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Problem  

Gathering an audience for evangelistic meetings has become increasingly difficult via 

traditional proclamation approaches. This challenge is even greater among young adults and has 

been observed where the researcher pastors in Columbia, Missouri. Research shows that 

technology has changed the way people choose to receive information. This is particularly true 

of Millennials and Generation Z. Additional strategies must be developed to meet the needs and 

demands of the digital age, especially by making use of concise online videos. Concise videos 

need to be developed and tested to aid in engaging with Millennials and Generation Z.  Beyond 

that, it was also imperative that content delivery methods were developed because most concise 

videos released on the Internet receive very few views.   

  



 
 

 

 

 

Method  

This project was evaluated with a clear objective in mind—to measure the effectiveness 

of videos developed by the researcher to engage the interest of Millennials and Generation Z and 

invite them to an evangelistic series to share the gospel. Videos were developed and placed on 

various social media platforms for viewing. The videos were then run as paid ads in the college 

town of Columbia, Missouri, and the surrounding area. The videos were evaluated by the amount 

of time they were viewed and by cost per view. Finally, viewers were invited to attend a live 

evangelistic series in Columbia, Missouri.  

  

Results 

In total, forty videos were developed in this project and tested on social media platforms 

as paid ads. The data gathered included approximately 866,000 views in Columbia, Missouri, 

and the surrounding area. It was determined that the most productive platform for this approach 

was YouTube with Facebook a distant second. Twenty-five guests attended the live evangelistic 

series from the videos without indicating they had received a handbill. Nineteen of those were 

from YouTube and six were from Facebook. A slight majority, specifically 13, who came just 

from videos were in the target age range. Seven were Generation Z and six were Millennials. The 

results indicate older adults were also reached. Yet the percentage of young adult attendees was 

significant. 

 



 
 

Conclusion 

This project came to a successful conclusion. The plan to develop concise videos for 

Millennials and Generation Z and invite them to an evangelistic series was implemented and 

completed with promising results. This project has laid the groundwork for evangelists to have 

another successful method to draw a crowd. 
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CHAPTER 1 

 

INTRODUCTION  

 The researcher was compelled to pursue the journey laid out in the pages to follow 

because of a challenge that was observed throughout the course of his own evangelistic ministry. 

What is that difficulty? It is connecting with young adults via evangelistic outreach. Knight 

(2019) points out that the majority of the younger generation is not being effectively won by 

traditional approaches to evangelism (such as a protracted series of prophecy lectures), which 

Seventh-day Adventist Christians have used in the past. So, we must be innovative and discover 

new ways of communicating the message. This project addresses that challenge by focusing on 

Millennials and Generation Z and seeking to attract them to an evangelistic meeting. 

  In 2021, Millennials ranged from ages 25 to 40 and the ages of Generation Z (Gen Z) 

were defined as those 24 and under. Millennials are viewed as digital pioneers and Generation Z 

are described as digital natives (McGhaw, 2020). In the United States there are approximately 80 

million Millennials and roughly 99 million members of Generation Z (“Millennials vs Gen Z,” 

2020). Together they presently make up more than half of the United States population.  

 Most Millennials and Generation Z are on social media daily and frequently use those 

platforms to watch concise videos. Anyone who uses social media can observe the ever-

increasing use of video (Regev, 2019). Videos have become the method through which these two 

generations prefer to learn. When both a written article and a video with the same content are 

posted on a site, Millennials (at a rate of approximately four to one) indicate their preference is to 

watch the video rather than read the article (Buleen, 2018). Trends indicate this to be true of 
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Generation Z as well. Furthermore, the duration of videos does matter. It has been shown that 

video length affects the viewing percentage and concise clips have better retention (Park, 

Naaman, & Berger, 2016).  

 In this chapter a foundation is laid for the project by emphasizing the vital task of 

engaging Millennials and Generation Z and inviting them to evangelistic meetings so that Christ 

can be shared with them. The investigator’s ministry context is also described and the problem 

the research aims to deal with is defined. The specifics of how the project addressed the problem 

are outlined and finally, the delimitations of this project are delineated and terms are identified. 

 

Description of the Ministry Context 

 This project was implemented in Columbia, Missouri, where the researcher resides and 

pastors at the Columbia Seventh-day Adventist Church. The investigator has served as pastor 

in Columbia, Missouri since August of 2017. His duties involve pastoral ministry in all its 

phases with a personal spiritual gifting and emphasis in outreach and church growth.  

 Columbia is the fourth largest city in Missouri, with a population of approximately 

125,000 people. The largest city in central Missouri, it is a mid-Western college town and is 

home to the University of Missouri (MIZZOU), which has a total enrollment of approximately 

32,000 students (Percept Group, Inc., 2019). 

 This location in the central United States, with its college atmosphere and population 

abounding with young professionals, was an ideal location for the implementation of the 

research project. This endeavor experimented with sharing the gospel and an end-time 

prophetic message with Millennials and Generation Z via concise videos and inviting them to 

an evangelistic meeting. 
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 The project implementation was conducted as part of the local outreach of the Columbia 

SDA Church. The outreach effort was limited to an approximate radius of 22 miles around the 

city of Columbia, Missouri and engaged the community entirely online, up until the invitation 

to a live evangelistic series.  

 

Statement of the Problem 

 Gathering an audience has become increasingly difficult via traditional proclamation 

approaches. This challenge is even greater among young adults. The researcher has 

experienced this first hand in his own evangelistic meetings over the last twenty-five years. In 

the process of conducting approximately 100 full-message evangelist efforts over the years, 

the investigator has found it a growing challenge to draw a crowd, as well as to sustain 

attendance through a protracted series of lectures.  

Research shows that technology has changed the way people choose to receive 

information. This is particularly true of Millennials and Generation Z. Additional strategies 

must be developed to meet the needs and demands of the digital age, especially by making use 

of concise online videos. Why? Because Millennials and Generation Z prefer to receive 

information through brief videos as opposed to other news or information sources. According 

to the Cisco Visual Networking Index: Complete Forecast Highlights (2018), it was predicted 

video traffic would increase to 82% of all consumer Internet use in 2022, up from 73% in 

2017.  

While video consumption online is increasing, attention spans for viewing content-driven 

and informational videos appear to be shrinking. Fishman’s (2016) study shows–in a study of 
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over 560,000 videos with a combined viewing of more than 1.3 billion plays–there was a 

major drop in viewership beyond the two-minute mark in videos of various lengths.  

As shown, more online tools and concise videos are needed to aid in engaging with 

Millennials and Generation Z.  Beyond that, it was also imperative that content delivery 

methods were developed because most concise videos released on the Internet receive very 

few views. Organic traffic may be developed globally on some social media platforms over 

time. Yet to impact a local geographical area, strategies were developed that impact a specific 

locale. 

 

Statement of the Task 

The task of this project was to produce, promote, and assess the effectiveness of concise 

biblically based videos to build connection with Millennials and Generation Z in Columbia, 

Missouri, and to invite them to an evangelistic series. 

 

Delimitations 

 Certain criteria delimited this initiative. For starters, all videos were produced in English. 

English was the only language spoken by the researcher. It was also the predominant language 

spoken in central Missouri.  

 Secondly, the initiative was limited geographically to the area where the researcher 

practices ministry; to Columbia, Missouri, and about 22 miles of the surrounding area. This 

specific location was chosen because it is the outreach area of the sponsoring church, the 

Columbia Seventh-day Adventist Church. 
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 A third limit was the talents and abilities that were available at the time of the project. 

Certainly better presenters, more creative writers, superior video editors, and more talented 

videographers would have produced videos that exceeded the effectiveness and quality of the 

researcher’s videos. Hence, it should be stated that any success realized in this endeavor 

should be able to be surpassed by others in the future. 

 Fourth, the videos were produced with Millennials and Generation Z in mind. Yet in 

contrast to that, a fifth boundary—the comfort level of the local sponsoring church—caused 

all adult age groups to be included, with merely an emphasis on young adults. The leadership 

of the Columbia Seventh-day Adventist Church was not comfortable with entirely excluding 

older adults from this outreach effort. A sixth delineation was the delivery method of videos 

to the target audience. This was done entirely online via social media.  

 A final constraint was COVID-19. This endeavor was researched pre-pandemic but could 

not be implemented prior to the outbreak. However, the COVID-19 pandemic made the 

project more timely, as many people preferred online interaction to live events during this 

time. Furthermore, pastors and churches around the world and across denominational lines 

began to experiment more with online, video, and social media ministry due to the pandemic.  

 

Description of the Project Process 

 This section provides an overview of the chapters to come. Chapter two provides the 

theological foundation. The third chapter reflects upon the research from contemporary 

literature. In chapter four an informed plan of implementation is laid out to address the 

problem. Chapter five provides a narration of the initiative and evaluates the results. The final 
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chapter proposes ideas for further study. The following paragraphs provide an overview of 

these steps with additional details.  

 

Theological Reflection 

 The following theological foundation formed the framework for developing the content 

of the videos and the balance between being relevant in the digital age and faithful to the 

biblical message. Content and principles will be studied in: (a) the ministry and instruction of 

Jesus focusing on key passages in Matthew; (b) the Acts of the Apostles; and (c) prophetic 

portions of Scripture with an emphasis on the three angels’ messages in Revelation 14. The 

theological reflection shows the purpose of evangelism and examines timeless principles of 

sharing Christ and the message of the Bible. 

 

Review of Literature 

 The literature review covers a broad range of topics relevant to the project and necessary 

to form an intervention addressing the problem. Various aspects of evangelism are considered, 

including a contrast between apologetics and evangelism. Contemporary evangelism is 

addressed and counsels on evangelism and new methods are reflected upon.  

 The review of literature then examines generational cohorts with a special emphasis on 

Millennials and Generation Z. These two groups are compared and contrasted and the 

religious trends within the two contingents are considered. Lastly, materials relating to videos, 

video creation, and video marketing on social media are reviewed. 
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Structure of the Intervention 

 The researcher developed a strategy to produce and market concise evangelistic videos 

via social media to Generation Z and Millennials and invite them to an evangelistic series. 

Twelve phases were planned to guide the implementation process: (a) support from the local 

church and conference was obtained; (b) video platforms and delivery methods were chosen; (c) 

the format, length and style of videos was determined; (d) a partnership with a social media 

marketing company to aid with ad placement; (e) initial videos were planned and scripted; (f) 

social media accounts were set up; (g) the initial videos were filmed and edited; (h) those videos 

were market tested as ads; (i) viewers were retargeted with future videos; (j) additional videos 

were developed, tested, and optimized; (k) an invitation and registration process was enacted for 

a live event; and (l) the entire process was evaluated by the data collected and plans were made 

for beyond the project. These phases are explained in detail in chapter four. 

  

Narrative of Implementation and Evaluation 

 The description of the implementation is provided through addressing each of the twelve 

phases stated previously. This contains many lessons learned and several surprise findings from 

the project initiative. Lastly, the project is evaluated and ideas for further study are considered. 

 

Definitions of Terms 

 Certain terms will be referred to repeatedly in this document and are defined in this 

section to develop a straightforward understanding. The terms being defined are in italics and 

briefly explained here as they relate to their specific usage in this initiative. 
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 Millennials and Generation Z. The project focus involves Millennials and Generation Z. 

Millennials constitute the generational group of people born over a sixteen-year span between 

1981 and 1996. At the start of this project implementation, they ranged in age from twenty-five 

to forty and represented the broadest of the two age ranges. That may seem off to some readers 

because Generation Z has covered a span of twenty-three years between 1997 to 2019. However, 

since this research only applies to adults, minors were excluded. So for the purpose of this 

research Generation Z (also referred to as Gen Z) consisted of people ages 18 to 24, which is 

only a range of six years.  

 Digital age. The present time in which we live is often referred to as the digital age. This 

time period began with the development of the personal computer. It came into use with 

computer’s common usage. This phrase is also often used interchangeably or overlaps with the 

information age. It gave rise to the term digital natives, which describe people that cannot even 

remember a time before the common use of the computer. The term digital age was first coined 

by Prensky in 2001 to describe Millennials. However, future writers would describe Millennials 

as digital pioneers and Generation Z as true digital natives (McGhaw, 2020). 

 In this project, videos were developed to attempt to engage Millennials and Generation Z. 

The orientation of videos has become an issue of consideration in recent years, with the rise in 

usage of the smartphone. That necessitates three additional terms.  

 Mobile First Approach. This describes the intent of designing content with mobile 

viewers in mind instead of designing content for computer users first and then adapting it for 

mobile viewers. The impetus behind the mobile first approach is that since the majority of 

viewers are on smartphones, content should be designed with that platform first in mind (Enfroy, 

2020). 
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 Horizontal Video. This is the traditional standard video format as used on television or 

computers. This horizontal video format is wider than it is tall. It remains the primary format for 

YouTube. Yet horizontal videos are not best suited for most other social media platforms and are 

not typically considered a mobile first approach.  

Vertical video. The mobile first approach has given rise to the popularity of vertical 

video. Vertical video is taller than it is wide and is the format often preferred by smartphone 

users. Presently, vertical video works best on most social media platforms.  

Testing. The videos created will be tested. The specific process this refers to in this 

document is as follows. First, videos will be posted on social media sites; then paid ads will be 

utilized to place them in front of the audience. The performance is then evaluated to see which 

are most effective, based on view percentages and cost per view. Ultimately the online viewers 

of the videos are invited to attend an evangelistic series. 

 Contemporary Evangelism. This term describes outreach methodologies that are done in 

a manner relevant to the environment of current and even future time periods. All forms of 

evangelism were contemporary when they were first introduced, but over the decades or 

centuries they can become dated, antiquated, and less effective. This necessitates the repackaging 

of the same biblical message into new approaches and delivery systems–contemporary 

evangelism. 

 

Summary 

 In summation, this chapter defined the problem of an increasing challenge of connecting 

with young adults via outreach efforts. The task was succinctly stated. It is to develop, market 

and evaluate concise videos with biblical content to build connection with a local online, young 
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adult audience in Columbia, Missouri, and invite them to an evangelistic series. The boundaries 

of the research were made clear in the delimitations. The project was briefly described and terms 

were identified. 
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CHAPTER 2 

 

THEOLOGY OF EVANGELISM 

 

The gospel message will be shared around the globe (Matt 24:14). As Christians look ahead 

to the eventual fulfillment of this prediction, we are challenged to understand how this might 

take place. Modern technology is changing the way humans interact. It is also changing the 

primary ways people obtain information about the world around them and almost all issues in 

life. Individuals are increasingly spending more of their time online.  

To address this trend, Christians might learn a lesson from a boxed breakfast cereal. 

WheatiesTM has coined the phrase, ‘Breakfast of Champions’. The marketers display a popular or 

successful athlete on the cover of the box. The featured athlete has changed over 70 times since 

the year 2000, but the contents inside the box have remained the same. Like Wheaties, we are 

challenged to change the packaging of the gospel to connect with people today without changing 

the crux of the message. 

In this section, important principles from Scripture that encourage continued sharing of the 

timeless gospel message will be considered. Insights on how to contextualize the gospel for 

today's digital generations will be extrapolated. As well, the Bible will be looked at to see how 

its message was contextualized to meet the needs and cultures of its targeted audiences. 

The following three areas will be reflected upon: (a) what the Word (λόγος) of God says in 

the book of Matthew about the need for evangelism; (b) observation of what Scripture says about 

how outreach was actually done in practice (πράσσω) in the book of Acts, especially as it related 
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to various contexts and cultures; and (c) an examination of several biblical examples of concisely 

delivered messages in the Bible books of Daniel and Revelation.  

 

Evangelism in Matthew’s Gospel 

 In Matthew 9, Jesus was preaching the gospel and healing people. As He considered the 

populace, “He was moved with compassion for them” (Matt 9:35). The deep ache inside the 

heart of God to reach hurting people with a message of hope is evident. The feeling the Lord had 

is described as σπλαγχνίζομαι or to “have the bowels yearn” (Strong, 2009, p. 66). Jesus 

demonstrated a deep inner need to reach lost people. 

He then guided His disciples’ thoughts toward the harvest cycle and described the 

multitude of people as a crop ready for harvest. However, there were not enough laborers to 

execute the task. He gave a command to his disciples which extends to us current followers. He 

said, “Therefore pray earnestly to the Lord of the harvest to send out laborers into His harvest.” 

(Matt 9:38). A sense of urgency is communicated here. The Greek word, δέομαι translated, “pray 

earnestly,” conveys a sense of asking “for something pleadingly” (Arndt et al, 2000, p. 218). Our 

Lord placed such urgent importance on this prayer that it was to be prayed in a pleading manner.  

 Matthew 9 sets forth the challenge before Christians and brings people to grapple with 

the heart of God. There are multitudes in today’s digital age that need to be reached, but there are 

not enough laborers. New, effective methods are needed because a worker in the harvest must be 

effective or a harvest is not gathered. As the love of God burns more deeply into the hearts of His 

people, His passion to reach the lost will flow through them and motivate them to be laborers in 

His harvest. 
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 This passion for sharing the message was also revealed by the Savior in the stories He 

told. In the book of Matthew, Jesus’ very first parable does not come until chapter 13 with “The 

Parable of the Farmer.” Certainly prior to this, He had shared teaching with parabolic 

significance (Matt 7:24-27). However, the full story version of a parable first appears in this 

passage (Morris, 1992). This new story-telling approach was out of the ordinary from His 

teaching up to this point in Matthew. It was unique enough that the disciples asked Jesus why he 

spoke in parables (Matt 13:10).  

In the parable, a farmer spread seed. This common planting technique is described as 

σπείρω, which is to sow seed in a manner as to scatter or disperse (Arndt et al, 2000). As the seed 

was scattered, four groups emerged. The seed fell into four kinds of soil: (a) into ground along 

the path, (b) in rocky soil, (c) in soil with weeds, and (d) into good soil. The seed that fell along 

the path never sprouted because it was eaten by birds. Seeds that were in rocky soil sprung up 

quickly; however, they wilted and died because they did not have adequate soil to sink in deeper 

roots and withstand the heat. The plants that grew with the weeds were overcome. In their efforts 

to simply survive, the plants were unable to produce any fruit. The seed that fell in good soil 

grew into plants that produced much fruit. 

Later in the chapter, Jesus explained the parable to His disciples. The different kinds of soil 

represent four types of interaction with “the word of the Kingdom” (Matt 13:19). The phrase 

“word of the kingdom” is only used by Matthew in this specific text.  

In each case, the sown seed indicates the Word is heard. Upon examination of the first 

group, the word which is merely heard is not sufficient to thwart the advances of the evil one. 

(France, 1985, Vol. 1, p. 223). Matthew 13 uses ἀκούω (to hear) 24 times, which is more than 
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any other significant word in the passage. It is vital people hear the Word of the Kingdom. It can 

therefore be extrapolated that a person must share the message so it can be heard. 

The seed did not sprout and was then stolen away by birds. In the same way, if a person 

hears the gospel without acting, it does not lead to one’s eternal salvation.  

Those represented as seeds in the rocky soil hear and accept the message. They 

immediately accept the Word, and then fall away (Matt 13:20, 21). The Greek word translated 

immediately in both of these verses is εὐθύς. It means “a point of time immediately subsequent 

to a previous point of time” (Louw & Nida, 1996, Vol. 1, p. 635). Hence, it is rather sudden. 

Sometimes in various types of outreach efforts, some of the first to respond to the message 

almost immediately fall away. Scripture has foretold this sad occurrence.  

That does not mean losses are accepted without effort to prevent them or trying to reclaim 

the lost. Jesus tells of leaving the ninety-nine to seek the one lost sheep (Matt 18:12). Christians 

must be intentional and put forth effort to preserve the harvest. One approach to preserving the 

harvest would be to implement the “follow-up plan” after Pentecost into the local context. 

Relationships were built as new believers continued to receive doctrinal study, pray together, and 

enjoy fellowship and eating together. (Acts 2:42). When the heartbreak of a new convert 

stumbling or falling away is experienced, Christians should realize that Jesus foretold this could 

happen. Consequently, we should not let ourselves be discouraged from the mission of reaching 

others because this can happen. Likewise, after great effort to save life, doctors lose patients. 

Yet, they do not stop trying to save others.  

In relation to the problem underlying this research, certain points can be extrapolated. 

Christians should always sow and share God’s love and message while leaving the results to 

Him. That does not mean people should not care or seek to improve techniques or try new 



15 
 

approaches. Rather, Christians must do what they can but realize that people will make their own 

decisions and be affected by circumstances in life beyond anyone’s control. Though some will 

fall away, many others will mature and bear fruit. 

Matthew 24:14 was referenced in the introduction of this chapter. This passage states that 

before the end of the world, the gospel will be preached or proclaimed as a witness to all nations. 

This Greek word translated preach or proclaim is used 61 times in the New Testament. The 

English Standard Version translates it 41 times as proclaim (or a variant of proclaim), including 

in this passage.  

The passage reveals the missional focus of the church is of great importance to Christ. For 

the third and final time in Matthew, the proclamation of the gospel of the kingdom (Matt 4:23; 

9:35) is emphasized. Previously, Matthew shared Jesus proclaiming this gospel Himself. Here it 

is described as a task for all of His followers. Proclamation is not only preaching. Christians are 

not all called to preach sermons. Rather, proclamation involves lifestyle and sharing the love of 

Christ in the workplace, the marketplace and with friends and family as the Holy Spirit prompts 

and gives opportunity. 

In this pericope, eight previous negative signs and calamities herald the return of Christ as 

they grow closer together with more intensity, much like labor pains for the pregnant woman. 

However, this promise stands out in contrast to the previous, negative signs. On a positive note, 

this passage proclaims the fulfillment of the Great Commission Jesus shares in Matthew 28:18-

20 (Blomberg, 1992). Newman and Stine (1992) bring out the idea that “...then the end will 

come may be translated ‘only then will the end of the world come’ or ‘only then will God bring 

the world to an end’” (p. 738). Hence, this wonderful promise becomes a prerequisite of Christ’s 

return. 
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 As shared in the statement of the problem, it is increasingly difficult to pull an audience 

together to hear the proclamation of the gospel message in this digital age. Christians are still 

tasked with taking the message of a soon coming Savior to the ends of the Earth. Additional 

methods are needed which are adapted specifically to persons in the digital age and their way of 

receiving information.  

The Great Commission in Matthew 28:18-20 spells out the purpose and direction of the 

church. The early church was propelled forward by this commission, yet in subsequent 

generations it faded from view and relevant consideration. It has primarily been since the 

sixteenth century that this passage has been viewed by the church at large as a critical text 

describing the mission of the Christian movement. It is believed that the ancient church 

interpreted this command to apply to the apostles of Christ’s day. The present viewpoint, where 

this passage applies as a key command to all Christians, was brought to light by the Anabaptists. 

This understanding expanded into the nineteenth century to be of prime influence on evangelical 

mission plans and vision (Luz, 2005, p. 628).  

This passage is, perhaps, the most authoritative command in all of Scripture because of the 

proclamation of Christ’s authority which immediately precedes it. This certainly adds an 

emphasis to what follows. Jesus said to the disciples, “All authority in heaven and on earth has 

been given to me” (Matt 28:19, ESV). The word translated authority here is ἐξουσία and means 

“the right to control or command, authority, absolute power, warrant” (Arndt, et al, 2000, p. 

353). Luz (2005) reminds readers that the power Jesus laid aside and limited in his incarnation 

“is now combined, expanded, and absolute because of the resurrection. The risen Jesus now has 

all the power in the entire cosmos. Next to his power no other power matters” (p. 624). The risen 

Christ here makes a proclamation of power and authority perhaps beyond any ever made.  
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This proclamation precedes the command: “Go therefore and make disciples of all nations, 

baptizing them in the name of the Father and of the Son and of the Holy Spirit, teaching them to 

observe all that I have commanded you. And behold, I am with you always, to the end of the 

age” (Matt 18:19-20, ESV). France (1985) succinctly states, “Jesus’ universal Lordship now 

demands a universal mission” (p. 419).  

