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A bewildering number of cultural patterns, methods of operation, per-
sonal opintons, and theological traditions come skl‘.arply x_nt_o gzoqfilct as
we review the world of Christian mass communications — particularly as
it relates 10 evangelism. _ N

The church, faced with a staggering rate of t_echnolog;_gai and
methodological change, is hard pressed to “keep gg"_(?ombme this
change with the shaking of the cultusal/moral foundations in most parts
of the world, and the church has found itself on a'sea of controversy with
igrgely o compass, : _ ; o -

' gll\/{uch of th[:;s controversy is botr out of the fact that the church has
very tew professionally trained media personnel_ag.gr‘esswely working in
evangelistic use of the media. Possibly more significant, howe?ver, the
church has not established a theological basis for use of the media. It has
been “every man for himself.” ) _ .

We have been victims of a myopic view of Scripture. It is consis-
tently said, “Cne does not find television or cinema in the Bibie.” This is
true. The unstated conclusion, however, is the most dangerous part of
this observation. Because television is not in the Bible, it is infcrreg that
“we cannot ook to the Bible for guidance as to how to make, distribute,
or use our television program.” This kind of thinking has had a devastat-
ing impact. it has left us with fragmented,-often 1r}cftec£1ve, use of the
medja. Most unfortunate, this lack of biblical basis for our use of the
media has emascutated our confrontation of the lost. Indeed, one must
say that the church’s use of media for evangelism today is largely out of
touch with those in greatest veed. ‘ ' )

This paper seeks therefore to outline basic concepts consistent with
proven communications theory, providing a correlation with the Word
of God.

Scripture calls for use of media _ _

First, Scripture gives a clear mandate for use of the medla: From the
outses of Genesis, God has given man responsibility for dominion over
the natural fruit of this world’s element. The question is not, is it right to
use high-speed presses or television (or radio, audiow:ls_ual axc‘i.s, cinema,
etc.). Rather, it is a guestion whether or not.the specific medium is the
right one for the situation under consideration. in Gen. 1:26-31, God
placed responsibility for the media in our hands, And the media are vehi-
cles either for redemption or condemnation. .

But other scriptural references point more specifically toward a
mandate for use of mass media, Review passages like Eph. 5:16-17 and
Col. 4:5 where Paul instructs us to “buy up the time.” Efficiency of the
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media in reaching such large numbers at low cost is a most practical
response to our Lord’s command for wise stewardship found in Matt.
25:14-30 — the parable of the talents, Such passages should give the
church cause to think about the consequences of not aggressively using
the media for evangelism. What will God require of us? )

The first chapter of Hebrews is one of the clearest statements in
Scripture regarding God’s own use of media. God, after many types of
communications through the centuries, at last chose the incarnation itself
as the ultimate statement in his use of media. He chose to put his message
in the form of a living soul. John 1 states, “The Word became flesh-and
dwelt among us ...." God used countless other media throughout the
Scripture to communicate with men, such as plagues, pillars (of salt, fire,
cloud), animals (remember the ass that spoke?), rainbows, and manna.
His message of concern, love, judginent, and desire for rechnciliation al
ways came through. S

The Scripture poinis to goals :

‘There is an ancient saying: “How will one know when he has arrived
If he does not know where he is going?” So it is with mass communica-
tions. There must be precisely defined goals - plans for what is expected
in'audience response and what, ultimately, we want to have happen as a
result of this resporise. The Lord himself spoke fo this issue repeatedly in
the New Testament. The matter of setting goals or knowing what is ex-
pected is coveredrin such passages as Luke 14:28-30 and Phil. 3:13-14.'[n
these sections we see the clear necessity of goals — defined and visible on
a day-to-day basis. The Lord had his face “set like a flint” for the Cross.
He knew where he was going. And in John 17 we find him saying, “I have
finished the work you sent me to do.” Job complete. o

‘Too often our goals are nebulous and ili-defined, leading to hazy
thinking and, finally, great frustration and conflict, Setting general and
specific goals is essential both for our entire communications program
and for specific evangelism segments. If we do not know what we wan
the audience to do, it is certain the andience will not khow! 8

Media form and audience should “match” _

The Bible and communications professionals agree — the message is
best transmitted when medium, style of content, and audience are
carefully matched. The Apostle Paul makes a strong case for under-
standing that the audience is remarkably varied from location to loca:
tion, culture to culture. He points-out that the form for the message may -
have to be modified to meet different audiences, even within a single
geographic location. Note what' he ‘suggests in I Cor. 9:22: “I have
become all things to all men that by all means I might save some.” Also,
contrast Paul’s speech to'the Athenians in Acts 17 with his appeal before
Agrippa in Acts 26. This is a plea for us to break down the audience into
its natural segments — by language, education, ethnic or religious pat-
terns —— whatever is necessary for efféctive communication.

