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If someone In your suburb/town/village searched
for hope this week, would they find your church?




Are you running programs and disappointed
with the community response?




Are you struggling to see that social media is
really making any difference?




Poll




Nemanja Juri Si ¢

Instagram Prophesy postsr 5000 followers- 10 young people




12,000 new members in Mexico

Adventist Church in Mexico
Achieves Record

Evangelism Digital Impact

Initiative wraps up extensive mission and community
outreach across the country.

A Food distribution, concerts, health initiatives, youth marches
A Creative Disciples, amplified the campaign on social media

A Reached 6.5m of social media




‘twelve month window

1.485+ miliion views
48,000+ likes

13,500+ comments

11,500+ shares

35,000+ subscribers
2,300+ bible study requests

From one person!




People are still searching
for hope, meaning,
healing, and truthy but
they often begin that
journey In digital spaces



Digital can create interest.
Only discipleship can
nurture It.



4 major shifts we
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1. People are
iIncreasingly _
NP0 DY s
digital life
I




0%

Gen Z using TikTok weekly to help them with spiritual life




2. People increasingly
search and discover
through digital
platforms

41% of Gen Z turn to social platforms first, making social
now the #1 place they search, ahead of traditional search
engines (32%) US/UK/AUS




3. We are In an
abundance era, so
attention 1s harder to win






Three ways to stand ouin
an abundance era

Aagcl qlls Rqdé WGIY
AJse Hook, Hold, Help

APaid social media

AJsing Al to be effective



Website
Short clip

4P€Op|e mOve tOward Google search
. . Website
faith through multiple Testimony
Podcast
Livestream

connected touchpoints

Think beyond single events or single platforms and build connected pathways that help people
move from curiosity to discipleship.




Journey may look like ...

fa friend shares a reel
Ahey see a short clip on Facebook or TikTok
Aater they Google the church
Ahen they watch a YouTube testimony
Ahen they message someone privately
Ahen they attend a local evenieg. church community lunch
Ahen they join a Bible study group chat




How to be effective In a
cluttered digital
environment

OlWhue It qqRY U
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Visible ?
Helpful ?
Effective ?

Pray for the Holy Spirit




Using digital tools to
Be visible



Top Priority Fix visibility &
discoverabllity before One
Voice 27

McCrindle Research Insights




44% of Australians are unfamiliar with SDA church

When thinking of the following church denominations,

which of the following best describes you?
Australia (n=1,530)

Catholic 509

Salvation Army 519%
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Anglican
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Baptist

Uniting
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Jehovah's Witnesses

The Church of Jesus Christ of Latter-day Saints
(Marmons)

‘ Seventh-day Adventist 17%

Pentecostal 20% 28%

!
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49% of New Zealanders are unfamiliar with SDA church

When thinking of the following church denominations,

which of the following best describes you?
New Zealand (n=1,008)

i

Salvation Army
Catholic

Anglican
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Baptist

The Church of Jesus Christ of Latter-day Saints
(Mormons)

#
2
%

Jehovah's Witnesses

- Seventh-day Adventist 14%

Pentecostal 15%

Uniting [RVESEREE™
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26% know of a SDA church in their town

Do you know of a Seventh-day Adventist church in your
local suburb/town?

Australia

Na

SRl F—
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W 2026 (n=1,530) 2022 (n=1,501)

Do you know of a Seventh-day Adventist church in your

local suburb/town?
New Zealand

Na
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62% of people have not seen any marketing

Where have you seen Seventh-day Adventist advertising or

marketing before?
Please select all that apply.
Australia

Local church signs

Social media

TV

Printed materials (pamphlets, newspapers)
Letter drops

Radio

Billboards

ave not seen any Seventh-day Adventist marketing
or media before

0% % 20% 30% 40% 50% 60% 70% 80%

W 2026 (n=1,530) 2022 (n=1,501)




Be visible

1. Be easy to find

- website appears in search
- social page on Facebook
- Google Business profile is set up




Where do people learn more about your church?

IF YOU WERE CURIOUS ABOUT THE
SEVENTH-DAY ADVENTIST CHURCH, Search on Google or another search engine
WHERE WOULD YOU MOST LIKELY
GO TO LEARN MORE?

PLEASE SELECT ALL THAT APPLY.

Visit an official church or organisational
website

Visit a church or attend an event in person

Watch YouTube videos
@® Australia (n=1,530)

New Zealand (n=1,008 ; :
@ New Zealand (n ) Ask a friend, family member or someone | trust

Ask an Al tool (e.g. ChatGPT or similar)

Watch videos or posts on social media (e.g.

Instagram, TikTok)

Visit an Adventist community service centre
(e.g. school, food bank)

Listen to a radio station operated by the
Adventist Church (e.g. FaithFM)

Watch a TV channel operated by the Adventist
Church (e.g. Hope Channel)

Engage with Bible mail correspondence
courses (e.g. Hope Bible Study Centre)

Other (please specify)

| don't know where to go to learn more

Google, website and YouTube came up as popular digital options




Be visible

2. Make the first impression

clear

A lot of churches are online, but it is
not obvious:

Avho they are

Avhat they care about

Avhat kind of church they are

Avhat to expect




Be visible Ay
SEL

3. Keep information current

An outdated page can make a church
feel inactive or hard to trust.



Be visible

4. Make the next step obvious

Once someone finds you, what should they do
next?

Aplan a visit

Amessage the church
Aregister for an event

Aask for prayer

Ajoin a Bible study

Awatch a short welcome video




\
/

\
| plan your visit at my church in order to increase
our first-time visitors by 42% in the first month,

-

Chris Abbot



5. Show real people, not just

Information

A church becomes more visible when people
can see:

Athe pastor

Amembers

Atestimonies

Acommunity activity



3am Ryde Church & Following @ Message

862 followers - 14 following
3am Ryde is a group of warm and friendly Christians in Ryde
& Community

@ISR m. e




6. Reduce friction

Make it simple for someone new.
AsK:

ACan they find parking info?

