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Within the last few years several

books have been wr距en about what we

shall call the Church Marketing Move-

ment. These writings include:

Anderson, Leith. P±垂g For Chang皇・ Minne-

apolis‥ Bethany House Publishers′ 1990. 208

PP・

Bama, G∞rge.塾e Frog in the臆堕辻車∴迎

旦垂直ans Need to Know About Life in_せ坦

Year 2000. Ventura, CA‥ Regal Books (A Divi-

sion of Gospel Light)′ 1990. 235 pp.

Bama, G∞rge.睦er Friendly Ch壁土出雲S. Wha!

塑垣i争nS Need to KnQW About the Churc互壁

壁聖]e Love to壁JQ. Ventura, CA: Regal

B∞ks (A Division of Gospel Light)′ 1991. 191

PP・

Towns, Elmer L. An Inside Look at lO of

工Qday,s Most Innovative臆⊂hureh鎧L坦吐a!

塾呈y’re Doing. How They’re Doi哩生色壁Q逆

進u Can Apply Their Ideas in Your Chur吐〃

Ventura, CA: Regal Iboks (A Division of

Gospel Light)′ 1990. 273 pp.

Anderson′ s book presents character-

istics of American society, aS Well as guid-

mg Principles for the church wishing to

minister in this day・ Barm′s books deal

with what American culture is like today

and will be like for the next ten years or so

(see: The Fro in the Kettle and with the

principles gleaned which help to make

churches grow (see: User Friend聾

Churches). Towns’book profiles ten ’′suc-

cessful′′ churches by name and then glVeS

an analysis of the e】ements in these

churches which helped make them so

successful.

SOME OBSERVATIONS

AND REF1ECTIONS

What are this Movement’s maゆr char-

acteristics, and how are Bible-believing

Christians to respond to it and its empha-

SeS?

1. Certainly we wish to see our

Churches expenence numerical growth

and reach those about us with the truths

of God′s Word. The concept of marketing

one′s church is not n∝eSSarily bad. We all

recognize that the way our church′s build-

ing facilfty looks, the kinds of programs

we offer through our church ministry,

and血e way we conduct our church ser-

vices all either attract or repel people. In

one sense, then′ eVery Church has been′

and is invoIved in marketing its product.

Why the stir? A new movement is emerg-

1ng Which targets specific people and

urges institutioml changes away from

the traditional in order to a壮ract and hold

these people. As a result′ sone Churches

are replacing血eir traditional church ser-

vices and offering in瓜eir place (or, sorru3-

tines, as Well as) a nonlraditional/con-

temporary ′′seekers service・′′ One has

characterized these services in the fol-

lowlng Way: ′′Typically′ a Seekers service

avoids traditional hymns and other
'churchy' foms of liturgy・ It dces not

include an offering. The semon is short

and interesting. The service generally

employs contemporary music′ Often

drama and even forms of interpretive

dance・ It requlreS li調e of the person who

attends except to sit′ WatCh and listen′’

(see Alliance Life, Vol. 126, ♯23, Novem-

ber　20, 1991, ”Editorial Voice:

Nontraditional Momng Services”, P. 28).

In his book, Anderson says we are
′‘to be aware of the needs and interests of

whoever is to be reached and to be willing

to change the existing structures in a way

that is responsible′ reSPOnSive′ and effec-

tive in reaching people. These are not

easy皿ngs to do. They require that we (1)

decide who is to be reached, (2) learm

about those pcople, (3) discover血e most

effective means of reaching them, and (4)
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gahization accordingly (Anderson, P. 99) ・

2. The Movement focuses on secular

marketing principles and views these as a

(maybe ’′the’’) major guide for nethodoト

Ogy. In an editorial in Christianitv Todav

entitled ′′Church Growth’s Two Faces,’’

the writer quotes researcher Gcorge Bama

as saymg: ’The rmJOr PrOblem plagulng

the Church is its failure to embrace a

marketing orientation in what has be-

COme a marketing-driven envirorment:’

Later in the same editorial, the writer

StateS: ’’Church rmrketing has sometimes

been descri咄in alrrrost nressianic terus.

Writes Bama: 1f a church studies its rrrar-

ket, devises intelligent plans, and imple-

ments those plaus faithfully, it should see

an increase in the number of visitors, neW

merhbers, and people who accept Christ

as their Savior・’God is not even part of

this equation! It is all too easy for churches

to glVe lip service to prayer while, in fact,

trusting in t∝hhique’’(Christianitv To-

垂y, Vol. 35, Number 7, June 24, 1妙r p.

19).

