecommunications satellites, world trade, and long-distance travel, cultural influences 

can spread across the planet as fast as the click of a mouse. 

Around the world, info-tech prices and ‘connection time’ are falling. Telephone, 

television and other communication monopolies are privatizing and deregulating.  

Consequently, developing nations are reaping the benefits of the information and 

communications revolution.  The benefits – and challenges – are far-reaching, and few 

countries or regions will be untouched.  At the household level, inexpensive computers 

and the availability of wireless technology make basic telephone services available to 

ever-larger segments of developing world populations – many are connected to the 

Internet through these services.   In some cases, the very under-development of the 

existing infrastructure is making possible breathtaking technological leapfrogging in the 

development of, state-of-the-art communications systems. 

 Information technology – at its heart the Internet and World Wide Web – carry 

entertainment and consumer brands around the globe.  Cultures communcate, ideas are 

shared, dreams are visualized, and people are changed.  We live in a wired world, a 

smaller world that is getting smaller all the time.  As McLuhan said, we live in a ‘global 

village.”  What is this era of globalization doing to us and our cultures.  How does it effect 

our identities – who we say we are and what others see of us?  Are we changing?  Do 

we have to change?   

 

Beauty and the Beast: Looking at Both Sides of Globalization 

From “The Lexus and the Olive Tree” to “High Tech High Touch” 
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Globalization: on one side is a mermaid, on the other is a sea monster.  The 

tendency is to love one and hate the other, to embrace one and fight the other, to seek 

out one and dismiss the other. The challenge of globalization today is finding a healthy 

balance between preserving a sense of identity, home and community on one side and 

doing what it takes to survive within a global system on the other.  Can there be a 

marriage of the two, not only existing side by side in a love relationship like “beauty and 

the beast,” but also creating a new entity, the two becoming one? Or, as we face the third 

wave, are we facing a tidal wave – destructive in its path, yet cleansing its aftermath? 

What we see today is intense interaction and high drama among peoples and 

cultures – clashes and homogenization.  We see sickening ecological disasters and 

amazing environmental successes. We see the triumph of Western ideologies and 

backlashes against them.  We see super-nations, super-markets, and super-persons, 

each coming to the forefront, dictating terms to the others.  We see the rise of super 

information technologies, thanks to superconductors, microchips, satellites and the 

World Wide Web – all weaving the world tighter together.  

 

The Lexus and the Olive Tree 

In his book The Lexus and the Olive Tree, Thomas Friedman traces the 

beginnings of globalization back to the 1980s.  “When the Information Revolution flowered 

in the 1980s – and made it possible for so many more people to act globally, 

communicate globally, travel globally and sell globally – it flowered into a global structure 

that encouraged and enhanced all these trends,” Friedman said. Globalization is “The Big 

One” he said, and people should focus on it.  It is a new system, one that creates drama 

and tension between what it is and who we are. “It is a complex drama with the final act 

still not written.” 

According to Friedman, some defining characteristics of globalization are 

information technology, integration, the World Wide Web, homogenization, and speed – 

speed of travel, commerce, communication and innovation. [It used to be bigger is better, 

now faster is better.] It is migrations, urbanization, and global fashion, food, markets, and 

entertainment trends. “I learned you need to do two things at once,” Friedman said. “Look 

at the world through a multi-lens perspective and, at the same time, convey that 

complexity through simple stories, not grand theories.  I use two techniques: I do 

‘information arbitrage’ in order to understand the world, and I will ‘tell stories’ in order to 
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explain it.”  What this entails is synthesizing a wide range of global information, taking into 

account all the characteristics of globalization, and translate it at a local level within a 

local context. 

To Friedman, the Lexus and the olive tree are two opposing symbols in the world 

of globalization. On one side is the Lexus, one of the greatest luxury cars in the world, 

built by robots. It is the epitome of technology and globalization – modern, international, 

sleek, beautiful, mobile, fast, flashy.  On the other side is the olive tree, representing all 

that roots us, anchors us, identifies us, and locates us in this world.  The olive tree 

means family, community, tribe, nation, religion, and home. It means individuality, 

intimacy, relationships, confidence and security.  It stands for everything the Lexus is not.  

“A country without olive trees will never feel rooted or secure enough to open up fully into 

the world and reach out into it,” Friedman said. “But a country that is only olive trees, that 

is only roots and has no Lexus, will never go, or grow, very far. Keeping the two in 

balance is a constant struggle.” 

Glocalization, a hybrid of globalization and localization, is the answer, according 

to Friedman. “I define healthy glocalization as the ability of a culture, when it encounters 

other strong cultures, to absorb influences that naturally fit into and can enrich that 

culture, to resist those things that are truly alien and to compartmentalize those things 

that, while different, can nevertheless be enjoyed and celebrated as different,” Friedman 

said. “The whole process of glocalization is to be able to assimilate aspects of 

globalization into your country and culture in a way that adds to your growth and diversity, 

without overwhelming it.” 

 

High Tech High Touch 

John Naisbitt, with collaborators Nana Naisbitt and Douglas Phillips, present a 

different story in their book High Tech High Touch; but it is a story with a similar plot. It 

unveils technology’s saturation of society, with all of its innovations and consequences. 

Caution is given to make the most of technology’s benefits while minimizing its 

detrimental effects on culture. Again, it is a two-sided tale.  On one side is globalization 

with all of its high tech features. On the other side is high touch – all the “touchy-feely” 

things of life that make life worth living. High tech - high touch is the showdown between 

the global and home – the local and all that it stands for.  



Mediastrategy and Christian Witness 

 - 17 – 
www.mediastrategy.org or www.comsresource.com 

We live in a technology-intoxicated society, Naisbitt said, creating tension and 

polarization – paradox – within us.  We must learn to deal with this in order to survive 

globalization and understand the role of technology in our lives.  “The imperfections of old 

technologies – double exposures, sputtering engines, electric shocks – are clearly 

discernable today,” Naisbitt said, “yet the imperfections of today’s technologies will be 

clear only in the face of tomorrow’s advancements.” 

What is high tech?  Naisbitt does a fascinating and effective job of presenting 

nearly 200 one-and-two-word definitions: menu, mouse, web and net (all dealing with the 

computer); IBM, AOL, DVD, HPPT and FYI; space shuttle, genetic engineering, cloning 

and biotechnology; and virtual, interactive, digital and networked.  “What is high tech,’ 

Naisbitt asked. “Future advancements, innovations, progress – control.”  In contrast, 

Naisbitt gives lengthy, highly descriptive, examples of high touch, all descriptive, non-

definitive.  Combining the two, he said, is embracing technology that preserves our 

humanness and rejecting technology that intrudes upon it. “It is recognizing that at its 

best, technology supports and improves human life; at its worst, it alienates, isolates, 

distorts, and destroys. It is questioning what place technology should have in our lives 

and what place it should have in society.  It is consciously choosing to employ technology 

when it adds value to human lives. It is learning how to live as human beings in a 

technologically dominated time.  It knows when simulated experiences add value to 

human life.  It is recognizing when to avoid the layers of distraction and distance 

technology affords us.  It is recognizing when technology is not neutral.  It is knowing 

when to unplug and when to plug in.” 

 

From Youth Culture To National Identity: Two Middle East Studies 

I recently read two fascinating case studies: one on Lebanese youth, the other on 

Kuwaiti national identity. Both studies addressed the issues of media, information 

technology and globalization.  Both addressed the seeming disparity between 

globalization on one side and local identity on the other.   Both addressed the 

convergence of the two. 

 

“The Global, the Local and the Hybrid” 

Marwan M. Kraidy (himself a Lebanese) is an internationally recognized scholar in 

intercultural and international media, communication and research.  His article on “The 
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Global, the Local and the Hybrid” reflects a five-year study of Lebanese Maronite youth in 

crisis brought about by the convergence of globalization (represented by Western 

information technology) and local identity (represented by Arab communal systems). 

Meaning for these youth is found at this intersection of modernity and tradition.  They are 

neither Western nor Arab, but uniquely Lebanon, they say, and they express their inability 

and unwillingness to belong to one or the other of what they see as two irreconcilable 

worldviews.  Kraidy concludes that these youth are a hybrid.  “In some ways, we 

resemble Arabs,” one young man said.  “In other things, we resemble Europeans.  

Nothing makes you distinct… You have falafel and you have hamburger… Where is 

Lebanon?  …[in] a creative mixture of the hamburger and the falafel…[like putting] humus 

inside a hamburger…” 

Arab societies are seen as traditional in the sense that they place emphasis on 

community and the nuclear family rather than the individual, Kraidy says.  For Lebanese 

youth, this traditional worldview is represented by the Egyptian soap operas and Mexican 

telenovelas shown on Lebanese television.  On the other hand, the West is seen as 

modern, a place of individual freedom and love for knowledge.  For these youth, “The 

Cosby Show” and “Beverly Hills 90210” represent a higher degree of freedom and 

openness than they themselves experience.  Many used the programs in their daily lives, 

drawing on the shows’ events to articulate their own social identity.  One young woman 

told how she “exploited” “The Cosby Show” to gain more freedom from her parents.  She 

would discuss the relationship between the parents on the show and their daughters, 

arguing that although the parents were socially conservative, they allowed their daughters 

to go out because the parents trusted them.  This young woman strongly believed that 

the show helped her reduce parental restrictions on her social activities.  This doesn’t 

mean that all from the West is good, though.  Many movies and television shows from 

the West were criticized by these youth for containing “cheap, purely commercial, sexual 

scenes” and “excessive promiscuity between teenagers.”   

When questioned about their own social freedoms, these youth would say that 

while they enjoyed less freedom than American youth, they believed they endured fewer 

restrictions than their “Arab” counterparts.  They again positioned themselves in the 

intersection of tradition and modernity.  This “glocal” identity (as Kraidy and others would 

say – combining the words “global” and “local”) is best epitomized in the Lebanese 

television series “The Storm Blows Twice.”  By breaking social taboos in daring but non-



Mediastrategy and Christian Witness 

 - 19 – 
www.mediastrategy.org or www.comsresource.com 

offensive manners, the show was able to pick the best of tradition and modernity while 

not completely embracing either of the two.  The youths’ choice of music also portrays 

their comfortable-ness in their distinct cultural identity.  While recognizing that the music 

of Fairuz and Ziad Rahbani was homogenous and pluralistic (influenced by classical 

music, Arabic folk melodies, modern beats, a Lebanese sound, and jazz), the youth 

called it “more Lebanese than the cedar [tree]!” 

Many would say that these youth in transition – adapting western music and 

fashion, speaking American slang, and eating junk food – are in fact only mimicking and 

imitating foreign culture that has invaded local community.  They have a “simulated” 

identity, some would say.  The youths themselves agree to some extent.  One explained 

in Arabic, “We have a fragmented identity lost between two or three languages, between 

different worldviews.  This leads to a crisis – an identity crisis.”  Switching to French, she 

continued, “We are straddling two cultures.  We do not really have any identity.  The 

stronger your feeling of not having an identity, the more you want to pretend to have one.”  

A young man said, “It is impossible to paint a portrait and point to it and say, ‘This is the 

Lebanese.’ It is the Lebbedeh [traditional head dress] and Sherwel [traditional pants] now, 

jeans and tee-shirt some other time, and [smiling] maybe the [Indian] sari at some other 

occasion.”  

Kraidy says we should all expect glocalization – the hybrid – as the norm, the rule 

rather than the exception, understanding that glocalization is not the summation of 

differences between the global and the local, but it is the creation of something new, the 

reformulation of intercultural and international communications in a local setting. 