The commission begins with “go.” This is the opposite of the mission strategy of the Old 

Testament era. Then, Israel was placed at the crossroads of civilization and the knowledge of 

God spread to the world as people traveled through Israel. The great commission changes the 

paradigm. The church of the New Testament now goes into the world to seek the lost. This is a 

simple yet critical part of the command. Jesus left Heaven to reach the lost. His followers will 

leave their comfort and sometimes even the areas they live to connect others with the love of 

Christ.  

The commission continues with the exhortation to “make disciples”. This word for 

disciples (μαθητεύω) is found three times in Matthew and once in Acts. Three times it is 

translated as “disciple(s)” in the ESV. The remaining use was translated as “trained.”  

According to Arndt et al. (2000), the word disciple means “to cause one to be a pupil, 

teach” (p. 609). Wilkins (2000) defines a disciple as a “follower who was committed to a 

recognized leader or teacher” (p. 278). In recent years discipleship has rightfully become a more 

central focus for Seventh-day Adventist Christians. Dr. Russell Burrill spearheaded scholarly 

Adventist work on the topic of discipleship (Morton et al, 2016). The Great Commission defines 

the purpose of the church as making disciples and it is only as Christians take up this assignment 

that they accomplish the work appointed by Christ (Burrill, 1996). Discipleship is built upon a 

total commitment of the entire life to the radical teachings of Jesus (Burrill, 2009). In the earthly 
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life of Jesus, disciple making stands out as His chief missional activity (Doss, 2016). And the 

relationship Jesus had with the twelve disciples is the best example of discipleship (Burn, 2016).  

It is because of the authority that Christ now proclaims that He has the right to commission 

to His followers the “marching orders” of the Christian church from this point to the end of the 

world. And in so doing He has the power and ability to assist them in fulfilling those orders. 

Bloomberg (1992) says it well: “Jesus is passing the torch to his disciples” (p. 431). 

Though it would seem in some parts of the world it is getting more challenging to share the 

gospel, it is still our mission and task to do so. This project takes up that challenge and hopes to 

address, at least in part, how to connect with people in this technological age and invite them to 

an evangelistic meeting. 

Evangelism in Acts 

This brings us to an examination of the practice (πράσσω) of outreach in the early church 

as recorded in the book of Acts, especially relating to various contexts and cultures. Luke was 

the author of the book of Acts. He wrote two letters that became books in the New Testament–

the book of Luke and the book Acts of the Apostles. Both letters were written to instruct his 

friend Theophilus, sometime around A.D. 62-64. Acts is the only post-crucifixion historical 

narrative of Scripture. Hence, for researching the practice and methods of the early church, it is 

perhaps the most important Bible book. In this section, how evangelism was conducted will be 

examined. Methods used to contextualize the message to better reach lost people with the gospel 

will also be considered.  

The first chapter of the book of Acts contains a version of the Great Commission and the 

ascension of Christ in Acts 1:6-11. Here is testimony from the last physical encounter Jesus had 

with His followers before ascending into Heaven. At this point, forty days had passed since the 
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resurrection. During this time the risen Lord gave the apostles, and many others, convincing 

evidence He was resurrected from the dead. Stott (1994) brings out the fact “that Jesus’ two main 

topics of conversation between his resurrection and his ascension were the kingdom of God and 

the Spirit of God. It seems probable that he also related them to each other, for certainly the 

prophets had often associated them” (p. 40). 

 The disciples asked Jesus if He was at this time going to restore Israel to power (Acts 

1:6). Jesus did not give a direct answer to the question (Barrett, 2004). Instead, He first set aside 

speculation about “times” and in verse eight redirected to a more relevant topic. Verses six 

through eight are closely linked. Jesus moved beyond the discussion of Israel and the coming 

Kingdom to enlarge the vision of His disciples. The “restoration of the kingdom” required a 

global mission (Polhill, 1992). The narrative suggests that it is best to focus more on the coming 

of the Holy Spirit rather than on the arrival of the kingdom of God (Pervo, 2009). It is only 

through the accomplishment of the mission that the literal kingdom will then come. Thus, in 

verses six through eight the attention of the disciples was redirected from the restoration of Israel 

to the divine mission. 

The disciples were to wait until the reception of the power of the Holy Spirit (Acts 1:8). 

The evidence of the reception of the Holy Spirit would then be seen through the witness for 

Christ going forward with great power. The lemma for the word translated power is Δύναμις. It 

brings out the idea of the “potential for functioning in some way, power, might, strength, force, 

capability” (Arndt et al, 2000, p. 262). It is a word that can mean miraculous power; the English 

word “dynamite” has its origin from dunamis (Nichol, (Ed.), 1953). 

After the reception of power from the Holy Spirit, the disciples became witnesses. Barrett 

(2004) concludes, “What is promised to the apostles is the power to fulfill their mission, that is, 
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to speak, to bear oral testimony, and to perform miracles and in general act with authority” (p. 

79). Jesus has communicated clearly what should be the main theme and driving force in His 

church. The church is to go forth with a vision for global missions. The method is through 

personal “testimony borne by Jesus’ followers, first of all by apostles, but then by others; they 

are all to become ministers of the Word, empowered by his Spirit. Testimony thus becomes a 

literary theme in Acts” (Fitzmyer, 2008, p. 206).  

  Immediately following this commission, the Lord ascended to Heaven. These were His 

last words before His ascension. The disciples, who only moments before were still focused on 

the restoration of Israel, had now received a vision of taking the love of Christ to others and the 

hope of His return when the mission was accomplished. Two thousand years later, the mission 

remains the same. Even while looking for the soon return of our Lord, there are changes in this 

world brought about by technology. People are interacting differently than ever before in this 

digital age. Yet the mission of Christianity is to reach all peoples through the testimony of what 

Jesus has done.  

Acts 2:5-8 considers the diversity of those discussed. Reflecting on the aspect of 

contextualization through communicating to them in their own native languages falls under this 

umbrella of diversity. These two aspects–contextualization and language–hold significance for 

addressing the statement of the problem for this doctoral project.  

The passage states that there were devout Jewish people present from every nation under 

heaven (Acts 2:5). This group was perhaps “representative” of every nation. However, the 

statement that those present were from every nation should not be taken literally, at least by 

today’s global understanding of nations and people groups on different continents. Newman 

(1972) argues that the wording of “every nation” is not in an absolute sense and that there are no 
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languages where words like “every” or “all” are taken in an absolute sense every time they are 

used (p. 36). Marshall (1980) proposes that though “they were all Jews or proselytes and not 

pagans … they acted as a symbol of the universal need of mankind for the gospel and of the 

church’s consequent responsibility for mission” (Vol. 5, p. 75). In this vein of thought, the events 

of Pentecost can be viewed as first-fruits or a type of the final harvest, which truly and literally 

gathers people to Christ from a global sampling of every nation and language (Rev 14:6). 

The multitude that gathered that day were amazed because they heard what was said in 

their own native language, even though those speaking were uneducated men who clearly had 

not learned all the languages represented (Acts 2:6-8). Toussaint (1985) offers the thought that 

those gathered may have been bilingual, speaking both Greek and their native language. Gangel 

(1998) postulates that since these people resided in Jerusalem, they would have likely understood 

Aramaic and Greek. Part of the miracle was that God spoke through uneducated men who would 

have communicated almost entirely in Aramaic or Greek and used them to proclaim His message 

in a multitude of languages.  

Just the simple act of communicating to those present in their native language is highly 

significant. It is recognized as a miracle that authenticates for the hearers that God is at work. It 

is also a gesture on the part of a contextualizing God that He will meet people where they are at. 

Maxwell (2010) relates a story in which a group of international businessmen were discussing 

which language was most important for business. One in the group shared that the most 

important language was not any particular language at all, but rather the customer’s language. 

The use of one’s own native language by another who does not originally speak it indicates an 

effort and desire to meet the hearer where they are and shows the hearer that they are important 

to the communicator. This is an important example for consideration in addressing the problem 
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this project is based on. An application for the digital age might also be to meet people where 

they prefer to obtain their information, which is increasingly becoming short video clips 

as shown in the next chapter.  

In Acts 10 there is an early example of cross-cultural ministry after the cross. The 

imperative that the gospel must go to the world beyond caused even Peter, the disciple who 

would become known as the apostle to the Jews (Gal 2:8), to go stay with and eat alongside 

Gentiles, which Jewish custom forbad. Acts 10 contains one of the most vivid visions in 

Scripture. An examination of the text indicates neither prejudice or Jewish nationalism were to 

be party to proclaiming the message of Christ. 

This passage contains the narrative of Peter becoming hungry and then having a vision of 

all types of animals. He hears the Lord tell him to kill and eat. This causes immediate confusion 

for Peter. He refuses because all the animals are either common or unclean. After the vision, a 

series of divinely appointed and orchestrated events leads Peter to the home of a Gentile named 

Cornelius (Marshall, 1980). There, Peter shares the gospel with Cornelius and his family. They 

receive the Holy Spirit and speak in other languages, similar to what is described in Acts 2 

(Pervo & Attridge, 2009) prior to baptism.  

For Peter this became another confirmation the gospel would go to the Gentile world. The 

whole experience is recounted in Acts 11 as Peter reports back to the brethren in Jerusalem. 

When Peter first began to speak at the home of Cornelius, he shared how he came to be there, 

especially since it was “unlawful … for a Jew to… visit anyone of another nation” (Acts 10:28). 

He sums up the lesson of the vision of the sheet with common and unclean animals to show that 

no person was either common or unclean (Acts 10:28).  
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It is clear from this verse that the purpose of this vision and story is not about animals. It is 

about people. All people are to have the gospel message shared with them, and they are 

considered unclean only if they refuse to let Christ cleanse them of their sins (Nichol, (Ed.), 

1953).  

 Peter used the phrase “common or unclean” (Acts 10:28) repeatedly throughout Acts 10 

and Acts 11. A comparative contrast between the words common (κοινὸν) and unclean 

(ἀκάθαρτον) brings to light that the messenger for God is not defiled by association with sinners. 

The Jews had developed the extra-biblical belief that “clean” animals could be defiled by 

association with “unclean” animals. The term for defilement by association was “common,” 

hence made ceremonially unclean. They developed this thought further into an application for 

Jews and Gentiles. They viewed the Jews as “clean” and the Gentiles as “unclean”, believing 

Jewish people could be defiled and made “common” by association (House, 1983).  

This is an important lesson for an approach to contextualized evangelism. To follow 

Christ’s call and example, a missionary might often find themselves in close association with 

those people that some Christians would consider the worst of sinners. Jesus Himself was falsely 

accused of wrongdoing because of interaction with sinners (Luke 7:33). This passage from Acts 

reminds Christians that they are not defiled by association with anyone. This passage also 

reminds of the need to go to the places where those who need the gospel are. Increasingly in 

today’s world, that includes the Internet. Research shows they are more frequently receiving 

their delivery of information content online and often through concise videos (Chi, 2021). Any 

overall evangelistic strategy that seeks to go where people are at today will likely need to include 

an online component.  
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Now consider Paul’s time in Athens. It can be divided into three segments: Acts 17:16-21 

describes Paul’s first impressions; Acts 17:22-31 outlines the contents of Paul’s sermon or 

speech; Acts 17:32-34 offers a conclusion (Chance, 2007).  

According to Peterson (2009) In this first section (Acts 17:16-21), three things are brought 

out about Athens at this time: The first thing is how idolatry was to Paul (Acts 17:16). Next was 

the Athenian emphasis on knowledge and learning by the philosophical groups (Acts 17:19-20). 

Lastly, the section talks about the fascination of the residents with new ideas (Acts 17:21).  Stott 

(1994) says of Paul’s first impression that he  

might have been spellbound by the sheer splendor of the city’s architecture, history and 

wisdom. Yet it was none of these things which struck him. First and foremost, what he 

saw was neither the beauty nor the brilliance of the city, but its idolatry (p. 277).  

This passage shows that Paul continues his customary practice of speaking in the Jewish 

synagogue to both Jews and sympathetic Gentiles (Acts 17:17). Up until this point it seems that 

Paul focused mostly on the Gentiles interested in Judaism that he could connect with through the 

synagogue. Verse 17 indicates he is visiting the marketplace every day and engaging people 

there. This suggests he is venturing into experimentation with a newer strategy, as the one 

previous significant exception to Paul’s Jewish-centered approach was his teaching in Lystra in 

Acts 14 (Tannehill, 1990). 

Paul encounters two main philosophical schools of thought in Athens. The first school was 

the Epicureans, who were materialistic philosophers who believed in an eternal universe without 

creation. They did not believe deities had interest in humanity (Ferguson, 2003). The other 

school of thought was composed of the Stoics, materialistic pantheists who taught that divinity 

permeated throughout all reality. Thus, they believe everything was interconnected and that all 
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things were providentially guided by a higher intelligence toward a predefined and planned goal 

(Chance, 2007).  

The philosophers, wanting to hear more from Paul, brought him to Ἄρειος πάγος, the 

Areopagus, or Hill of Ares. Ares was the so-called Greek god of war. The Roman name for the 

god of war was Mars, thus the translation in some versions is Mars Hill. It was located to the 

northwest of the Acropolis (Arndt et al., 2000). 

The second section of the passage is the outline of the contents of Paul’s speech at the 

Areopagus. Both the arrangement and substance of Paul’s speech show his intent to persuade the 

philosophically-minded Greeks. At the same time, he does not compromise the essential message 

of the death and resurrection of Christ, which opposes the worldviews represented in this 

audience (Flemming, 2002). 

Paul’s introduction in this sermon shows his desire to connect with his audience where they 

were at in their thinking. He does not begin from his own perspective. He takes the issue that 

stood out to himself upon arrival in the city–namely, its idolatry. He finds a way to arrest their 

attention with it and find the positive of their idol. Pervo (2009) postulates that the “task he sets 

for himself is to bring to the audience’s attention a god whom they honor but do not understand” 

(p. 433).  

Paul had seen an abundance of idols. It would seem that instead of shunning these statues, 

though they were abhorrent to him, that he learned and studied them in an effort to understand 

what they meant and reach the people who worshiped them. This is an important lesson. We 

must seek to understand how people think and what they believe so as to package the gospel in a 

way that their minds can be most open to hear and accept.  
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As Paul considered the culture and religion of this unique city with its many idols, he came 

across “an altar with this inscription: ‘To the unknown god’” (Acts 17:23). Though no 

inscription to an unknown god has been found in present day Athens, altars to unknown gods are 

referenced throughout literature. Such an inscription could have eroded or been destroyed. 

Though this inscription implied a polytheistic belief and the need to acknowledge any god that 

may exist, Paul strategically used this inroad as an opportunity to affirm monotheism. In their 

effort to honor any gods they might not know about, the Athenians showed an ignorance of the 

one true God (Peterson, 2009).  

In his sermon, Paul utilizes elements and phrases often used by the Stoic philosophical 

pantheists. He also quotes Greek poets (Acts 17:28). This can be seen with wording such as 

“though indeed he is not far from each one of us” and “as even some of your own poets have 

said, ‘For we are indeed his offspring’” (Acts 17:27, 28). Many of these thoughts would likely 

resonate with the Stoics and yet be counter to the belief system of the Epicureans. It would seem 

Paul’s sermon was much more suited to the Stoics than the Epicureans. Did Paul really seek to 

connect with the Stoics more than the Epicureans? And, if so, for what reason? Perhaps they 

outnumbered the Epicureans at this event or maybe their belief system made them more likely to 

accept and respond. 

 Paul was doing his best to contextualize the gospel message and agree with at least a 

portion of his audience on every point he could. Paul used quotes from Greek poets and Stoic 

thought in a somewhat similar way to how he would cite supportive scriptural reference in a 

discussion with Jews in a synagogue (Walaskay, 1998).  
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Paul was never content to just convey information. He gave a call to action, an appeal (Acts 

17:29-31). Paul transitioned into the appeal with the word οὖν, “denoting that what it introduces 

is the result of or an inference from what precedes (Arndtet al, 2000).  

So, after making his “case,” Paul called for a response. He was sharing with them that the 

“unknown God” would overlook their ignorance if, now that knowledge had come, they repented 

(Acts. 17:30). It is interesting that Paul then seems to introduce new content in his appeal, which 

is usually not recommended in the appeal phase of a modern evangelistic sermon. He 

furthermore introduced other topics including divine judgment and the resurrection of Christ, 

though not by name (Acts. 17:31). Instead of this being new content introduced in an appeal, it is 

more likely that Luke shared only a short synopsis of Paul’s message as it takes only a couple of 

minutes to read. It is likely that prior to the appeal, he had included the death and resurrection of 

Jesus (Stott, 1994).  

In the third section is the response to the sermon. The reaction to Paul’s appeal was mixed. 

Some mocked him, especially about the resurrection of the dead; some wanted to hear more. And 

some believed (Acts 17:32-34). Luke concludes the account on a positive note, mentioning by 

name some of those who believed. In harmony with Luke’s pattern of recording male-female 

examples (Dale, 2017) he mentions by name both a male and a female: “Dionysius the 

Areopagite and a woman named Damaris and others with them” (Acts 17:34).  

As modern Christian evangelists seek to connect with people in an age where technology 

has changed the way they receive their information, they can learn from Paul to go to where non-

Christians are at, agree with them on all possible points, and present the message in a way best 

suited for them to understand. At the same time, Paul’s example shows that though methods 
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must change, the message must not be compromised, no matter how offensive it might be to the 

culture. 

 

Concise Messages in Daniel and Revelation 

 The prophetic books of Daniel and Revelation both contain examples of succinctly-

worded messages. These brief messages quickly cover significant material in a few words. The 

interpretation of Nebuchadnezzar’s dream from Daniel 2 will be examined in Daniel. As well, 

the message of the three angels in Revelation 14 will be considered. Elements from both 

selections need to be included in an effort to address the problem this project paper is focusing 

on.  

In less than 350 words (330 in the ESV) the biblical interpretation of the prophecy in 

Daniel 2 is given that covers a span of time from the prophet’s day until the establishment of 

God’s eternal kingdom. The context of these verses includes the most dominant king on the 

planet at that time, having disturbing dreams he cannot remember.  

In Daniel 2 the word “dream” (translated from ḥălôm and ḥĕlem) is used 15 times and the 

word “interpretation” (pešar) is included 13 times. Also, mystery (rāz) is found eight times and 

reveal (gelah) appears six times (Greidanus, 2012). It would therefore be accurate to state that 

the major part of this chapter is a dream and its interpretation by a God who reveals mysteries.  

What was the dream that the king finally remembered? Nebuchadnezzar dreamed he saw a 

massive statue in human form. It was made of shining metal and somehow frightening, with a 

sense of terror as sometimes experienced in dreams. It was made of four metals. From its golden 

head to its fragile feet it was a top-heavy form set to topple to its destruction. A stone, thrown by 

a prodigious supernatural power, assisted in its speedy demise (Baldwin, 1978).  
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A chain of divinely guided circumstances led Daniel to be given the same dream from God, 

along with the divine interpretation of the dream. In this passage the king’s dream is described 

by Daniel (Dan 2:31-35). Davies (1998) words it concisely: “A single statue has a head of gold 

and feet of clay; it collapses when a miraculous stone breaks it, a stone which then becomes a 

mountain fills the earth” (p. 47). King Nebuchadnezzar was a pagan idolator; God arrested his 

attention by showing him an astounding statue in his dream. This shows a glimpse of a God who 

meets people where they are at and considers how they think as He seeks to reach them with His 

love.  

The Aramaic word ṣĕlem correctly translates as a statue (Nichol, 1953). It is not a word that 

means idol (Baldwin, 1978, Vol. 23, p. 102). While this is a statue and not an idol, it is perhaps 

significant to note that Nebuchadnezzar also worshiped statues he viewed as gods. Doukhan 

(1987) writes, “No wonder the Babylonian king dreams of a statue. His world is crowded with 

them. The astrologers of those times were fond of representing the cosmos and universal history 

through a statue of a man" (p. 14). The statue was composed of metals that decreased in value 

from top to bottom. They also increased in durability from the head of gold downward through 

the breast and arms of silver, belly and thighs of bronze, and legs of iron.  

Daniel began to give the interpretation. He told the king that the king was the head of gold 

(Dan 2:36-38). The identification of the first portion of the image as Nebuchadnezzar’s neo-

Babylon provides a beginning point for the chronological identification of the subsequent nations 

(Dybdahl, 2010). In the next verse, Daniel spoke of the next two kingdoms that would arise (Dan 

2:39). He skimmed over these ensuing two nations, providing little detail. It is worth noting that 

only the first and final kingdoms (gold and stone) are identified in the text (Stefanovic, 2007). 
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In this dream and its interpretation, a message was made clear to the king. All other so-

called gods and kingdoms are subject to the great God who is over it all. God loves and wants to 

convert a pagan king. He uses imagery that will arrest the attention of the king and then lead him 

to contemplate God’s message. This is an excellent example of a targeted and contextualized 

evangelistic message. God used a statue to gain the attention of an idol worshiper. God spoke to 

Nebuchadnezzar of something he had great interest in–himself and his kingdom. God then went 

on to show that the only eternal kingdom will be the one set up by the God of Heaven. In 

addressing the problem on which this project is based the researcher wrestled with how the 

gospel message can be packaged to connect with people today where they are through short-

message-centered videos.  

God sought to reach Nebuchadnezzar through a dream.  It is a vivid, moving picture show 

which the Lord used here to teach and educate. It is also noteworthy that this dream was limited 

in its content. It was short and to the point. It did not cover in detail any broad doctrinal themes. 

A dream has similarities to a video. This has potential for short messages to be communicated to 

people with consideration to their own context without having to cover broad and thoroughly 

detailed explanations. 

This short dream was contextualized to meet a pagan king where he was at. Though it did 

not result in his immediate true or complete conversion, it did move him closer to an 

understanding in and acceptance of the true God. This dream and its interpretation have shown 

hope and a trustworthiness of Scripture to many generations of Bible students. Yet, it also moved 

Nebuchadnezzar closer to God and through an unusual chain of events, contributed to his 

eventual conversion in Daniel 4.  
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Finally, this dream and its interpretation are concise. Daniel 2 was not lengthy. This 

inspired dream and its interpretation can be an example of how to prepare concise material for 

people today who quickly move from one topic or idea to another.  

In Matthew 24:14, Jesus shared that proclamation of the gospel to all the world would be a 

key sign of the end. The fulfillment of this promise is described further in Revelation 14 

(Barclay, 1960). 

The messages that are at the heart of Revelation are found in Revelation 14:6-12. These 

three angels’ messages outline the final warning message to be given to the inhabitants of the 

earth (González & González, 1997). In less than 250 words (235 words in the ESV), God 

provides the framework of Bible truth that will be proclaimed globally as the end of the world 

approaches. Three angels are portrayed as each sharing a universally proclaimed message. The 

first angel goes to every nation, tribe, language, and people group (Rev 14:6). The second angel 

follows him (Rev 14:8). Hence, it is logical to conclude this message is also to be proclaimed 

worldwide. The third angel follows them (Rev 14:9). The word “followed” conveys the idea to 

accompany or go along with (Arndt, et al, 2000). Therefore, this heavenly dispatch is also to be 

heralded to all nations.  

