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leadership and Planning Recommendations: A leader- 
hip role will be assigned to the general church 
ommunication agency. There will be a forum in which 
ommunication specialists from that agency, from general 
irogram agencies and from annual conferences can work 
ogether on planning and strategies. The style of work 
mong the various communication units is to be one of 
reative collaboration.

Concerns: There is need for strong leadership in 
communications and for denomination-wide 
planning. Interaction among various communi
cation units could be improved. There needs to 
be a means of arriving at common purposes.

Television Recommendations: There will be a strong 
new movement into television, including broadcast 
television, cable, video discs, and satellite transmission. 
Such a pervasive influence in our culture demands that the 
church give it major attention. At the local and conference 
level this will strengthen local and regional broadcasting. 
At the general church level it will make possible such 
advances as more program production and placement, 
perhaps a program series, a West Coast office to exert the 
influence of the church on commercial programming, and 
possibly station ownership. There should be more training 
for broadcasting at conference, district and local levels. If 
the church takes the challenge of television seriously, it 
will make major funds available for sharply increased 
work in television.

Concerns: Television is one of the most perva
sive influences of our times. The average family 
watches television cumulatively 54 hours a 
week. Yet The United Methodist church is 
virtually invisible on television and many of its 
members are asking why the church does not 
make fuller use of the medium—nationally, 
regionally and locally. There is little TV pro
gramming done by the church for children and 
youth.

Public Relations Recommendations: A program of 
public relations for The United Methodist Church as a 
whole will be designed and implemented by the general 
communication agency. Local churches, districts, confer
ences, and general agencies of the church will be involved 
in the public relations task. While strategies will be 
developed under leadership of the general communication 
agency, this agency will not be expected to carry out all of 
the needed activities alone.

Concerns: Major public relations problems and 
opportunities are not adequately addressed by 
the church nationally or regionally. Church 
leaders and members are concerned that inten
tional and comprehensive public relations for the 
church are not receiving the emphasis they 
deserve.

Research and Development Recommendations: Re
search and development work in communication will be 
scattered throughout the connection, including research 
at the annual conference level. Leadership in research is a 
function of the general communication agency. Certain 
large-scale research (for example, in new technology), will 
be directed in behalf of all by the general communication 
agency, but personnel and resources of other communica
tion units will be involved. Findings of research and 
recommendations for applying the findings to the needs of 
the church will be shared broadly.

Concerns: There is need for more activity in 
research and development in order to proceed 
more knowledgeably in the midst of a communi
cations revolution. Research needs include study 
of communication theory and practice; research 
in communication technology and its application; 
market research; and study of motivation. In all 
areas, but especially in technology, research 
needs to be accompanied by planning for 
implementation.
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Training and Resources Recommendations: Primary 
•esponsibility for training at the local level rests with 
;he district and annual conference. Committees and 
)ffices for communication in the annual conference will 
issume an enlarged responsibility. The communication 
igency at the general church level is to provide counsel, 
resource persons, and media resources for training local 
rhurch communicators. Training for area, conference 
ind district communicators is to be coordinated or done 
oy the general church communication agency, calling 
upon communicators in other church agencies as 
resource persons. Production of resources for training in 
communications is a primary responsibility of the 
general communication agency, seeking the collabora
tion of others.

Concerns: Strengthened resources for commu
nications and increased training in communica
tion skills are required to make the church 
effective in its communication tasks. These 
needs are especially apparent at the local level, 
but there are needs also at the district and 
conference levels.

Communication Programs of Annual Conferences 
Recommendations: Communication functions of annual 
conferences will be strengthened. This requires that 
decision makers in the conferences be aware of their 
opportunities for communications and the special skills 
required. It is recommended that in providing conference 
staff, care be taken to preserve a discrete area of 
communications and keep professional requirements in 
mind in filling staff positions. The general communication 
agency will make available consultation and assistance to 
conferences in developing their communication programs. 
Guidelines for district, conference, and area communica
tion programs are to be developed by a consultation

among persons working at these levels, convened by the 
general communication agency. Resources for communi
cations at the conference level are to be provided by the 
general agency, which will also create training opportun
ities for staff.