 

“New Media, Globalization and Kuwaiti National Identity” 

The second study, prepared by the University of Washington Center for Internet 

Studies, is called “New Media, Globalization and Kuwaiti National Identity.”   It addresses 

the issues of old media, new media, technology and Kuwaiti public culture.  The study 

chronicles Kuwait’s decisions to address issues head-on and intentionally incorporate 

convergent global technologies into its national identity while maintaining an identity that 

remains distinctly Kuwaiti.  They assert that communication is the cement of culture, and 

it is through communication that cultures define themselves.  They say that their sense of 

community is conveyed through their media technologies.  At the same time, Kuwaitis 

recognize that the more developed a society’s communication industries are, the more 
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“modern” that society appears, and the more difficult it is to mediate that sense of shared 

local identity.  The guiding philosophy of the state is that it attempts to promote for the 

people’s needs, encourage their ambitions and aspirations, and foster their well being.  

The government’s openness to information technology in the service of development 

means that Kuwait’s technology mirrors that of many European countries and far 

surpasses most of the developing world in general.  This is a source of great national 

pride.  In many ways, pagers and mobile phones, e-mail addresses and fax numbers, 

satellite TV dishes and web pages symbolize a facet of what it means to be Kuwaiti – 

modern, techno-savvy, globally linked and wealthy. 

During Kuwait’s military conflict with Iraq, Iraq set out to destroy not only Kuwait’s 

ability to represent itself, but Kuwait’s very identity as well. Communication systems were 

totally destroyed – satellite, television, and radio.  The national museum was looted.  Fax 

machines, radios and mobile phones were confiscated.  The press was taken over.   

Public buildings, streets, parks and neighborhoods were renamed.  Iraq intended that the 

identity of Kuwait would cease to exist!  Kuwaiti’s resistance was high tech, though, 

keeping the image of their beloved country in high profile and using this technology in its 

liberation. 

Now communication technologies are both symbols of what it means to be 

Kuwaiti and tools through which Kuwaiti identity is communicated.  By having digital, 

mobile and global communication networks available at the press of a button, Kuwaitis 

demonstrate their development and their prosperity, as well as their ability to define 

themselves in the world today.  Use of the Internet provides a means through which 

Kuwaitis can insure their connections with the latest news and information, celebrate 

local creativity, remind the world of the atrocities of Iraqi occupation, and keep alive the 

memories of those who are no longer with them.  Satellite television opens the country up 

to global images, ideas and lifestyles, and receiving dishes serve as stovepipes down 

which foreign culture can be poured.  Within country many use this technology not only to 

receive new ideas, but to also test the implications for their own lives.  They cross gender 

lines, traverse cultural practice and thrive behind cloaks of anonymity as they explore and 

redefine the norms for future generations.  By observing the relationship between global 

information technology and local cultural identity in Kuwait, we can begin to understand 

the inter-relationships between technology, culture and society for which high tech tools 

play important roles in local life.  Technology in Kuwait symbolizes an open door to new 
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ideas from the outside world; while at the same time serves a national identity.  Any 

attempts to control outside influence through censorship by the government only opens a 

backdoor (the black market), letting in even more international ideas.   

Two case studies, distinctly different yet strangely similar.  One is a hybrid 

“accident” of globalization, and the other is a planned intentional result of globalization.  

To position one over the other would show many contrasts.  At the same time, many 

parallels would be also noticed: the issue of self-identity; an infusion of globalization, the 

catalytic nature of convergent information technologies; and a resultant glocalization.  

These themes are repeated all over the world and can either be open doors for us or 

detrimental to us.  It is up to us how we respond to them.  The choice is ours.  

 

Waxing Our Surfboards and Getting a Grip: Implications for Us Today 

The Information Triangle 

We now realize that emerging global information technologies are not merely 

replacing the old media nor adding to them, but creating new systems, just like 

glocalization is a hybrid of globalization and local identity.  This is something in which we 

should rejoice, because while it once looked as if globalization was driving us away from 

personal, face-to-face relationships, it now seems as if, in reality, it is forcing us back to 

them. That is, if we are to be successful in what we do.  Let me explain.  For those of us 

involved in communicating a message, the coming of globalization has created what I 

call “The Information Triangle.”  This is the convergence, interdependence and necessity 

of digital, paper, and personal.  I first heard this from a colleague, Don Martin, serving in 

Central and Southern Asia.  I must admit, at first I was dubious.  I am now convinced, 

though, after conducting some research.  In fact, I was amazed to find time after time 

inferences to this new information system, without it ever being identified by a name.  It 

was evident, though, and I now believe it is fundamental to our existence as Christian 

communicators in this era of emerging information technologies.  My colleague was right, 

and it seems as if he was a prophet without knowing it. 

While one of the fears of globalization was the disappearance of personal identity 

and relationships, one of the projections of globalization was the claim of a paperless 

society.  Boy, that’s what I wanted.  No more paper for me.  It would be digital all the way!  

I have heard, though, that paper usage has increased over forty percent since the coming 

of the desktop computer into our offices!  What we have is not a digital world without 
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paper, but a digital world that needs paper and intimacy (face-to-face relationships) as 

well.  It is important to emphasize once again that digital convergent technology does not 

replace old media, nor is digital convergent technology simply added to the old media.  A 

new, hybrid information system has emerged that requires the old media systems, as 

well as the new.  As John Naisbitt said in his book on technology, we need “high tech” 

and we need “high touch.”  What this means is that the introduction of one element of 

“The Information Triangle” must be followed by the other two.  No matter which one is 

first, the other two must follow. You start with paper, you follow with digital and personal.  

You start with digital, you follow with personal and paper.  You start with personal, you 

follow with paper and digital.  One leads to the second, which leads to the third, which 

leads to the first, which leads to the second, which leads to the third, which leads to the 

first, etc., etc., etc.   

I think I learned this the hard way.  There were no dire consequences, but simply 

unfortunate ones.  I have a daughter who recently completed university  (and is serving 

as a two year mission volunteer in media ministries in the Caribbean, by the way) and a 

son who is in university studying aeronautical science.  I have a third son in secondary 

school.  E-mail is a wonderful technology for parents who have children in university.  It is 

a great way to communicate with a child who is so far from home for such a long period 

of time.  It is especially wonderful for fathers who embrace the digital world and want to 

see the disappearance of paper.  What it doesn’t do, though, is meet some internal need 

of one to be able to open his or her post office box every once in a while and have 

something in there – something paper, like a letter or card from dad.  I learned, in fact, 

that it gets awfully lonely to have an empty post box day after day after day, year after 

year after year – even when the e-mails are flowing!  What is even more special is a 

telephone call just to say, “Hi. I miss you. I love you.”  Digital. Paper. Personal.  Now, as I 

constantly travel, literally visiting the four corners of the world, I make it a habit to send my 

children (and sometimes my wife) postcards from wherever I am visiting.  And it is nice 

to even phone every once in a while! 

I am reminded of a game I use to play called “Rock, Paper, Scissors.”  It was 

played with the hands, and a fist represented a rock, the palm of the hand represented 

paper, and two fingers represented scissors.  At a given signal all participants would 

strike in unison the palm of one hand with the fist of the other.  Three times they would 

strike – one, two, three.  But on that third strike each player would either form a rock, 
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paper, or scissors with his striking hand.  Now, the game was built on the premise that a 

rock will break scissors, scissors will cut paper, and paper will cover a rock.  So those 

who had the victorious elements would be able to rapidly strike the wrists of his 

opponents with his fingers, causing a sharp, stinging pain. A child’s game, but what I 

want to point out is the fact that each of the three elements had a vital, successful role.  

While with “The Information Triangle” one element isn’t victorious over the other two, 

each is vital and important.  Each is successful when played in concert with the other 

two.  This is good news for all of us, because no matter what our role – whether it be in 

publishing, electronic media, or public relations – we are all needed, vital in fact, in a 

world being submerged in globalization. 

 

The ADMEDIA Project Report on the Future of Media and Advertising 

The “ADMEDIA Project Report on the Future of Media and Advertising” provides 

excellent insight into today’s world of media and convergent technology.  Prepared by the 

Information Market Observatory of the European Commission in 1995, the report 

continues to be current in its nature and scope. It brilliantly identifies the characteristics 

and trends of this age in which we now live, then presents a series of recommendations 

on how to cope with or take advantage of the situation.  What is interesting is how the 

report continually points to “The Information Triangle” without knowing it.  “…Electronic 

systems will not do away with the established paper-based media,” the report said.  “The 

‘paperless’ office is at present a myth, and it is highly unlikely that the ‘paperless 

household’ relying only on electronic systems will be any more than a myth in the next 

decades.”  We are presented with a challenge to established processes, though, with 

changes emphasizing a series of “very precise procedures” triggering a series of 

activities both on the sender’s side and the receiver’s. 

In the report three issues arise over and over again – digital, paper, personal – 

pointing to eminent “major changes” and calling for a new communication mix or system. 

Citing one-to-one messaging, interactive messaging, and mass messaging, the report 

says, “Developments in new media make it impossible to sustain these modes…as 

separate and independent entities. Managing the use of these individual modes and their 

potential…when used together requires a new and holistic vision by all persons 

involved…” In addition, the report says that the consumer, or audience, plays a major 

role.  “He or she is not only a receiver…but has to become active…to receive more 
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information… Therefore interactivity, creating a dialogue…will be the most important 

aspect…  

 

A major concern “will be to find a solution to the demassification of the mass 

media on the one hand and to the potential creation of media-rich/media-poor 

communities on the other.  The media-poor will be…represented in the audiences of free 

media…or those living outside the reach of new media.”  The solution is in “precision” 

techniques. The always-persistent question remains, “How do we take globalization and 

apply it to local situations?”  The answer continues to be glocalization. New media do not 

change the fundamental characteristics of a global message by making it local.  They 

offer even greater opportunities for tailoring to meet the needs of ever more targeted 

audiences.  This is good news for those of us in Christian media and communications 

given the task of proclaiming the universal message of the Gospel, using micro-casting 

as our “glocalized” option. 

 

Here are some implications and suggestions provided by the ADMEDIA report: 

 

Marketing 

New media reinforce the trend toward interactive, data-base, or dialogue marketing 

New media will be able to benefit from the upsurge in direct response mechanisms 

by virtue of their interactiveness 

Mass media will continue to fragment, making more micro-targeting possible and 

effective 

Integrated strategies make the division of above-the-line (mass media) and below-

the-line (direct approach) methodologies redundant – the two work together 

Audiences are likely to become more ruthless about good and bad presentations, calling for 

the importance of getting the message right and delivering innovative high quality 

messages/products 

The telephone is likely to remain an extremely popular medium of communication 

 

Publishing 

There is the need to develop knowledge and skills in new media 

Exploit content and image through new media 
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Interface with the readership 

Publishers must venture into new media whether to present content in new ways or just 

maintain a place in the market 

Develop alliances with new media partners 

Extend the depth of publications by linkage to another medium 

Exploit fragmentation, providing opportunities for selective targeting 

Enhance dialogue with readers via new media 

Compete with new media by enhancing quality 

Produce on-line versions of publications 

Focus on the high touch approach to content, competing with the “touchy-feely” aspects of 

other media [note: Wall Street Journal studies show that human interest stories are 

more read than information and hard news stories] 

Become interactive by including competitions, games and puzzles 

Become the antithesis of globalization by having a local focus 

 

Television 

Of the traditional mass media, television will undergo significant change with the addition of 

multiple channels and the growth of cable, pay and satellite TV 

Use new television to target specific audiences in specific locations 

Television will converge with new media, offering more choice and alternative means of 

communication and information gathering (internet access and telephone hook-up via 

cable TV) 

Produce programming with the intent of multimedia spin-offs 

Increase local quality to compete with outside competition 

Produce printed and on-line versions of content 

 

Radio 

Explore digital audio broadcasting 

Aim at clearly defined target audiences 

Form federations/syndicates with others, increasing audience size 
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Retail 

Rapid convergence is occurring in relation to direct marketing, retailing, home-shopping, 

and new media in advertising 

Disintermediation (removing the middle man/distributor) will have significant impact on 

infrastructures 

 

[SUMMARY] 

 

The twenty-seven page “Executive Summary of the ADMEDIA Project Report on 

the Future of Media and Advertising” is available at 

http://158.169.50.95:10080/imo/en/final_ex.html.  