One observer commenied, “How do you climb on a moving train?
Do you approach it from a right angle? Certainly not! If you do you will
most likely be killed. The only way o climb on a moving train is to come
alongside, approximate its speed and steg on.” :
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Evangelzsm e speakmg 10 everyone
{Tim. 2:4 indicates that it is God's will that all men should be saved

“Ii Peter 3.9 indicatés the sam ¢ thing. John 3:16 pmntq to ““whosoevert.”

Why is it, then, that so. much of our media content is directed only to
those who are already predlsp()bed to listen. o, read or view our
message”? Whether it is a great daily pewspaper in Mew D¥elhi, a television
station . in ‘Frankfurt, or.a speuah?ed magazine for “‘businessen 10
Argentma the same elements are. always present an audience composcd
of antagonists at oue ‘end of the spectrum, the sptrltually seelking at.the
other, and the: great mass of. the indifferent in the middle. While specnflc
research. is lacking, those at the “seeking” end of the spectmm are cer-
tainly in the minority. Uniortu,ndtely, most so-called, evahgelism in thé
media addresses itself to this latter gmall group. From the above Scrip-
ture passages and others, however, we see that God demres that all ele
sents of this spectrum should consider Christ,

We in the media have no excuse for not cngd,gmg the mind of the
totally antagonistic or ipdifferent. The problem is that it is so. much
easier to speak to the seeker or the believer who is already convinced.
For biblical evangelism to be effective in.mags. communications we fnust
engage the total range of unbelievers, but, itis a natuial, functlon of this
type of straiegy that thiere will be less visible .results. Of course, ‘the
spectrum of individuals and their spiritual condition is very fluid —
ever-changing. The individual planning a film, working on a radio pro-
gram, of writing 3 book musi realize that he doés not control where ped-
ple are in the spectrum, Yot it is our responsxblhty £0 share the Good
Mews with everyone.

Natural guidelines { ﬂow from lookmg at this sunptural meeratlve of
speaking {0 all men: it is likely that speeific content must be prepared for
the various portions of the spectruim. Individuals who are antagonistic o
indifferent will only “tolerate” certain kinds of media content. At the
game time, those who are genul uinely seeking answers are usually willing to
consider a much more specific, more pointed spiritual message.

Evangelism - it is a. process not g one-»ame eveni

wen and women who come {o Christ in 2 moment of faxth are born
anew. Yet the series of factors that have brought them to this pomt of
decision must be-carefully considered if we are to make proper use of the
media, Every individual who has in faith claimed Chirist as Savior has
done so becauseof Compos.lte of events Of mfluences in his of her life. No
single incident ever, ushered a person. into the kingdom.

The Scnpturc makes_ clear that there is the three-fold nature of
evangelism —— sowing, watering, and reaping. In I Cor. 3:6 we hear Paul
outline this sequence with distinct clarlty as he speaks about his own role
in contrast to that of Apollos ¢ and the: Lord himse!f In Matt, 9138 Christ
suggests the dnsctples pray | for harvesters to go into the field to redp. . The
implication clearly is that ‘there had been sowing and watermg to brmg
the hatvest to the stage where it was ripe — ready for reaping. .

. What is the lmportance of this. scrlptural pr1nc1ple for those of us
using mass. cnmmumca.nons media? First, our content musi be specaf" fcally
targeted for these tasks. As suggested in the pr@vxous sectlon one smgle
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message can rarely bear the full responsibility. W ith antagonisis and the
indifferent, we must sow and water. With those who acknowxedgu
spiritual need, we must focus on the task of reaping. .

hat The worldwidée problem with Christian use of the med1a however is
we tend to focus on the reaping portion of the task, for it is the
message that brings the visibie results, Few are willing to assume respon
51b1dl1ty, take the risks required for sowing and watering throughpthﬁ;
gﬁ ia, This is the tough business. Usually this task takes the form of
rlssuan contént or Christian viewpoint in a setting that has broad, gen-
ebra }\appeal As C.5, Lewis has suggested, we do not need more Christian
ooks. What we do need is more books by Christians about everythin
else, A man whose life has been transformed by Chmt Canno hc{ b X
have his world view show through. = p o
. 3&)12)%01(1 at what Christ l}i_mself says in sections of Scnpture like J{)hn
N i f your message is one of reaping, you must realize that there
ave always been those that have gone before in the hard places; sowin
and watering with & messdage to the' mind that was not yet ready fo acce tg
Andan rteagnl% you have omy joined in their labors. ’
ur task, then, isto speait to all men, not aselect few
do so, our strategy st include the total task of sowmv; Qzﬁ,r\:nhm W;
reapmg for'it to be truc evangelism. 5 e