Concerns: The church does not have a clear 
policy on the essential communication responsi
bilities at the conference level. There are no 
generally accepted guidelines as to what the 
communication program should include at the 
district, conference and area levels. Professional 
requirements for persons holding communica
tion portfolios in conference staffs are uneven. 
There is a need for more resources and in some 
cases training.

Telecommunication Recommendations: Telecommuni
cations will be addressed as a part of the comprehensive 
communication system, with attention to such possibili
ties as alternative trunk lines for'voice communication, 
use of satellite or other innovative linkages, telecon
ferencing, and the development of models for conducting 
meetings without travel. A top priority will be develop
ment of a voice communication network linking general 
church agencies at the major headquarters locations in 
order to minimize costs, improve efficiency and create a 
basic network that might later be expanded to include 
conference offices and other levels of the church. The 
central communication agency, with its expertise in and 
responsibility for communications, and the General 
Council on Ministries, with its responsibility for coordina
tion, will be assigned responsibility for development of the 
basic telecommunication system.

Concerns: Two separate professional studies 
have shown that telecommunications for the 
United Methodist Church are disjointed, ineffi
cient and costly. The church has been slow to 
take advantage of new technology, in part 
because a variety of individual units devise their 
own telecommunication facilities. While confer
ence telephone calls are used frequently, the 
church has been slow to move beyond this device 
in developing ways to bring people into dialog 
without travel.
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media channels to inform the public at large 
who United Methodists are and what we are 
concerned about, utilizing local persons and 
locally prepared materials as well as nationally 
produced resources for input to the secular 
media; provide news to the public media.

c. Work with local church communication coordi
nators and committees—directly or through 
districts—to ensure comprehensive coverage 
and quality programming within the confer
ence.

d. Publish or arrange for publication of such 
periodicals as may be needed to inform the local 
church constituency of conference, national and 
international programs and issues of concern to 
this constituency.

e. Encourage distribution and use by local 
churches of relevant nationally produced peri
odicals and resources.

f. Produce as needed specialized educational 
media resources for use throughout the confer
ence.

g. Provide a resource center to serve churches 
within the conference and offer assistance in 
use of resource materials.

h. Take initiative in promotion; work with the 
conference staff and national agencies to 
coordinate program and benevolence interpre
tation and fund raising within the conference.

i. Provide training in communications to church 
groups throughout the conference in coopera
tion with United Methodist Communications, 
working through district communication orga
nizations as appropriate.

j. Perform public relations functions for the 
conference and assist in the public relations of 
agencies and institutions of the conference.

k. Function as an integral part of the comprehen
sive communications system, initiating and 
helping to facilitate a two-way flow of communi - 
cation between local churches and general 
boards, agencies and administrators at the 
general level of the church.

l. Assist the ethnic minority communities within 
the conference with their communication 
needs.

m. Cooperate with communication persons in 
other conferences and at other levels; share 
resources produced in one conference with 
others; attend a national consultation convened 
by United Methodist Communications at least 
once every two years for communication staff 
persons in conference or area offices in order to 
coordinate communications work and advise 
United Methodist Communications as to its 
program and services.

3. Episcopal area (using an area office of communica
tion if desired).
a. Perform news and public relations functions at 

the area level, including coverage of actions of 
the bishop.

b. Work with Conference Committees on Commu

nications and perform services for the confer
ences if and as mutually agreed.

4. Jurisdiction (optionally using jurisdictional staff).
a. Use print, film, and other media to communi

cate internally about the work of the jurisdic
tion.

b. Communicate externally, in such ways as press 
relations or radio and television broadcasting, 
in consultation with United Methodist Commu
nications and with services and resources from 
UMCom.