 

Square Pegs in Round Holes? 

I recognize that the application of “The Information Triangle” has been pointed 

toward a literate world.  What about the oral world, you may be wondering.  What about 

those who can’t or don’t read?  The principles are the same, I believe, as well as the 

applications.  In one part of the world those who heard God’s story of redemption unfold 

before them through Chronological Bible Storying asked the presenter to provide them 

with cassette tapes so that they may hear the stories again and again, learning them to 

share with others.  In another part of the globe, those who heard God’s story on the radio 

walked for several days in order to meet the storyteller face-to-face and find out more of 

this God about whom he told.  Strategies are cropping up all over the world utilizing the 

Chronological Bible Storying approach to sharing God’s Word, integrating face to face 

telling with cassette and radio components.  

Where is the third element – paper – in this oral world in which we live and serve?  

Good question and I don’t know the complete answer.  Some people use pictures to 

augment oral presentations. But one thought that comes to mind is the amazing reality 

that oral presentations of the stories of God’s Word often bring about a desire to know 

more of the “Book” from which these stories come, leading to literacy!  For us in the 

Christian world, the paper, God’s Book, is foundational for the other ministries and 

services we provide. 

Another amazing phenomenon is that of secondary orality, brought about by new 

media and converging information technologies.   In many ways, it is this which is 
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cementing together the three sides of “The Information Triangle,” creating the inter-

dependency among paper, digital and personal. A new generation is riding the crest of a 

new wave. Following the media revolution of the 60’s, the world has changed into a new 

era that has been termed Post-Literate.  The West and many emerging countries are 

entering this post-literate information age.  In the post-literate world, learners have a base 

of literacy, but their primary means of learning have shifted back to oral and aural media. 

This new generation learns and processes in terms of media such as television (drama, 

news, music, interactive graphics or text), radio (music, news, discussion), telephone 

(often in conjunction with TV or radio), computer (which involves basic literacy, but more 

visuals, icons, graphics and click skills), etc.  In post-literate society, writing and reading 

are still of value, but only as they facilitate manipulation of other media.  The post-literate 

thinks mosaically instead of linearly and in terms of hyperlinks. All the scattered pieces 

come together to make the whole.  This is the same issue with “The Information 

Triangle.”  It is a new system where the various pieces come together to make the whole.  

Without each of the pieces, there wouldn’t, couldn’t, be the whole. 

Rock, paper, scissors?  No, that is not the game we want to play.  But digital, 

paper, personal are the means we need to integrate and adapt in order to effectively 

reach this new world of ours. Digital, paper, personal – three elements not used 

independently of one another, but integrated into a new convergent system, a by-product 

of globalization designed to help us penetrate multiple layers of global universal 

messages and touch the hearts and souls of individuals within their own cultural 

contexts. 

 

Conclusion: Why Not? 

We stand at the threshold of an open door.  The world is moving on – the wave is 

rolling.  That is a given.  As the saying goes, “The future is here.” Our decision now is 

how we will respond.  Will we heed the call “surf’s up!” and catch the wave?  Or will we 

get caught behind it and be pushed further and further from shore – getting further and 

further behind, losing our effectiveness in an ever-changing, always-moving-ahead 

world?  Or perhaps we feel trapped already, the wave crashing down upon us, scraping 

bottom as we are forced toward shore by the momentum of the wave above, with rocks, 

sand and seashells swirling about. 
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Marshall McLuhan said, “When faced with a totally new situation, we tend always 

to attach ourselves to the objects, to the flavor of the most recent past.  We look at the 

present through a rear-view mirror.  We march backwards into the future.”  He added, 

“The official culture is trying to force the new media to do the work of the old.  These are 

difficult times because we are witnessing a clash of cataclysmic proportions between 

two great technologies. We approach the new with the psychological conditioning and 

sensory responses of the old.” Jim Dator, professor of Futures Studies at the University 

of Hawaii, said, “The future is now permanently discontinuous from the past.  It is no 

longer predictable.  It is hardly “forecastable.”  The future is no longer singular. It is 

multiple (futureS).  There is uncertainty.  And hence there is choice.  What cannot be 

predicted can now – must now – be invented.” 

What they mean is we can’t do things the way we have always done them before.  

We must accept the realities of the future, the realities of today, and make our plans 

based on them.  One futurist said that while we can’t predict the future, we can create it.  

In doing so we re-create – redefine – ourselves.  The one constant – one given – we have 

is the never-changing, always relevant story of God’s plan for the ages.  It is this given – 

this Story – that makes our role, our place in this new era of convergent technology and 

globalization so vital. It is interesting that even the globalization and convergent 

technology “experts” recognize this. Naisbitt in his book “High Tech High Touch,” 

Friedman in his book “The Lexus and the Olive Tree,” Cobb in her book “Cybergrace,” 

and Sweet in his book “SoulTsunami” each say that without God, what a lonely and 

desperate place this new world would be.  

  “The experience of living intellectually in the world of high tech and spiritually in the 

world of sacred wisdom left me feeling deeply split,” Cobb said. “These two worlds 

seemed so diametrically opposed. Their goals, their sources, their traditions – everything 

couldn’t have felt more distant.  As I became more immersed in each world, the split 

within me widened. I began to feel that I had to make a change. At first, I thought I would 

have to leave high tech behind; I could see no way to reconcile technology and spirituality. 

Then a new awareness began to dawn on me. The awareness whispered that the two 

worlds must be connected in some way…” 

Friedman asked the question “Is God in cyberspace?” then went on to say there 

are spiritual needs in everyone, needs to be protected, even nurtured, if globalization is to 

be sustained.  “…it is hard to look at cyberspace and say that it is being shaped by the 
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hand of God,” he said, “given the fact that the most often used three-lettered words on 

the World Wide Web are ‘sex’ and ‘MP3’ – the protocol for downloading music – not 

‘God.’”  He continued, “God is not in cyberspace, but HE wants to be there… The only 

way people are going to find God on the Internet is if they bring Him there in their own 

heads and hearts and behaviors…”  Naisbitt said our goal is to enjoy the fruits of 

technological advancement and have it truly sit well with our God, church and spiritual 

beliefs. 

“The church can create a space in which authenticity can thrive,” Sweet said. 

“The church can provide the authenticating experiences of empathy (I’ve been there) and 

understanding (I know how you feel).  It can also help identify the signifiers of authenticity 

that have been drawn from the experiences of those who have followed Christ in history 

and today.” 

As we consider globalization and convergent information technology, there are 

three things for us to remember.  1.) It changes the way we do things. We have to 

change. A new system has been put into place. 2.) It opens doors for us to places we 

have never been before. 3.) It allows – requires – us to have a local focus and establish 

relationships.  

There is a place for globalization within the church.  There is a necessity for the 

church within globalization. We’ve got to be ready, though. We’ve got to “wax our 

surfboards” for a better grip and face the wave head-on – taking it and using it to our 

advantage. What is our goal if not to be the most effective communicators we can be to 

reach a lost, hurting and confused world with the Good News? In some ways I wish I had 

more time on this earth than I know I will have. I want to see and experience how far this 

wave will take us.  But, I will not.  What I can do, though, is when future generations look 

back to mine, they see not that I fought against the wave, not that I got ahead of it nor 

behind it, but that I rode it well, helping lay a firm foundation upon which they build.  I want 

to base my “todays” on the future, and not be looking backwards and base my “todays” 

on the past. The late American president John F. Kennedy, himself a man of great vision, 

said, “Some men see things as they are and ask, ‘Why?’  Others see them as they could 

be and ask, “Why not?’” I don’t want to be one of the “some” who see things as they are 

and ask “why?” I do want to be one of the “others” who see things as they can be and ask 

“why not?” 
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And so I leave you with the challenge of trying to see things as they can be and 

ask you the same question: Why not? 
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Participatory Message Development 

By Daniel J. Henrich 

 

Introduction 

The very nature of God’s involvement with us is participatory. Jesus came to 

earth to relate to each of us. He conducted very extensive “cultural education.” He spent 

years learning how us human’s thought, felt, believed and he became one of us. 

By nature, participation is transformational in its very essence. Just as Christ 

among us raised our understanding, our motivation to higher levels, so should our 

ministry of TV production. God did not NEED to live among us. He could have taken on 

flesh for three days and died on the cross! The act would be enough to redeem us from 

our sins. But Jesus lived among us. He grew, he learned, and he suffered and died. All 

because he wanted to know how we lived and thought, to be tempted to sin and take that 

sin of the world on himself. Why? 

 

Because God wanted our participation in the process.  

 

Participatory Message Development 

There have been a number of books written on PMD over the last 20 years or so. I 

will draw most of my discussion from Participatory Communication.  

 Participatory message development can be defined as the direct involvement of 

the 'intended audience' in the various processes necessary in develop and deliver a 

message, utilizing both external and indigenous sources of knowledge.  Some of these 

processes are: 

1. Identifying and selecting audiences; 

2. Conducting needs assessment; 

3. Doing audience profiles; 

4. Outlining message and media options; and 

5. Choosing channels and context for message delivery, etc. 

In order for this to happen, a dialogue between the development communicator (us) and 

the intended receiver (variously known as ‘unsaved’, non-Christian, etc.) is required, 

making basic decisions about message design, would resolve such questions as: 
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1. Where does the message content come from? 

2. Who needs information, to who should messages be directed? 

3. How should messages be developed and delivered? 

4. What effect is the message likely to have on its receivers? 

5. Who does what in the participatory message development process? 

 

  For most Christian television ministries, this is a paradigm shift. As in strict 

development communications projects, there are various levels of participation in the 

process of message development, as follows: 

Ideal -- The communicator and intended receiver would be in continuous contact, 

working as equal partners in the ministry effort.  As a team, they would share 

decisions, implementation processes, outcomes, and jointly assess the project. 

Note that is equal participation. 

Active -- The intended receiver is slightly more dominant than the communicator, 

guiding decisions, implementation, etc.  The communicator would assume a 

support and facilitative stance, making input, but deferring to the intended 

receiver. 

Bottom-up -- No guidance or involvement of the development communicator 

would be offered.  As a result, the receiver would lack information resources for 

action and lack of direction and focus.  Activity would be there, but in all 

probability, chaos or undirected rebellion could result. 

Passive -- The intended receiver would be as a bystander.  While the intended 

receivers would be involved in the development endeavor, they would tend to take 

in information, but might not act on it.  The development communicator would 

dominate the decision making, and all processes and interaction would be 

minimal. 

 

   According to White and Nair, the best model listed above would be the Ideal as 

mutual relationships are paramount. Decision-making is done in unity and each partner 

understands what the strength is of the other. As the two parties relate together the 

communication effort is improved! 

   In addition, Participative planning and action require, first of all, changes in the 

thinking of communications workers themselves.  From looking at people as passive 
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'targets' of televised evangelistic efforts, a change in perspective must be made such 

that people will be seen instead as resources in the effort. 