Evangelism and the media: wkaz form Jor what ﬁmz,nan?
o 1.et s assuine that we %}ave agreed that we must confront the lostuess
man where t.he_]ost man is presently congrégating: television program
magazine, radio program, or newspaper. Further, assume that we hdv(;
agreed that we are going to provide a message that genuinely speaks to
E{i:forrr:;gnotra\gé)man tm ;erms he or she understands — the culturat en-
spiritual co
ket pr{éhem Lruthn?dmon considered. Now, what will you say?
Turn to the remarkable passage in Matt. 11:2-19 as we hear Christ
speak to the issue of form versus function. Asin Luke 7:18-35, he out
lines in this section the sharp contract between the life-style of hlm)ul;
and that of John the Baptist. One was an agsthetic, cut off from socus,?
The other was immersed in men’s affairs. Christ said to the: bystanderi
you have rejected both life-styles — and in doing so have missed th
truth, You would not tolerate sither form in which the message (fun :
tion} of truth was resident. Neither form conformed to your preconce .
ed ideas of the “package” in which truth could be-carried. v
) CL:;]’[’[St concludes this section by crying, ‘“Wisdom will be justified of
erse Truth is truth and does not need man’s endorsement of th
package to confirm its own reality. e
. Grasping this truih could be dbsoluteiy revolutionary to the cause of
vangeiism through the mass communications media, worldwide. If we

‘understood this principle, we would be set free from the curse of tradi-

tional forms which we impose on media usage. Particuiarly, the ap-
proaches developed in the West for media would be dbdl"ld()l‘;cd wf;pn
they did not w:nrk in other cultures. Better yet, we would be free at- tﬁe
outset to say, “What miethod will besL suit commumcauon of the’ truth in

this given cultural situation?”
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With this scriptural libérty the mass communications staff is then
faced with the quéstion of knowing the nature of his audience, where the
unreached audience is presently congregated and what media form: will
pest -suit his message {function} as he secks to share the life-changing
Word of Christ: - .

Media versus the Holy Spirit’s influence . :

1t is a generally held view in communications theory that media do
not change attitudes but, rather, tend to reinforce pre-existing ones. This
then means that we-must be aware of man’s sinful nature as outlined in
Jer. 17:9, Psa. 51:5 and Rom. 3:23. . . _

Man's nefure is outside the control of media. Cnly the washing and
regeneration of the Holy $pirit will change the heart of man as mention-
od in Titus 3:5. Again in John 6:44 there is a clear statement regarding
the limitations of the media to effect any. permanent change unless God
draws those who are to be saved, .

While the Scripture points to positive principles for use of mass
communications, there are nonetheless some solemn warnings. Take, fox
example, the passages of Luke §:4-15 or Mark 4:3-20. Christ here shows
that it is possible for the truth to. Jodge in a mind and, under certain cir-
cumstances, dislodge later -— not having had a basic change take place.
So, it appears that media can inspire a “eonscious only” conversion ~— an
intellectual commitment without the washing and regeneration of the
Spirit. The medium may be a convincing radio program, or the highly
persuasive rhetoric of an evangelist, A clear warning to the counting of
numbers — especially before discipleship has taken place!

Evangelism and our credibility : . :
. In communications theory there is a basic section of research that

deals with credibility or believability of the message. The higher the
credibility of the messenger, the more weight or faith will be placed in
the message. This is: often closely related to your knowledge of the
messetiger — his proximity.. You tend to trust the word of a neighbor
before-you trust the word of a stranger. You transfer the image of your
neighbor’s reliability to the content of his message — even though the
message may be something foreign to you. This is why, for example,
short-wave radio is rarely as believable as medium wave or local radio.
Many other factors besides proximity influence credibility. But the au-
dience must have reason for believing what we say! :

Christ knew the importance of credibility being linked to his
message. Read over passages like John 10:38 and John 21:24. Christ said,
“y ou may not believe what I say, but you cannot deny what you see going
on before your eyes.” . . B