C. General church level.
1. United Methodist Communications.

a. Innovation. Use staff and funds in model 
building and testing, experimenting with op
tions, tools, and styles available from the 
secular communication industry to determine 
which combinations best suit the needs of the 
church as it attempts to speak to the world and 
communicate internally.

b. Advocacy. In behalf of the church, monitor all 
regulatory and decision making arenas related 
to communication and, where possible, influ
ence decisions being made at federal and 
international governmental levels—including 
such issues as free flow of information, access to 
communication channels, and postal regula
tions.

c. Communication with the public. Set forth to the 
public at large through the public media the 
meaning of the Christian faith from a United 
Methodist perspective; minister to human 
needs of persons as appropriate, using media; 
make clear to the public what we believe and 
who we are as a people by creating messages 
and developing spokespersons who can articu
late our beliefs and concerns.

d. Network building. Create networks of com
municators at all levels of the church, including 
local church, district, conference and national. 
Networks may be organized around functions, 
skills or interests and will bring together 
persons trained in communication techniques 
and knowledgeable about the denomination, its 
goals, programs and projects, to give mutual 
support and strengthen the work of the church 
in internal and external communications and 
promotion.

e. Conduct public relations in behalf of The 
United Methodist Church at the denomina
tional level and give counsel in public relations 
to other units and institutions of the church.

f. Operate a news and feature service to serve the 
public and in-church media with impartial and 
complete news and program coverage of The 
United Methodist Church, building on what is 
already in place (existing agencies, periodicals 
and services).

g. Provide for the denomination instructional and 
informational materials in forms best able to be 
utilized by constituents, including video cas
settes, motion pictures, filmstrips, audio cas
settes, discs, or new forms, working with other
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programs and procedures and sharing together 
in decisions related to content, format and 
distribution of such materials within the 
church.

g. They shall assume responsibility for such fund 
raising activities of their agencies as General 
Conference shall assign to them, working in 
conjunction with appropriate bodies to place 
such efforts in proper perspective to the total 
fund raising program of the denomination.

h. They shall cooperate with United Methodist 
Communications in providing news and feature 
coverage of the activities of their agency for 
distribution through channels established by 
United Methodist Communications as well as 
their own periodicals.

i. They shall serve as the primary link between 
the program agency and United Methodist 
Communications, providing counsel and infor
mation in their subject area for use with the 
public media through United Methodist Com
munications.

j. They shall cooperate with United Methodist 
Communications in the training of persons 
within the communications network in the 
subject matter of their agency and in securing 
communications training for their own linkage 
persons at conference and local levels.

k. They shall work in cooperation with United 
Methodist Communications and other agencies 
to do marketing analysis and data gathering on 
which to base long-range plan ing  for the 
communications programs of the agency and 
the denomination.

l. They shall participate in the Communication 
Advisory Committee.

4. The General Council on Ministries.
a. Perform the tasks of evaluation and coordina

tion as a part of its work in those areas applying 
to all agencies of the church. This includes 
resolution of conflicts between agencies in the 
area of communication if such conflicts should 
arise.

b. Perform the disciplinary functions in the area of 
distribution of free literature, proposals for 
new periodicals, and coordination of mailings.

5. Communication Advisory Committee.
A model for coordination should include provision
for:
a. Accountability and responsiveness to persons 

in the local church who contribute their funds.
b. Recognition that ideological differences exist 

and there must be ways for interaction among 
leaders and constituencies who do not want to 
see information they disagree with dissemi
nated or programs they do not like supported.

c. Provision for the freedom to move ahead by 
individual agencies able to get agreement 
around a particular set of goals.