   The point that participative planning and action work more effectively than top-

down planning and action may be difficult to demonstrate unless the western 

organization is willing to take the time necessary to develop message with a culture, 

rather than AT them! Another issue is that because, in general, the limited capability of 

the poor (target) to achieve significant tasks is precisely the very problem of development 

for which solution is being sought. The very involvement of grass roots media personnel 

may mean a longer time to project realization! 

 

Conclusion 

  As White states, “Without question, when one advocates grass roots participation 

in message development, many reactions are provoked.  For the professional 

communicator these range from feelings of threat, to intrigue, to a total willingness to 

explore ways in which participation can be facilitated.” 

  Certainly, some of our attitudes need to change. These can be typified as:  

Judgmental arrogance: believing we are in the best position to select information, to one 

of provisionality, taking into account input from the intended receivers. 

  Participatory message development may involve new skills. Interpersonal and 

group process skills are essential.  Effective training skills, counseling skills, and team 

building skills will be essential.  Such skills may difficult to find in a single person, so it is 

likely that there will be a need for increased teamwork and cooperation among ourselves. 
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A Participatory Message Development Case Study 

Producing evangelistic video dramas for unreached peoples    

By Carol Conkey, MA 

 

Introduction 

Create International is a frontier media ministry of Youth With A Mission. We 

produce both mobilization/prayer video people profiles and evangelistic audio-visual 

presentations to serve those working among or targeting unreached peoples. Our goal is 

to provide communication resources for the least evangelized mega peoples presently 

on a list of 211 (GEM office, Drs. Barrett and Johnson). All missionaries and groups can 

use these video resources. Free color catalogues are available.  

To date we have done over 20 presentations for various people groups in South 

Asia: The Kashmiris, The Deccanis, The Urdu, in China:  The Uighurs, The Manchu, The 

Tibetans and The Zhuang and in SE Asia:  The Malays, The Sundanese, The Acehnese, 

The Komering, The Sasak and The Minangkabau.        

 

Audience Analysis 

Obviously, a short paper cannot explain all the intricacies, research and 

preparation that go into each presentation. This paper will just serve as a brief 

explanation of some of the ways we go about developing evangelistic videos.  In 

preparation for the project, we do various kinds of statistical and ethnographic research. 

We are also doing a mobilization presentation of the people at the same time so we 

already are doing extensive reading and research on the people for those scripts.  

 We seek to determine factors that will make our audience listen and understand 

our message. Some of this research would include   

 

1.  knowing about the audience's needs 

2.  oral traditions 

3.  written traditions 

4.  visual perceptions 

5.  ethnomusicology 

6.  and familiarity with and previous (if any) use of multi-media.   
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Redemptive analogies 

 (Don Richardson) will show us what God is already doing in that culture to reveal 

Himself.  A culture database then would be created containing information gathered 

through research and ethnographic interviews.   This database will contain information 

such as indigenous concepts of God, visual symbol systems, possible redemptive 

analogies and other worldview perceptions. We find out about the main audiences 

literacy level or education. We try to obtain appealing music and good pictures 

appropriate to the culture. We ask many questions of field workers and our audience:  

 

- "What are the visuals or music selections that are the most appropriate?" 

- "Which ones might be misunderstood or offensive?" 

-"What are appropriate costumes, gestures, visuals?" 

 

Our normal procedure for audience analysis in all of our audio-visual 

presentations is as follows:     

1. Prayer, asking the Lord to reveal to us keys into the peoples hearts, 

2. Discussions, research and questionnaires with nationals, on-field missionaries 

working with a particular people group,      

3. Pre-field and on-field library and resource gathering, 

4. Discussions and questionnaires with non-Christians from the target people, 

5. Feedback and analysis of the presentation. 

 

 We have developed a three page questionnaire that seeks to determine real and 

felt needs of the audience, prior knowledge of the gospel message, their view of 

becoming a Christian, indigenous communication, literacy level, etc.  We are constantly 

expanding our files on people groups for each presentation.  Audience analysis is key to 

on-going field research and then effective presentations of the gospel.         

 

Scripting/Translation 

It is usually best to have Christian nationals write the scripts in their own heart 

language, rather then translate the script into the heart language from English.  However, 

there are times in our experience where this was not possible. When we did the 

Acehnese project in 1989, there were no known Christians in the area. We needed 
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writers/translators who were familiar with the gospel message and how to best 

communicate to Muslims.  However, with a team of Acehnese  (Muslim) guys, we did 

work closely in sharing our thoughts about a script.  This often led to many discussions 

and explanations. They would back translate what they were writing with an Indonesian 

Christian to assure accuracy.  

 However, in most other productions we have found or worked with Christians 

knowledgeable in the Bible and communication who were able to write the script in the 

heart language and then translate the script to English for us. Usually this cannot be word 

for word.  "Expatriates should encourage national translators and ensure they receive the 

necessary training to understand the Biblical background and communicate the 

Scriptures within a context meaningful to their own people." (Shaw, Transculturation 

1988:76) When we desire to have the narration in the heart language, where it might be 

less spoken then the national language, we often have to have another division of 

translating.  

 It is important to have a bi-lingual helper who can communicate the message 

being translated to the production team.  This assures us that what we intended to say is 

being communicated.  This is especially important if we have a non-Christian translating 

the script.  Also, sometimes translators/actors will say the script is fine and yet as they 

write or say their lines they   change things without our knowledge.  It is best to work with 

a team of translators to assure accuracy in translation and message content. This 

insures accuracy of meaning, contextualization, correct grammar and comprehension for 

the intended audience. It is important to learn from the translators what changes they 

made and why.   

 We have often learned some valuable ways to communicate cross-culturally, 

especially when trying to express complex theological concepts.  In many cultures there 

is no single word to translate such concepts as sin, grace, redemption, salvation, and 

love, thus a phrase must be developed to describe it.  Also, we need to be careful the 

translator does not simply use a word from the Bible without explanation. We need to 

insure that it is an understandable translation and makes sense in the heart language of 

the people.  

 We have also found in most cultures that an older man is the most respected and 

if that man can have the "final word" when there are negotiations that is the best. We 

were fortunate that God provided such a 'man of peace' in our last project in Sumatra 
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who was a Muslim convert, yet now a strong; mature Christian who had a balanced view 

of contextualization. As a film crew we often have to be aware of the cultural "hierarchy" 

and know who is best to communicate our thoughts to and the manner with which we 

should communicate to them. This often involves a layer of translations back and forth. 

So we have to allow adequate time making sure there is agreement before, during and 

after the filming with all those who will be showing the presentation.   

 If all those involved feel they were heard and had input then there will be 

ownership of the video after it is produced. There is usually quite a lively discussion 

between the actors, our advisors (nationals-native speakers, on-field workers, and 

ourselves) so the process sometimes gets lengthy. However, our average time of 

shooting a 20-30 minute video is about three to four days. We do believe that we need to 

prepare as well as we can ahead of time, even send an advance team to go ahead of us 

and work out all the logistics. However, it is our experience that God has always provided 

the actors and participants that He has wanted in the drama, as we have trusted in Him. 

We do the possible and He does the impossible!  

 It is quite an adventure of trust, especially because we often go into areas where 

film crews have not been before and some of the people are often hostile to the gospel.  

However, a number of times we have used Muslim actors and many have expressed an 

interest in knowing more about the gospel. On our recent trip to Sumatra, one of the 

Muslim actors, a prominent traditional singer, gave his life to the Lord just after the filming 

and now wants to produce indigenous Christian music. God uses many ways to draw 

people to Himself and we want to be open to His leadings in those He wants us to have in 

our productions. 

 

Field Recording 

Once the script is finally approved, we number each line or phrase.  We use the 

method of  'one or two lines at a time’ for a number of reasons: 

 

1. Our production team usually is not fluent in the language of the production, so we 

need to insure there are no mistakes made in filming or editing, (In all our 

productions so far, we have not made any mistakes because of this numbering 

system) 
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2. The actors can practice one line at a time and then act it out in a speaking 

manner rather then a reading style, 

3. When we prepare to edit, if we don't have numbers associated with each 

sentence then it is just a long dialogue in an indistinguishable language and we 

have no point of reference for visual inserts, 

4. We record and write down in phonetic lettering the first and last words of each 

phrase.  This is helpful if we have an insert from another camera angle, add other 

visuals, or again as a point of reference especially in narrative sections, 

5. Before each scene is done and there is a costume or location change, we go 

over and check to make sure no line of the script has been missed. This enables 

us to re-record and insert any line instead of having to do the whole translation or 

paragraph over. 

 

Narration sound recording 

There are advantages and disadvantages in using a sound studio on the field.  If 

there is a sound studio available, it does insure quality and noise-free recordings.  It also 

speeds up recording because we do not have to stop for every disruption that often takes 

place when recording in someone's home.  However, often-professional studios are not 

available in villages or small towns where we are doing the project.  Many times we have 

to use any available room and put up mattresses to cushion the sound.  Another 

advantage in doing the recording in a room, especially with a non-professional narrator, is 

the aspect of personal warmth and comfort to the narrator who is usually not 

accustomed to being behind glass in a sound booth.  Often the narrator also is 

concerned with his security and wants to do the recording with people he knows and 

trusts.   

 We have used a Sony professional stereo Walkman cassette for past recordings. 

Currently we use a mini-disc digital recorder with lapel or hand-held microphone for field 

recording. The mini-disc recorder virtually eliminates background noise, hiss and pause 

"pops" and gives us excellent compressed sound quality. For many narration segments, 

we transfer the recordings to open reel or videotape and then take out all the numbers 

from the narration tape.  We use our number system sheet to phonetically write out each 

beginning and ending word.  It is a challenge for us to do all this in a largely 

indistinguishable language that often does not use roman lettering. It often takes quite a 
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bit of time and effort to make sure the narration flows correctly, however, the result is 

usually worth the extra work.   The acquired indigenous music, sound effects and other 

appropriate music are later added as background to the narration. 

 

Participatory script preparation case studies: Tibetan Buddhist 

 The script had to be agreed upon by over twenty workers among the Tibetan 

people.  We knew that if everyone felt they participated in it there would be a sense of 

ownership and desire to use the presentation.  We also highly valued each worker's 

contribution.   However, it was quite a challenge to make everyone, with different doctrinal 

perspectives agree.  It went through about five script revisions but finally a fully approved 

script was produced.  We had an ex-Tibetan Buddhist radio announcer as our narrator 

and script consultant.  Through our research and interviews we found that there were 

several evangelistic concepts we needed to address in the script:     

 

1. The need to show that all the "works" of Tibetan Buddhism cannot  "pay for 

the debt".  That there still existed a great need for a sacrifice by a holy being to 

bring us back into relationship with our Creator,  

2. The power of personal experience and supernatural powers. (We were able to 

utilize testimonies from Tibetan believers, who freely spoke about their 

changed life).  Jesus' power over sin, sickness, disease and demons was a 

dynamic redemptive key in the Tibetan worldview, 

3. Compassion is also a highly valued trait.  Jesus' compassion shows   His 

tender loving care for all peoples.  Also His followers utilizing His compassion 

and prayer for others also deeply impressed the Tibetans, 

4. A message such as "you must be born again" is not really appropriate in the 

Tibetan Buddhist worldview because they already believe in reincarnation.  

Instead we used the phrase, "Jesus is the liberator from the cycle of karma." 

This seemed to really make a positive impact on the people who viewed the 

presentation. 

 

Contextualized Visualize 

Great care was taken to utilize visuals which Tibetans could both identify and also 

understand the appropriate meaning.  All visuals used in the presentation utilize actual 



Mediastrategy and Christian Witness 

 - 41 – 
www.mediastrategy.org or www.comsresource.com 

Tibetan peoples in various aspects of their life and culture with familiar Tibetan settings.  