These three angels represent a work done through God’s people sharing the gospel message 

and imparting it as witnesses (Exell, 2015). They symbolize followers of Jesus as seen in 

Revelation. While literal angels are sent to support people in the commission of gospel 

proclamation, this is not the prevalent concept here (Nichol, (Ed.) 1953). Therefore, God will 

send this warning message to people around the globe as portrayed in this symbolic description 

of three angels flying in the zenith of the heavens (Stefanovic, 2009). 
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The first angel’s message is found in Revelation 14:6-7. He proclaims a message of good 

news about how to have a true and healthy connection with God (Wilcock, 1986). Multiple 

themes are succinctly introduced in verse seven. The second angel’s message follows with a 

proclamation of judgment. It announces with finality the fall of Babylon as though it has already 

transpired (Reddish, 2001). The third angel brings a warning that not only follows the first two 

but builds on the forewarning of the second angel’s message (Stefanovic, 2009). The third 

angel’s message closes with a call for the faithful endurance of Revelation’s Jesus followers who 

are found keeping the commandments of God and living the faith of Jesus (Rev 14:12). 

Several lessons can be extrapolated from the three angel’s messages regarding the problem 

this project addresses. These three short, stand-alone messages combine for greater 

understanding; thoughts and concepts are introduced yet are not fully explained. In this way, 

shorter presentations that do not cover topics in-depth serve a purpose in reaching secular people 

in a contextualized way. 

These messages were also given to John in a vision. A vision or dream has some similarity 

to a video. It is a moving motion picture. This is not to suggest that only videos should be used to 

connect with people. Rather, the idea is proposed that video, perhaps at times with animation, 

might have some similarities for communicating to people what divine dreams have had, 

particularly as how dreams allowed for vivid visual and auditory expression. 

Also, by way of contrast some of the messages elsewhere in Revelation are more 

protracted. The lengthier messages to the seven churches, for instance, are directed specifically 

to believers, whereas these evangelistic messages–that serve perhaps more of an outreach 

function in Revelation 14–are concise. Another clear aspect is that these messages are based in a 
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strong prophetic context. Hence, in the proclamation of this final end-time message the prophetic 

approach should be considered important. 

 

Summary 

 In conclusion there are three aspects from scripture that encourage the continued sharing 

of the gospel message, contextualized to reach the needs and cultures of targeted audiences. 

Matthew states the need for evangelistic outreach. Acts shares the practice of outreach, 

especially as applied to different cultures and contexts. Daniel and Revelation show concisely 

delivered messages. These four books show how God has made intentional efforts to meet 

people where they are and adapt the gospel presentation to methods most suitable to connect 

with people in their own cultures and settings. 
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CHAPTER 3 

LITERATURE REVIEW 

People build upon the research and knowledge of scholars who have come before. Isaac 

Newton compared this to standing on the shoulders of giants. This approach to the practice of 

learning and growing is just as relevant for people today as it was in the seventeenth century for 

Newton (Keith, et al., 2016). It is evident researchers have much to be thankful for from the 

work and efforts of those who have come before in sharing the gospel and also in using 

technology to aid in outreach efforts. Yet, for all the inspiration gained in learning how to 

repackage the gospel and contextualize it for new generations, the words of Solomon still ring 

true. “There is nothing new under the sun” (Eccl 1:9, NKJV). It would seem this is especially 

applicable in relation to the topic of evangelism. And why should it not be? The Bible message 

and Christians’ hope in Jesus Christ has not changed. Rather, today’s Christians are simply 

challenged to communicate it in a different way to effectively connect with people in the digital 

age as society and technology changes. 

In addition to the theological reflection in the previous chapter, the research which informs 

this study has been drawn from a plethora of related areas pertinent to addressing the problem 

which this project confronts. The researcher has experienced declining attendance in outreach 

efforts over the last 25 years. He has found it increasingly difficult to draw and sustain a crowd 

in evangelistic campaigns. New outreach approaches are needed to meet the needs of digital 

natives. An important strategy considered was the use of concise videos shared through social 

media. 
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Though the investigator entered into this research with specific ideas and plans for how to 

implement the project, he clearly understood the wisdom in laying the groundwork through both 

a theological study and a review of the literature. The researcher truly felt as though he had stood 

on the shoulders of giants in wrestling with solutions to better connect with the target audience. 

New and improved ideas have surfaced as old ideas have been challenged, abandoned, or 

improved. 

 This chapter will reexamine the foundational principles of what evangelism is and look at 

the primary motivations for sharing saving knowledge with lost people. As well, this chapter will 

ascertain that much of what Seventh-day Adventist Christians think of as evangelism is 

considered apologetics by most of the non-Adventist Christian world and connect the 

relationship between apologetics and evangelism. After a transition into contemporary 

evangelism and societal change, there will be a reflection upon select counsels in the writings of 

Ellen Gould White. 

 Finally, this chapter will show an understanding of Millennials and Generation Z. 

Learning styles will be examined and some of the best practices considered for using social 

media and concise videos to aid in connecting with these two generations. 

 

Evangelism Considered and Examined 

Before Jesus ascended to Heaven with His wonderful promise to return, He commissioned 

the church to take the gospel to the world. This proclamation has propelled the Christian church 

forward in missions and outreach. Dr. Derick Morris (2014) was so bold as to proclaim, 

“Evangelism is the reason why the Christian church exists” (p. 5). And while there are many 
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functions of the church, the mission that drives the church forward is the proclamation of a 

loving and soon to return Savior.  

What then is evangelism and why is it so important? It is the term in English for the action 

of communicating the gospel message as described in the New Testament by the verb 

euangelizo, which means to bring good news (Bouma, 2018). Hence, evangelism is to deliver 

good news.  

 What is evangelism not? Evangelism is not an event nor is it a program. Evangelism 

cannot be specified by or limited to methods. To evangelize is to reveal the gospel, regardless of 

the means through which it is shared. Evangelism can be done through conversation, in print, by 

drama, with works of love, a Godly home, through video, by email, or even a sermon. Yet 

because evangelism is primarily an announcement it must allow for the communication of the 

good news of the gospel (Stott, 2008).  

Both Bouma (2018) and Stott (2008) have shared a view of evangelism that involves the 

delivery of an announcement of good news. Church growth authority, Rainer, affirms this view 

while also emphasizing another important facet. Rainer (1993) maintains that evangelism is 

sharing the “historical, biblical Christ as Savior and Lord, with a view to persuading people to 

come to him personally and so be reconciled to God” (p. 77-78). Hence, Rainer brings out not 

just the message of Christ as Savior but also shows that evangelism has a persuasive element. 

This is reminiscent of Paul’s preaching to King Agrippa when Paul asked, “Do you believe the 

Prophets? I know that you do” (Acts 26:27, NASB). Paul asked a question and in an apparent 

attempt at positive persuasion went further himself to affirm the answer. Hence evangelism, as 

Rainer states, is not merely a chance to convey information about Jesus. It involves, at some 

level, elements of persuasion and the need to ask recipients to respond to the invitation of Jesus 
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to follow Him and accept His saving grace. Evangelism then is not simply declaring what the 

Lord has done. It involves leading people beyond an understanding of the good news to a 

decision (Colón, 1985).  

 There is an element of urgency to evangelism which can be observed in the New 

Testament calls to believe and repent. Early Christians were cognizant that the call came from 

God’s throne where Jesus reigned and that this same Jesus would come again to this world as 

Judge (Stott, 2008). Christ places tremendous value upon each and every lost person. This is 

revealed throughout Scripture and by the value of a soul and the time constraint of life itself. 

Thus reaching lost people with the gospel is an urgent matter.  

Sharing the gospel is also a practice with an expiration date. When we arrive in God’s 

eternal Kingdom we will never again have the opportunity to connect with a lost person. So the 

mandate to share the gospel should compel Christians to reach out to as many lost people as 

possible while we still can (Cahill, 2012). This view is certainly one that strengthens the 

motivation for sharing this great news. Motivation and passion are key elements to the success of 

sharing the gospel. Passion in the heart of the Christian is essential to success in sharing the 

gospel (Burrill, 2014).  

 

Apologetics and Evangelism 

The investigator discovered through this research that most of the presentations he has 

shared as an evangelist for the Seventh-day Adventist Church would be considered apologetics 

by much of the Christian world. In fact, the majority of traditional Adventist evangelism might 

be better termed apologetics. After a reflection on what apologetics is and how it relates to 
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evangelism, this chapter will show that the biblical mandate to share our faith is a blending of 

both apologetics and evangelism that might properly be termed evangelistic apologetics.  

  “There is a very real confusion about evangelism, and there is an even deeper 

misunderstanding about apologetics” (Price, 2016, NP). We have seen that evangelism is a 

sharing of the good news coupled with a persuasive element. Apologetics is the practice of 

defending the validity of Christian practice and faith (Hefner, 2016).  

 One source of the confusion regarding evangelism and apologetics, of which Price (2016) 

wrote, may be that apologetics and evangelism overlap significantly. Apologetics without 

evangelism is simply factual rhetoric; this would leave a lost person educated, but still lost. 

Evangelism without apologetics would be calling on lost people to make a decision for Christ 

without factual undergirding and education of the truth of the Bible as a whole.  

We have so blended apologetics and evangelism in Adventism that it seems evangelism has 

largely swallowed up apologetics. What much of the evangelical world would call apologetics 

we call evangelism. How can this be? 

 Apologia in ancient Greece meant “defense.” An apologetic was one who, in a court of 

law, made a defense on behalf of the defendant in a trial. For example, the Apology of Plato set 

forth the case made by Socrates at his trial in the court of Athens (Root, 2018).  

 Up until the fourth century of Christianity an apologia meant teachings from the church 

which defended its convictions to its intellectual, political, and religious adversaries. Apologetics 

became essentially a practice of engaging with a non-Christian interlocutor in an effort to 

persuade the person of the validity of the faith and practice of the Christian faith (Graham, 

2017).  
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The practice of apologetics is needed in a post-modern world where there are those that do 

not believe in objective truth or a predefined standard of rationality (Phillips & Okholm, 1995). 

Hall maintains that “Many have an idea that the discipline of Apologetics is limited to showing 

some esoteric point to be true or getting into long debates with atheists. The truth is, apologetics 

is about one thing – bringing people to Christ” (Hall, 2019).  

How do apologetics serve in the role of bringing people to Jesus? Apologetic reasoning can 

be used to share seeds of truth with this group, sometimes from the external world, to help them 

become more open to biblical principles (Schrock, 2013). In this context, apologetics has been 

termed “pre-evangelism” (Schaeffer, 1982, p. 155).  

 Apologetics shared as pre-evangelism is vitally important in that it opens up a way and 

builds a platform upon which the gospel can be shared (Slick, 2017). Evangelism, by necessity, 

calls for a decision to be made when one is confronted with the gospel. However, if a decision is 

called for when there is as yet, inadequate information, barriers are created in the mind; this 

almost guarantees a negative response (Finley, 2016). Apologetics holds great value as a tool for 

Christians to help doubters overcome mental roadblocks that might be keeping them from 

accepting Christ as Savior. And so, the purpose of apologetics in the evangelistic process is to 

bring an unbeliever to the point where he or she is prepared to respond to the gospel message 

(Francis, 2012). 

 In the Bible, the book of Acts has several examples of a defense (apology) in preparation 

for, and as part of, sharing the gospel. In Acts 7, Stephen makes a defense to his accusers right 

before being stoned. Multiple times in the book of Acts Paul lays out a defense of the gospel 

before his accusers. He wants them to see the reasonableness of belief in Christ as Messiah. Paul 

quotes prophetic passages from the Old Testament and explains how Christ was the perfect 
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fulfillment of those prophecies. Also, Paul appeals to the historicity of Christ’s resurrection and 

the great number of eyewitnesses who had seen the resurrected Christ (Root, 2018).   

Holding (2003) takes the argument one step further when he writes, “What we call 

‘apologetics’ was, in fact, what the apostolic church would have called “evangelism.” Early 

missionary preaching testified to the historical realities upon which the Christian faith was 

grounded and called for repentance on those grounds” (Vol. 26).  

Evangelism is a sharing of the good news coupled with a persuasive element. Apologetics 

is the practice of defending the validity of the Christian practice and faith. While these certainly 

exist as separate practices and disciplines in the Christian world, they must work together and 

overlap to the point that, at times, they appear indistinguishable. As the researcher reflects upon 

his background in Adventist evangelism, the conclusion is reached that the larger portion of his 

presentations were more apologetic in nature. Yet they would have been entirely ineffective 

without a blending of evangelistic urgency and appeal.  

This research becomes relevant to reaching digital natives as most lack a knowledge of 

biblical teaching. The soundness and reliability of Scripture and Bible doctrine must be shared in 

a rational manner to develop a foundation from which to appeal for a change in belief and 

acceptance of Christ. In this way apologetics and evangelism blend together and become almost 

indistinguishable. 

A staple presentation in Adventist evangelistic preaching is the account in Daniel 2 of the 

king’s dream and Daniel’s God-given interpretation. Though gospel appeals may be made at the 

conclusion, which correctly would be termed evangelistic, the general tenor of Adventist 

evangelistic preaching on Daniel 2 is to offer a defense of the Bible as true and trustworthy. This 

is a textbook example of the work of an apologist. 
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Our doctrinal teaching in traditional Adventist evangelistic settings is heavily weighted 

with apologetics. Arguments in the defense of the law and the Sabbath are largely apologetic in 

nature. The case made for the unconscious state of the dead and the destruction of the wicked are 

again examples of apologetic presentations. For each of these doctrines, presenters use an 

apologetic approach to doctrinal teaching that we might simply call evangelism in Adventism 

today. For example, when Burrill (2003) covers objections to the Sabbath or Finley (1995) gives 

a defense of the law of God, they are both employing apologetics in their evangelistic endeavors. 

The three angel’s messages of Revelation 14 are the framework of the everlasting gospel 

message, especially for the “time of the end” (Dan 12:4). It stands to reason that the sharing of 

this good news would certainly contain evangelistic apologetics because the themes expressed in 

the three angel’s messages include creation, judgment, worship, spiritual Babylon, the 

commandments of God, and the faith of Jesus. It is unlikely that most people today, having not 

previously studied these concepts, are ready for an evangelist to call for them to make a decision 

regarding these topics without first having a foundation built, via persuasive apology, that equips 

them with the knowledge necessary to be ready to make a decision. Therefore, Adventist 

outreach efforts should blend apologetics with evangelistic persuasion to reach the lost for 

Christ. 

So, one might then ask, is traditional Adventist evangelism actually apologetics? It 

certainly contains apologetics and the argument could be made that by the volume of content 

presented, it is mostly apologetic in nature. Yet, it is presented with the goal of creating a 

framework and a foundation upon which people can understand the topic well enough to respond 

to an invitation to follow Christ either for the first time or more fully. 
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Adventist Evangelism 

In the previous paragraphs, the role and relationship of apologetics and evangelism were 

examined. This section covers a theological view specifically of Adventist evangelism. Adventist 

mission must focus on outreach in the context of the Great Commission as outlined in Revelation 

14 through the Three Angels Messages (Burrill, 1996).  

The word gospel means 'good news.' Careful examination must be given to what the angels 

with the gospel are saying because it is all 'good news.' The first angel announces the judgment 

hour has come and commands us to worship the Creator, while quoting from the fourth 

commandment. The second angel, who follows the first, warns of the fall of Babylon. The third 

angel follows them and cautions against the mark of the beast. He also encourages the keeping of 

God’s commandments and closes with the faith of Jesus. All of these points, and the Bible truths 

they introduce, are certainly good news and are all part of this everlasting gospel message.  

Adventists must not stop short of delivering the totality of the three angel’s messages. 

Anything less would be an incomplete message. The three angel's messages reveal a holistic 

gospel presentation and are the bedrock of Adventist evangelism. Therefore, any outreach 

activity that does not offer an opportunity at some point to hear this full and holistic message, 

does not meet the biblical mandate of proclaiming the three angel's messages. 

 

 

Prayer and the Holy Spirit in Evangelism 

There is a science to soul winning (White, 1905). Yet evangelism must not be approached 

as if the science and methods employed will alone deliver success. It is not by logic or human 

persuasion that people are reached with the gospel. It is rather by the power of God through 

prayer (Burrill, 2007). This is not to say that methods and approaches are not important. They 
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certainly are. And in the researcher’s personal experience, some approaches have shown to work 

better than others at certain times and in certain situations. However, prayer must not be 

sidelined or overlooked.  

There is no substitute for prayer, as no one can be drawn to Christ without it. Prayer must 

be at the very foundation of what we do (Walter, 2018). In the context of prayer, we are 

reminded that the changed human heart is no less than a miracle. Those who share the gospel 

message are not merely convincing salespeople. They are dealing with the most valuable thing in 

the world—people (Finley & Finley, 2002).  

When we seek the Lord through prayer in the context of outreach ministry, we are praying 

for the power of the Holy Spirit in the lives of those who share the Word as well as on the hearts 

and minds of those who receive the message. Success in outreach always is the working of the 

Holy Spirit (Finley, 1989). Soul winning is a collaborative work between the work of God and 

human agents which He has commissioned to share His message. There are parts of the process 

which only God can do. It is only God who can fill humans with the power of the Holy Spirit. 

The human heart can only be converted by the power of God (Evans, 2020). In the Great 

Commission it is clear the Holy Spirit does work through people sharing the message, but it is 

also clear that this is God’s work, not ours (Lyon, 2018).  

Prayer and the work of the Holy Spirit are the most critical part of the process. These are 

not in addition to the science of soul winning. Rather, they are integral parts of a solid approach 

to outreach and hence a vital part of the science of soul winning. It is only through prayer and the 

leading of the Holy Spirit that we can be led to contemporary approaches that the Lord can use to 

reach more people today.  
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Contemporary Evangelism and Societal Change 

All evangelism was contemporary when it was first introduced. Approaches that might now 

be considered traditional or even antiquated were once new and innovative. The same challenge 

that was faced when these methods were developed is always before us–that is, to shape the 

message for the present generation (Hunter, 2003).  

What is contemporary evangelism? For the purpose of this research contemporary 

evangelism is defined as outreach methodologies that are done in a manner relevant to the 

environment of current and even future time periods (Byrd, 2018). The pursuit of effective 

contemporary evangelistic strategies does not and cannot require the complete reinventing of 

evangelism itself. There are timeless principles that must continue to be implemented in any 

biblical and successful contemporary approach. These would include, but not be limited to, 

personal preparation and prayer. Evangelistic apologetics must be used as well to create a 

doctrinal platform of understanding. The message does not change either. The principles of soul 

winning continue including presenting with earnestness, making appeals for decisions, and 

uplifting Jesus as the center of the message. All these and many more must remain. Just as in the 

introduction of the last chapter, the picture on the box of WheatiesTM cereal may often change, 

but the contents inside the box remain unaltered. 

Why does the packaging or approach need to change? Crittenden and Crittenden (2015) 

argue that “The 21st century is experiencing a communications revolution, and digital and social 

media marketing is changing the way consumers receive and use messages” (p. 71). In this 

digital age the majority of the younger generation is not being effectively reached by traditional 

approaches to evangelism which Adventist Christians have used in the past. So, we must be 

innovative and discover new ways of communicating the message (Knight, 2019). The eternal 
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truths of God’s word need to be repackaged or tuned to the times and these principles must be 

communicated in ways that connect with people present day (Posterski, 1989).  

 In attempting to reach younger generations, relevance is key. Millennials and Generation 

Z have little patience for anything they deem irrelevant. They quickly abandon anything they 

conclude is based on customs or tradition. They must immediately grasp the relevance of 

something, or they will dismiss it and move on to the next thing (Barna, 2005). This reference 

from Barna is now a bit dated and yet the truth of it continues to become more and more evident 

as Millennials grow older and Generation Z comes of age.  

 So, the presentation of the gospel must be tailored to the audience. We must realize that 

the times and audience have changed. This suggests that the methods used in the 21st century 

will, by necessity, differ from those used in the 19th century (Amanze & Wogu, 2015). Simply 

put: Society has changed.  

 Adventism arose in the horse-and-buggy era. Most people lived in rural areas and much 

of life centered around the farming culture. Today we seek to reach a world where the population 

resides in cities and life is driven by technology (Sahlin, 2003). The world has changed and the 

methods that worked so well only a generation ago are no longer drawing people as they once 

did. Byrd (2018) asks, “Are we merely performing ‘eight-track ministry in a streaming 

society?’” (pp. 12-13). Is the Adventist church sharing the message in ways and through 

mediums that make it easy for people today to hear and respond? The church must wrestle with 

such questions and adapt until we can confidently answer in the affirmative.  

Life is now intertwined with technology. A look into any restaurant at which families and 

friends who are out to eat a meal, shows people preferring to consume digital media and 

information. They are often on their smartphones more than they are interacting with the real 
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people they are gathered with. Even teenagers today are likely to sit in the same room and text 

one another and interact with each other through social media rather than talking face-to-face. 

 The cultural shift that has taken place has affected the way people consume information, 

as well as how they process it. The prevailing view is that if it makes sense, it must be true. In 

this “information generation” an unbelievable volume of material has been accepted but not 

validated. Soul winners today must be aware of this and tailor the message to reach people where 

they are at. (Dawson, et al., 2009). 

 Knight maintains that we cannot be content with old methods, though over the years they 

had success. Most of the younger generation will not be won by the approaches we’ve used in 

the past. A way to connect with them may be through social media such as Twitter, Instagram, 

and Facebook. From generation to generation we have to refine our approach in reaching people 

with the gospel message. (Knight, 2019). In concluding this section consider the following 

appeal from a leading pastor and evangelist. “New methods, ideas, and strategies are desperately 

needed for our changing society” (Byrd, 2018, pp. 74, 75).  

 

Counsels On Evangelism and New Methods 

 This section we will examine counsels on the importance and urgency of gospel outreach. 

It will consider some of the content that should be part of the message. Then it will look at some 

applicable counsel on techniques. Lastly, it will consider encouragement to find new methods 

with special emphasis on approaches that are concise. 

 Christians are commissioned to share the weightiest message ever given to the world. The 

promulgation of these truths is to be our earnest focus (White, 1946). When reading such words 

as these, the researcher senses that an urgency to share the message is conveyed. The sharing of 
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the gospel message and the soon return of our Savior should stand out as of greater importance 

than all other things. 

  It is important that much thought and prayer go into how to approach people with topics 

that have eternal significance. It necessitates an understanding of human nature and focused 

prayer to effectively share such messages (White, 1915). As covered earlier in this chapter, 

prayer has to be the very foundation of our preparation. And knowledge of human nature guides 

the evangelizer in approaches that might give the recipient the best chance to receive the 

message and respond positively. The encouragement to understand human nature prompts the 

researcher to also see value in studying the culture and generational trends that directly correlate 

to methods and receptiveness in reaching people today, while also acknowledging that may be 

beyond the scope of what White meant by “human nature.”  

 The presentation of the message must not be shared as if it is a lifeless theory but rather 

as a living dynamism with power to change a person’s life (White, 1905). The message is not 

ours and the presenter should speak in such a way as to imply the conviction that they know they 

are conveying a message from God (White, 1915). Care should be given to present biblical 

topics in such a way as to not stir up prejudice against what is presented. Jesus Himself showed 

great wisdom and skill in presenting truths this way (White, 1946). The presenter must not speak 

as if by his or her own authority. The sure word of prophecy (the Bible) should be presented as 

the foundation of our faith. The prophecies contained in Daniel and Revelation must be shared 

yet connected with the beauty of Christ and his sacrifice as the great center of all Scripture 

(White, 1915). 

 New approaches must be tried. As White (1946) points out, it is certainly time that the 

people of God wake up and realize the century now here and embrace approaches that will help 
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reach people today. Christians must adapt our efforts in light of the condition of the people and 

meet them where they are. Jesus did not follow only one method of labor for souls. He varied his 

approach in an effort to gain the attention of the masses and then once he had their attention, He 

proclaimed to them the everlasting gospel, as White stated. We are encouraged to develop new 

and untried methods, White goes on to say. 