The Communication Advisory Committee shall be 
created by and advisory to United Methodist Commu
nications to work in the areas of planning, coordination 
and arbitration related to the message sending aspect

of the communications enterprise. This committee 
shall be composed of representatives of United 
Methodist Communications and staff of the several 
communications units at the general agency level, 
communicators at the conference level and such other 
persons or organizational representatives as may be 
deemed advisable. Functions shall be:

a. Meet regularly for the purpose of sharing 
information, mutual planning and coordination 
of the communication thrusts of all agencies in 
order that gaps may be filled and overlap 
diminished.

b. Study information overload and communica
tions flow and advise action.

c. Study and advise as to ways of reaching 
marginal audiences gathered around the local 
church in ways which challenge and invite 
participation in national or conference pro
grams if local programs do not exist.

d. Examine the interface 'between education and 
communication systems and, with United 
Methodist Communications, advise how tech
nology may be employed. .

e. Study the ways local congregations are re
sourced and the interrelationships between 
education and fund raising, giving advice for 
action.

f. Work with United Methodist Communications 
to strengthen conference and area communica
tions enterprises.

g. Study ways to achieve a higher level of 
two-way communications.

h. Provide an arena for the evaluation of the total 
communication efforts of the church in accord 
with mutually agreed-upon guidelines and for 
sharing of self-evaluation models.

D. Unofficial structures.
The category acknowledges the very important roles 

played in the communications of the church by 
publications and broadcast efforts that are not author
ized or funded by central agencies but serve United 
Methodist constituencies. Included are such periodicals 
as independent conference publications, U n ited  M eth 
od ist R eporter , N O W , G ood N ew s, and many others. 
1. The United Methodist Association of Communica

tors, as a voluntary, unofficial professional organi
zation.
a. Provide recognition, fellowship, and vocational 

enrichment for professional communicators of 
the church; participate in and support training 
and continuing education events.

b. Develop standards and see': to enhance the 
professional quality of work by U nited Method
ist communicators.

c. Cooperate with communication offices and 
structures at local, conference and general 
church levels, with a specific liaison to the 
central communication agency.

d. Assist in monitoring and evaluating the com
munications efforts of the church.

e. Assist in keeping membership up-to-date on 
developments in the communications industry 
and in promoting dialogue and discussion on
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TOWARD A CHURCHWIDE COMMUNICATIONS SYSTEM: A STRATEGY

I. The essence of communication is an exchanging of awareness.

On that basis, the purpose of communication in the United Presbyterian 
Church is to make all of its parts aware of what is being done in its 
other parts.

Such communications may serve many aims. Among them are the eliciting 
of personal and corporate involvement in mission and ministry; broadening 
understanding of often-complex issues; contributing to the wholeness of 
the United Presbyterian Church in all its parts, and of the Church Universal; 
eliciting financial support for mission and ministry, through understanding; 
and not least, reporting to the church on the agencies' stewardship of the 
responsibilities and the funds entrusted to them.

Communications, especially communications in the church, must walk a narrow 
and often ill-defined path. It has a responsibility for building trust, 
but not at the expense of integrity; it must speak the truth in love, but 
not to the derogation of either love or truth; it must clarify, but not 
over-simplify; it must be supportive of programs, but not through propaganda 
in the pejorative sense of that word; it must encourage financial support, 
without hiding or glossing over that which is unpleasant; it must encourage 
discipleship, without promoting any of the elements of discipleship at the 
expense of the others.

II. A churchwide communications strategy is designed to do the following:

Listen--hear what is being said in the church, to the church, by the church, 
so that understanding may take place.

This listening will be undertaken in a variety of ways among which are the 
following:

1. Existing research instruments, primarily the Presbyterian Panel.

2. Intentional inquiries by staff in their travels, seeking out 
local church members.

3. Recording pertinent data found in the reading of congregational, 
presbytery, and synod publications.

4. Analysis of subject matter of articles received by MONDAY MORNING.

5. Analysis of the concerns expressed by church members in their 
letters to General Assembly agencies, insofar as the agencies 
are willing to provide access to such mail.

6. Analysis of inquiries received through Dial-Your-Question.
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2. Begin, in October, a series of reports intended to cover a period 
of one year.
a. It is understood that circumstances such as the emerging of 

new issues, concerns, and subjects may change the list of 
topics to be reported.

b. As part of its mandate assignment, the Communications Unit 
will determine the means, timing, and persons assigned to 
carry out the reporting function, but always consulting with 
and seeking the cooperation and assistance of all the agencies.