Tibetans have a piece of artwork called "The Wheel of Life" that they utilize for their 

religious teachings. This  "Wheel of Life" (Thangka painting) depicts a demon clutching 

onto a wheel--portraying death and suffering with seemingly no escape.  Their painting 

vividly depicts hopelessness.   

 During the pre-production scripting, we were discussing how to depict the life of 

Christ. Should Jesus be portrayed historically (Jew) or in robes like a monk?  About a 

month earlier, a missionary working among the Tibetans in Nepal, went to a professional 

Tibetan Buddhist thangka painter, gave him the Gospel of Luke and challenged him to 

paint what he read.  What he painted, many concurred, was truly amazing.  We showed 

this "new” thangka while on a visit to the U.S. Center for World Mission and Fuller.   

 Many missiologists commented that this thangka painting on the life of Christ was 

a real "breakthrough in missiology" and missons to the Tibetans. Using a cyclical format 

as most Tibetan thangka paintings do, it goes through the life of Christ in meticulous 

detail showing the birth, miracles, teachings, Last Supper, death on the cross, burial and 

resurrection.  It was quite amazing that the artist depicted Christ as breaking the cycle of 

Karma through His resurrection.  We used this painting in our video and then added 

dramatic effects to emphasize the release from the endless cycle of death and rebirth 

and to emphasize that Jesus is our Liberator from the cycle of Karma.  "The endless 

cycle of death and rebirth which the Tibetans call the Karma chain can be a pivotal point 

in the Tibetans understanding, because Jesus came from outside to fulfill the Law to 

break the Karma chain.   Instead of being blown out we are brought into a new existence 

into new life.  Christians can explain to Tibetan Buddhists that the Holy Spirit sets us on 

the new Path towards the pure Karma--that is life in Heaven". (Interview with Passang 

Angmo, Tibetan Christian, 1988)   

 We utilized many other aspects of contextualized artwork and symbols:  

1. The common greeting of hands together at the chest-- that signifying a heart 

greeting.  I put black around the hands to symbolize darkness in the heart and 

then changed it to gold when the holiness of God entered the heart,  

2. The white scarf is used in Tibetan practices as a sign of welcoming and 

blessings.  We used it around the Tibetan man's neck as a sign of welcoming 

one into God's family and for blessing, (The white scarf has also been used in 

contextualized Christian baptisms).  
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3. When the Prodigal Son comes home, the script reads, "He caught hold of his 

feet...” This is a sign of deep humility and being ashamed. Also the gesture of 

two thumbs together and bowing down is a symbol of repentance.  Our 

Tibetan Christian narrator told us about these gestures.  We also asked the 

participants in the drama, "What sign would you use to show you are very 

sorry?" and they all immediately modeled a  "two thumbs together" gesture.  

 

Drama Participants 

In advance of our coming, we had our field workers in Kathmandu set up the 

participants in the drama.  They thought they had a Christian Tibetan family committed to 

participate.  After we arrived, however, for a number of reasons they changed their minds 

and decided not to participate   there were very few other Christians in the area and even 

fewer men who were professing Christians.  We felt God told us to go out into the 

Tibetan community and He would provide the participants for us.  We walked through a 

small town where we felt that we were to do the shooting and a Tibetan lady called out to 

us "Can I help you?"  in perfect English.  

 We stopped and one of our workers shared what we needed.  It just so happened 

she was the only one in the community that understood any English.  She agreed to help 

us and in about 30 minutes we rounded up our whole cast, sent them home to practice 

their lines and to get appropriate attire and in about three days completed the shoot.   

 We also did not know where we would shoot the drama.  After a few hours of 

scouting, we went up to a typical Tibetan house and asked for permission to film in and 

around the house. They agreed and even helped us with gathering many of the needed 

props.  We gave all the participants gifts and they seemed very happy to participate. 

During the filming, our missionary friends who spoke Tibetan were able to witness to the 

actors and house owners.  

 

Music 

Tibetan instrumental music was used throughout the presentation.  An original 

song, sung and produced by Tibetans believers was utilized at the end of the video.  

 

Response from the Field 
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This production is probably one of our more  "successful” in terms of response.  

Workers have excitedly been reporting that this presentation is being shown all over 

Northern India, Nepal, Mongolia, and China with a positive response--even among Tibetan 

Buddhist monks!  It is still being shown at a border welcoming area and in a shop on the 

holy walk of Tibetans. We have been encouraged from some of the feedback:  Tibetans 

viewing the presentation have been awed and say things like:   "Jesus can really liberate 

me?  There are other Tibetans that believe  in Jesus!?  How can I become a believer in 

this Jesus?  I believe everything in this presentation." (1992 Tibetan worker's letter).  

 Our workers and other mission organizations have been using this presentation 

with very positive feedback and openness by Tibetans.   Other feedback given to us that 

the presentation is very effective because of utilizing testimonies of Christian Tibetans, 

worldview shifts etc. and it is best used when the worker can personally clarify some of 

the points of the presentation.   

 

Participatory script preparation case studies: Uighurs  

 We have developed a number of scripts suitable for showing in SE Asia and 

South Asia. However, even between neighboring groups we have seen quite a few 

adaptations needed to be made: language, clothing, cultural themes, etc. Examples of 

these would be, spacial dynamics related to how they conduct feasts and public events, 

family and gender relations, body positions and gestures, music, etc. Even in Indonesia 

we found we could not just do an Indonesian presentation and show it to a people group 

and have them feel it was tailor made for them.  

 Many of our presentations to Muslims we open with a 'Call to Prayer’ with 

calligraphy and nice graphics of "Bismallah..." (The Arabic call to prayer). This is 

especially meaningful in presentations aimed at reaching Muslims. We focus on God-His 

character and greatness and leave out all references to Mohammed. Films usually open 

with nice scenery of the area and then focus on a man's search to know more about 

God.  

 On-field missionaries wrote a good portion of the Uighur presentation. They had 

lived among the people for a number of years and understood the humor and really did 

some great contextualization.  However, because they were not filmmakers they needed 

some adjustments from us to make it appropriate for AV. Fortunately, we were able to 



Mediastrategy and Christian Witness 

 - 44 – 
www.mediastrategy.org or www.comsresource.com 

input quite a bit on the script via email over the course of two months and had it pretty 

much finalized before we arrived.   

 In Central Asia many of the Arts are not being funded anymore since the collapse 

of the Soviet Union, so professional actors are out of work. We were able to get a 

number of professional actors and their families to be involved in this drama and worked 

out a fair hourly rate. We gave them their lines a week in advance and then went away for 

a week to China and asked that they work on them to be ready to film when we returned.  

Alas we came back, for various reasons they hadn’t worked on them. It seems that on 

every project the actors say, "If you had only given me more time I could have done 

better".  

 However most Asian societies are face-to-face cultures and no matter how soon 

we give the script to them it isn't until the film crew is actually there on location that much 

gets done. They also said "Oh, we can memorize and act out more than one line at a 

time!" So we said, "OK let's try it", (open for new methods) after a couple of hours 

however, they agreed that it was best to go one or two lines at a time. We were also in a 

private house setting where our video lights were draining on the houses’ electricity (not 

to mention melting their wires). So we had the actors practice their conversation, the 

cultural and linguistic helpers confirmed the right words and then the lights came on and 

we did a few takes. We had observers from a number of agencies present so they could 

learn techniques for their own local A/V production center.   

 This Higher evangelistic video will be finished in October 1996 and then field-

tested. It was a good co-operative effort among a number of churches and missionaries. 

The team will also look at the relevance of the production for neighboring Uzbek peoples.       

 

The future 

We feel we have learned quite a bit in the area of "participatory film making" and 

believe there is a great need for these sorts of tools to be produced for the evangelization 

of Unreached People groups. We are committed to our calling to reach the mega-

peoples who haven't heard the gospel, and we believe that we need to see these AV 

tapes get out more widely through video rental shops, television, personal distribution, 

etc. We are running a School of Frontier Media to train and equip more workers to 

produce evangelistic videos. We are also gaining more staff that can help us do more 

research, pretesting, evaluating and distributing of our resources.          
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Several areas that we desire to improve:  

1. Obtaining more detailed feedback/follow-up, especially from nationals or 

the target people for the presentation to know how to improve the 

presentation. We need to ask more questions to analyze the effectiveness 

of these videos: "What did the video communicate to you?"   "What did 

you think about how Jesus (or a representation) was communicated in 

visuals, symbols, and via the narrator?"  "Would you like to know more 

about Jesus and the gospel message?"  "What did you understand to be 

the message(s) of the presentation?” 

2.  More Distribution Statistics: How many times the field workers are 

showing the presentation and percentage of responses at the various 

levels of the evangelism process. 

3. More Field Workers and Nationals to work with us on the Presentations. 

As the producers, we have some cultural blindness that could prevent us 

from knowing the right or most effective way to communicate the 

message.  We need more advise from both believers and non-believers in 

our presentations. Sometimes our "point persons" are western 

missionaries who do not really know the best way to communicate 

interculturally. 

4. More Time to Pretest.  Sometimes we are under time constraints and 

do not adequately test the script and production and get feedback. We 

hope to have advance teams that can facilitate pre-testing. It is also good 

to see how/if changes have improved the program. 

 5. Wider distribution of these evangelistic videos for short and long term 

teams, television broadcast and video rental distribution. We also want to 

maintain the "High tech-High touch" importance of having workers (when 

they can) personally discuss and follow up those viewing the presentation. 
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Communication Campaigns 

By Kathaleen Reid-Martinez, PHD 

 

Effective communication campaigns seek to increase their effectiveness by 

integrating mass media and interpersonal communication in national campaigns for the 

highest impact of the Gospel message. 

Most information campaigns attempt to change individuals in one of three areas:  

their belief structure, their attitudes, or their behaviors.  Generally, these campaigns 

target only one of these, due to the difficulty of bringing about consistent change in all 

three areas.  Unlike information campaigns, the process of developing the whole 

individual in a relationship with Christ demands that all three be addressed.  Thus, any 

campaign that endeavors to “make disciples” must wrestle with developing beliefs, 

attitudes and behaviors as integrated elements of the process of Christian maturation. 

The goal is to embed and consolidate the belief in Jesus Christ and to have the individual 

act upon that belief. 

To achieve this goal, the best strategies of information campaigns must be 

combined with the best strategies of discipleship.  The results can be a great number 

of individuals who not only become aware of Jesus Christ, but who also have the 

opportunity to align his or her broader cognitive and belief structures with a 

newfound belief in Christ and to align his or her behaviors appropriately.  

Additionally, these individuals can be encouraged to participate in-group settings that can 

reinforce and consolidate their new beliefs. 

In order to achieve this goal, a three-pronged approach using media, 

interpersonal and group communications can be used.  Dissemination of the 

message will occur primarily through a mediated tool, such as video or printed 

literature.   Follow up and discipleship can take place through one-on-one interpersonal 

channels supplemented by various forms of media, print and electronic. The final step of 

follow up to bring cohesiveness between the individual and his or her community can 

take place in through small group communication settings, such as cell group churches.  

This allows for the important development of Christian community and the individuals 

integration into that community. 

While what is describe here is a long process with no quick simple gain, 

research indicates that campaign messages that produce greater immediate effects may 
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be less effective in the long run (Cook, Gruder, Hennigan, & Flay, 1979; Evans, Rozelle, 

Lasater, Dembroski, & Allen, 1970).  In the approach recommended here, the primary 

role of MEDIA will be to expose and make aware, while reinforcing any existing beliefs 

congruent with the campaign. The role of INTERPERSONAL and GROUP 

COMMUNICATION is to develop and instill the deeply related beliefs and appropriate 

behaviors that solidify an individual’s commitment to Christianity. 