3. The Movement focuses on numeri-

Cal growth as the barometer for success

and upen meeting the targeted audience’s

felt needs as the neaus for reaching and

holding them・ Responding to an article

Published in Christianitv Todav, a Writer
to the editor observes: ’′In spite of

mumblings to the contrary, SuCceSS in

Church work and the status of pastors is

measured almost exclusively by Sunday

moming body counts・ (Your own articles

reinforce this. They say hardly a word

about the spirituality of churches but cite

all sorts of statistics about numerical

growth and decline・) Ambitious pastors

and would-be denominational leaders al-

most invariably target upwardly mobile

)ruPPleS. The three things almost all reli-

glOuSly lnClined, uPWardly mobile
●　　　　　　　　　　　　　　　　　　　●



yuppies want are (1) an uplifting, COn-

temPOrary′ and emotionally satisfying

WOrShip experience, (2) a social context

filled with people like themselves with

Whom they can form friendships, and (3)

a program that wi11 occupy and benefit

their children and hopefully impart sone

Of their own values・ Furthemore′ they

Want these things with minimal demands

Or COmmitments. Successful church lead-

ers have found that if they provide these

three things and find out how to market

them′ they will have growlng and hence
‘successful’churches’’廷韮垂stiani畦

垣y, Vol. 35′ Number 6′ May 27′ 1991, P.

6). Bama underscores this by saylng: ′‘The

best way to get the unchurched or nonbe-

1ievers to consider the Church valid and

WOrthwhile will be by making ourselves

relevant to their lives. How do we do

that? By understanding their most press-

mg felt needs and responding direetly to

those needs′′ (哩坦Frog in th♀「壁土坦p.

146).

4. Because numerical growth and

meeting felt needs are held high′ any-

thing which does not contribute to them

(often the traditional) must not be prac-

ticed. A key element, then, is CHANGE.

Towns (p. 11) te11s us: ′′Five areas of

Change are greatly influenclng Current

Church growth. These five factors are evi_

dent to some degree in each of the lO

Churches in this book: First′ they have

Created innovative methods based on re_

SearCh. They are able to target a receptive

audience′ because they have a profile of

Who they can reach (see chapter 15). I call

thi s ′reaching the reachal)le.′ Second, these

are ′Boomer’churches - Churches that

have especia11y targeted Baby Boomers,

the generation bom between 1946 and
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1964. Several have adopted new programs

SpeCifically to reach the Boomers (see

Chapter ll). Within lO years血e larger

Church will be a Boomer church that will

influence the culture. Those who ignore

Or reject the Boomers will become hi-

bemating churches. America will be run

by Boomers within lO years′ and the

Church mst be prepared for血eir style of

leadership・ Third, these l O churches exer-

Cise an eff∝tive style of pastoral leader-

Ship that is different from億aditional lead_

ership. Fourth, these churches are imo-

Vative in worship expression′ refusing to

be tied to the worship forms of the past

(chapter 12). Finally, these churches are

COnSumer Oriented. They understand

marketing・ In short′ they not only can

PreaCh′ teaCh′ COunSel and evange重ize;

they can run a church in a business-1ike

mamer without becoming a business.

The Church of the future will be more

influenced by business methods than ever

before, ra瓜er than followlng traditional

ecclesiastical styles of operation.,一

5・ Sone of the problems with this

Movenent′ aS this reviewer sees it, are

the following: (1) There is the danger of

replacing the purposes of the l∝al church

as found in the New T七stament with the

goal of ′’reaching" (satisfying the fdt

needs of) a targeted people, (2) There is

the tendency to rely upon mrketing pnn-

Ciples and innovative methods without

genuine dependence upon the power of

the Spirit ofGod′ and (3) There may be the

mrumZlng Or lgnOrlng Of distinguishing

denominational labels and New l七sta-

ment teaching conceming local church

methodoIogy and practice・

One pastor′ reSPOnding to a newspa-

per arせcle on negachurches and their

emphasis upon marketing′ Summed

things up this way: ′1n response to your

May 13　page-One article on

Megachurches′: I am a registered princi-

Pal with the New York Stock Exchange
and NASD′ and make a market among my

Church peers around the country. I′m also

full-time senior pastor of the Napa Valley

Baptist Church, and I wTOte a seminar for

別ner Towns′ Whom you quote concem一

lng the church finaneial base and how to

inerease it・ My problem wi血your artide

is血e inference that all churches and/or

PaStOrs Should be looking at血e Second

Baptist Church of Houston and followlng

its example. Quoting Mr. Towus' book

丑呈上en Most Imovative Church壁上E

America gave credence to that inference.

As a pastor′ I飯l folks need the spirit of

God back in their lives, nOt entertain-

ment・ They need salvation, nOt COmfort. I

WOuld change the title of Mr. Towns′s

book to The Ten Most ImOVative Ways

to Kill the Churches and Gospel of Jesus

Christ.′ I think churches that shoot pool

and have rock concerts and ridiculous

menus in the name of Jesus Christ would

make the hair stand up on the napes of the

Apostles・ These churches have gotten

away totally from血e comn竜ssion of our

Lord to His New Testament churches.

My beef is not megachurches per se, but

the inference that the rest of us soul_

Searching′ Go{トfearing pastors mu?t ′do

it like the megachurches′ or be swallowed

up. There are thousands of folks in Hous_

ton who are rot going to Second Baptist

Church′ and they are perfectly happy,′

(Sheman S. Smith. H迫Wall Street土壁些土

地”Letters to the Editor′" Monday, July

l, 1991, P・ A9).
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