Stimulate--encourage the interchange of ideas, responses, needs, hopes, 
expectations.

1. A primary element in the selection of means by which reporting 
is to be done will be consideration of ways by which response 
can be elicited.

2. Responses will be reported back to the church, as well as to 
the agencies and cabinets, with emphasis on reporting to those 
most involved in a particular subject.

Innovate— constantly seek new ways, or different uses of old ways, in 
listening, anticipating, reporting, stimulating.

1. It is recognized that budget and staff limitations may impose 
restrictions on the innovative expectations; nonetheless this 
function will be agressively and continuously pursued.

2. It is recognized that none of the above is to be understood to 
be accomplished at the expense of current agency or unit goals, 
objectives, and responsibilities, but rather will be undertaken 
in addition to those services.

3. It is understood that the addition of the services outlined in 
this paper have budget implications, and that the success of the 
project depends at least in part on funds made available for it.

III. All communicating is done through one or more of four basic means:

That which is spoken, written, depicted, or enacted. That they sometimes 
overlap does not deny their individual integrity; that they often are com
bined underscores the importance of variety in making the exchange of 
awareness possible. These means are involved, in varying degrees, in all 
the components of communications strategy.

Any system to be developed at all judicatory levels to make workable a 
churchwide communications strategy includes the following components:

1. A communications presence at and access to planning and decision 
making points.

2. Determination of communications content in.materials being 
developed for churchwide use.
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other agencies with whom they meet, thereby lessening the time 
available for in-depth discussions of both issues and possible 
communications regarding them.

There is neither personal liaison with the synods (and presbyteries), 
nor representation by those judicatories on the Common Concerns 
Group.

No group such as the Common Concerns entity exists in relation to 
other General Assembly units beyond the Program Agency.

There are insufficient numbers of persons in synods and presbyteries 
who have either sole or primary responsibility for communications to 
adequately involve those judicatories in churchwide communications 
considerations.

Despite good will and good efforts, there remain instances when 
"fire fighting" communications efforts are necessary, and such efforts 
are less effective than well-planned, coordinated, communicating and 
interpreting.

2. Determination of communications content

A. Present situation

The Communications Unit consults and cooperates widely in determining 
content of communications. Counsel is sought as to the sensitive 
nature of projects, the specific opportunities or problems, and other 
ramifications. Cooperation of other units in these matters is commendable 
when sought by the unit, and some of them increasingly seek similar 
counsel from Communications Unit personnel.

The preparation or rewriting of materials by unit staff members is 
sought frequently, particularly in the area of written documents.

B. Problems

Although the mandate given to the Communications Unit appears to 
give the unit responsibility for determining communications content, 
no such authority is extended to it. This is as true at the General 
Assembly level as it is at the other levels of the church, particularly 
in some middle judicatories.

It is obvious that A.D. magazine is a key element in a churchwide 
communications system, since it reaches and is read by more United 
Presbyterians than any other official medium of communications. Yet, 
in the area of content, the determination of issues to be addressed 
and developments to be publicized are entirely the choice of A.D.'s 
editors. This is not to say that those persons are not sensitive to 
what is happening in the United Presbyterian Church; they are. It is 
to say that there is lacking a channel of regular communication and 
coordination between A.D. magazine and the unit of the Support Agency 
responsible for developing and implementing a churchwide communication 
system.
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B. Problems

Aside from those publications provided through the Communications 
Unit, coordination of materials reaching church audiences is 
haphazard, at best.

One neglected medium of communication is that classified as electronic, 
embracing radio and television. The problem of financing such work, 
however, is great. Ways need to be found to communicate 
with United Presbyterians who are among the owners of an estimated 
120 million television sets and 431.1 million radios in the United 
States.

There is a plethora of specialized publications for specialized 
audiences, from General Assembly agency units--evangelism, vocation., 
and Christian education, to name only a few. It would not be 
infringing upon the rights of such units to arrange greater coordination 
and exchanging of knowledge about what is being said to whom.