 Repeatedly Seventh-day Adventists are given encouragement to share the message in a 

short or concise manner. Here is just one such example: “The truth presented by the living 

preacher should be published in as compact a form as possible, and circulated widely” (White, 

1946, p. 130). White goes on to say the message of a sin pardoning and soon returning Savior 

must continually be shared more extensively than it has been and it must be shared in brief but 

conclusive arguments.  

While in the early 1900s they used a compact print form, that method is frequently not as 

effective in today’s time. The researcher has no intent to marginalize the necessary work that 

must continue in print form. Yet he presents for consideration here that print was the present 

technology of the day when this was penned. It is clear from history that Adventists have seized 

upon almost every new technology for the advancement of sharing the gospel.   

In this section we have considered the importance of sharing the gospel. We have 

examined select portions of what the message should entail. We reviewed counsels on methods 

to be tried and we were encouraged to find new approaches to sharing the message with special 

emphasis upon concise but conclusive presentations. 
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Millennials and Generation Z 

 We will now consider some of the unique features of our two target generations. It is 

important to help us understand and contextualize the message for our audience. As Fasol and 

Gaines say, “Some preachers study the Bible. Others study people and culture. Effective 

preachers analyze both” (Fasol & Gaines, 2006, p. 2). The researcher constantly seeks to better 

understand the people and cultures we are trying to reach out to. While it is recognized that not 

everyone belonging to a generational cohort will share the same experiences or values, they do 

have a commonly shared context that has helped develop their worldview. Thus, valuable 

insights can be gained from generational research (Grace & Seemiller, 2017).  

  Some sources cited in the next section mingle the descriptions of Millennials and 

Generation Z because of their similarities. Yet they are distinct and unique generational groups. 

Millennials and Generation Z share characteristics, especially in relation to their ability to master 

emerging technology and adapt to the global world (Wood, 2013). Due to their upbringing with 

technology, these two generations generally exhibit a capacity for multitasking much greater 

than previous generations. This is even more pronounced in Generation Z as they have shown 

aptitude at being productive while working on multiple tasks (Solmaz, 2015). And yet despite 

these similarities, research indicates Generation Y (Millennials) and Generation Z are different 

from each other in both experience and perspective (Iorgulescu, 2016). 

It is generally understood that Millennials (also known as Generation Y) were born starting 

around 1981 up until about 1995. Sometimes the exact years differ somewhat for the generations 

because the literature available suggests, at times, slight differences as to the beginning and 

ending years of the different generations. Generation Z was born from approximately 1996 to 

around 2010. In the United States there are approximately 80 million Millennials and roughly 90 
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million members of Generation Z (“Millennials vs Gen Z”, 2020). Together they presently make 

up more than half the population of the United States. Globally, millennials are 31.5% of the 

population and Generation Z is 32% (Ramchandani, 2019) of the 7.7 billion people on Earth. The 

United States has a higher percentage of these two groups compared to the global population.  

 In the context of education and learning styles, Prensky (2001) suggests that students 

have entirely changed. He suggests that Millennials were students that the then existing 

educational system was not developed to teach. He went on to coin a term to describe them as 

“digital natives” (p. 1). This term has been adopted and used broadly to describe Millennials.  

 When these students are in the classroom they are more likely to post updates to social 

media than engage in a conversation in class. Instead of going to the library to do research, they 

are inclined to turn to Google and Internet resources. If important information is on the 

whiteboard they are more likely to take a smartphone picture of it than copy it down. The 

learning styles and thinking processes of students today have drastically changed (Yong & Gates, 

2014). Members of these generations are prone to become bored quickly and they have 

numerous digital distractions– from social media, videos, texting, music, etc–to keep boredom 

away (Dunneback & Therrell, 2015). 

 

Millennials and Generation Z Briefly Contrasted 

 While Millennials and Generation Z do share similarities, what makes them different? 

Seemiller and Grace (2017) explain this based on the results of their qualitative study that 

included over 150,000 students. Millennials learned to use the Internet as they came of age. 

Generation Z was born into a world that already used the Internet. Technology has done far more 

to mold Gen Z than any other generation.  
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 Millennials are drawn to social causes and often want to volunteer their time to help 

causes. Generation Z is not as quick to volunteer but rather is more prone to challenge the 

existing norm to bring about societal change. For instance, to address the problem of hunger, 

Millennials might volunteer a few hours a week at the local food bank whereas Generation Z 

members would rather take up a social change initiative with the goal in mind to eliminate 

hunger (Seemiller & Grace, 2017). 

 

Religious Trends 

 Though these generations are largely compassionate and desire to make the world in 

which they live a better place, religious belief is not considered a major driving force behind this 

trend. Studies show among these groups attendance at religious services to be very low. Twenge 

(2014) reported that, “Only 14 percent of 18-to-29-year-olds attend a religious service every 

week” (pp. 43-44). Barna Group reports that 15% of millennials identify as atheist or agnostic 

whereas 21% of Generation Z do; approximately one-third of Generation Z members have no 

religious affiliation (Spitznagel, 2020).  

 Several challenges emerge in reaching Millennials and Generation Z. They are 

bombarded with so much information that gaining their attention online, even for a moment, is a 

daunting task. As generational cohorts, on average, they have very little biblical knowledge. So 

after gaining their attention, the Adventist method of evangelistic apologetics could potentially 

be quite effective if it starts with the basics of biblical understanding.  
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Content Delivery 

 Outreach-oriented content can be challenging to place before Millennial and Gen Z 

audiences. In this section some of the mediums through which context is best shared with them is 

examined, by contrasting the use of written messages versus video messages. Attention spans, 

effective video lengths, and the transition to the smart phone as the primary communication 

device will be examined.  

 

Content Delivery Best Practices: Video or Text? 

 In 2010 the New York Times reported that society is now in a post-text world (Kuntz, 

2010). What did they mean? They meant society is moving more and more from text-based 

communication to video-based communication. Text will continue to remain an important 

medium for communication yet it continues to be usurped more and more by video (Frost, 2019). 

Anyone who uses social media can personally observe the ever-increasing use of video on social 

media (Regev, 2019). When both a written article and a video with the same content are posted 

on a site, millennials (at a rate approximately 4 to 1) indicate their preference would be to watch 

the video rather than read the article (Buleen, 2018). Though this source did not reference 

Generation Z, the researcher expects, based on trends seen in this research, that the preference 

for video over text will be even higher among Generation Z than Millennials. 

 Content shared via video has some obvious advantages over print communication, as 

video allows the opportunity for a more intense emotional reaction. However, in the past it has 

been cost-prohibitive to produce video content. Technology itself, and particularly the 

smartphone, have completely changed the cost of video production. Now the average person 

with a smartphone can record video and post it from that same device on YouTube, Facebook, 
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Instagram, Tik Tok and various other platforms. Video viewing is expected to exceed 80% of all 

Internet usage, making it the primary content format (Kumar, 2017). The challenge is no longer 

the ability to create video but rather the challenge to get noticed and grab the attention of viewers 

in the ever-increasing mass of video information released daily.  

 

Video Marketing 

 Content is only successful present day if it offers to consumers what they want, how they 

want it, and when they want it. Video marketing is a key way to deliver the relevancy, value, and 

flexibility consumers demand (Bowman, 2018). It is because of the adaptability a campaign of 

concise videos provides that Stead (2019) declared content delivery via video has the potential to 

foster the development of a larger following online than written content. The production of video 

content has become inexpensive and thus potentially has the best ROI for advertising funds 

(Laurinavicius, 2017). Outreach and marketing have many similarities and though evangelism 

has a vital, prayer-based spiritual component, it contains an element of marketing the gospel to 

the world. 

 

Internet Videos for Outreach 

 For many years now ministries have been using short videos to share vision, promote 

mission, and raise funds. Bekkering (2011) even describes the transition from television-based 

video ministry to Internet delivered video outreach and uses the term “intervangelist” to describe 

ministers utilizing Internet videos to gain attention of viewers and bring out physical attendees to 

their church locations. It has been observed that engaging, concise gospel centered videos can be 

especially stirring in our social media based, entertainment driven culture (Stier, 2017). 
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 The researcher explored YouTube looking for Adventist Christian YouTubers and found 

some with subscribers numbering in excess of 300,000 to more than 500,000. Their videos have 

been viewed thousands of times. One of these YouTubers was interviewed by the researcher to 

learn about his method and approach.  

 He shared several testimonies of people around the world who had contacted him after 

finding his videos on YouTube. This evangelist had even hosted live events where viewers in 

specific areas were invited to attend. Some had shown up to meet him at a private group room in 

a restaurant for a meal and sharing a personal message or talk (Fox, November 15, 2020). While 

this outreach is certainly making a difference in the lives of many around the world, the 

investigator found it to be of limited value for this research because so few persons were reached 

in any local geographical area.   

 Some Christian pastors have used social media such as Facebook or Instagram to post 

short videos to connect with a local audience. Christianity Today reported Pastor Fusco’s success 

with two-minute videos shared via Facebook in his city of Vancouver, Washington. After 

he posted catchy and encouraging messages, he met several people at church who first found his 

videos and then decided to come to church (Sprowl, 2014).  

 

Attention Span and Video Length 

 Human beings are prone to distraction and can have short attention spans. Thanks to the 

Internet it is becoming increasingly more challenging to keep people focused for any length of 

time on just one thing (Fishman, 2016). As the world in which we live continues to be inundated 

with more and more information, it is becoming increasingly difficult to get and keep an 

individual’s attention (Winer & Zaks, 2017).  
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 The marketing world certainly has discovered that outside of entertainment, people today 

lack patience. A person might watch a 45-minute episode of their favorite show or a two-hour 

movie but when it comes to other content it must be concise or it just might be discarded. Chi 

(2021) reports that the majority of marketing videos being posted now are less than two minutes 

long. It has been shown that video length affects the viewing duration and concise clips are 

viewed significantly longer in terms of the proportion of the video watched (Park et al., 2016). 

 YouTube metrics promote longer videos to keep viewers on their platform. Yet studies 

show a definitive plateau at approximately three minutes. So while YouTube prefers and rewards 

videos in the seven to fourteen minute range, viewership was often drawn to videos that were 

shorter in length. Three minutes was a good duration (Smith, 2015). On Facebook viewership 

numbers drop off significantly at about the 1.5 minute mark (Regev, 2019).  

 Fishman’s (2016) research included over 500,000 videos with an accrued play count of 

1.3 billion and determined that two minutes was the sweet spot. Beyond that, drop off was 

significant. There was significant viewership lost between the two- and six-minute mark, but 

between six and twelve minutes there was very little loss. After twelve minutes the number of 

viewers exiting the video began to increase again. He concluded it is best to keep videos under 

two minutes but that if it needed to be at least six minutes long it could be up to 12 minutes long 

without significant loss of viewership.  

 The researcher considers Fishman’s findings to be critical to the future implementation 

phase of the project. Initial videos to arrest the attention of the viewing public must be brief. As 

topics for repeat viewers arise that must be longer, effort can be made to keep them as short as 

possible. If, however, a topic for repeat viewers requires six minutes or more to cover, then it 

might be advantageous to take even 10 to 12 minutes to cover it more thoroughly.  
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Mobile First Approach 

 In 2016 mobile usage of the Internet exceeded desktop usage (Xia, 2018). While the 

researcher might do most of his work for the project on a computer, it is important to remember 

that the content will mostly be viewed on smartphones. Because of this trend it is essential that 

videos be formatted with a “mobile first” mindset. It is typical today for many designers to 

develop websites and other Internet content for desktop computers and then work to get them 

functional on mobile devices. Yet best practices today would suggest just the opposite. Content 

should be designed with the mobile viewing platform as first priority and only then format for 

the desktop experience (Enfroy, 2020).  

 A mobile first approach then would impact how videos will be prepared. While YouTube 

continues to use the landscape view of videos. Facebook, Instagram and many other platforms 

see best results from vertically oriented videos. A study on Facebook marketing videos showed 

vertical videos resulted in 16% more conversions compared to the same content in horizontal 

video (Kelly, 2019).  

Three options for video format are now discussed: horizontal, square, and vertical. Peters 

explains it this way: Square video takes up 78% more space in a mobile newsfeed than a 

horizontal video. Vertical videos cover even more area in a smart phone newsfeed than a square 

video. Market tests showed the larger the video is in the mobile news feed, the more effective it 

is. Videos were tested that were identical in length, title, captioning, and content. Vertical video 

was shown to outperform square video and was 68% less costly per view (Peters, 2019). 

Conclusion 
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 In conclusion, the call to outreach is important and urgent. An apologetics platform must 

be established as a foundation upon which to make evangelistic appeal. Above all there must be 

a reliance, through prayer, upon the power of the Holy Spirit. 

 Christians face changes in society and this necessitates the development of new methods 

to share eternal truths. Millennials and Generation Z have adopted concise video as the primary 

medium through which they learn and gain information. Social media has emerged as the leading 

method of communication for them. This chapter shares the motivations for and best practices of 

the development of outreach-oriented, concise videos prepared in hopes of connecting with 

Millennials and Gen Z and inviting them to an evangelistic series to share Christ. 
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CHAPTER 4 

 

DESCRIPTION OF THE INITIATIVE 

Introduction 

 Over the last few decades Adventist public evangelism has become increasingly more 

challenging. Advertising strategies such as the use of handbills via direct mail, radio ads, and 

television ads have become increasingly less effective at drawing an audience and have fallen 

victim to a law of diminishing returns. Much speculation has been made about why. Perhaps it is 

just a change in society. Maybe too many things are competing for people’s attention now. Or 

could it be that the Internet has changed the way in which people of all ages seek information? 

 Certainly, there are changes in modern society and many more distractions are competing 

for people’s attention. Yet, the research shared in the preceding chapter seems to indicate that the 

Internet has changed the way people seek information and interact with the world around them. 

This has led to a decrease in the effectiveness of traditional advertising efforts for public 

evangelistic endeavors. 

 For instance, people do not need to attend a live seminar “this weekend” because they can 

get similar information via YouTube anytime they want. People do not need a one-hour 

presentation because someone will have a short video available online that gives a concise 

overview. From the comfort of their own homes, people can access the combined knowledge of 

mankind over the Internet with just a smartphone. So when a handbill for an evangelistic series 

arrives in the mail, it is altogether likely people think something like, I don’t need to come hear 

this person I’ve never heard of speak on a specific Saturday night. I can watch a shorter 
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presentation from another expert right from my own phone whenever I choose to get around to 

it. 

 It is the researcher’s hope that it is possible in this digital age to follow the method of 

Jesus, by using Internet outreach through the medium of concise videos. 

Christ’s method alone will give true success in reaching the people. The Savior mingled 

with people as one who desired their good. He showed sympathy for them, ministered to 

their needs, and won their confidence. Then He invited them, ‘Follow Me.’ (White, 1905, 

p. 73)  

Instead of simply mailing a flyer to someone our church had never met, and who had never heard 

of the Columbia SDA Church, we sought to develop a strategy through sharing brief online 

videos to meet people where they are at, speak to their needs, and win their confidence. Then we 

could invite them to follow Jesus by continuing to study or attend a live event. 

 This chapter outlines the process of developing concise evangelistic and apologetic 

videos and promoting them for viewing to an online audience. Special emphasis was placed on 

reaching the target age groups of 18-40. By most estimates, the oldest millennials began to turn 

forty in 2021. 

 

Profile of The Ministry Context 

 This project was implemented in Columbia, Missouri, and the surrounding area with 

financial support of the Columbia SDA Church and the researcher’s employing body, the Iowa-

Missouri Conference of Seventh-day Adventists. An effort of the magnitude of this project 

requires numerous resources and significant funding. It is a challenge in itself to produce quality 

video content. It is an entirely different thing to successfully place that content in front of a 

viewing audience via the Internet. Yet, it became clear early on that we needed to find methods 
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to successfully place those videos before their intended audience. Otherwise, there would not be 

sufficient data to determine the results of the project. 

 Columbia, Missouri, is a college town. It is home to the University of Missouri–the 

MIZZOU Tigers–with an enrollment that hovers around 30,000 students. Additionally, Columbia 

College and Stephens College have campuses here. This is a hub city, being the major 

metropolitan and employment center in the five-county region. Columbia is the fourth largest 

city in Missouri and is located near the midpoint of the state’s two largest cities, St. Louis and 

Kansas City.  

 The estimated population is presently around 125,000. Columbia is the fastest growing 

area in Missouri. Within an 18-mile radius of the Columbia SDA church there are approximately 

183,000 people with just over 72,000 households (Percept Group, Inc., 2019). This project was 

limited geographically to Columbia, Missouri and the surrounding areas by using advertising 

tools available on the social media platforms, which were utilized for the promotion of the 

videos.  

 The ethnic breakdown of the area is 79% Caucasian, with all other racial/ethnic groups 

combined totaling about 21% of the local population. This is significantly less than the United 

States’ national average of around 40% of all other racial/ethnic groups combined. African-

Americans are the largest minority representation in Columbia, Missouri, accounting for 9.2%. 

The Asian/other population registers at 8.7%. The Hispanic/Latino population accounts for only 

3.5% of the total. (Percept Group, Inc., 2019). 

 Millennials make up the largest population block in Columbia, Missiouri by far, coming 

in at an estimated 37.5%. Generation X (born 1961-1981) comprise 23% of the population. Up 

and coming Generation Z (born from 2002 and onward) makes up 20.6% of those in the area. 
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The average age in Columbia, Missouri is 36.2 and is expected to rise slightly over the next few 

years (Percept Group, Inc., 2019). The examiner expects that, due to the university context, 

Generation Z will continue to become a larger percentage of the territory’s population as more 

from Generation Z reach college age.  

 The primary concerns for 25% or more of the population are achieving long-term 

financial security (54.5%), maintaining personal health (45.8%), dealing with stress (30.6%), 

day-to-day financial worries (29.6%), finding/providing health insurance (28.5%), finding time 

for recreation/leisure (28%), finding a satisfying job/career (25.9%), and achieving a fulfilling 

marriage (25.6%). The researcher noted that all but two of these categories were slightly above 

the United States; average. Finding/Providing Health Insurance and Day-to-day Financial 

worries were slightly lower than the national average (Percept Group, Inc., 2019). 

 Columbia, Missouri, is located in the Midwest region of the United States. With its 

college atmosphere and population abounding with young professionals, it was an ideal location 

for the implementation of this project. The project was about connecting with Millennials and 

Generation Z online through concise message-based video segments. This area has an above 

average percentage of millennials and a strong representation of Gen Z.  

 

Development of the Intervention 

 The researcher developed a strategy to connect with adults of all ages in the Columbia, 

MO area, with special emphasis on Generation Z and Millennials, via concise evangelistic videos 

delivered by social media. The following phases were implemented: 

 1. Seek Support from Local Church and Conference 

 2. Select Video Platforms and Delivery Methods 
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 3. Determine Format, Length and Style of Videos 

 4. Partner with a Social Media Marketer 

 5. Plan and Script Initial Videos 

 6. Plan Branding and Set Up Social Media Accounts 

 7. Film and Edit Initial Videos  

 8. Field Test Video Ads and Initial Videos 

 9. Retarget Contacts and Automate Content Delivery to Interests 

 10. Develop Additional Videos, Test and Optimize 

 11. Plan Invitation and Registration for Live Event 

 12. Evaluate the Process and Plan Beyond the Project 

 

Description of the Intervention 

  The order of the above steps was done by the preference of the researcher. These phases 

were spelled out for clarity of purpose and thought, though at times more than one phase may 

have been in motion. The above phases are now explained in more detail. 

 

Phase One: Seek Support from Local Church and Conference 

 As a local Seventh-day Adventist pastor, the researcher works closely with local church 

and lay leaders. They work together to plan and implement evangelistic strategies in their 

territory. Therefore, it was critical that the church board and church body at large, be supportive 

of this outreach endeavor. 

 A budget for the project would need to be approved by the church board and payments 

for ads would need to be made by treasury personnel. Church members would be encouraged to 
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offer input and even to share videos organically with friends and family on their personal social 

media accounts. The success of the project depended, to a large degree, on the buy-in and 

backing of the Columbia SDA Church family. A budget was prepared asking the church board to 

assist the project with local evangelism funds. The local conference would also need to be 

consulted as a portion of funding for outreach is provided by the conference. After approval from 

the church board, the project would need to be shared with the church body to secure their 

ongoing support and prayers. 

 

Phase Two: Select Video Platforms and Delivery Methods 

 The researcher concluded during the process of the literature review that developing and 

releasing videos would not be adequate to build a local audience substantial enough to have an 

impact in the community and in the church family. The development of the videos would 

become, by necessity, only one portion of the project.  

 An audience does not view what has been produced just because it has been created. The 

content must be carried to the target audience via a platform. As was previously established, 

these videos would be shared over the Internet. Social media was determined to have the most 

potential for content delivery that could be focused on a local geographical area. As Kidder 

(2016) wrote, “The mission of Christ is to evangelize the world. An effective way to do this is 

through social media when you do it professionally and with a loving heart” (p. 30). 

 Several Internet and social media options were considered. The researcher determined 

that five options stood out as having the most potential to deliver the video content to a local 

audience in Columbia, Missouri: YouTube, Facebook, Google, Instagram, and Tik Tok. 
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 YouTube is the number two search engine in the world. It is also known exclusively for 

the hosting of videos. It is a “go to” location for entertainment and to learn more about almost 

anything via video. Legitimate experts and backyard pontificators all merge together for the 

viewer to determine the credibility and accuracy of whatever they are seeking to understand, 

learn or enjoy. YouTube has over 1 billion users just on mobile devices and on a daily basis 

reaches more people ages 18 to 49 than any cable network on the planet (Johnson, 2019). 

 YouTube is now the second most used search engine, only outpaced by Google itself and 

Google owns YouTube. The researcher examined the possibility of hosting videos on YouTube 

and then promoting them on YouTube via paid ads. These ads would show only in the 

geographical area of focus as well as sharing and promoting them on other platforms such as 

Facebook. 

 Facebook continues to be the most trafficked social media location for all age groups in 

the United States (Pickard-Whitehead, 2020). Over 75% of people aged 18 to 34 use Facebook 

daily (smallbiztrends.com, 2020). Video consumption on Facebook continues to grow. In 

December of 2014 Facebook exceeded YouTube in video uploads for the first time (Argila, 

2017). Facebook advertisement features are also well suited to targeting large numbers of people 

in a geographic location. The examiner explored the possibilities of sharing videos hosted on 

YouTube as Facebook posts and paying to boost them. Another option that was considered was 

video posted directly on Facebook to be shared via ads or boosted posts. The researcher 

considered hosting videos on a website and using Google Ads targeting specific search queries to 

direct traffic, from the determined locality, to that website.  

 Instagram is growing more and more popular, especially among the younger crowd. 

Generation Z and Millennials both are consuming more video primarily with their smartphones. 
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In the Generation Z cohort, 62% of them stream video on Instagram daily, whereas Millennials 

have 65% of their cohort checking out video every day on Facebook. Instagram is owned by 

Facebook and also has excellent features to promote concise videos to people in a geographic 

location. The researcher examined options that would allow for videos to be hosted on Instagram 

and promoted via ads directly to the Columbia, Missouri, audience. 

 TikTok is a place created just for short videos and is gaining more and more popularity. It 

became one of the fastest expanding apps in 2020, exceeding an audience of 1.5 billion users. 

Most users are children and teenagers (Weimann & Masri, 2020). The researcher saw potential in 

TikTok because there is limited biblical content as most religious presenters and video producers 

have not developed as much content limited to three minutes or less, which is the time limit for 

TikTok videos at the time of this writing. 