Mo they know what to wear?
Ao they know if children are
welcome?

Mo they know who to contact?




/. Paid online adverts

~Yq6 1l kKt W ¢! WieUHSE
One Voice 27 program

Community lunch

uRIT kKt WHEI ¢nalll ¢!
Youth events

Health program




2.6%
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If you are running annperson eventT how do
you reach local people?




Facebook ads
- Set budget
- Time period
Locations you want to reach
Target age/gender/interests




Poll 2




How many people could
you reachfor $39 in the
South Pacific
(excl Aus and N2)?



204,433 video plays
103,812 engagements
$0.0004 pereng.

=9

MW ¥S8 How can you be the hands and feet of Jesus 153,058 ’ $0.0004 $155.00

Per Post Engagement Lifetime

7 Forgetting isn't harmless 4,058 k $0.0004 $155.00

Post engagements Per Post Engagement Lifetime




O6RGII WUKYt WECt ql
T Sydney Church

Budget $200
9,881 reached- mums in part of Sydney
257 engagedn clicking on the ad

1 registered

1 new family attended



Fail?

9,881 reachedr increased awareness
257 engagear showed interest, better prospects of future
engagement

RememberT it often takes multiple touch points to move
people to action. It can take time to build trust.

Investigatelanding pageT focus on improving conversion




HOW COST EFFECTIVE?

Ready 1o feel belter, eal better, and live
better? Join us fTor this series of plant-based
cooking classes, Sea maore

Promoting the event post

$41 delivered:

Reach of 2,071

31 Event responses

Cost of $1.32 per event response

~“ Plant-Based Cooking Interested

Classes
Ad set Tl - Results T4 * Reach T4 = Frequency T4 - E‘I‘iﬂ per result + Budget Tl - ’:Tn"m‘ spent -

Event: #{ Plant-Based Cooking Classes LY 20T 2.4 $1.32 Using campaign... £41.04



Campaign summary:
e« 75 event responses
« $163 spend

SUMMARY

« $2.18 cost per event engagement

Campaign Tl v Results Tl -
2025 09 Plant-based reels 1n

Event § ponses
Plant-based health program - 2nd round 13
A4l Charts  #* Edit (B Duplicate Event Responses
Plant-based health program 20
Event: #] Plant-Based Cooking Classes 31

Reach Tl v Frequency Tl v
1,674 1.84
2,055 1.95
1,765 219
2,079 213

Cost per result

™

Per Event

L mesponse

$4.09

$2.88

$2.00

$1.32

Nt Hespo

Budget TL

$50.00
Lifetime

$50.00
Lifetime

$50.00

$50.00

Amount spent

™

$44.94

$37.50

$39.94

$41.04
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Visible ?
Helpful ?
Effective ?
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Using digital tools to

Be helpful y speak to real needs
and real questions




What are the needs of
my community that

my church could help
with?




Primary areas of stresss NZ & Aus

W|:TCI:(:|N§FA|'?4%%L{T_(E)\YNEIQZAAl.IIQEE‘:Ig' Financial pressure/cost of living (e.g.
t/mort , debt

DO YOU EXPECT TO BE YOUR KRl e GEgR, Rk

PRIMARY SOURCE(S) OF STRESS? Emotional wellbeing and mental health (e.g.

anxiety, burnout, stress)
PLEASE SELECT ALL THAT APPLY.
Physical health (your own or somebody's close
to you)

World events and societal issues (e.g. politics,

® Australia (n=1530) climate, local community safety/concerns)

@ New Zealand (n=1,008)
Career and work life (e.g. job security, work/life
balance)

Relationships and social connection (e.g.
family, friends, marriage)

Housing availability

Parenting and children (e.g. childcare,
schooling)

Caring responsibilities (e.g. elderly relatives,
disability support)

Spirituality and purpose
Other (please specify)

None of the above




Use digital tools to build
awareness and engagement.




Anxiety, burnout, stresst No 2 on list

Build connections
through prayer
content




DIGITAL FOLLOWUP INVITING TO

MARKETING ONLINE LOCAL

PRAYER —— PASTORAL
ADS CARE CHURCH




NGl YaNO6Wagé R WG YTt
reached over 400 individuals, many of
whom are now actively part of our
community. This digital approach has
opened new doors for us to connect | /
5 Ra6 WGIUY Gl 1JHOw i

O Wo c

Pastor Daniel Gouveia from the Fresno Central Church




How do your events HELP
your community?

- One Vision27
-~Yaqd6 13l kKt Wl ¢! W
- Health program




9 CRITICAL
STEPS

——

1.Define Your target Audience

2.Craft a Clear & Compelling message

3.Leverage Digital & Traditional Marketing
4.Engage Beyond the Event

5.Track Success & Improve

Pray at every step!




STORYBRAND APPROACH

CRAFT A CLEAR & COMPELLING
MESSAGE IN 5 SIMPLE STEPS
4.CTA

3.8“0“ pHTH Sign up for our
TO SUCCESS \  FREE health

event today!

LIDENTIFY
PROBLEM

- Step 1: Attend our free
A\;\:;:(l):v:teungegrlg;? Z.OFFER rl':l)ealth workshop
stress, or poor SIM pI.E Step 2: Get a simple

eating habits? SOLUTION action plan

We provide simple, Step 3: start making 5.

science-backed health sl susailienle TRH"SF"RMHTI“"
solutions to help you take Changes Jn"n"Ev

control of your well-being

Feeling overwhelmed

to living a vibrant life