In a fascinating passage in 1 Sam. 3:19, « _the Lord was with him
(Samuel), and did-let none of his words fall to the ground.” Samuel’s
words were known to be valuable — they were not cheap but considered
important by those around him. Because of this we read later in Chapter
g that Samue! is characterized as “..an henorable man; all that he saith
surely cometh to pass; peradventure he can show us.our way that we
should go.” What more eloguent testimony could be given to credibility
of the message!
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consider the authority of the Gos i
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M . . N . . - ..
asrfJ ;ﬁeﬁ% fgft fﬁi Church_—m integration for evangelism
e most critical i [ i i
 the mass’,.mﬁdia o tne most ical issue of all — the relationship of
cmaiﬁfﬁgg ;I);):;xtti tocihe iact that it is the Church that constitutes
hi le. It is the Church that is prayed for by Christ hi i
st . y Christ himself.
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plete until we “teach them whatsoe e ot com-
‘ : ; ver I have command o3 I [
28:20). That is conversion and discipleship. nded you..” (Matt
and iA(I; hqnehs_t look at §ectioras of Seripture like Romans $2 Ephesianﬁ 4
an orinthians 12 gives good cause for us to ask, “Wheré do the més
ou?:;?z?twauonﬂ i}wdla fit into God’s media plan for his body?” Doe:
. egy call for integrati i i i i
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Communications progrs
e : srograms that do not specifically i
lpcal, visible church are incomplete and unslgripturaiy He bacl inco the
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Ous media strategy must acknowledge that we do not s]iart firlqrr;n%
“zero” as far as audience God-awareness, This should profoundly in
our content. o . . ‘
ﬁum”?fu{;uevangeiism is not just speaking to those e;":deniy tmgtz:;:::di;:}
i come to know him. Anta) y
Gospel, Gad wills that all men come 16 Know !
Eﬁgferen? and seckers alike, have efquailflgglg toe ?5“: (i,(i)gg fie;:g ng, and
all."T'ner ) , and
ill; however, be a process tor ail. ; : rd
reapiiitlévthat must go on in every heart and must be cqnmdcr_ed: in all o |
ia and communications planning. : o . -
medl\?\f?::annot e bound by traditional form for thie message. gurd?;:r
conceived ideas about-how to package the messag;,]e may sexiously det
etective communiation, il ot SEE0Y  imiations. No medium othes
But mass communicaiions inedal am ot
i ' roduced true conversion.
“Holy Spirit of God has ever pf true o _
tmhzgi;h;ersoniell:nust be aware of the distinct possibility of methodically
- . . N s,
avi 1 — “conscious only’ COMVETS1O ' ' '
SdVIHngI;!;le mass communicatioriis only as valuable in c;fapge;;lsim :fsitll‘tl
effectively comes 1o grips with an integrated plan for relationship
local, visible church, S S . -
e lg\?ﬁi;c countless other communications prmgiple__s ar_% ti;)qctl}zg 22 niﬂ !
Scripture, these concepts, placed into practice In ew'aryb r:ls; i rovo it
mun?ca‘tic;ns program, will have a singular effect. It is the oniy e,

H 3 ” .
the world is truly to “hear his voice.
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The world of today represents a rapidly changing environment charac-
terized by burgeoning population growth, teeming cities, young pecple
breaking free from tradition, and dramatic growth of materialism as a
motivating philosophy. More than ever before, successfl communica-
tion sirategy requires a sophisticated analysis and understanding of the
audience, if. the church is to succeed in penetrating. societies with the
message of Jesus Christ. This paper explores the important questions of
why an understanding of the audience is crucial, the types of information
needed for Christian éommuniqation_,_and some implications for overall
strategy. . ' .
The communication process R o
Assume that an African tribesman turns on his transistor radio and
hears the sounds of a hymn followed by the beginnings of an evangelistic
sermon, What will his response be? In large part, the answer given by, the
reader will reflect an underlying theory of cominunication.,
According to one theory which is widespread among some Christian
leaders, the primary task of the communicator is to expose the audience
to the message and God will do the rest to bring the reader or listener to
himself. Exposure, in other words, is the basic consideration and thé
message itself is sécondary so long as if contains biblical truth, .~
In one sense this point of view has merit, because it is undeniable
that the Holy Spirit is the agent responsible for human response to the
Christian message. More fundamentally, however, it errs by overlooking
that a perceptual filter is part of the God-given psychological equipment
of every human being. Psychologists have demonstrated conclusively
that exposure is only the the first stage in communication. The message
input then must be processed through a filter which contains the accumu-
lated experience, information, values, attitides, and other dispositions of
the individual. Furthermore, it is now known that this filter can function
to prevent the entry of unwanted messages into the central nervous

system and, conversely,to enhance the probability that compatible infor-

mation will be processed and acted upon: _ o

.. Returning now to the African tribesman, the second theory of com-
munication recognizes the very real possibility that the radio may be
turned off through disinterest, or that the message will be completely
risunderstood, or that it will fiot be retained in memoary, The key lies in
whetheér or not the filter is open to begin with, and whether ‘or not the