 These five platforms were considered for use to deliver the video content to the 

community. Though all of them had potential, research indicated that two stood out to meet the 

project needs most effectively. This is covered with detail in the next chapter. 

 

Phase Three: Determine Format, Length and Style of Videos 

 The format, style, and length of videos would determine where they could be shared and 

how effective they might be. Videos can be posted and viewed successfully and even go viral if 

they are not in the best format for the medium on which they are shared. However, it is generally 

understood that a video has more potential for success if it is formatted for the platform on which 

it is posted. 

 YouTube videos are horizontal, also called landscape view. Facebook, Instagram, and 

TikTok favor vertical videos, which can fill the whole screen of a smartphone while held and 
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viewed in the typical vertical position. This difference would require the development of 

different videos to best serve on both YouTube and the other social media video platforms. 

Software options are available to convert horizontal video to vertical. However, the limitations of 

available vertical space and the necessity of aggressively cropping the horizontal edges often 

cause the finished product to be less than desirable.  

 How long should the videos be? The distractions of the Internet make it more challenging 

to both grab and keep people’s attention. Generation Zers will still watch a two-hour movie with 

enthusiasm, so it is possible to hold their attention span with entertainment. Yet research 

indicates it is a different story for other types of video. Fishman (2016) reviewed over 560,000 

videos with a combined play count of over 1.3 billion and found that those videos under two 

minutes have the best retention regardless of age.  

 Based on Fishman’s findings and other studies cited in the previous chapter, the 

researcher has determined initial videos aimed at first arresting the attention of new contacts 

should be in the one to two-minute range or less. For the purpose of this document these will be 

referred toas first-contact videos.  

 On Facebook, viewership of videos drops off sharply after about 90 seconds (Regev, 

2019). However, once a contact is watching multiple videos and has an established interest the 

retargeting videos could potentially be longer–in the eight to twelve-minute range. Fishman’s 

(2016) findings point out that if a person takes up to six minutes to cover a topic, they would lose 

very little viewing audience if they extended their content up to twelve minutes. To develop 

topics apologetically and evangelistically, as discussed in chapter three of this document, there 

will be times that the researcher will require more than two or three minutes. The parameters 
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outlined here were not set as an absolute rule but rather a guiding reference, realizing that not all 

content can be covered most effectively within the same concise time period. 

 Research did not indicate that one style of dress performs better than another. Presenters 

can be professionally dressed in a studio or dressed casually in an outdoor setting or any 

variation in-between. However, with the 40 and under crowd casual is often considered more 

authentic and genuine.  

 The researcher chose varied dress yet maintained a comfortable and casual speaking 

style. He hoped this would connect better with a younger audience than a more oratory or 

“preachy” approach. Yet, even with a relaxed atmosphere, the presenter, who is also the 

researcher, would need to speak with energy and passion to draw in the viewer, build rapport, 

and elicit in the watcher the desire to see other videos by the same speaker. 

 

Phase Four: Partner with a Social Media Marketer 

 The investigator realized through broad reading, culminating in the literature review of 

chapter three, that he was not equipped to manage all the technical portions of the project. This 

was especially true with the marketing of the videos and retargeting interested people with future 

videos and invites to live events. The examiner invested scores of hours studying the details of 

social media marketing and concluded that if mastering all of those skills was necessary to 

implement the project, it would require an entire vocational reeducation process. Generally 

speaking, successful social media marketers often have years of dedicated training and are 

professionals in their field.  

 In consultation with advisors, church leaders, and the Columbia SDA Church board, the 

decision was made to hire a social media marketer to ensure the project videos were placed in 
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front of the necessary audience to determine the validity of the concept. The marketing, ad 

creation, and retargeting of people who have shown interest are very important for this project to 

be tested and evaluated.  

 With a traditional evangelistic series, the researcher would develop a strategy for the 

evangelistic effort which included planning the location, topics, sequence of content, and 

individual presentations. However, it was deemed necessary to contract with a professional 

marketing company to design, print, and mail fliers. 

 In much the same way, the researcher prepared and developed the project plan and 

videos. Then a professional marking firm aided in putting these videos before the digital 

audience. This allowed navigation through the technical aspects of initially reaching the audience 

with first-contact videos.  

 

Phase Five: Plan and Script Initial Videos 

 Consideration for the video topics began with the content the researcher typically shared 

during the opening topics of a public evangelistic meeting as the presenter. It was decided to 

stick to basic and generally neutral subjects. It was believed that during the initial phase of 

gaining interest online that more rapport and connection could be made with topics that piqued 

interest, addressed felt needs, built a foundation, and answered common questions. The 

researcher concluded it was more favorable at this point to avoid challenging contacts initially 

with major lifestyle changes or directly confronting long-held beliefs. For that reason, topics 

stopped short of entering into testing truths as this could thin out an online audience that might 

better receive additional content in more thorough presentations or a live setting when the 
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researcher held a live evangelistic meeting. However, it would certainly be important to share 

some of the basic claims of the authority of Scripture and claims of the gospel.  

Themes for the videos were to include: Authenticity of Scripture, how to study the Bible, basics 

of salvation, centrality of Christ to Scripture and prophecy, daily walk of the believer, signs of 

the times and current events, prophetic symbols, creation and intelligent design, personal 

testimonies, common questions answered, and interest-building items.  

The content from the examiner’s previous evangelistic endeavors had limited value for 

the development of the video content he would present in videos for this project. This material 

could not simply be shared or easily transferred from one format to another. The evangelistic 

meeting content had previously been prepared and presented in approximately one-hour 

presentations.  

 Every subject had to be revisited and each topic became a prayerful, creative challenge to 

find an approach where parts of the traditional topics could be divided into smaller, stand-alone 

portions, which could make sense to the viewer in concise presentations. Most of the themes of 

the videos mentioned above would have multiple short videos that covered them and introduced 

them to an online audience. Great care was taken to develop content that would connect with a 

viewership with little to no previous biblical exposure or knowledge.  

 Videos were scripted into bullet points for the researcher to present for video as he 

presented more relaxed and authentically when prompted by reminders than when trying to read 

a full manuscript. The researcher had to practice and edit repeatedly to get the scripts down to 

usable lengths. The duration of these videos was drastically shorter than the researcher had ever 

attempted to present similar material.  
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 The time constraints for these videos required all previous approaches to these topics to 

be set aside. The topics were approached afresh with the question of what was the most basic 

point to bring out and how this could be done both concisely and in a way that would keep 

viewers’ attention. Also, consideration was given to dividing up topics into multiple segments of 

concise stand-alone videos. Stories were used as often as possible to illustrate the topics and 

capture interest. The plan was to film fifteen initial videos. 

 

Phase Six: Plan Branding and Set Up Social Media Accounts 

 Decisions had to be made regarding branding, and social media accounts needed to be 

established. In consultation with the church leadership, it had to be determined if the videos 

would: A) be run on social media accounts for the Columbia SDA Church; B) accounts branded 

by the name of the researcher; C) a neutral name that tied to the local community; or D) a neutral 

name that did not connect to a geographical area. Each had advantages and potential 

disadvantages.  

 For instance, if done on church accounts there could potentially be people who might shy 

away from participating because they are not wishing initially to connect with a church or 

perhaps in some cases, more specially the Adventist church. Yet, after viewing material that is 

interesting and biblical, those same people might would be favorable to connect with a local 

church down the road. 

 If videos were promoted on accounts established with the name of the researcher, local 

people would certainly get to know the pastor. Yet this would be accomplished regardless as the 

local pastor, the researcher, would be the presenter on the videos. However, if at some future 

point, the pastor ever relocated the local contacts and interest generated would largely be lost for 
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anyone not yet assimilated into the local church family. It would also be unlikely a new pastor or 

even the church could carry on this effort effectively with accounts branded by the name of a 

previous leader. 

 If a neutral name were selected that was coupled with a recognizable tie to the 

community then, it was reasoned, people could engage with the videos without them having the 

aura of being too “churchy” or contacts feeling boxed in by a particular church or denomination. 

Additionally, if interests did recognize a local or regional aspect to the name then they would 

foresee the potential to connect locally at some future point.  

 Finally, we considered a neutral name without any geographical hint or reverence. This 

would allow folk to view the videos without being confronted with the idea of a specific church 

and perhaps, for some, avoid any concern they might initially have about a local group 

contacting them. Then after months of building and rapport and confidence they might be 

interested in attending a local live event hosted by the presenter and be pleased to learn he 

pastors a church in the area. 

  In addition to the social media accounts a website was set up that matches the branding 

chosen for the social media accounts. The domain was researched and secured. Then the website 

was built. This website was made to be a place where interests could be directed to view more 

videos and have them all in one location on the Internet. This could also be done and was 

accomplished through playlists—collections of videos—on YouTube. However, the weakness of 

sending interests to YouTube is that YouTube would constantly be enticing the viewer to watch 

videos outside the genre and theological perspective being shared. Therefore, sending viewers to 

the dedicated website would allow for better options to help interests view content created just 
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for them and this purpose. As more content and videos were developed, they were added to the 

website. 

 Once branding was decided on, the social media accounts for the initiative were set up. 

This built upon what is described in Phase two. After evaluating the five initially favorable 

options, the most ideal were chosen and accounts, along with payment processes, were set up. 

This set the process in motion that would allow for field testing ads and videos as they were 

developed. 

 

Phase Seven: Film and Edit Initial Videos  

 The plan was to film 15 initial videos that were filmed on an assortment of themes and 

topics as discussed in Phase Five. Attention was given to sound quality, lighting, picture quality, 

and background for each video and in all locations. Some videos were filmed in various settings 

with iPhones, while others were filmed at the studio setting of the Columbia SDA Church. 

 The raw footage then had to be edited. This involved clipping, splicing, cropping, adding 

slides, adding graphics, making thumbnail images, and adding music. The researcher decided to 

participate in performing this function as part of learning how to do every facet of the project. 

Though this phase was only given a short, but adequate explanation in this chapter, it was 

expected to be very time consuming and represented a significant and disproportionate volume 

of time to accomplish compared with many other facets of the project.  

 

Phase Eight: Field Test Video Ads and Initial Videos 

 Once the initial videos were ready for viewing and social media accounts were set up, it 

was nearing time to test the videos. The campaigns were planned and ads were created. Then the 
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campaigns were launched. Split A/B testing of ads, videos, and audiences were done. The social 

media marketing firm the church contracted with was invaluable in setting up the tests and ads to 

run on social media in Columbia, Missouri. 

 It was determined that some of the initial videos would serve well to experiment with as 

ones to advertise to people who we have not yet connected with. We called them first-contact 

videos. Other videos would serve only for subsequent viewing after the initial interest of the 

viewer was secured. This designation was determined through market testing to see which ones 

received the best responses. To be a first-contact video, it must have a theme or title catchy 

enough to elicit sufficient curiosity, thus drawing in people to take the time to check it out. A 

video must also do well with its market test.  

 This phase was important in determining, through live testing on social media, which 

videos were received best by various audiences, with emphasis on adults ages 18 to 40. This 

allowed for optimization of the campaign. Videos that performed better would receive more 

funding and exposure, while videos that were not as effective would be pulled as first-contact 

videos and considered for use to repeat viewers.  

 The videos were not designed to be a series that covered certain topics such as a 

traditional evangelistic series. Rather, while certainly containing elements of evangelistic 

apologetics as discussed in chapter three, the series of videos primarily served to build 

confidence with the viewing audience in hopes that they would want to continue watching other 

videos thus studying further with the researcher. This project served as an additional approach to 

what has been traditionally labeled pre-work before a live outreach effort.  

 In Phase Eleven, the investigator grappled with where this approach might lead, 

especially for those who are not persuaded to attend a live reaping event. The purpose of not 
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covering testing truths thoroughly prior to the live event is to avoid thinning out the interest pool 

of people that might have a better chance to respond and take action on what they learn in a live 

and more thorough setting. However, plans were made for the post-project to continue to add 

concise videos that eventually cover all topics typically covered in a traditional evangelistic 

series with the online audience. Also, continued opportunities and invitations would be offered 

for contacts to attend a live event or church service at a future time. 

 

Phase Nine: Automate Content Delivery to Contacts  

and Retarget Perspective Interests 

 With each video and ad there was some type of call to action. First and foremost was an 

invitation to opt into receiving our future short videos. Those who opted to receive additional 

videos then received the opportunity to view new ones a couple times per week. The call to 

action was at times an encouragement to act on what the topic covered. In other cases, it was an 

encouragement to read the Bible for themselves or to continue watching future series videos. 

 This phase was critical to the success of the project because those who showed an interest 

had to be followed up with. The strategy involved interests being given the opportunity to view 

numerous concise videos over several months. This protracted time period and exposure was 

deemed of immense importance to develop rapport and confidence among the group of interests. 

This was the foundation and online connection that was built upon in Phase Eleven when 

preparation was made to invite participants to a live event. Also, most importantly, interests who 

continued to watch series videos had the opportunity to grow spiritually and develop a trust in 

the Bible and Christ as Savior. 
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 The analytics features used allowed the researcher to know which videos were viewed by 

interests. These tools also revealed how much of each video was being watched. This allowed 

evaluation of the videos and was part of the ongoing optimization process. Retargeting was also 

an important part of this phase. Based on the scenario, retargeting included people who watched 

a video, and those who watched a certain percentage of a video, or those who watched specific 

videos.  

 The social media analytics options allow for the retargeting of viewers. Statistically, it 

was expected that these people were more likely to re-engage than people who have had no 

exposure to the videos or ministry efforts. The goal of retargeting was to continue to connect 

with those who showed some interest by watching videos and eventually invite them to attend an 

evangelistic series.  

 

Phase Ten: Develop Additional Videos, Test and Optimize 

 The data gained in Phase Eight gave direction to what types of videos and topics were 

best received. Initial analysis indicated what approaches were working best and additional videos 

were subsequently developed. This required a revisiting of the processes outlined in Phases Five 

and Seven for developing and producing the initial videos. Namely, the new videos were 

planned, scripted, filmed, and edited much the same way the initial videos were. 

 First-contact videos were focused on the most because it is on these on which the vast 

majority of the advertising funding is spent, and it is harder to initially gain someone’s interest 

than it often is to keep it. The lessons learned to this point and initial findings from Phase Eight 

fueled innovation and creativity at this stage. The videos produced were an improvement in 

quality in many ways as experience was gained and many lessons were learned during previous 



76 
 

phases. An additional eight first-contact videos would be created. Twenty-five more videos 

would be produced. The first-contact videos were tested to see which were most effective for 

ongoing optimization. The ones with the best results continued to run as first-contact videos.  

 

Phase Eleven: Plan Invitation and Registration for the Live Event 

 Several invitation options were considered and planned for the live event. This was a 

round table style evangelistic series with the Columbia SDA Church. The round table style refers 

to the seating arrangement and atmosphere created thereby which the researcher has observed 

provides a better setting for most attenders in the 18 to 40 age range. However, the live event (its 

number of meetings, format and topics) was not part of this project. The only significance of it 

for the project is whether interests watching the videos online opted to attend live and in person.  

 This was important because it has been the researcher’s experience that online efforts and 

connections sometimes do not transfer well to attendance as a live audience for a religious event 

or Bible-based study. Hence, in addition to seeing if the Generation Z and Millennial cohort 

members can be connected with on social media via watching concise online videos, it also had 

to be determined if this approach could, at some point, effectively transfer into an “in person” 

event. 

 Videos specifically advertising the live event were produced. Flyers were printed and 

mailed out for the event, as is traditional for such a series. The online interests were invited to the 

live event with a special video telling them to watch for the flyers in the mail. This made each 

flyer mailed to a project interest more of a personal invitation rather than an impersonal piece of 

junk mail. Registration via social media was set up so people could be encouraged to take the 

action step of planning to attend and so the researcher could advise his team on how to set up the 
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auditorium appropriately for the crowd size that would be expected, based on registration 

numbers. 

 Not all interests who would attend would be able to make it out on the opening night of 

the live event. If they attended at least once any night of the live series, they would be noted as 

an interest that attended. It would be determined if they attended by guests being asked to fill out 

a registration card at the live series.  

 

Phase Twelve: Evaluate the Process and Plan Beyond the Project 

 In a future chapter critical analysis will take place. From the inception of this project the 

researcher knew the scope of this work was of a nature which would require significant follow-

up. Future videos and contact opportunities would need to continue for the interests that were 

developed through this project. They are so much more than research subjects. They would 

remain at the close of this project important outreach contacts for the Columbia SDA church and 

precious souls for whom Christ gave His life. It was known from the outset that even though this 

project would conclude, continued interaction with these people must not cease. It is vital that 

outreach interests are not abandoned. If these interests were not to receive additional contact or 

videos much that was gained would be lost. 

 These future videos would not be limited to pre-work style neutral material as the initial 

series videos were but would slowly go on into the testing truths in hopes that in the future seeds 

which were planted would grow. Hopefully many of these people would choose to attend one of 

our other live events or church services and connect with our local body of believers. Thus, we 

began with the end in mind. In a future chapter the researcher will speak to future plans, 
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additional options, lessons learned, what could have been done differently and follow-up in more 

detail. 

 

Conclusion 

 In summary, the researcher chose to implement the strategy delimited in the twelve 

phases specified in this chapter. This included all phases described herein leading up to and 

supporting the implementation of a plan to use concise evangelistic videos to engage with the 

Generation Z and Millennial cohorts on social media platforms and invite them to a live event.  
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CHAPTER 5 

 

NARRATIVE OF THE INITIATIVE IMPLEMENTATION 

 The purpose of this project was to develop and promote concise evangelistic and 

apologetic videos to an online audience with special emphasis on connecting with Millennials 

and Generation Z and have them attend opening night of an evangelistic series. This chapter 

reports the results of the implementation of the initiative by sequentially sharing the results and 

discoveries made in the application of the research as outlined in the previous chapter. 

 

Phase One Realized: Sought Support from Local Church and Conference  

 The researcher began implementation by sharing and dialoguing about the vision and 

purpose of this ministry outreach with local and conference leadership. A budget was prepared in 

consultation with the Iowa-Missouri Conference ministerial department and presented to the 

Columbia SDA Church board. The budget was approved and the institutional consent form to 

implement the project with the Columbia SDA Church was signed by the board chair and 

provided to Andrews University.  

 The initial commitment from the Columbia church was $26,200. This came from the 

local evangelism funds. An additional $8,500 was given by the Iowa-Missouri Conference of 

Seventh-day Adventists and $2,500 was estimated to come in from Columbia SDA Church 

members via direct giving. That made the starting budget of the project a total of $37,000.  
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Phase Two Realized: Selected Video Platforms and Delivery Methods 

 Five platforms for sharing videos initially stood out to the examiner as a result of the 

project research: YouTube, Facebook, Google, Instagram, and TikTok. 

 YouTube was selected as one of the platforms to post videos on. Several considerations 

were taken into account. YouTube, as noted in chapter four, has high viewership among young 

adults. However, an initial apparent weakness of YouTube is an inability to target a local or 

certain geographical area. Most YouTubers have an audience spread across the world with few, 

if any, viewers in most geographical locations. Yet research indicated this suspected weakness 

might be overcome by geographically targeted ads through the integrated Google Ads platform. 

 Facebook seemed to be an obvious choice. As shared in the last chapter, 77% of people 

18 to 34 are daily Facebook users and video consumption on this platform continues to expand 

and grow. Video promotion via Facebook ads allow for the targeting of a geographical area. 

 Google was considered as an option as it is the world’s most used search engine. The 

researcher considered hosting videos on a website and using Google Ads targeting specific 

search queries to direct traffic, from the determined locality, to it. Yet, Google search volume on 

the specific topics of the videos did not seem to be sufficient to provide the desired traffic in the 

specified time period of this project. However, coupling Google Ads with YouTube was a 

strategy that was implemented.  

 Instagram is becoming more popular, especially among younger adults. As noted in 

chapter four, about 62% of Generation Z view video on Instagram every day, compared to 

Millennials having 65% of their generation viewing videos daily on Facebook. As Instagram is 

owned by Facebook, videos from the same platform can be shown as ads on both Instagram and 

Facebook. 
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 Less was known about TikTok, but due to its video focus and rapid growth, it was 

selected for some experimentation. Yet, it was initially deemed less likely to produce a desired 

outcome because of the way the platform feed works and because it is overwhelmingly 

entertainment oriented and not as content driven as such platforms as YouTube.  

 In summation, phase two was realized by selecting (a) YouTube (b) Facebook (c) 

Instagram and (d) TikTok to share videos on. 

 

Phase Three Realized: Determine Format, Length and Style of Videos 

 The researcher determined to create videos in multiple formats, including vertical and 

horizontal and even square formats. To do this an inexpensive kit was purchased that included a 

tripod equipped to hold two iPhones for video. It was designed to allow one phone to record 

vertically while the other shot horizontal video. 

 Initial videos were recorded in both vertical and horizontal formats. After 

experimentation, which will be reported on below, in consultation with the marketing agency, the 

researcher began to only film videos vertically for a time. This was influenced by the formats 

where they could be placed on social media platforms. 

 Vertical videos worked best on Facebook, Instagram, and TikTok with their formatting 

and platform. After the researcher completed the literature review but before implementation 

began, YouTube launched YouTube Shorts which, as the title suggests, are for short videos. 

YouTube Shorts also uses vertical video. This allowed the researcher to choose a format that 

worked well on all platforms used in the project, at least for videos under one minute. At the time 

of implementation YouTube Shorts were limited in length of video to 60 seconds. The primary 
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format the researcher settled on for most videos was vertical 4:5 videos, as that size worked well 

on all platforms used in the project (Appendix A). 

 The length of initial videos would be less than one minute to allow for placement on 

YouTube Shorts. It was determined that 30 to 45 seconds (or less) would be best across all 

platforms for first contact videos. This would allow enough time to try and capture attention and 

share a thought or make a point. 

 The researcher determined to use a casual style both in presentation and dress. The 

locations and backgrounds of the videos would often change. Backgrounds would include nature, 

the researcher’s home or office, and a studio background at the church. The presentations were 

done in a conversational but engaging manner. The researcher determined to produce videos that 

are well done but not to have a feel of being too professional or polished. 

 In culmination, the researcher chose to mostly use 4:5 vertical video from around 30 

seconds in length up to a few minutes in duration and employ a casual, conversational style. 

 

Phase Four Realized: Partner with a Social Media Marketer 

 As explained in the previous chapter, the researcher determined certain aspects regarding 

the technical side of marketing on social media would continue to be beyond his skillset. The 

purpose of the project was not to learn all the details of social media marketing but rather the 

development of video content and a strategy to connect with people for the sake of gospel with 

concise videos, with special emphasis on Generation Z and Millennials. Social media was merely 

the vehicle through which to deliver the content. 

 After consulting with local church leadership, it was decided help would be sought from 

a social media marketer. Also, it was determined that, due to the goals and content of this 
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endeavor, it would be best to look for a marketer that was a like-minded believer. The researcher 

talked with several pastors from across the United States to seek referrals.   

 The Columbia SDA Church board decided to contract with Advent Digital Media (ADM) 

for the cost of $1,800 per month. ADM would work with the researcher to form an advertising 

plan sharing their real-world experience and try to put the researcher’s goals into a practical 

marketing strategy. 

 The church board voted to approve the proposal and a start date for August 1, 2021, was 

agreed upon. Initially this was a six-month agreement to go through January 2022. The 

researcher had felt he could learn the social media marketing strategies and take over that role for 

the last 2.5 months of the project. However, the need to create, film, edit, and post new content 

for the videos proved to be too much to add all of the marketing to the researcher's schedule, 

especially as he continued to pastor full time throughout implementation. The researcher did 

ultimately take up a portion of the marketing but the majority of it was left to the marketing 

company. The researcher petitioned the Columbia SDA Church board to extend the contract with 

Advent Digital Media through April 15. This extension went through the beginning of the live 

reaping series, which started April 7. 