The same may be applied to synod and presbytery publications and other 
communications.

Consideration also needs to be given to more effective ways to reach 
audiences through local church sources, primarily newsletters, with 
news and information about the larger church including presbyteries, 
synods, and General Assembly agencies.

The quality, content, style, and form of documents reaching congre
gational audiences is uneven, and the selection of audiences is often 
without coordination. Consulation with the Communications Unit can be 
of assistance in these areas.

4. Determination of the means of reaching the audience or audiences

A. Present situation

Whether a specific communication should be undertaken through persons, 
printed, or audiovisual means (or several of all of them) is an early 
consideration in each instance in the Communications Unit. The subject 
matter, the availability of funds, and the time factors are all a part 
of this consideration. Judgments then can be made as to the 
effectiveness of a given means of communication for a specific need.

Several agency units present their concerns to unit staff and seek 
advice on what method is best.

B. Problems

Insofar as communications addressed to church audiences by various 
other units is concerned, it is at least a question as to whether any 
informed consideration is given regarding what means best will serve 
the purpose. A coordination.function is needed.

Consultation on the part of synods and presbyteries is rare, understandably 
so considering the absence of staff persons at those levels whose primary
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Synods and presbyteries often pay too little attention in their 
communications to the concerns, of the larger church.

Commissioners to the General Assembly are not used as communicators/ 
interpreters to the most useful extents possible, although they are 
potentially among the most effective communicators available to inform 
their parts of the church of the life of the rest of the church.

Prepared 1978

Revised 1980
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It's all there--everything we need to reach the world's 

inhabitants with the distinctive gospel of the three angels.

Satellite broadcasting, network television, mass 

circulation magazines and newspapers have combined with a 

well-developed printing industry capable of producing brochures, 

advertisements, handbills and other tools to make the opportunity 

of reaching all mankind well within our grasp.

Increased availability of education has created a demand 

for a specialized technology, producing a communication 

explosion unparalleled in human history. Emerging societies 

as well as those enjoying industrial sophistication are 

increasingly dependent upon communication to meet the needs of 

everyday life. Indeed, people are literally surrounded by 

thousands of specialized messages in the form of advertising, 

literature offers, music, commentary, public affairs programs 

and news.

The statistics in the United States alone clearly point to 

a growing dependency on mass media:

• There were 8,408 radio stations operating in the country 

at the end of 1977. Of these, 4,508 were commercial AMs, 2,986 

were commercial FMs, and 914 were non-commercial FMs. More than 

71.6 million homes were equipped to receive broadcasts from the 

nation's 996 television stations. The average American

-more-



household watches television for six hours and four minutes each 

day, according to A. C. Nielsen statistics. And the latest study 

by The Roper Organization (commissioned by the Television 

Information Office) shows that 64 percent of the U.S. public turns 

to television as the source of most of its news, and that 51 

percent ranks it as the most believable news source.^

; People are also turning to an increasing number of 

special-interest publications including 1948 daily newspapers, 

9,301 weeklies and 4,331 monthly periodicals.2

At the hub of America's communication industry is 

Madison Avenue and the Avenue of the Americas--a staggering 

array of facilities and human potential with the unprecedented 

power to reach out and mold the lifestyle and thought patterns 

of virtually every member of society.

Emanating from this creative complex is a seemingly 

endless stream of messages--carefully researched and developed 

to capture our imaginations--urging us to buy, support, change, 

accept or reject. Never have so few urged so many to buy so much 

as the U.S. communications industry.
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"'Broadcasting Yearbook, 1978.

^Ayer Directory of Publications, 1978.

-more-
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Yes, it's all t.here--waiting to be used--for political 

gain, commercial enterprise or self interest. For building up 

or tearing down. For good or evil.

Surprisingly, those who have the most to gain from 

intelligent use of the media have done the least with the 

resources at hand. For instance, church-related groups have, 

with the exception of occasional evening slots or religious- 

oriented stations, usually appeared on little-watched Sunday 

morning schedules.