 I will address communications in three stages: I. Dissemination of Message: 

Mass Media, II. Follow up and Discipleship: Interpersonal Communication and III. 

Community Development: Group Communication 

 

I.  DISSEMINATION OF THE MESSAGE 

Dissemination is more than just reaching millions of people.  Yes, we all want to 

reach as many of our target audience as we can with our mediated messages, but we 

must remember that the this process involves more than just exposing an individual to 

the message.  For example, the level of attention paid to our message by the audience 

member is critical.  While exposure may be simply defined as having as having seen or 

heard the message, attention implies the audience member actively recalls and retains 

the information presented.  Attention, then is a critical factor in the dissemination of the 

message about Christianity. 

To gain audience members’ attention to media messages, several factors must 

be considered in the message design.  Two of the most important ones are interest and 

credibility, both established by formative discussion with and the involvement of 

indigenous communities.   

The message itself must present specific appeals to the interest of targeted 

audiences.  For instance, a more highly educated audience may need an appeal to logic 

if they have numerous questions regarding philosophy and religion, unlike teenagers or 

young adults who may respond to a more emotive appeal.  Appeal and interests are 

always related to the innovative design and contents of the message combined with the 

attractiveness of any characters or individuals used to present or disseminate the 

message.  Whatever the appeal, the message must be organized clearly and 

succinctly to gain interest.  Incorporated into the design must be creative repetition of 

key ideas, which is essential to achieve audience retention of the message. 
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Credibility is often considered a primary factor in determining the persuasive 

level of a message.  Credibility must be attained on three levels:  (1) credibility of the 

source, or the one who created the message; (2) credibility of the main characters or 

spokespersons in the mediated message; and (3) credibility of the story line or other 

forms of information, such as talk shows discussing a specific topic. 

The question becomes how do I ascertain what is of interest and is credible to my 

target audience?   

 

STEP 1:  Review the Realities 

Identify high-priority messages that need to be disseminated.  These messages 

should meet at minimum the following four criteria: 

 

A) How serious is the problem?  What is at stake in this cultural situation?  What 

problem do we wish to address? 

B) How effective a solution can be offered?  Once we have identified the 

problem, can we offer a viable alternative as a solution?  Is this problem that 

we can address?  If so, how should we address it?  What approach should 

we take? 

C) Is the mass media a suitable means of providing information to solve the 

problem?  Or would interpersonal communication be a better strategy?   

D) Are there any ethical considerations?  Any conflict of interests?  What are the 

intended and unintended effects of the mediated message?  What are the 

immediate and long-term effects?  Are both positive?  What are the cost-

benefits?  Is this the most cost effective means of solving the problem? 

 

STEP 2:  Determine the Context  

What characteristics of the culture and of the targeted audience most affect your 

message?  What are your target audience demographics, abilities, personalities and life 

styles?  What elements of the culture may instigate and/or maintain the undesired 

behavior (e.g., animistic religious rituals), attitude (e.g., prejudices regarding other races), 

or belief (e.g., nationally mandated atheism)?     

Answers to this may be found through qualitative and quantitative research, 

including participant observation, open-ended interviews, questionnaire, surveys, and 
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interviews with informed observers.  These sources can help identify cultural issues and 

events that most effect your message. 

Next identify any thoughts, feelings, and actions associated with the target 

behavior.  How are these parallel to your audience?  For example, is this primarily a 

culture that demands explanation through scientific demonstration?  Or is this an 

audience that responds more to the intuitive and spontaneous? 

 

STEP 3:  Develop Target Themes 

Use the above information to develop the most promising themes within your 

mediated message.  What themes are in keeping with the sociological and psychological 

characteristics of your audience?  Which themes are best presented based upon 

educational and economic levels of your audience?   

In addition, be careful to choose the media that is most appropriate for your 

themes.  Base you decisions upon clearly established criteria, such as the “least-effort” 

criterions.  For example, messages distributed through television broadcast programs 

can provide information more easily than change values.  This suggests that television 

may be better at telling stories that illustrate a point or providing informational programs 

than it is at persuading others to a particular value or belief.  The key is to analyze your 

audience’s needs through the lens of the capabilities of each particular medium.  Then 

use that medium to its fullest. 

 

STEP 4:  Construct and Evaluate 

Using the above information construct messages that are clear and well focused.  

Answer the questions of what type of appeal is most appropriate for your chosen 

audience?  What type of specific information do they need to change an attitude, belief, or 

behavior?  What should be included?  What should be omitted?  How should the 

information be organized?  What creative forms of repetition are used to reinforce the 

message? 

After the dissemination of the message, evaluate its immediate and delayed 

results.  Important questions to be asked should probe the basic responses desired from 

the audience.  For instance, you could choose to evaluate your success based upon the 

basic responses often associated with the persuasion process.  These could include the 

following sequence: 
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1. Were they exposed to the message?  If so, how often did they see it? 

2. How much attention did they pay to the message? 

3. Did they like it and become interested in it? 

4. Did they comprehend it? 

5. Did they clearly understand what you wanted them to do after viewing your 

message? 

6. Did they want to do what you ask?  Or did they become more interested in the 

possibility of doing what you ask of them? 

7. Could they accurately retain and recall the information?  Could they explain 

the basics, if not all the details? 

8. Did they have the necessary information to make a decision?  If so, did they 

have the chance to act upon that information? 

 

And finally, you must ask, have I developed ways to reinforce the information 

provided to audience members?  If I ask them to make a decision or change a behavior 

or belief, have I provided means to reinforce those changes? 

 These steps can result in a well-developed, effective mass mediated message. 

But we must not forget that message dissemination through the mass media is ONE-

WAY communication.  As a result, mass media can provide a breadth of information 

about Christianity.  Little, if any, depth of understanding by audience members can be 

attained through the mass media.  This is in direct contrast to interpersonal conversation, 

which can allow for great depth of discussion and allows the people involved to become 

knowledgeable about each other as well as about the topic.  So, we must remember that 

with mass mediated messages, audience members have little or no control over the 

communication process and only limited knowledge of who is presenting it. 

 

In summary, the dissemination process using the mass media is more than 

just reaching a large audience.  The messages must be tailored to meet the 

needs of each culture.  They must be designed to capture the attention of 

the audience.  Additionally, the message design should cause the audience 

to become interested in the information, to find the message credible, and 
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to retain the information. Only after this, can we hope the individual will act 

upon our messages.   

  

II.  FOLLOW UP AND DISCIPLESHIP 

Follow up is more than a card.  Follow-up becomes an integral part of the 

communication process as it connects the receiver of the mediated message with the 

resources to continue the process initiated through that message.  Follow up assists the 

receiver of the message in more fully comprehending the media’s message and then 

yielding to the message through belief and attitudinal changes. 

As noted earlier, the media can provide breadth of information but fails to provide 

the intimacy.  So the job of the media is to provide awareness and build credibility, while 

the role of the individuals to provide follow up and personalization of the message.  This 

is where a major transition can begin.  For example, no longer is the personal 

message of Jesus Christ presented via an impersonal medium.  Now it is 

personified in the people of ministry.   For the people of ministry, the audience 

member becomes a known individual with face and name, rather than an impersonal 

recipient of a message. 

Immediacy of follow up through an interpersonal relationship is a priority.  The 

audience members must remain spiritually active by connecting with others and learning 

more about the truths presented in your message.   They must being to evaluate the 

information you presented and process its personal relevance.  Simultaneously, follow up 

becomes a shared activity between the respondent and the ministry team.  This results 

in a greater sense of ownership and involvement by both the ministry team and the 

respondents, causing a greater likelihood of the respondents continuing their initial 

response to your message. 

The reciprocity between respondents and ministry teams demonstrates a sharing 

of personal experiences.  Prior knowledge, experiences, and attitudes of the audience 

member can be addressed.  The individual’s predisposition and needs can be met on a 

one-on-one basis.  Stronger ties of identity and camaraderie are established. 

 

III. COMMUNITY DEVELOPMENT 

As new ties are forged between the audience members and those in ministry, 

new relationships are developed and attitudes and beliefs are changed.    Deeper 
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concepts of faith are taught and the individual now must re-organize prior beliefs so that 

they are integrated with their new beliefs.  They must be assisted in developing new 

behaviors in light of these beliefs.   

This process requires the former audience member to cope with reorienting and 

re-socialize their lives.  A primary function of community, such as that found in cell 

churches, is to help these individuals make sense of and participate in their environment 

in a way that is consistent with their new beliefs.  A strong community helps this 

individual adjust to these changes.   

Group communication modeled in communities helps the individual bond with 

others of Christian faith, establishing a sense of belonging.  This is essential if change of 

belief forces the individual to be alienated from his or her family or culture.  Immediate 

and personal support can be provided. 

In a group setting an individual’s new belief structure can be enhanced through 

attitudes and behaviors reflected in others.  The group then will allow for practicing and 

consolidating new behaviors, establishing new social structures, and achieving related 

tasks.  Participation in a group is a public behavior that, in general, deepens an 

individual’s commitment to new beliefs and behaviors.   

The consolidation process involves the establishing and reinforcing of new 

behaviors in social contexts.  Here the individual may “practice” new behaviors 

anticipating that group norms and group dynamics will assist in defining the appropriate 

enactment and limits of these behaviors.  Conformity to the group establishes an 

understanding of appropriate conduct and provides models for responding to various 

events, problems, tasks, and people.  Response from the group provides necessary 

correction and/or reinforcement of behaviors.  In so doing, the group dynamic can 

encourage, train, and support the individual.   

As noted earlier, reorganizing or reorienting individuals’ related beliefs to their new 

belief is essential for helping the individual maintain equilibrium within the social 

environment.  The result is a new set of social norms, a new sense of identity and 

belonging, and a sense of inclusion and control.  As a result, the individual can improve 

the quality of his or her life and the lives of others.  This emergence is supported by 

resources that are readily available only within a group setting. 
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Groups are essential for the development of the individual.  They generate higher 

levels of commitment and provide synergy to assist the individual in achieving large or 

demanding tasks with greater ease and speed. 

 

In summary, community provides not only a physical point of reference for 

the individual, but also begins to consolidate a new convert’s belief and 

behavior through group interaction.   

 

CONCLUSION 

Closing the loop is the ending and the beginning.  The mediated message sent 

forth began an important process of growth in the spiritual lives of those individuals who 

chose to respond.  The interpersonal and group communication of the ministry 

community has provided a sense of place and belonging to the new comer as they 

helped the individual develop deeper and more personal understanding of the mediated 

message.  Now the development of new mediate messages is important.  These 

messages will now serve to reinforce and lend credibility to this new believer’s faith.  

Most importantly, allowing these new comers to participate in the dissemination and 

follow up process, they can re-conceptualize the message in a direct way that assists 

them in achieving their goals within their own communities.  In so doing, a media 

information campaign can take on an interpersonal dimension within local communities.  

In the community, Christian values whether overtly or covertly shown in the media can be 

reinforced by the lives of the community’s believers, which increases the mass media’s 

effectiveness.  

 

This process may seem long and intricate, but it is well worth the effort.  It 

allows interpersonal and group communication to complement your 

mediated messages, thereby reinforcing the Christian values inherent 

within your media programming.  The result is an increase in the 

effectiveness of your media messages.   