 

Phase Five Realized: Plan and Script Initial Videos 

 The researcher began a brainstorming and organizing process about material for the 

initial videos. All ideas were written down. He went through his evangelistic sermons, his church 

sermons, and sermon ideas files. The researcher also considered new and current events and in 

excess of 100 ideas were written down as possibilities. These included, but were not limited to, 
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topics such as signs of the times, gospel presentations, brief stories with a point, prophecy 

nuggets, trust in Scripture, the daily walk, interest items, and much more. 

 The intent was to plan and script fifteen initial videos. However, as the researcher 

consulted with the social media marketing team, they offered suggestions that somewhat altered 

the plan. They suggested planning and making no more than three initial videos and then market-

testing them. They reasoned that much could be learned more quickly by this approach, which 

could improve the development of future videos. Simply put, three videos made the most sense 

for this phase.  

 The scripts for the videos were bullet-point type and not a manuscript; research shows 

this was a better way to present the video than reading a script. Thus, those notes would only 

make sense to the presenter himself (see Appendix B). 

 In summation, the researcher planned three initial videos and prepared bullet-point 

outlines for them. 

 

Phase Six Realized: Plan Branding and Set Up Social Media Accounts 

 As discussed in the previous chapter, the researcher in consultation with the Columbia 

SDA Church leaders, needed to determine the branding for social media accounts that would be 

used to share and promote the videos. The researcher had a discussion with the local church 

elders. They considered a variety of options and collectively felt a neutral name would be best.  

 The researcher had a .com domain for StudyRevelation.com from a previous outreach 

effort. Much of the material would be prophetic in nature, and the live reaping series would have 

a Revelation theme. Also, the word revelation itself can have a more general meaning, referring 
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to all God has revealed and not limited to prophecy. It was determined to use Study Revelation 

for branding across all platforms. 

 All accounts were started new and without any initial followers at the beginning of the 

project. This would shield the research from being skewed by having previous members of a 

social media page already being present so as to affect results. Brand new pages or accounts 

were formed with Facebook, Instagram, YouTube, and TikTok. The name “Study Revelation” 

was used across all platforms for branding.   

 

Phase Seven Realized: Filming and Editing Initial Videos  

 The original plan, as outlined in Phase Five of chapter 4, was to film fifteen initial videos 

on an assortment of themes and topics. In consultation with the social media marketing team we 

narrowed the initial testing group down to three videos. After the planning of the three initial 

videos was completed (as described in Phase 5 of this chapter), the researcher moved to 

production of these first videos for the project. 

 After filming the first video, “Four Things God Doesn’t Know,” the researcher shared it 

with the social media marketing team. He expected to receive positive affirmation but instead he 

received the gift of humbling feedback. The team felt he was not “talking to” the audience but 

“past” them. Advent Digital Media sent a link of another presenter to the investigator to watch 

and learn from his presentation style and technique. This was to be the first of many humbling 

experiences for the researcher in the project implementation. Although each time it was initially 

hard to process, adjustments were made and growth occurred.  

 That first video had to be completely redone to fix the issues pointed out by the 

marketing team. The researcher and marketing team were both eventually pleased by the final 
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product. It was a total of 23 seconds in length and was delivered in a casual style outside at a 

picnic table. 

 The video and its transcript were sent to an editor. He was contracted via the freelance 

services provider, fiverr.com, for final editing and adding subtitles to the video. The final copy 

was then provided to the social media marketing company to begin market testing. 

 The second video was filmed with the presenter, also the researcher, in casual dress with 

an outdoor background. The video was titled, “Why Has The World Gone Crazy?” It was 35 

seconds long and delivered in a casual but energetic style. 

 The third initial video was filmed with a prop. It was a Native American projectile point 

the researcher had found in a creek bed. The video was filmed on-site in the creek bed and the 

presenter featured the artifact in the video (Appendix B). 

 This video required some additional editing and filming. Not only did the presenter talk 

to the camera, but footage was shot while the presenter searched the creek bed as he looked for 

artifacts. This video began with the presenter talking directly into the camera. Then as his voice 

continued, it cut away to the footage of the search. Then it came back to the presenter speaking 

into the camera for the spiritual lesson near the end. 

 

Phase Eight Realized: Field Test Video Ads and Initial Videos 

 The three pilot videos were tested on Facebook and Instagram as paid ads. For initial 

testing, $10 was spent per video over a 5-day time period. All three videos performed well. One 

video was run in two formats just on Facebook, each version having a different title. This was an 

A/B test to see which worked better.  
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 A total of $70 was spent on these first tests. This resulted in a combined 911 ThruPlays. 

A ThruPlay is a Facebook and Instagram term to specify a video was viewed for at least 15 

seconds. The average cost per ThruPlay was $0.08. There were 514 100% views. Engagements 

on Instagram cost twice as much as Facebook. Facebook was $0.02 per engagement whereas 

Instagram was $0.04 per engagement.  

 Gender was noted in the results as well. There were more female viewers than male on 

Facebook. The gender breakdown was 56% female to 44% male.  

 Engagement cost by age on Facebook for initial testing on these three videos were: 

18-24 - $0.20; 25-34 - $0.07; 35-44 - $0.06; 45-54 - $0.05; 55-64 - $0.05; 65+ $0.05 

 Ages 45 plus was the cheapest to market to; the younger age ranges were more expensive 

to reach with videos. This seemed to make sense and undergird the need for this project, because 

it has been proven challenging to connect with the younger-aged adults. One challenge this test 

revealed is that Facebook will allocate the funds to reach the most cost-effective group for the 

task, which was viewing a video.  

 This resulted in Facebook spending more of the available funds to get the 65+ age group 

to watch the videos, which is not the emphasis of this project. So this was addressed. Although 

this project has an emphasis on connecting with generation Z and Millennials, the Columbia 

SDA Church evangelism funds could not be spent in such a way as to exclude certain ages 

entirely. It was determined that half the funding for each video was to be allocated to ages 18 to 

40, as the oldest Millennials were turning 40 that year. The rest would be dispersed among 41-

65+. That means that the 22-year age range of the project (18-40) would receive 50% of the 

funding and that the other 50% of the evangelism funds would be dispersed among the remaining 

40+ year age range of the older adults. 
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 During this phase videos were placed on YouTube and promoted as in-feed Google Ads 

on the YouTube platform. The targeting features through Google Ads, like on Facebook, allowed 

us to target people within twenty miles of Columbia, Missouri. Views on YouTube cost 15 cents 

per view, as opposed to an average of $0.08 on the Facebook / Instagram platform. As a result, 

the researcher determined that YouTube would not be a good investment and hence eliminated 

YouTube from focus. Ultimately, YouTube would in fact be revisited and become the best 

performing platform. This surprising turn of events is explained in Phase 10. 

 Videos were placed on TikTok. However, the marketing team was unable to boost the 

videos as ads. So the only traffic they got was organic and worldwide. The videos did not 

perform well on TikTok, and so TikTok was also set aside. 

 Our full focus was now given to promoting videos on the Facebook platform as our 

experiments had not been nearly as effective on Instagram, YouTube, or TikTok. Also, initial 

experiments showed it was very costly to reach Generation Z (which is not on Facebook as 

much) with videos but that Millennials were responding well and most Millennials are on 

Facebook daily.  

 

Phase Nine Realized: Automate Content Delivery to Contacts  

and Retarget Perspective Interests 

 As future videos were developed, tested, and optimized (as explained in more detail in 

Phase Ten), we used retargeting features to show videos to those who had watched previously. 

The researcher learned that it was not possible with the current retargeting features to retarget 

people who watched a certain number of videos. Rather, the features available only allowed 

retargeting anyone who watched a certain percentage of any video or anyone who watched a 
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certain percentage of a specific video. It was also possible to retarget with a sequence of videos, 

but experimentation with that feature was not considered to be effective.  

 Two specifications were experimented with in targeting video ads on Facebook: 1) SDA 

and Christian interests, and 2) the entire general public with no specificity of interest. The vast 

majority of viewers came from Christian interests, though we did pick up a number of viewers 

that were not specified by the Facebook platform as having a Christian interest. 

 Two groups were predominately retargeted with additional video ads on Facebook: 1) 

ThruPlays (15 second views), and 2) 95% views. When we retargeted ThruPlays, anyone that 

viewed one of our ads for 15 seconds or more was retargeted to show additional videos. Ninety-

five percent of view time was chosen as the other metric to retarget. It was reasoned that if 

someone had watched 95% of a video they had shown sufficient interest to retarget. 95% was 

chosen as a benchmark as opposed to 100% views because the data showed a statistically 

significant drop in viewership during the closing seconds of videos. The researcher concluded 

this could represent people who realized the video was ending and opted to scroll on to the next 

thing of interest in their social media feed. 

 YouTube was reintroduced into the project, though it had been previously eliminated. 

This will be explained in Phase Ten. Retargeting was used with YouTube through Google Ads. 

The Google Ads did an excellent job of retargeting previous viewers while adding new viewers 

too. On YouTube, no specific interests were targeted on this test. The only limitation was 

geographical and 18 or older. 
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Phase Ten Realized: Develop Additional Videos, Test and Optimize 

 In total, forty videos were developed for this project. Transcripts for most of them are in 

Appendix B. When a new video was ready to test it would be run for a few days with a small 

budget to see how it performed. Videos that performed poorly–which was about half of them-

were pulled from paid promotion. Videos that performed acceptably were used to retarget 

existing audiences on Facebook of either ThruPlays or 95% views. The best performing videos 

were used both to connect with new people and retarget. 

 Our initial metric for determining success on Facebook was ThruPlays (15 second 

views). However, an examination of the data revealed that several of the videos with a good cost 

per ThruPlay were hemorrhaging viewers around the 17-20 second mark and had an 

infinitesimally low completion rate. The most drastic example was a video titled “How To Fix 

Your Spouse.” It had 5,699 ThruPlays at a cost of $0.07 each. When only looking at the 15 

second views (ThruPlays) it appeared to be performing strongly but at the 15 second mark the 

audience began a rapid decline so that there were only fifty-three 95% views. So less than 1% of 

ThruPlays were continuing through the video. 

 As a result of this, and similar data, the researcher realized additional help was needed. 

He formed a small creative committee among church members, consisting of himself and four 

other people. One was a high school senior, one was a college student, another was a young 

professional in her late twenties, and the last was a senior citizen who is known for creativity and 

out of the box thinking. This committee met entirely online via Zoom. They began by reviewing 

videos that had been filmed previously and seeking to improve them. 

 The creative team went through a process they identified as an “autopsy of a dead video.” 

First, they watched each video together and stopped where Facebook indicated the crowd began 
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to significantly drop. Since most videos had several thousand views by this point, these drops 

were very easy to chart. They then discussed why the viewership was dropping at those specific 

times and what changes might improve the video. Some videos were entirely set aside. Others 

were re-edited.  

 The video with the most drastic losses, “How to Fix Your Spouse,” was greatly improved 

through this process. The introduction was cut and the video immediately went into “4 Ways To 

Fix Your Spouse.” Retention increased from 0.9% to 10% of ThruPlays watching to 95% of the 

video. So the work of the creative team increased the effectiveness of that video by more than ten 

times.  

 A video that performed well, “Miracles from Hell,” was also improved. ThruPlays were 

$0.14 with 62% of ThruPlays completing 95% of the video. After working with the creative team 

and redoing the video, the cost per ThruPlay improved to $0.04 with 96% of ThruPlays 

completing 95%. These are just a couple of examples of the great work this team did. The 

creative team gave input on upcoming videos and lessons learned from the critical analysis of the 

videos that were used by the researcher to improve the development of all future videos. 

 Sadly, the examiner lost access to data on Facebook due to a hacker resulting in the 

Facebook account being shut down. Monthly reports from the marketing company through the 

end of March remain and are in Appendix C. The last two weeks, ending April 15, are missing 

from those reports, due to loss of access to the data. The marketing company had not yet pulled 

those numbers before the hacker strike. The most comprehensive Facebook results that remained 

were in the form of a report presented by the researcher to the Columbia SDA Church board on 

March 8, 2022, about one month before the close of the project implementation (Appendix D). 
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 In March 2022, a shift was made to focus only on retargeted audiences on the Facebook 

platform in preparation for inviting interests to the live event starting on April 7. As of March 1 

there were 272,451 ThruPlays from 70,900 individuals within a 20-mile radius of the church; 

that is an average of 3.8 ThruPlays each in that grouping of about seventy thousand people. It is 

likely that many of those only watched one video whereas others watched several more than the 

average. Considering there are about 183,000 people in approximately 72,000 households in that 

geographical area, these results represent significant exposure as 1 in about every 2.6 people saw 

at least 15 seconds of one of the project videos. 

 There was one other audience on Facebook that was retargeted with video ads. This 

audience consisted of those who had watched at least one video through to 95% of totality. This 

group of 12,500 people had watched a combined 59,687 videos to 95% which breaks down to an 

average of 4.8 views per person. The quality of interest from this group was deemed to be much 

higher than the ThruPlay group as both the duration and frequency of views was much higher.  

  Unfortunately, reporting final numbers requires a bit of extrapolation because of data lost 

due to the hacking. The total spent on Facebook was $30,883.78 and up through the 1st of March 

the average cost per ThruPlay was $0.08 each (see Columbia SDA Church Board Report-March 

in Appendix C where 272,451ThruPlays had cost $22,084). If that average cost remained about 

the same, then the total ThruPlays in this project was approximately 380,000.  

 Next, we circle back a few months to further discuss YouTube. Near the end of January 

2022, additional funds became available for the project. In consultation with the marketing 

company the researcher decided to try running video ads on YouTube again. YouTube had been 

previously set aside as significantly less cost effective per view as compared with Facebook. 

Views on YouTube via in-feed ads were costing 0.15 cents per view as opposed to an average of 
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.08 cents on Facebook. As a result, the researcher previously determined that YouTube would 

not be a good investment, and hence had eliminated YouTube from further research. 

  However, the marketing company suggested trying skippable ads which can be skipped 

after 5 seconds at the beginning and sometimes during YouTube videos. Previously in the 

project, in-feed ads (ads that appeared as a next suggested video to the viewer) had been tested 

and the cost per view remained high. The researcher did not expect the skippable ads to work 

even as well as the in-feed ads. But the project received additional funding and the conclusion 

was reached that it was worth exploring YouTube a bit more.  

 The YouTube results were shocking. Views of skippable ads on YouTube were typically 

costing between $0.03 - $0.04 per view. What is also noteworthy is that YouTube only counts a 

view if the video is watched for at least 30 seconds (or the whole video if it is less than 30 

seconds). That is twice as long as a Facebook ThruPlay of 15 seconds. So YouTube views on 

paid skippable ads were typically less than half the cost of Facebook ThruPlays for viewers 

watching twice as long. The same videos were being run on both platforms.  

 This discovery of the YouTube success was unfortunately made with only about seven 

weeks left in implementation. The researcher believes the Lord guided the team back to 

YouTube to make this discovery. The investigator also believes the project results would have 

been much improved had this type of advertising on YouTube been employed for the whole 

duration of the project. However, it was only the trial-and-error experimentation process that led 

to this discovery. Sufficient time to develop a warm audience over several months was lacking. 

 Initially, about $800 had been spent testing YouTube ads, but starting February 3, 2022 

about $35 per day was put into testing Google ads on YouTube with 5-second skippable ads. 

This was done for two weeks.  
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 For a total cost of $513 there were approximately 17,200 views (of 30 seconds or more) 

on YouTube during this two-week experiment. The average cost per view was $0.03. The view 

rate is the percentage of the time that a video was viewed, at least 30 seconds of the video. Also, 

on Figure 1, the researcher enlarged Friday, February 11, 2022, to illustrate the results for a 

given day.  

Figure 1  

YouTube First Two Weeks Overview 

 

 Two other data segments were drastically different between Facebook and YouTube. 

Firstly, on YouTube, during this two-week experiment, female viewership was 34% while male 

viewership was 66%. 

 Secondly, YouTube was reaching a younger audience with videos without any attempt to 

target a specific age group in this initial retest. Just like on the Facebook initial test, no age group 

was specified. Yet, the target age for this project was well represented. The majority of viewers 

were between 18 and 40 years old (see Figure 2). 
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Figure 2 

YouTube First Two Weeks Views by Age 

 

 Upon analyzing this data, the researcher allocated more funding to YouTube beginning 

February 18, 2022, and continuing until the opening night of the live event and concluded on 

April 8. During this time an additional $16,500 was spent, which procured approximately 

443,000 views at an average cost per view of 0.04 with a view rate of about 35%. Upon scaling 

up to higher ad spend with the target geographic area, the average cost per view went up slightly 

from $0.03 to $0.04 per view. Conversely, the view rate went down from 47% to 35% (see 

Figure 3 for more details and notice the enlarged section of Friday, March 25, 2022, to illustrate 

the data for a specific day).  
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Figure 3 

Costs Per Viewer 

 

 As the experiment on YouTube scaled up from about 17,000 views in the initial two 

weeks to about 443,000 over the next seven weeks, the views by gender remained mostly steady 

as female viewership rose two percentage points to 36% while male viewership remained strong, 

yet declined two percent to 64%. 

 The average age of the viewership continued to remain solidly within the focus of this 

project, primarily ages 18 to 40, with 74.7% of viewers between the ages of 18 to 45. There were 

slight shifts in the percentages per age segment. Yet it was clear from the data that the results of 

the two-week YouTube test in February were holding true even as the volume was scaled up. 

Probably the most significant change in viewership age range was that the 18-24 segment went 

down slightly from 29% to 27% and the 25-34 range rose from 25% to 28% (see Figure 4). 
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Figure 4 

YouTube Overall Views by Age 

 

 Once success was realized on YouTube, only seven weeks remained to build an audience 

before the opening night of the live event. During the last two weeks before opening night, about 

67,400 unique viewers watched a project video. In that same duration approximately 28,200 

viewed two or more videos as returning viewers (see Figure 5). The enlarged section of Tuesday, 

April 5, 2022, on Table 5 is an example of daily activity. It compares and contrasts new and 

returning viewers from the same day. 
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Figure 5 

YouTube Analytics Last Two Weeks 

 

 In summation, additional videos were developed, tested, and optimized on the chosen 

social media platforms with the unexpected result that YouTube eclipsed Facebook as the better 

platform for this experiment. In all experiments, a total of $30,883.78 was spent on the Facebook 

platform with total ThruPlays of about 380,000, whereas a total of $17,813.38 was spent on 

YouTube with total views of about 486,000. That puts a grand total spent on video ads at 

$48,510.54 with a total combined view count of approximately 866,000.  

Phase Eleven Realized: Plan Invitation and Registration for Live Event 

 Video invitations were recorded to target repeat viewers on both the Facebook and 

YouTube platforms. An invite was developed to put at the end of a few of the top performing 

shortest videos. A video commercial with a professional voice was also created and ran as an ad. 

 Registration for the live event was via text. Young adults are often most comfortable 

communicating via text. Viewers were invited to text “Reserve” to the phone number. They were 

then prompted to text their name and the number of seats they would like to reserve. 



99 
 

 The Columbia SDA Church board opted to send out handbills for the live prophecy event 

in addition to the video project. The same “text” number for reservations was used on the 

handbill. The team considered using two different numbers for reservations, one for videos and a 

different one for the handbill, but they were concerned that folk who saw both might be 

confused.  

 For the purpose of this research, it might have been better to use two different numbers so 

we knew how many registered from each form of advertising but for the practicality of working 

with local church leadership and to avoid confusion for potential guests, that was not what was 

done. 

 Two hundred and eleven seats were reserved by 96 people. On opening night, a total of 

eighty guests attended. Including subsequent nights, one hundred and eleven guests attended the 

series for at least one night. Upon arrival at the live event, participants were invited to fill out a 

registration card which contained an age and advertising survey (See Appendix E). 

Approximately 1/3 (thirty-five) of the attendees did not fill out survey information.  

 The data from registration cards revealed the following: forty indicated they had seen the 

project videos, eight marked they had seen Facebook videos, and 32 checked they had viewed 

videos on YouTube. Of those, 25 came just from the videos. That represented 19 people from 

YouTube and six people from Facebook. A slight majority, specifically 13, who came just from 

videos, were in the target age range. Seven were Generation Z and six were Millennials. 

 This contrasts with 36 people who came only from handbills. And of those people, six 

were in the target age range. Of those six, at least two were known to be brought by a Generation 

X parent. Of those who both saw the videos and received a handbill (fifteen in total), four were 

Generation Z and another four were Millennials. So, a small majority of this age group were 
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from the target age range. Additional data on attendance and decisions at the live event are 

shared in the evaluation portion of the next chapter. 

 In summary, the invitation and registration process for the live event was implemented. 

The registration survey provided important data for the project. It showed a significant portion of 

attendees at the series came from watching the project videos. 

 

Phase Twelve: Evaluate the Process 

 Project implementation was executed. The pre-planned steps were followed. The 

researcher acquired sufficient data to draw conclusions and make plans for future outreach 

incorporating what was learned. This section evaluates the process as proposed in chapter four 

and what this chapter previously reports in detail regarding implementation of each phase. 

 The process began by seeking local church and conference support. Both the local church 

and conference remained supportive throughout the entire project. And both have expressed 

interest in seeing these efforts continue into the future. So this step in the process went well. 

 Video platforms and delivery methods were chosen. In all, four social media platforms 

were used, and two—Facebook and YouTube—stood out as having the most potential. The only 

delivery method that worked well in this experimentation was paid video ads. And so this phase 

was properly implemented. 

 The process of determining format, length, and style of videos worked sufficiently. The 

researcher settled on a format that worked well across all platforms, greatly reducing production 

time and effort. The casual style and concise videos performed well overall. The researcher 

concluded this element to be executed adequately. 
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 Partnering with a social media marketer made a substantial difference. This partnership 

allowed the researcher to focus more on the main thrust of the project, which was the creation of 

videos to connect with the target age range. This phase worked well and proved to be critical. 

 The initial plan was to plan 15 videos, but the marketing company only wanted three to 

test at first. So that was a deviation from the original plan. It was also an improvement. So even 

though this phase deviated from the plan, it was a success. 

 The development of branding and the action of setting up social media accounts was 

accomplished. The name, “Study Revelation” was used across all platforms. And setting up new 

accounts on each platform insulated the project’s results from any influence of previously 

developed audiences.  

 The filming and editing of the initial videos went well and lessons were learned. In 

retrospect, the researcher sees this step as one of the most important because knowledge gained 

by working through a whole process with these first videos was invaluable for implementation of 

the rest of the project. 

 The field testing of the initial video ads was critical. It was a key element in the 

preparation to move ahead in both scaling up to reach a larger audience and in producing 

additional videos. The initial results were positive, and this phase proved successful. 

 Retargeting contacts was an area where the researcher learned much through 

implementation. It was not possible to retarget in some of the ways the researcher had planned. 

However, adequate retargeting options did allow for favorable implementation of this step. 

 In the next phase additional videos were developed, tested, and optimized. This part of 

implementation is what resulted in approximately 866,000 views in the target geographical area. 

The researcher viewed the implementation of this step as having a positive outcome. 
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 Plans were made regarding invitations and registration at the live event. Video ads were 

shown to both YouTube and Facebook audiences. Attendees provided age and advertising survey 

information. This allowed for satisfactory information to aid in evaluating the process. 