Our own denomination has used a scattered approach through 

radio and television broadcasts, each doing a fine job, but 

often unrelated to one another and, thus, lacking the powerful 

thrust needed among the many voices competing for attention today.

We also tend to emphasize, the communicative act itself while 

ignoring the other basic principles of professional public relations 

research, planning and organizing, and evaluation. If we continue 

to emphasize column inches while ignoring more important issues of 

effectiveness and image-building, our impact in the communications 

arena will continue to be small.

Lacking on our part has been a vision of the potential to 

reach people with a centrally-directed, carefully targeted, 

ongoing campaign carrying the greatest of all messages, the 

gospel, to mankind.

-more-
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The Seventh-day Adventist Church is in a good position to 

fill this void by developing a package of relevant materials 

designed to have a positive impact on society.

We have the talent: Communication specialists abound in 

our hospitals, schools, conferences and other entities. We have 

the tools at our fingertips. We have the message. And we have 

the organizational ability.

Presented here, in outline form, is a strategy designed 

to blanket our planet with the unique message of the Seventh-day 

Adventist Church. The best available communications talent would 

be involved, as well as every church administrator, pastor, 

evangelist and layman in all parts of the world. Central to the 

success of this endeavor is the coordination of the Church's 

many resources as well as utilization of a broad range of 

communications media for the widest possible exposure.

Objectives of this all-out communication thrust are:

1. To reach every man, woman and child with the gospel 

message within the space of a relatively brief time 

frame.

2. To portray, in a clear, simple way which relates to 

all people, the special teachings of the Seventh-day 

Adventist Church.

3. To mobilize the Church so that all- might participate 

in the finishing of the work.

-more-
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The Plan

I. Create'a unit within the General Conference communication 

department with the specific responsibility of planning a 

wide-ranging, ongoing media effort designed to accomplish 

the above goals.

A. Functions would include research, idea development, 

planning and organizing, and production and 

supervision of various thrusts to be detailed below.

B. Specialists trained in journalism, broadcasting, public 

relations and advertising should form the staff.

C. The unit will be directly responsible to the chairman 

of the communication department and, through him, to 

the president of the General Conference.

II. This unit would assist the General Conference administration in 

laying the foundation for a successful thrust by cultivating the 

ranks of the Seventh-day Adventist Church itself. Key 

concepts in this effort would be organization, coordination 

and mobilization.

A. Dialogue with all levels of church administration to 

determine the present state of the church, current 

plans and expectations for finishing the work, and ideas 

on how to better work together to successfully conclude 

our earthly ministry.

-more-
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B. Strengthen the channels of communication with lay church 

members- by asking them, by use of a scientifically 

verifiable questionnaire, what their perceptions are

of the church's evangelistic performance and how the 

work might be strengthened and successfully finished.

C. Prepare the membership for the coming campaign through 

internal publicity intended to heighten membership 

interest in witnessing for church growth.

1. Articles on family living, evangelism and 

witnessing would appear in union conference 

papers as well as the Adventist Review.

2. Audio visual programs in Sabbath schools, etc.

III. On the basis of this research, the unit would, in

consultation with General Conference administration, develop 

a communication plan with a world-wide scope. A major effort, 

using all appropriate communications media, would be planned 

and directed by the General Conference communication 

department. The objective would be to reach major population 

centers on every continent, primarily radio and television 

broadcasts. Less populated locations would be covered by 

radio or other means. Supporting communications in the form of 

advertisements and articles would be strategically placed in 

mass circulation newspapers and magazines. Promotional
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material to build audiences would include spot radio and 

television announcements, newspaper and magazine 

advertisements, and handbills/leaflets distributed by local 

church members. Follow-up materials after each major 

broadcast would include articles and supplements in 

newspapers and magazines, and related programming on 

established denominational broadcasts such as Voice of 

Prophecy, Faith for Today, It Is Written, Adventist World 

Radio and the network of Seventh-day Adventist college and 

university radio stations.