 

Bringing those individuals who responded to your first mediated message into the 

dissemination process closes the loop and creates a more effective communication 

campaign.  In essence what is created is more than a circle.  It more closely resembles 
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a dynamic, unending spiral of evangelism, resulting in active Christian communities 

throughout a nation. 
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Case Study of Project Light 

By Benson Fraser, PHD 

 

In June of 1989 the Christian Broadcasting Network (CBN) initiated a major multi-

media campaign in Central America. The goal was to “reach” as many people as 

possible with the gospel in three Central American countries--El Salvador, Guatemala 

and Nicaragua. The initial objectives were: (1) To communicate the basic tenets of the 

Christian faith, (2) To persuade those who do not know Christ to follow Him. This project 

was to be carried out by utilizing all existing and available media and was to be 

accomplished in 1990. While a number of CBN staff members were involved in the 

project here in the States and sometimes made short trips to Central America, producer 

Stan Jeter was hired and sent to Central America to help direct the project and 

coordinate all the activities within the three countries. 

 

Media Objectives  

One unique feature of this project was the use and integration of many different 

kinds of media in the campaign. With the help of a Central American advertising and 

marketing company located in Guatemala, the project included the use of the following 

media: radio, television (both spots and specials), newspapers, billboards, several types 

of Christian literature (tracks, comic books, portions of the Bible, etc.) and outdoor film 

crusades (the “Jesus” film). To support the media resources, CBN coordinated 

evangelistic meetings at various local churches. Furthermore, they conducted several 

meetings in order to train the Church laity in Christian counseling and in evangelistic 

follow up. Finally, over one million pounds of food and medical supplies were distributed 

in cooperation with Operation Blessing. 

The strategies employed in using these media were coordinated to convey the 

following ideas:  

 

1. God loves them,  

2. People can have a personal relationship with Jesus,  

3. Jesus Christ is the answer to several of their social problems (such as drug 

addiction, alcoholism, violence, family problems, etc.).  
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In order to implement these strategies specific media buys were undertaken in 

each of the three Central American countries. Although certain modifications were made 

in each country the general plan was as follows:  

 

MEDIA   MEDIA BUYS       

 

Television Two, 60-second spots per day (message-type) for the 20 days 

before the specials 

Three, 30-second spots per day (advert-type) for the 10 days 

before the special 

Bonus spots will be use for additional advertising and follow up 

Three, one-hour specials on prime-time Monday through 

Wednesday 

 

Radio Two, 3-minute message spots per day on prime time for 30 days 

before special 

Four, 30-second spots per day (advert-type) for 30 days before the 

special 

Bonus spots will be use for additional advertising and follow up 

All national networks are to be bought 

All regional or departmental stations will be bought 

 

Newspapers One message ad per day for thirty days before special in each 

major newspaper 

One program ad per day for ten days before special in each major 

newspaper 

One follow-up ad per day for five days in each major paper, 

alternating days 

 

Billboards Annual contracts, with early start up dates to work in combination 

with other media. Billboards will carry the campaign theme and 

other subsequent messages 
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Television. Although the campaign was conducted in three Central American 

countries, each with its own challenges and successes, I will confine this report to the 

way the campaign was carried out in Guatemala. Guatemala is the largest of the three 

and in many ways represents the primary emphases of the campaign. The focus of the 

Central American Campaign in Guatemala was television, especially the three one-hour 

specials. The television outreach was divided into three phases: Phase I--Before the 

“Blitz”; Phase II--”The Blitz” (for Guatemala this was March 26 through March 30); and 

Phase III--Following the “Blitz.” 

Several activities marked the first phase of the campaign that began a month 

before the three special programs were broadcast. Phase I consisted of the showing of 

“Superbook” and “Flying House”, special 700 Club programs, several spots and 

promotional pieces. Both “Superbook” and “Flying House” are animated programs 

directed toward introducing children to Biblical stories. The month before the specials 

were broadcast “The 700 Club” which is broadcast daily in Guatemala featured one or 

two testimonies during each program featuring a Central American. In addition several 

60-second evangelistic messages were broadcast each day. In addition several daily 30-

second spots were aired promoting the three prime time specials. The message spots 

used situations and themes relevant to Guatemalan audiences to create top quality, 

visually exciting and dramatic spots with a spiritual message. 

Phase II was the primary focus of the campaign. It was called “Project Light” and 

consisted of a three-day series of Spanish language evangelistic programs aired from 

March 26 through March 28. The programs were entitled “Don’t Ask Me Ask God”, “The 

Superbook Party” (targeted to children) and “Rescued From Hell” (used well-known 

Hispanic actors to dramatize real life stories of God’s power). Each of these programs 

was aired on virtually every major television station in the country at exactly the same 

time on each station each evening. So if people were to watch television during the eight 

o’clock hour of the evenings of March 26, 27 or 28 they would almost certainly have to 

watch the special. 

Phase III of the television outreach consisted of spots that reinforced previous 

messages and provided information for new Christians. Many of the message spots 

were used to inform the audience to call or write the 700 Club Center for counseling, 

prayer and follow-up information. The 700 Club continued to air special segments for two 

weeks but shifted the focus to topics relevant to new Christians.  
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Radio. CBN’s strategy was to maximize the use of radio through the airing of 

three-minute message spots and 30-second campaign awareness and advertising 

spots. The three-minute message spots presented dramatic conversion stories that had 

an evangelistic appeal. The 30-second radio spots introduced the campaign theme and 

promoted the television specials and other key activities such as the film crusades. 

Press. Leading newspapers were used as both evangelistic and advertising tools. 

Stories recounting dramatic Central American testimonies and including an invitation to 

accept Christ appeared each day for one month before the television specials were aired. 

Ten days before the airing of the television specials, additional ads were used to promote 

viewership. The newspaper buys included Prensi Libre (circulation 70,000; readership 

index 4.5) and Grafico (circulation 40,000; readership index 4.0) for a total reach of 

475,000. 

Billboards. Billboards were used to: (1) carry the campaign theme, (2) provide a 

brief pre-evangelistic message designed to arouse consciousness of one’s spiritual 

needs, and (3) to advertise the television specials. The billboards functioned to provide 

recognition and tie-in support with all campaign activities. Thirty billboards were used in 

Guatemala. Ten were used in the Guatemala department because almost half of the total 

population is concentrated in this area. One billboard was placed in each of the other 

capital cities of each Guatemalan department. 

 

Cooperative Efforts 

In order to accomplish its mission CBN sought help from several advertising and 

media organizations in Guatemala. Since more than half of the population of Guatemala 

is Indian in culture and language (including four main languages and several dialects) a 

special strategy was required to reach the entire population. Therefore McCann-Erickson 

and Publicentro (two major ad agencies in Guatemala) were asked to prepare a study to 

help plan the media buys.  

Also, McCann-Erickson was hired to conduct evaluative research on the project. The 

McCann-Erickson study calculated a 70% reach of the total television population (5 

million) during prime time for a total of approximately 3.5 million viewers. (I assume that 

this is a CUM figure over the three day period.)  

 These organizations helped significantly in planning the radio buys in the rural and 

indigenous areas. The use of radio permitted programming in the non-Spanish 
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languages, thus reaching the Indian population, which represents 50% of the country’s 

inhabitants, as well as those areas not reachable by television. The estimated total reach 

of radio was 2,906,900. 

 

Film Crusades 

 In an effort to communicate with those people who were most difficult to reach it 

was decided that the “Jesus Film” was to be used as an evangelistic tool to penetrate 

isolated villages, cities, and rural areas of Guatemala. Campus Crusade’s “Jesus Film,” 

which is a two-hour film based on Luke’s account of the life of Christ, was dubbed into 

Spanish and other languages or dialects found in Guatemala. The films were also shown 

in areas where a large percentage of people were illiterate. Several film teams were 

formed to bring and set up the film. These teams were locally recruited, trained and 

mobilized and supervised by Campus Crusade leaders. 

 

Literature 

 CBN’s goal was to provide an opportunity for every literate person to read the 

Gospel during the Campaign. Eleven million pieces of evangelistic literature were printed 

and distributed through the film crusades, door-to-door visits and Operation Blessing 

give-aways.  There were five different types of literature distributed. They were: (1) Tracts 

(10 million), (2) Comic Books (designed for children and the semi-literate), (3) Don’t Ask 

Me Ask God (20,000), Church flyer/posters (50,000), Bible Correspondence Course (the 

ICI basic Bible Correspondence course). 

 

Church Cooperation 

 Thousands of churches cooperated from the three Central American Countries 

and especially from Guatemala. Church members contributed to the campaign in several 

ways. They are: (1) Providing personnel for counselor training, film crews and volunteer 

work, (2) Distributing Operation Blessing Gifts to the needy in their area, (3) Prayer 

support at every stage of the Campaign, and (4) Providing other support such as housing 

or handing out tracks. 

 Many of the churches participated in the Counselor Training program initiated by 

CBN. This part of the program was initially felt to be one of the most important 

contributions CBN could make to the local church in these countries. These training 
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sessions consisted of two-day intensive seminars and were conducted by a team from 

Columbia. 

Evaluation of the Project  

 During the summer of 1992, almost two years after the project concluded, I 

interview key Guatemalan pastors, lay leaders, organizational heads and others involved 

in “Project Light.” What follows are some of my findings as they related to the project. 

 Most of the comments made by those interviewed focused on issues related to 

the strengths and weaknesses of the project. Therefore, I will discuss first the strengths 

of the project then I will focus on some of the weaknesses of the project as described by 

the participants in the study. 

 

Strengths 

 The clearest finding in this study was that the Central American media campaign 

set the agenda for discussion and debate both within the private and within the public 

arenas. Comments from both Catholics and Protestants alike indicated that the media 

had grabbed their attention. Almost every person interviewed recognized the clarity and 

the professionalism with which the media communicated its message. Comments such 

as the following were common: 

 

- “Project Light encouraged a lot of ministers to have their own ministries and 

their own media projects and played a major role in what the journalist had 

taken note of.” 

 

- “Historically in Guatemala to speak about evangelical religious programs 

has been taboo.” 

 

One attribute of the mass media is its ability to confer status on an individual, 

organization or issue. The comments from the individuals interviewed in this study 

seems to lend support to the notion that Project Light provided to be a clear and direct 

example of status conferral by media. They clearly thought that the project added 

significance or credibility to at least part of the Evangelical community. The statements 

below are representative of those that indicate this effect. 
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- “ . . .One of the advantages is public relations, giving a better image to the 

Church in the nation because showing first class programs and good testimonies 

. . .that gives a better image to the Church, especially in Latin America in which 

the Church has been stereotyped as a low class type of people and illiterate 

people, not capable of doing first class things . . .” 

 

- “ . . .Help more as an encouragement [than an evangelistic tool].” 

 

Many people were indeed attracted to the programming that by almost universal 

agreement (within Guatemala) was powerfully and professionally done. The outside 

research organization and the internal evaluations clearly indicated that the campaign 

motivated a significant number of people to call in to the telephone counselors. It was not 

as clear how many people actually were moved to attend church on a regular basis and 

begin the process of discipleship. Although some of those interviewed mentioned that 

they knew of new churches that were started few could specifically identify one when 

asked. Yet it was clear that many (I would say over half) of the Church leaders 

interviewed indicated that new people began attending their Church as a result of the 

campaign in Guatemala City. Most indicated that the number of those joining the Church 

would have been greater if they had been better prepared to follow up on the leads 

provided by the media campaign. 

 

“ . . .Many responded with out really understanding it.” 

 

“ . . .People will say almost anything without meaning it.” 

 

“ . . .Catholic mind set where you are never sure of your salvation . . .” 