 

Conclusion 

 In summary, the researcher completed the project implementation by experimenting with 

several platforms for the videos. Ultimately, it was discovered that the YouTube platform best 

reached the age groups which were the focus of this research. Progress was made in connecting 

with Generation Z and Millennials. There were some successes, and yet more experimentation is 

needed. 
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CHAPTER 6 

 

PROJECT EVALUATION AND LEARNINGS 

Introduction 

 The objective of this chapter is to review the project, evaluate the outcomes, reflect upon 

how the researcher has grown professionally, and put forward recommendations for various 

levels of church organization. 

 

Overview of the Initiative 

 The purpose of this initiative was to develop concise evangelistic videos to connect with 

Generation Z and Millennials online and invite them to a public evangelistic meeting. The 

process by which the investigator sought to accomplish this was to: (a) research the theology of 

evangelism in Scripture; (b) examine literature related to both evangelism and connecting with 

young adult audiences through video; (c) execute a plan of producing and marketing videos to 

the target audience; and (d) evaluate the impact of the initiative based on cost, views, and 

attendance at the live event. 

 Forty videos were created. The first few were tested on various platforms to determine 

both the effectiveness of the video and the delivery platform. This initiative settled on Facebook 

and YouTube as the primary delivery platforms for the videos to the intended demographic. 

Videos were aired as paid ads in an effort to reach the desired audience. 
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Method of Evaluation 

 The primary method of evaluation was quantitative through measurement of views of 

videos by various age groups in the target location demographic. The researcher had planned to 

use raw data from the social media platforms the videos were aired on. Also, the information 

from a registration card at the live event would be evaluated to determine the effectiveness of the 

initiative. The social media platforms used have excellent analytics tools that enabled the 

examination of multiple data points. Information for evaluation was also available from the live 

event attendance and decisions made in said event. 

 The view count of the videos provided data from hundreds of thousands of views 

(approximately 866,000 in Columbia, Missouri, and its environs) from which to analyze and 

draw conclusions. The researcher had more than sufficient data to draw key conclusions from 

this section of results. This was deemed accurate up to the information available on the 

advertising survey at the live event. However, the data sample was small in the evangelistic 

series. That, along with the attendance lost to the live stream, caused the researcher to take pause 

and not be adamant about conclusions drawn from the results of the evangelistic meetings. 

 In the next few paragraphs some results reported in the last chapter are recapped up to the 

opening night of the live event. Then from there details will be shared regarding outcomes of the 

live reaping series. 

 As shared in the last chapter, 40 guests were confirmed as having seen the project videos. 

Eight had seen them on Facebook, while 32 viewed them on YouTube. Of those 40, 25 attended 

just from the videos without indicating they had received a handbill. Nineteen of those were from 

YouTube and six were from Facebook. A slight majority, specifically 13, who came just from 

videos were in the target age range. Seven were Generation Z and six were Millennials. 
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 Unfortunately, of the seven Generation Z attendees that came just from the project videos 

on YouTube, not a single one returned after opening night. This was initially devastating news to 

the researcher. Did that mean the project was a failure? Some might view it that way, but what 

was proven is that through the approach of this project it is possible to connect with them, have 

them to view multiple videos, and get them to a live event. That is significant. Did they not 

realize it was an ongoing series of multiple nights? There are always some in every age group 

opening night that do not realize that. So, the examiner did not view this as a reason for the lack 

of repeat attendance from Generation Z. Several were college students and it may be that their 

schedules in the final weeks of the semester were a factor.  

 What the results also show is that to keep them attending the researcher might need to 

change the style of his live event. Several options present themselves. Perhaps more online or 

video segments would be helpful. Another option might be to cover more Bible teaching online 

before the live event, including some of the testing truths such as the Sabbath, death, hell, etc. 

Perhaps only speaking for twelve to fifteen minutes at a time with various interactive sessions in 

between would be better. 

 Sixteen of the guests who attended from watching YouTube videos indicated they had 

not received a handbill. Of those 16, four made decisions for baptism or profession of faith. Two 

were Millennials and two were Gen X. As of this writing none have followed through on their 

decisions and joined the church. One Generation X person was heavily involved in another 

church and the two Millennials were exposed to negative and discouraging information online. 

 Of the eight people who saw the Facebook videos and attended, six had not seen a 

handbill. None were Generation Z but two were Millennials. One attended all the way through 
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the live series and made a decision for Profession of Faith on the decision card the final weekend 

of the evangelistic meetings. 

 For an unknown reason, none of the people who watched the videos and got a handbill 

made baptism or profession of faith decisions, though their return rate after one night was by far 

the highest. This might just be because such a small sample size remained by the last weekend of 

the live event. The researcher understood this should be taken into account on all the decision 

numbers but is not as pertinent to first time attendance numbers because they are the result of 

advertising to many thousands of people. For instance, in this case all four who made a decision 

from the handbills were baptized whereas the four that made decisions from YouTube did not 

follow-through and join the church; yet the one from Facebook did.   

 The researcher does not, at this time, make any determination about the quality of interest 

from this small of a sample size. The investigator has observed many people (over 100 live 

reaping events he has spoken at) that did not follow through for various personal reasons and 

choices. Yet others moved ahead. This a matter of personal choice, individual circumstances, and 

the Holy Spirit’s work. 

 This series inadvertently introduced another variable that appeared to hurt the live 

attendance, thus the results of the project. For the first time the researcher live streamed his 

series. This was initially done on opening night to try and attract online viewers to attend. The 

video team requested to keep going and the researcher approved, not realizing that a significant 

(though unknown) portion of the live audience would switch over to the live stream. It may be 

that interests who watched the video ads online transferred to the live stream more readily than 

guests from handbills. There is no way of knowing. What we do know is that the attendance 

dropped off more significantly than any other series the researcher has presented for in recent 
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years and that a significant but unknown percentage of the audience switched over to the live 

stream. Historically, the researcher would have had about twice as many still attending just from 

audience size from the handbills, regardless of the video ad component we experimented with in 

this project. 

 Such a small sample size may be somewhat skewed by a family of three who got baptized 

when a Gen X mother (partially raised SDA with currently active SDA family) attended from a 

handbill and brought her two Gen Z daughters who still live at home. Or it may be statistically 

swayed by the two Millennial best friends who came, made decisions for baptism or Profession 

of Faith but were lost to anti-Adventist material online before following through. 

 So again, with the sample size so small, factors such as these indicate more 

experimentation is needed to determine whether handbills or YouTube will be more effective. 

Yet in this case, video ads resulted in more decisions and handbills resulted in better follow-

through for baptism or profession of faith where attendees became members of the church.  

 The cost of handbills was $21,510.00 whereas the cost of YouTube was $17,813.38. The 

case could be made that YouTube was more effective since the total spent on that platform was 

$3,696.62 cheaper. However, the lack of follow-through from the small sample left at the close 

of the series from YouTube could call that into question. Lessons were learned using YouTube 

that could potentially result in better cost per result on YouTube in the future. Also, YouTube 

was only used on a large volume scale for about seven weeks. Had that same funding and views 

been spread over three to five months, perhaps this could have improved the results. 

 The researcher held a live prophecy event in the fall of 2019 in the same meeting 

location, advertised in the same area using the same handbill. Based on present trends from 

handbills, one would expect the 2022 attendance would have been much lower but in fact it was 
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significantly larger, almost double the number of guests from 2019. The researcher attributes this 

to advertising with both handbills and the videos.  

 Other pastors who held meetings in the spring of 2022 have shared with the researcher 

that handbills are drawing smaller crowds post pandemic. The average now seems to be about 

0.5 people per 1000 handbills. 

 In total, 13 people expressed their desire for baptism or profession of faith during the last 

weekend of the evangelistic series. Four were from handbills. Five came from the videos. And 

four were previous church contacts. 

 

Conclusions 

 In chapter two, Scripture was the focus for the researcher. Portions of Matthew and Acts 

were examined to understand better both the need for and methods of evangelistic outreach. This 

involved consideration of how outreach applied in different contexts and cultures. Concise 

messages in both Daniel and Revelation were also studied. It was clearly seen that God has 

intentionally adapted the gospel presentation to reach lost people in various settings and cultures. 

Chapter three considered literature pertaining to the project. Prayer, the power of the Holy 

Spirit, and a solid apologetic base are critical to make evangelistic appeal. Yet, people must be 

reached where they are at. Generation Z and Millennials have migrated toward brief video as 

their primary way to learn and take in information and social media has developed as a primary 

way for them to communicate. And so the literature reviewed for chapter three instructed the 

researcher on the best practices to produce concise outreach-oriented videos to connect with 

Generation Z and Millennials via social media and then invite them to an evangelistic meeting to 

share the gospel. 
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 In chapter four, the researcher outlined twelve phases for implementation of the project. 

These phases described the entire process of developing videos, putting them before an online 

audience as video ads, developing repeat viewers into a warm audience, and inviting them out to 

a live event. Through implementation of this process, it could be determined if the researcher 

could develop videos that would engage with Millennials and Generation Z. 

 Chapter five reported on each phase of the project implementation. Videos were planned, 

produced, and placed before the online audience via social media platforms. It was discovered 

that YouTube performed far better than the other platforms tested. Forty people who had seen the 

videos attended the live event. Twenty-five of them came just from the videos, and 13 of those 

were in the target age range this project focused on. An additional 10 in the target age range saw 

the videos and received a handbill. And so the project videos did successfully bring out 

Millennials and Generation Z to the live prophecy series. In fact, of viewers who filled out 

registration cards, 63% of the total attended the series without receiving handbill mailers.  

 

Professional Transformation 

 The researcher found the Doctor of Ministry Program to be a transformational 

experience. The results of this journey have impacted several areas of his ministry and personal 

development. The classes were both challenging and rewarding. And many of the assignments 

were such as to directly enhance the researcher’s ministry in his local context. Classmates 

became new friends that have positively impacted his life and ministry. 

 Five areas of growth stand out to the researcher in the closing months of this journey. His 

prayer life and study habits have deepened. His self-discipline has been challenged and 

improved. He has developed better follow-through and problem-solving skills.  
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 The researcher has developed spiritually. His personal devotional habits and prayer life 

have grown. In the course of this study, he has begun the discipline of devotional journaling and 

this practice has led him to a much deeper understanding of practical godliness in his own life. 

As he implemented this evangelistic project, it was humbling at times and drove him to intense 

prayer sessions seeking guidance and wisdom. 

 The area of self-discipline continued to develop throughout this course of study and 

project. One simply cannot complete a journey such as this without self-discipline. The late 

nights researching and the early mornings of writing do not fit neatly into a schedule with full-

time professional and family obligations. And so the researcher had to find time and be 

disciplined. And his self-discipline grew through the journey. 

 That leads to the next area of growth which is follow-through. Looking back, the 

researcher is amazed at how far this journey has taken him. And as he writes these final pages, he 

realizes now more than ever that overwhelmingly huge tasks can be accomplished if he just 

keeps working. A Chinese proverb states the journey of a thousand miles begins with a single 

step. But it is also completed one step at a time, and in the end, it is also finished with one step. 

So it has been with this journey. And growth in follow-through has been a result. 

 Lastly, the researcher now shares his improvement as a presenter. As a pastor, public 

presentations and preaching make up a disproportionately large part of his leadership and 

ministry. The research and practice of making concise videos for such a challenging audience 

has honed the investigator’s skills as a communicator, and he believes himself to be a better 

presenter because of it. 
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Recommendations 

 The researcher humbly presents the following suggestions. They are offered in light of 

the research and results of this project. The next few paragraphs contain ideas for: (a) local 

churches and pastors, (b) church schools, (c) conferences and unions, and (d) divisions.  

 Local churches and pastors can become known in their community over time for a 

relatively small investment. The researcher suggests that local pastors produce concise videos 

sharing nuggets of truth in a lively manner. Seek local and conference funding to maintain an 

ongoing presence on social media. These pastors must spend some outreach funds to effectively 

place the videos before their local online audience effectively.  

 Specifically, run YouTube skippable ads only in the zip codes that their church ministers 

too. Research from this project suggests an audience with a high percentage of Millennials and 

Generation Z would be reached. If the ads cost $0.04 per view (the average for this project) and 

$200 per month was budgeted to this endeavor, the local church would have 60,000 views per 

year in your local area. Over time the local Adventist pastor will become a bit of a local 

celebrity. Leverage this influence to invite repeat viewers to take part in online Bible studies, 

Zoom Bible classes hosted by the pastor, and invite interests to special live events. 

 Evangelists might integrate this approach into their meetings by initially reallocating 

about one-third of their advertising budget and using it to promote concise videos of themselves 

presenting. The videos could be placed on YouTube via paid skippable ads in the geographical 

areas where they will be holding upcoming meetings. Videos should be run as ads for 3 to 6 

months before the reaping series begins. About 10 days before the opening night, start running 

videos with an invitation to the meetings as paid ads targeting a repeat audience that has already 
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been watching the evangelist’s videos. Expect some in attendance who are already a warm 

audience from watching the videos. 

 The examiner was invited to share ideas from what he learned in his research at a staff 

meeting for College Park Christian Academy, the local church school. What he presented there, 

he now shares here as a suggestion for local Christian schools everywhere. The researcher 

proposes that perhaps one of the best ways to grow a local Adventist church school is a local 

presence online with concise, value adding video content just as was done in this project.  

 Just with a cell phone, have the school staff video fun stories about working with 

children. Have them share nuggets of wisdom about teaching from a biblical perspective. Target 

on Facebook the audiences most open to sending students your way. If the videos add value to 

their lives and build rapport, the school will be the first one they think of when they consider 

alternatives to public school. In this way, churches can raise awareness for their school and add 

value to their community.  

 For instance, find a private donor (or fund this through your budget) for $1,200 a year. 

Commit to two years to see results. Then target mothers on Facebook, maybe Millennials aged 

30 to 40 with Christian interests and living within 10 minutes of the school. Record the teachers 

sharing fun stories with a point. Have the school name at the bottom of the videos or run them as 

an ad with a button below to click for more information. If a church school averaged $0.08 per 

ThruPlay (the average cost in this project), they would have 15,000 views a year of local 

Millennial parents who would potentially have interest. 

 Conferences and unions could (a) provide funding and resources for local churches to 

help them move ahead with the suggestions offered above to local churches and pastors; (b) 

Invite someone to present at pastor’s meetings that could share this vision and inspire the team. 
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Many would love to use this approach to make a local impact, but they need encouragement and 

even help to learn about the existence of such approaches to local ministry; (c) Conferences and 

unions could consider providing marketing assistance to local churches. That would enable them 

to focus on content and production and not have to learn social media marketing. 

 And at the division level, consider a marketing campaign raising awareness and 

positiveness about Seventh-day Adventists sharing concise videos via social media, just as was 

done in this project. Most of the general public still do not know anything about Seventh-day 

Adventist Christians. Perhaps it is time that concise, uplifting informational videos were run as 

ads on YouTube throughout each division that tell about Seventh-day Adventists. Ads could 

share information about our hospitals and educational system. They could introduce the benefits 

of Sabbath rest. The possibilities are endless. 

 An annual 1 million dollar budget line in the North American Division for YouTube 

averaging $0.04 per view (the average for this project) on skippable ads would cover twenty-five 

million views. Also, if the ads and delivery system were in place, local churches and conferences 

could be invited to donate to cover their own area more thoroughly. Churches all over North 

America have donated to have their area mailed with Steps to Christ, The Great Controversy, or 

handbills. Hundreds of churches might be glad to contribute and cover the cost of ads in their 

immediate vicinity, if the leadership and the opportunity were provided. Much prejudice could 

be broken down and positive influence gained. 

 

 

 

Final Conclusions 
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 The results of this project show that concise videos can be produced to connect with 

Generation Z and Millennials online. Furthermore, videos can bring them out to a live event. The 

results also suggest that church live events may need to change to accommodate the younger 

audience or perhaps that the young adults need to have their interests solidified online first by 

entering into more testing truths before inviting them to be part of a live audience. 
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APPENDIX A 

VIDEO DIMENSIONS ILLUSTRATED 

 

 
 

  

*4:5 Video was adopted for the project as the most efficient size as it worked well on all 

platforms for videos under 60 seconds. 9:16 was too tall for Instagram. 
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APPENDIX B 

TRANSCRIPTS OF PROJECT VIDEOS 

 

Note: The following are transcripts of videos. The videos were not recorded with a written script 

but rather very brief bullet points. People do not talk the same as they write. And so these are not 

shared with grammatical correctness in mind. They are the video transcripts that were generated 

to provide subtitles for videos.  

 

1) 4 Things God Doesn’t Know 

 

Did you know there are 4 things even God doesn’t know? 

 

#1 - He doesn’t know a sin He doesn’t hate.  

 

In the Bible, evil is called sin. 

 

#2 - He doesn’t know a sinner He doesn’t love.  

 

And that’s good news for us because we’re all sinners.  

 

#3 - He doesn’t know anything else He could do to save us. He sent Jesus. 

 

And #4 - He doesn’t know a better time than right now. 

 

2) Why Has the World Gone Crazy? 

     Also Titled: Mother Earth’s Labor Pains 

 

The contractions were getting closer together and more intense. 

 

My wife & I raced to the hospital for the birth of our first child. 

 

The Bible says that the signs of the times are like labor pains. 

 

They get closer together and more intense. 

 

These include rumors of wars, financial distress, earthquakes, crazy weather, & new diseases. 

 

And though these things have affected humankind for thousands of years, 

 

As we approach the 2nd coming of Jesus, they, indeed, will get closer together and more intense. 

 

And that is why it seems the world has gone crazy. 
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3)The Search 

 

I wanted to share this with you. 

 

I enjoy searching for arrowheads and this is by far the best artifact I have found. 

 

For several years I looked in fields and searched creek banks. 

 

And then one day, I looked down and saw “this one.” 

 

It’s absolutely perfect and, to me, was worth all the effort. 

 

Sometimes we have to search for something of value. 

 

Did you know that the Bible says we will find God when we search for him with our whole 

heart? 

 

4) Will Mankind Destroy the Earth? 

 

Humankind has the ability to destroy planet Earth in 2 ways. 

 

The 1st is nuclear weaponry. The 2nd is pollution. 

 

Did you know Revelation 11:18 says when Jesus comes He will destroy those who destroy the 

Earth? 

 

Sure it’s sin that’s destroying the Earth. 

 

 But could this also hint or be a prophecy that points to mankind developing the ability (through 

weaponry and pollution) to destroy the planet on which we live? 

 

Jesus comes at a time when man is capable of destroying the Earth. 

 

5) Miracles From Hell (1st Edition) 

 

Do you believe in miracles? 

 

The Bible is full of them… 

 

from the origin of life to the resurrection of Jesus.  

 

And miracles can still happen today. 

 

But are all miracles from God? 
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Revelation 16:14 tells us the spirits of demons work miracles to deceive.  

 

So just because something is supernatural, just because it seems to be a miracle, doesn’t mean 

it’s from God. 

 

It could be from the devil himself. 

 

So how do we avoid deception? 

 

How can you make sure you’re not led astray by false miracles? 

 

We must check all miracles and miracle workers by the Bible. 

 

6) Miracles From Hell (2nd Edition)  

    Also Titled: Are All Miracles from God? 

 

Are all miracles from God? 

 

Revelation 16:14 tells us the spirits of demons work miracles to deceive.  

 

So just because something is supernatural, just because it seems to be a miracle, doesn’t mean 

it’s from God. 

 

It could be from the devil himself. 

 

So how do we avoid deception? 

 

How can you make sure you’re not led astray by false miracles? 

 

We must check all miracles and miracle workers by the Bible. 

 

7) How To Fix Your Spouse (1st Edition) 

 

When a relationship is on the rocks, people often think the other person is the one with the 

problem. 

 

They might say, if only I could get him to listen. 

 

Or my, if only I could get her to stop complaining. 

 

But I invite you to consider 4 ways to fix your spouse. 

 

#1 - Quit trying to fix your spouse. 

 

The only person you can fix is you and you can’t even do that on your own. 
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The Bible says I can do all things through Christ who strengthens me. 

 

#2 - Don’t fixate on your own needs.  

 

Focus on the needs of your spouse. 

 

It’s more blessed to give than to receive. 

 

#3 - Communicate with kindness. Proverbs says a soft answer turns away anger. 

 

And #4 - The best way to fix your spouse is to fix your spouse’s spouse. 

 

8) 4 Ways to Fix Your Spouse (2nd Edition)  

    Also Titled: 4 Biblical Ways to Fix You Spouse 

 

I invite you to consider 4 ways to fix your spouse. 

 

#1 - Quit trying to fix your spouse. 

 

The only person you can fix is you and you can’t even do that on your own. 

 

The Bible says I can do all things through Christ who strengthens me. 

 

#2 - Don’t fixate on your own needs.  

 

Focus on the needs of your spouse. 

 

It’s more blessed to give than to receive. 

 

#3 - Communicate with kindness. Proverbs says a soft answer turns away anger. 

 

And #4 - The best way to fix your spouse is to fix your spouse’s spouse. 

 

9) #1 Secret to Victory 

 

A Christian young man found himself shackled with alcohol, drugs, pornography, & other vices. 

 

But he found 1 spiritual principle that, when practiced daily, set him free. 

 

Here it is. Jesus said take up your cross daily and follow me. 

 

A daily walk with Jesus. 

 

Take up your cross. What do you do on a cross? 
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On a cross you died. The symbol is clear. 

 

We must die to selfishness every day and be renewed in Jesus. 

 

As he did so, this young man gained strength and was freed from his vices. 

 

But he called me a few months later. He had fallen back into them. 

 

I immediately knew he had gotten away from his daily time with God. 

 

I told him get back to your time with Jesus and again you’ll rise above it all.  

 

And indeed he did. 

 

Did you have your time with God today?  

 

Do you have something in place to make sure you have your time with Jesus tomorrow or the 

next day? 

 

That’s the #1 secret to spiritual victory. 

 

10) Pastor’s Abusing Prophecy 

Are you tired of false prophecy? 

    

Like “Jesus is coming this April!” 

Or “Israel’s gonna be attacked on Tuesday!” 

Or “The stock market is gonna crash on the 15th!” 

   

Pastors who are making predictions like these are abusing Bible Prophecy to try and gain 

followers. 

 

It destroys people’s faith because as those prophecies fall flat and go by without happening, 

many people lose their confidence in the Bible.  

 

So what is the purpose of prophecy? 

 

Jesus said I have told these things before they come to pass so that when they do you can believe. 

 

So, fulfilled prophecy builds our confidence and faith in the Scriptures. 

 

Often times Bible students and prophecy teachers get events wrong when the predict the future, 

but looking at fulfilled prophecy we can gain confidence in God’s Word.  

 

11) What’s Missing From the Bible?  

 

Are there missing books of the Bible or can we trust the Scriptures we have today? 
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For me, 1 Bible passage makes it clear. 

 

Ps. 12:6,7 tells us God’s word is pure and He will preserve it forever. 

 

Oh sure, there were some people that were contemporary to Bible authors that wrote things, and 

things that were written by prophets that are even mentioned in Scripture.  

 

But that doesn’t mean they were supposed to be in the Bible or that they’re missing. 

 

God has provided His Word and promised to keep it pure. 

 

We can trust the Bible we have today. 

 

What’s missing from the Bible? Nothing 

 

12) Hypocrites At Church 

I’ve heard people say they don’t go to church because there are too many hypocrites there. 

 

Well where else do you want the hypocrites to be? 

 

We go to the grocery store and guess what, there are hypocrites. 

 

We go out to eat. There are hypocrites at the restaurant. 

 

And sporting events? Yeah, the hypocrites are there too. 

 

You don’t let the hypocrites keep you away from anywhere else. Don’t let them keep you away 

from church. 

 

13) The Greatest Super Hero 

Who’s your favorite super hero? 