A. Using a central theme, a series of quarterly 

television broadcasts would address problems of 

everyday life as they relate to the Bible with 

constructive solutions offered in a Christian context.

1. Family 1iving/raising children

2. Health

a. Exercise

b. Physical, mental and spiritual well-being

c. Diet and temperance

d. Recreation

3. Satisfying interpersonal relationships

4. Work/career selection-making a living or serving

society?
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5. Retirement and old age

6. Happiness as'it relates to wealth, material 

possessions

7. Crime and violence/cruelty

8. Divorce and remarriage

9. Facing adversity--an approach to personal tragedy

10. Self-determination--in God do we trust?

11. Liberation--with a Christian perspective--for men, 

women and children

B. Format to be modern, appealing to broad cross-section 

of the general population. Discussion with dramatized 

illustrations should be professionally scripted using 

the best actors, musicians, and production capabilities 

the industry has to offer.

C. Message should be tailored to the cultural background 

and socio-economic conditions reflected on each 

continent.

D. Satellite broadcasts should be planned to cover every 

major continent.

E. Use national television networks and existing outlets 

such as Adventist World Radio to cover major population 

centers.
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1. Prime-time television, drive-time radio. Half-hour 

and one-hour television programs; 30 and 60-second 

promotional spots on radio and television to build 

audiences.

F. Marshall resources of existing church-sponsored

broadcasts as a backup to tie in with central theme and 

heighten listener interest in other church-sponsored 

programs.

IV. An extensive follow-up campaign should be mounted to 

augment this media coverage. In-depth treatments of 

subjects previously presented would be combined with 

practical steps toward a better life. Reponse mechanisms 

would be included to enable readers to obtain further 

information from a central clearinghouse.

A. Articles, advertisements and supplements should be 

placed in national magazines, such as:

1. Reader's Digest

2. McCal1 's

3. Better Homes and Gardens

4. Good Housekeeping

5. Newsweek/Time/U.S. News and World Report

6. These Times, Signs of the Times

7. SDA publications such as Voice of Prophecy News, 

Faith for Today Telenotes
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B. Brochures, pamphlets and books would further embellish 

established themes.

1. Published by denominational houses.

2. Perhaps a series on each topic.

3. To be distributed as responses to inquiries and as 

handouts by church members at public gatherings, 

to friends and neighbors, in business concerns and 

professional offices.

4. Series to serve as a cultivation device for 

evangelistic meetings.

C. Other media should be employed to further extend this 

blanket coverage.

1. Billboards

2. Posters

3. Flyers

V. Related materials should be prepared to form the springboard 

from mass media coverage into a dynamic, coordinated 

evangelistic approach.

A. Brochures and booklets, expressing the established themes, 

would gradually lead the reader to accept an offer of 

Bible studies or an invitation to evangelistic meetings.

B. Bible studies and meeting topics should be interrelated 

with established themes.
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C. Follow-up and encouragement to members in union and 

division papers, as well as the international editions 

of the Adventist Review should be carefully planned.

D. Educational institutions should be mobilized to 

observe the campaign's progress, to assess effects, and 

to involve students in appropriate practical aspects, 

training them to continue this work in the future. 

Theology students and evangelists should be included

in a meaningful way so that a greater understanding 

of the coordinated campaign would be gained.

Summary

As Christ urged his disciples to "Go ye . . . and teach 

all nations," so must the modern-day church conceive and 

execute the communication.of the gospel on a global scale.

Every unit of the denomination--from the largest division to 

the smallest district--must be actively involved if maximum 

impact is to be attained.

We are to be partners in the work of God throughout 
the world; wherever there are souls to be saved, 
we are to lend our help, that many sons and 
daughters may be brought to God. The end is 
near, and for this reason we are to make the 
most of every entrusted ability and every agency 
that shall offer help to the work. 5T, 440.
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With member enthusiasm and involvement, directed by a 

strong central administration, the communications commission 

will be greatly enhanced and blessed. To this end, let us 

direct our resources in these last days ahead.

Chris Robinson
Public Relations Director
Andrews University
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