 

“ . . .People saved 4 or 5 even 10 or 12 times”[multi conversions for an individual] 

 

“ . . .About 50 or 60 new people” [began attending Church] 
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Although there was a clear perception that Project Light proved to be a powerful and 

significant media campaign, those interviewed voiced a number of concerns. Now let us 

look at some of them. 

 

Weaknesses 

One of the strongest criticisms of the campaign concerned the problem of how to 

follow-up on all who responded. Several pastors and laymen indicated that their 

congregations were not adequately prepared to respond as they felt they should.  Two 

examples of this kind of response are given below: 

 

“Well, I think there was a weak follow-up. In that area it was not very 

successful.” 

 

“Churches were not prepared at all to receive the people “ 

 

A similar concern had to do with the timing of the campaign. Many felt there was not 

enough time to adequately prepare the Guatemalan church for the task that the project 

presented. It was felt that the time line for completion of the project was dictated by those 

outside of the country and by those who had little understanding of the situation in 

Guatemala. Below are some comments that indicate this attitude: 

 

“ . . .There was not enough time to let people now what was going to happen . . .” 

 

“There was a full bargain of media all over the place but I don’t think the 

church was informed and trained to take advantage of that situation.” 

 

“ . . .It was very hard to train in such a short period of time [reference to film 

project]” 

 

“ . . .There was a problem--the 700 Club wanted to do everything quickly.” 

 

“ . . .There was little time for planning, preparation, etc.” 
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“Because we didn’t have enough time to communicate about what exactly 

Project Light was all about, the pastors didn’t know what it really was all 

about.” 

 

This feeling of outside intrusion, that those from other countries were in control 

and were somehow better able to make the important decisions, created resentment of 

the outsiders (CBN). This resulted in a lack of ownership of the project by the local 

population. Some of the responses reflecting this are listed below: 

 

“ . . .Is to let the church of the country your going to take [control of] the 

project.” 

 

“I was invited to go and see what was going to happen, but I think that it was 

something that we were invited to when everything was already done. I don’t 

think our opinions were valued at that time . . .” 

 

“To plan it according to the interests of the organization or churches that are 

already existing in Guatemala.” 

 

“What needed to be done was to take the time to develop relationships with 

the pastors.” 

 

“ . . .A lot of churches were not thoroughly supportive because they weren’t 

sure what they were getting into.” 

 

“Things should have been arranged here [rather] than from there.” 

 

“The planning all came from there then had to be worked out here.” 

 

A number of other issues emerged from the study. I will not elaborate on them 

here but will simply list them as they emerged from the data. They are: 
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“The problem of coordination between 700 Club international and local and 

between Campus Crusade national and local (the blitz vs. the saturation 

approach).” 

 

“Was this the best use of the resources available?” 

 

“The project seemed to emphasize evangelism at the expense of training and 

there is no point in evangelizing if we can’t follow with discipleship training.” 

 

“Maybe the media works differently in the city--everything is built for speed 

and mass appeal but you get in the rural areas there is a difference 

perspective.” (The rural population may be less media oriented and more 

dialogue oriented?) 

 

While the project was very successful on one level there are some nagging 

problems that need to be dealt with in order to undertake future projects that have such a 

high dependence on the media. As we see more and more projects sponsored and 

developed in partnership with two or more organizations it is essential that we take into 

account both the capable leadership of decision makers within the host countries and 

how to best utilize the strengths of each contributing organization. For example, the 

difference between organizations like Campus Crusade and CBN can be seen in this 

study. Campus Crusade focuses more on building relationships and establishing 

dialogue between Christians and non-Christians, while CBN is more interested in 

establishing quick and effective ways of delivering the Gospel to people who need to hear 

the good news. This study suggests that there should be a balance between 

interpersonal and mediated ministries that will allow both organizations to function more 

effectively and the message communicated more powerfully. 

Two important lessons can be learned from this research project.  

 

First, ownership of the project and respect of the decision-making abilities of local 

leaders must be addressed in future communication campaigns. Failure to do so 

can diffuse the potential long-term effects of the mediated message.  
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Second, incorporation of people into the life of the Church must be examined in 

light of each culture in order to enhance excellence in discipleship and ministry. 

Without appropriate attention to this area, spiritual maturation of new believers 

can be stifled. Hopefully, this and similar projects will raise such issues as these 

to the forefront of the public agenda and debate.  
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New Lessons on Adoption Models used in Media Mapping 

By Mark Snowden, MA 

 

 Media field personnel have joined church growth specialists in advocating media 

map development.  The maps trace or sometimes forecast anticipated media 

applications during a church growth strategy.  An example from the Yao Project in Malawi 

in the early 1990s developed a media map that used several media.  In a linear fashion, 

the Yao listened to radio programs, attended an event such as a medical clinic or 

Christian movie, was presented with literature or audiocassettes depending on their 

literacy proficiency and was involved in a chronological storying of the Bible class.  At the 

storying sessions, which served the strategy much like cell Bible study groupings, the 

non-Christian was introduced to a Christian who used interpersonal communications 

techniques to lead the person to a personal relationship with Jesus Christ.  After 

conversion, the new Christian had radio, literature, audiocassettes, storying and new 

friends to help them mature into (hopefully) reproducing Baptists.   

  This spiritual decision process is based on a step-by-step process.  Media 

strategists have allowed that the Holy Spirit moved in several people's lives and they did 

not specifically follow the pattern.  What's going on here?  And what about certain tribes 

that make a group decision following the wisdom of their leader?  How does the planter 

account for those who do not follow a systematic one, then two, then three approach?  

Are there handles that can help explain what God is doing in the lives of the elect?  

 There are several internal (missionary-oriented) reasons that media maps are 

attractive to church planters and media producers.  First, it is possible to save money 

because only the crucial media are made available to the target people.  Second, there is 

a certain orderliness that helps keep momentum moving forward and avoids apathy or 

boredom from the target people.  Third, media maps   are extremely useful in explaining 

to colleagues and donors how and why certain media need to be applied.  In some 

cases, the internal reasons might need to prevail, but the careful strategist should also 

consider the preferences of the target people.    

  Appropriate media can be identified through specific audience or reader research, 

but behavioral response may be a little trickier to discover.  There is no less than four 
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adoption of innovation models available to strategists.   They compliment the media 

mapping approach, but somewhat alter the timing of the media used in a strategy.  

 

Four Adoption Models 

  The realm of social marketing offers evangelists and disciplers more applicable 

theoretical models than many of the tools derived from consumer marketing research.  In 

their book Social Marketing (Free Press, 1989), authors Philip Kilter and Eduardo Roberto 

list four adoption models:  

 

1.  LEARN-FEEL-DO -- widely used with two basic conditions: 

A.  Potential target adopters become highly involved in the adoption objective 

B.  The target adopters perceive clear differences between the adoption goal and its 

alternative. Information is needed to heighten the target adopter's awareness and 

attraction to the innovation.  Communication must be clearly understood. 

 

2.  DO-FEEL-LEARN -- the target adopts the idea or behavior tentatively.   Usually there 

is a change of attitude related to trial and error in the process.  Usually the target adopter 

has been pushed or developed an attitude toward "better learning."  There are two bases 

for the do-feel-learn approach:      

 

A.  Cognitive Dissonance Theory: when a person is forced to make a choice between 

alternatives that are very similar, then it is likely that the adopter will follow the 

decision by developing a somewhat more positive attitude. 

 

B.  Attribution Theory:  This can be called, "believing is seeing."  When the target 

adopter has not "adopted" the idea or behavior, then the person feels they do not have 

a positive attitude.  However, if they do give it a try and do adopt it, then the person 

reaches a conclusion that they probably have a positive attitude. 

 

3.  LEARN-DO-FEEL -- The target adopter makes their choices based on their familiarity 

with an idea, product or service.  Usually this happens through numerous repetitions of 

mass mediated messages.  The satisfaction element of the adoption evaluation actually 

occurs after the initial trial.  This deferred experience is usually tied to trial product 
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samples or single "challenge" events such as "no smoking days" or "no risk offers."  One 

church even has a 100% tithing guarantee--if your needs are not met in the month of trial 

tithing then the church will reimburse you the tithed amount with "no questions asked." 

 

4.  MULTIPATH -- This model is a synthesis of the other three.  Multi-path is important 

when the target adopter doesn't have much faith in the credibility of the communicator.  

When doubting is present, the target adopter may start by viewing demonstrations.  The 

multi-path model has three sequences: 

A.  Sequence 1:  Learn-Feel-Do Interpersonal communication is the key to building 

credibility. 

B.  Sequence 2:  Learn-Do-Feel  Mass media can shape beliefs which leads to a trial 

adoption.  This overcomes the credibility barrier. 

C.  Sequence 3:  In this scenario, the target adopter keeps slipping back into non-

adoption and attempts repeated trials until hopefully the adoption takes. 

 

Understanding "Learn, Feel & Do" 

  In each of the four adoption models, three elements play a key role:  learn, feel 

and do.   

  "Learn" is the cognitive processes of the mind.  Learning is tied with motivation.  

Motivation comes through identifying problems and providing channels of clear 

communication.  Studies of opinion leaders and how to influence them are important in 

the learning stages of adoption. 

  "Feel" is the affect portion of the heart.  Communicators must know the specific 

triggers for a target people that affect beliefs, emotions and influence.  The triggers are 

usually the needs such as excitement, novelty, acceptance, love, catharsis, the need to 

match or imitate others' behaviors.  Communicators should try many opportunities for 

personal involvement through fellowship or other contact points to develop relationships 

(trial adoption). 

  "Do" is based on one's volition.  A target person's will is displayed in two ways (1) 

trial adoption which can be very tentative or (2) committed adoption which includes 

continual doing, believing and actions.  The will is often related to overcoming risk.  The 

amount of available information appears to be inversely related to perceived risk.  The 

more information understood by the target receiver helps reduce risk.  This puts the 
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burden of communications responsibility on the planner to effectively deal with 

psychological, physical, functional and financial risk.  The target adopter is likely to 

behave in a certain way when the required changes are equal to their expectations.  The 

news gets even better because when conditions exceed expectations, the target adopter 

expresses delight and will usually repeat the behavior, including telling others of their 

pleasure. 

 

Plugging in the Media 

  When planners approach a target people, surveys should be conducted for 

appropriate media and then serious consideration should be given to how and when the 

media will be introduced.  The planner should consider several categories of media:  

electronic (TV, radio, cassettes), print (books, tracts, periodicals), oral (storying, personal 

contacts) and platform media (drama, puppets).  A checklist for planners would include 

developing a profile of the target peoples' culture, i.e., a worldview.  The worldview 

document would include levels of literacy and delineate which media would not only fit 

within a realistic budget, but could be assumed by the new Christians in the future.  

  Application of media should be clustered in mini-cycles that account for the four 

different adoption models.  The temptation is to apply all the media at once in a type of 

blitz campaign.  Mass media can often work in tandem to complement each other and 

certainly form a powerful force, but the effect may be short-lived.  To complicate the 

matter, the target people may or may not respond as expected.  It is best to test the 

media to be used among small subsets of the target people.  Expect, plan and budget for 

revisions.  Anticipate the gaps and barriers that may lie between the target people and 

their adoption.   

  The Holy Spirit is already at work in the lives of your target people and will always 

have surprises for the planners.  The four adoption models may provide a hint for what 

God is doing among a target people.   

 

 

 



Mediastrategy and Christian Witness 

 - 71 – 
www.mediastrategy.org or www.comsresource.com 

 

 

 

 

 

 

 
 
 
 
 

Section Three: 

How does Media Communicate? 










































































































































































































































































































































































































