 

Is it Captain America? Maybe it’s the Hulk.  

 

Or perhaps it’s Spider Man. 

 

Countless arguments have been held about which of the super heroes is the greatest. 

 

My son and I argue about it all the time. 

 

But I’m going to give you my opinion. 

 

Maybe I can help settle the argument a little bit today or just spur it on. 

 

But we’re gonna talk about a super hero that’s above all the others, that is the absolute best ever. 
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He faced the ultimate evil when the whole world hung in the balance. 

 

He died saving humanity and he came back to life. 

 

He ascended to his realm. 

 

And he’s coming again soon with the armies of Heaven to take us to place he’s prepared for us.  

 

He’s the only super hero that really, truly ever existed and His name is Jesus. 

 

14) Revelation’s Focus 

What is the focus of the book of Revelation? 

 

Is it the 4 Horsemen, 666, Armageddon? 

 

Hi, I’m Hiram with Study Revelation where we strive to make the best short Bible videos. 

 

And so what is the focus of Revelation? 

 

Is it the tribulation, the beasts, the Antichrist? 

 

All of those are certainly very interesting topics. 

 

And eventually we cover them all. 

 

But they are only there in contrast to the true focus and the real hero of the book of Revelation. 

 

And He’s introduced right in the first verse where it says, The revelation, or revealing, of Jesus 

Christ. 

 

Jesus IS the focus of the book of Revelation. 

 

15) Who Comes Next: Christ or Antichrist? 

I’ve come across a number of Christians that don’t even think it’s important to study Revelation 

or Bible Prophecy because they don’t think we’ll even be here when those events take place. 

 

2 Thessalonians 2:3 though tells us not to be deceived and that before Jesus comes the Antichrist 

will be revealed. 

 

The purpose of this video is not to discuss precisely when Jesus will come. If it will be a mid-

trib, pre-trib, post-trib rapture, glorious coming, etc. 

 

The purpose is simply to point out there will some significant prophetic events take place 

BEFORE Jesus comes. And we need to study and prepare our hearts to be ready. 
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Hi, I’m pastor Hiram. Thank you for watching our video today. God bless. 

 

16) Are We Living in The Time of The End? 

Have you ever wondered if we are living in The Time Of The End or what that would even look 

like? 

 

My name is Hiram and I’ve been teaching on Bible Prophecy for about 25 years. 

 

And I’m excited today to share with you from Daniel 12:4 about The Time Of The End and the 

increase in both travel and technology that I believe we find spoken of there. 

 

It says in Daniel 12:4, 

But you, Daniel, shut up the words, and seal the book until the time of the end; many shall run to 

and fro, and knowledge shall increase. 

 

And so the book of Daniel would be sealed until The Time Of The End, meaning it wouldn’t be 

fully understood until we enter that special time. 

 

Well, what would stand out in this verse to make it clear we’re in The Time Of The End? 

 

Many would run to and fro and knowledge would increase. 

 

Could this be talking about the increase in the ability to travel so freely around the world? 

 

You know, hop in our car and go anywhere or even hop on a plane and be on another continent 

by the end of the day. 

 

Well, then you see knowledge would increase. 

 

Technology is moving forward at an ever faster pace and it’s mind boggling what we’re seeing in 

the advance of technology and knowledge today. 

 

So certainly we are living in The Time Of The End. 

 

Now what should we expect during The Time Of The End? 

 

We’re going to continue to study together and we’re going to delve into all of Bible Prophecy, 

especially the Book of Revelation. 

 

And I invite you to go to our Study Revelation page and “like” that and look at the videos there 

so that we can continue to study together on this journey. 

 

17) Revelation’s Symbols: What Is A Beast? 

Have you ever wondered what a beast is in Bible Prophecy? 

 

My name is Hiram and I’ve been teaching on the book of Revelation for about 25 years. 
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And today I’m going to show you what a beast is in Bible Prophecy. 

 

There are several. 

 

The Antichrist Beast of Revelation 13. He’s a composite beast. The sea beast.  

 

He comes up out of the sea, out of the water. And he has the body of a leopard, the feet of a bear, 

the mouth of a lion, and he’s got 10 horns. 

 

Well, he’s made up of 4 beasts found in Daniel 7.  

 

4 animals. A lion, a bear, a leopard and a beast with 10 horns. 

 

And they all represent something as well. 

 

But specifically what does a beast represent, what is a beast? 

 

Daniel 7:17 tells us, Those great beasts, which are four, are four kings which arise out of the 

earth. 

 

Then down in verse 23 of Daniel 7: Thus he said: The fourth beast shall be A fourth kingdom 

on earth. 

 

And so a beast in Bible Prophecy represents a king or its kingdom. 

 

Kings and kingdoms go together. In fact the word kingdom originally meant king’s dominion 

and was shorted, that’s the root of that. 

We also have 10 Prophetic Symbols. This is 1 of them.  

 

10 Prophetic symbols you need to know in a special PDF we would like to send to you.  

 

If you would like to have the 10 Prophetic Symbols, then message us below and we’ll get that to 

you. 

 

18) Armageddon 

Armageddon. Is it a war? It is a natural disaster? Is it coming soon? 

 

My name is Hiram. I’ve been teaching on the book of Revelation for about 25 years and in this 

video I will share with you an overview of the Battle of Armageddon and we will see that the 

whole world is involved in this battle. 

 

In Revelation 16, starting in verse 13 

 

(No subtitles while text slide is up) 
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So 3 unclean spirits. It says, 

 

(No subtitles while text slide is up) 

 

That battle we will see below is Armageddon. 

Verse 15 - Jesus is coming here at this point. 

 

(No subtitles while text slide is up) 

 

Well there it is. The common teaching today, the most popular is that this is a battle in the valley 

of Megiddo over in Israel and perhaps there will be a battle there but why did they need the 

Hebrew term for Armageddon.  

 

Its a compound word. The Har Moed which means the mount or assembly of the congregation. 

And so that’s what was actually was battled over, the throne of God in Isaiah chapter 14. Same 

thing.  

 

This is that battle over who is the ultimate in the universe continued and climaxing at the end of 

time. In fact, the battle is actually described in great detail in chapter 19. Revelation 19, starting 

in verse 11 it says 

 

(No subtitles while text slide is up) 

 

Now that’s my Jesus. And He makes war. It sounds like a battle. 

It says here verse 14: 

 

(No subtitles while text slide is up) 

 

Armies from Heaven? Sounds like a battle. Down in verse 16: 

 

(No subtitles while text slide is up) 

 

That’s my Jesus. And it says here in verse 19: 

 

(No subtitles while text slide is up) 

 

Remember in chapter 16 where it talked about the 3 unclean spirits would gather the kings of the 

Earth and their armies to make war? Here it is. And they’re make war… sounds like a battle 

 

(No subtitles while text slide is up) 

 

And so this is Jesus returning and the kings of the Earth, led by the Antichrist power to make war 

against Jesus. This is an epic battle larger than anything you’ve ever seen suggested.  
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But Jesus wins the day and saves His people and takes us home to be with Him. And so, we’re 

going to cover all of this in a future study in much more detail. In the meantime, go to our Study 

Revelation page and like that, follow it, and watch the videos that are there. 

 

19) Most Expensive Black Friday  

 

I have some friends that are serious Black Friday shoppers. 

  

  

1 drives. 1 stands in line. The others spread out around the store getting the items they need, to 

bring them back to the person that’s standing in line. 

  

  

They’re then picked up at the front door and they race off to the next place. 

  

  

Jesus was indeed a very important Black Friday shopper. 

  

I don’t say that to belittle what He did at all. It’s very serious. 

  

He put time into planning to be at the right time and the right place to make the purchase He 

wanted. 

  

In fact it was a Black Friday, that Good Friday was, the Bible says the whole Earth was 

darkened. And 1 Cor. 6 says on the cross we were bought with a price. That price was the blood 

and life of Jesus Christ. 

  

So on that Black Friday, Jesus made the most expensive purchase ever… and it was you. 

  

Now that’s something to be thankful for this week. 

 

20) 5 Miles from Bethlehem  

After following the star hundreds of miles, the wise men arrived in Jerusalem. 

  

They inquired where the Messiah was to be born. 

  

Some very educated Jewish scholars had the answer. 

  

He would be born in Bethlehem, only 5 miles away. 

  

The wise men went on to search for baby Jesus. 

  

But those smart men, even knowing the Messiah might only be 5 miles away, didn’t care to go 

look. 

  

Don’t just be smart this holiday season. Be wise and seek the Savior. 
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21) 5 Words That Doomed Hitler 

Hitler wanted to conquer all the nations of Europe. 

  

  

That was one of his goals, to put Europe completely together. 

  

But little did he know that 5 words in an ancient text, some 2500 years  

before he was even born had already doomed his efforts to  

reunite Europe and conquer all those nations to absolutely come to nothing. 

  

I’ll give you those 5 words in just a moment 

  

But first I want to take you to where those 5 words are found in Daniel 2.  

  

And tell you that at the fall of the Roman Empire there were several nations. 

  

And Bible Prophecy says like iron and clay they can’t mix together or stick together anymore. 

  

And that would last all the way until Jesus comes. 

  

Now we’re ready for those 5 words. 

  

Daniel 2:43 says they shall not hold together. 

  

Now you know why Hitler was doomed in his efforts to put Europe back together before he was 

ever born. 

 

22) Antichrist vs Jesus Christ 

 

I gonna give you 5 clues in the next few seconds and you can tell me whether I’m talking about 

Jesus Christ or the Antichrist. 

  

Hi, I’m pastor Hiram and I’ve been teaching on the book of Revelation for about 25 years. 

  

And as I give you these 5 clues you can then tell me who we’re talking about: Jesus Christ or 

Antichrist. 

  

So he comes up 1) out of the water for a 2) three and a half year ministry, at the end of which he 

3) receives a deadly wound. 4) The wound is healed. All the while 5) he claims to be equal with 

God. 

  

Am I talking about Jesus Christ or Antichrist? If you answered Jesus Christ, you’re right. But 

you would also be right if you answered Antichrist. How can this be? 
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Well, Jesus rose up out of the water, baptism, for a three and a half year ministry. At the end of 

which He received a deadly wound on the cross when He died for my sins and yours. 

  

  

But then He did not stay dead. He came forth from the tomb and we serve a living Savior 

because He was resurrected. 

  

All the while He claimed to be equal with God. 

  

But those points that I shared with you come from Revelation 13 describing the Antichrist power 

because he counterfeits the ministry of Jesus. 

  

Antichrist does not mean overtly opposed to Christ in the Greek. It means a usurper, a 

counterfeit. And so the Antichrist beast comes up out of the sea, or out of the waters. He rules 42 

months. He receives a deadly wound but the wound is healed. And he speaks blasphemy, which 

is claiming to be equal with God.   

  

All those points are found in Revelation 13:1-5. 

  

And so Jesus is the true but Antichrist is the counterfeit. Don’t be deceived by counterfeits. Stay 

focused on Jesus. 

 

23) How To Study Prophecy 

Two very discouraged men were walking from Jerusalem to the town of Emmaus.  

  

They were devastated that Jesus had died, and did not yet know of His resurrection.  

  

What seemed to be a stranger came and began to walk with them and join the conversation.  

  

Then the stranger challenges them and says, “Oh foolish ones, and slow of heart to believe all 

that the prophets have spoken, ought not Christ to have suffered these things and to enter into His 

glory.” Luke 24: 25, 26.  

  

The stranger was none other than the resurrected Jesus, and it says of Him speaking in the next 

verse, And beginning at Moses and all the prophets He expounded unto them and all the 

Scriptures the things concerning Himself. Luke 24:27.  

  

Well, how should we study Bible prophecy? There are many ways to study the Bible. When it 

comes to prophecy, Jesus took the topic here of Himself as Messiah, and began at Moses, the 

first Bible writer, and all the prophets and looked at what the whole Scriptures said on the topic.  

  

And so to study Bible Prophecy, especially since Revelation quotes so heavily from the rest of 

the Bible, Jesus’ example of studying by subject and topic on what the whole Bible says on the 

issue, is really one of the absolute best ways to study Bible Prophecy. 
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24) What Is Sin? 

 

What is sin? That’s an important question for the Bible Prophecy student because the Antichrist 

is referred to as the Man of Sin. 

 

Hi, my name is Hiram. I’ve been teaching on Bible Prophecy for about 25 years. 

 

And as we delve into the concept of sin today, its interesting to note that in today’s society many 

people have no concept of sin. 

 

So it’s best to sometimes use the word evil because people have a concept of that. 

 

But what is sin or evil in the Bible? 

 

The word sin is the Greek word for missing the mark. 

 

Like if I took my crossbow and I aimed at a target and I missed.  

 

Missing the target, missing the mark. 

 

But what is missing the mark? What is sin? 

 

The Bible also calls all unrighteousness sin and says to him who knows to do good and does not 

do it, it is sin.  

 

But that still seems a bit ambiguous. 

 

Is there a clear Bible definition to what sin is? 

 

Well, we find it right here in 1 John 3:4. 

 

It says, “for sin is the transgression (or the breaking) of the law.”  

 

That means God’s 10 Commandment moral law. 

 

It’s a sin to break the law.  

 

I mean it’s a sin to steal or kill or commit adultery. That makes sense. 

 

25) What Is Blasphemy? 

What is blasphemy? 

 

That’s important for the Bible Prophecy student because the Antichrist will speak blasphemy. 

 

My name is Hiram and I’ve been teaching on the Book of Revelation for about 25 years. 
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And it’s interesting when you come to the topic of blasphemy that most folks know its something 

bad but they don’t actually know what it is. 

 

Two times Jesus was accused of speaking blasphemy. 

 

Once he had forgiven someone’s sins and the other time he claimed to be equal with the Father. 

 

Well Jesus wasn’t speaking blasphemy. 

 

He can and does forgive sins. 

 

And He always has been, always will be fully God and equal with the Father. 

But in John 10:33,  

The Jews answered Him, saying, “For a good work we do not stone You, but for blasphemy, and 

because You, being a Man, make Yourself God.” 

Well Jesus certainly was not speaking blasphemy. 

 

But the biblical definition of blasphemy is when a sinful, mortal man such as myself takes upon 

themselves the prerogatives of God. 

 

So when Antichrist speaks blasphemy, he will be claiming to stand in God’s place perhaps 

claiming to have the power to forgive sins or even to be God. 

 

26) The Bible: What Did God Write? 

 

Did you know there’s only one part of the Bible God wrote Himself? 

 

I’m Pastor Hiram. I’ve been teaching on the Bible for about 25 years.  

 

And you might immediately be thinking, “Hold on a second. I thought the whole Bible came 

from God.” 

 

Well it did. 

 

The Bible declares all Scripture is given by inspiration of God. 

 

It came to us through men and women called prophets who were inspired to be God’s mouth 

pieces and write down what we have in the Scriptures today. 

 

But there’s one part of the Bible God wrote down Himself. 

 

So it must be very important. 

 

Here it is in Exodus 31:18, 
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And when He had made an end of speaking with him on Mount Sinai, He gave Moses two 

tablets of the Testimony, tablets of stone, written with the finger of God. 

 

There it is. There’s a part of the Bible that was written down by God Himself personally.  

 

So it must be very, very important. 

 

What is that part? It’s called the 10 Commandments. 

 

27) Scared of Revelation? 

When I meet people and they find out that I teach on the book of Revelation, I often get asked 

“Why is it so scary?”  

 

Well, my friends, it doesn’t have to be scary.  

 

I mean yes, it does have Armageddon and Antichrist and the Four Horsemen and it does have 

some things that certainly could be viewed in a scary light, if you’re not ready.  

 

But if you’re ready and you've made Jesus your Savior, it’s not supposed to be scary.  

 

John 14, speaking about the second coming of Jesus and events that surround it, it says “Let not 

your heart be troubled.”  

 

Now, you know, a lot of people, because it’s so scary don’t want to study it.  

 

But that doesn’t make any sense either.  

 

When something is scary, and for people that aren’t ready, it certainly could be. It doesn’t mean 

that because something is scary you should avoid knowing about it.  

 

For instance, if you lived down where I grew up on the Mississippi gulf coast, and a big 

hurricane like Katrina was coming in, you would want to know everything you could even 

though it was scary.  

 

So, put the excuses aside. Get into the Bible, study the book of Revelation, know what is coming 

and be ready for what is ahead, and most of all get to know Jesus. 

 

28) Time of The End vs. The End of Time 

Did you know there’s a difference between the time of the end and the end of time?  

 

And that a lot of people get those mixed up? But it’s actually very simple, I’ll share it with you 

today.  

 

My name is Hiram, I’ve been teaching on Bible Prophecy for about 25 years and in Daniel 12:4, 

Daniel was told to “shut up the words and seal the book until the time of the end.”  
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And then, that knowledge would increase and travel would increase.  

 

And there are many other signs of the Time of The End, but that’s not the End of Time.  

 

There’s a difference.  

 

Let me illustrate: growing up on a farm down south, we had some barnyard turkeys, and we're 

going to have one for Thanksgiving meal one year.  

 

But Mom didn’t like that idea so much because the turkeys were down under the barn cleaning 

up what the cows had left behind.  

 

And so she wanted it shut up and fed grain for a few weeks—which we did.  

 

So for that turkey, that was the Time Of The End.  

 

But the day before Thanksgiving for that turkey, you guessed it, came the End Of Time.  

 

So the Time Of The End is a special time where signs and prophecy show we’re nearing the end, 

but the end is not yet, for the End Of Time is soon to come.  

 

There are many indicators in our world that we are getting close. So I encourage you to get into 

the Bible and study for yourself. 

 

29) My Wake-up Call 

I was 16 years old.  

 

It was the first day of spring break and I borrowed my Dad’s car for the day.  

 

Before that day finished, I had wrecked the car.  

 

I had gone face-first through the windshield, ended up in the hospital, plastic surgery, 147 

stitches in my face and neck, ended up with the nickname for the rest of high school, “cheese-

grater face.”  

 

But you know what? God used that accident, that was my own fault, as a wake up call to get my 

attention.  

 

God is getting our attention. He says in Ephesians 5:14, “Awake, you who sleep. Arise from the 

dead and Christ will give you light.”  

 

So God is trying to wake us up, and so sometimes He allows things to happen that can serve as a 

wake-up call.  

 

Is God trying to get your attention? 
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27) Heaven's Judgment 

You have the right to remain silent. 

 

Anything you say can and will be used against you in a court of law 

You have the right to an attorney. 

 

If you cannot afford one, one will be appointed for you. 

 

These “rights” as we call them in the United States of America, 

which we’re so thankful for, in the Miranda Warning, actually sum up an outline of the judgment 

that we see in the Bible in a wonderful way 

 

Hi, my name is Pastor Hiram 

I’ve been teaching on the Bible for about 25 years and let’s get right into this 

 

“You have the right to remain silent” 

Matthew chapter 22 

There's a marriage feast and the person that comes in unprepared is confronted 

and remains speechless (“the right to remain silent”) 

 

That’s right, when confronted with heaven’s judgment, which is what that represents, 

all of our wrongs, all of our faults, and all of our issues all at once 

 

There’s nothing to say 

 

We’ll remain silent 

 

Anything you say can and will be used against you in a court of law 

 

Well Matthew chapter 12 says 

 

Every idle word that men shall speak they will give an account thereof in the day of judgment.  

 

For by thy words shalt thy be justified and by thy words shalt thou be condemned  

 

And so our words will show up in judgment  

 

Good thing we have a right to an attorney, right? 

 

Well 1 John 2:1 says  

We have an Advocate with the Father, Jesus Christ, the Righteous 

 

The word advocate is like an attorney, a go-between 

 

In Hebrews 7:25 it says that Jesus lives to make intercession for us 

An intercessor, a go-between, an attorney  
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And so it goes like this 

 

You have the right to remain silent and you will in heaven’s judgment  

 

And every idle word that you’ve spoken will be used either for or against you  

So we’re in trouble right? 

But through the cross of Christ, you have an attorney 

 

One who can fix it all  

 

And though you cannot afford His services  

 

He offers them freely for you if you so desire 

 

My friends, give your case to Jesus  

 

He never loses a case 

 

He is the one you want representing you in Heaven’s Judgment. 

 

30) 5 Facts About Christ's Return 

Today I will share with you 5 facts about Christ’s return.  

 

I'm Pastor Hiram. I've been teaching on Bible Prophecy for about twenty-five years.  

 

And the Glorious Return of Christ is the focus of all the ages, the hope since the cross. That 

Jesus is returning for His own.  

 

So #1) Jesus is returning personally. That's right, He was there with his disciples in Acts 1, when 

He was caught up and a cloud received out of their sight. And Acts 1 says He will come in like 

manner as you have seen him go into Heaven.  

 

#2) Jesus is coming visibly. Revelation 1:7 says, every eye will see Him. My friends I don't 

believe that's a prophecy of the television. I believe it a global event and everyone will see 

Jesus.  

 

#3) Jesus is coming audibly. 1 Thessalonians 4 - it tells us that He comes with a shout, the voice 

of the archangel & the trumpet of God, which wakes the dead. And then  

 

#4) Jesus is coming gloriously. The book of Matthew tells us that when He comes, he will come 

with His glory and with all the holy angels with Him. What a climatic event! In fact that is  

 

#5) He's coming climatically. Revelation 6 says when Jesus comes, the heavens will depart like a 

scroll when it is rolled together and every mountain and every island will be moved out of their 

places. What a climatic event!  
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Nothing is more important than being ready for Jesus to come.  

 

31) Prophetic Symbols: Winds, Waters and Beasts 

What do waters, wind, and beasts represent in Bible prophecy? 

 

Hi, my name is Hiram. I have been teaching on the book of Revelation for about 25 years, and 

today we’re gonna unpack these special symbols.  

 

So if you’re watching on YouTube make sure that you subscribe to the channel. If you’re on 

Facebook make sure you like the Study Revelation page, so you see our future videos.  

 

These three symbols: waters, winds, and beasts are very important, though basic symbols in 

Bible Prophecy, any Bible student needs to know them and understand them.  

 

We find them all three in many places, but we find them together in this one passage here in 

Daniel 7:2,3. It says, “Daniel spoke saying, ‘I saw in my vision by night, and behold the four 

winds of Heaven were stirring the great sea.’” So there’s the first two symbols. The wind stirring 

the water, or the great sea. And then it says in verse three, “And four great beasts came up from 

the sea, each different from the other.”  

 

So what do these three symbols mean? Well, winds, according to the book of Jeremiah in at least 

three places and at least once in Zachariah, tells us that winds represent war and strife. Water, or 

the sea, represents multitude of people according to Revelation 17: 15 where is says, “…the 

waters which you saw where the harlot sits are peoples, multitudes, nations, and tongues.”  

 

And so you have the winds, or war and strife, moving across the sea, or multitudes of people, and 

four beasts arise  here in Daniel 7. So what is a beast? Daniel 7:23 says, “The fourth beast shall 

be a fourth kingdom on the earth.” In fact, when you study the four beasts of Daniel 7, you 

discover all of them represent great nations.  

 

And so this makes sense, doesn’t it? You have war and strife moving across multitudes of people 

and beasts, or nations, arise. What are those beasts? What do they represent? How does it all fit 

together? Make sure you subscribe to our channel to see our other videos, and new ones as they 

release.  

 

32) Revelation’s Stolen Blessing 

Millions of Christians have had an important blessing in the Bible hidden or stolen from them 

and most don’t even know it.  

 

Hi my name is Hiram, I’ve been teaching on the book of Revelation for about 25 years and today 

I’m going to unpack Revelation’s stolen blessing for you.  

 

We look at the verse here in Revelation chapter 1, Revelation 1:3 and it says, “Blessed it he who 

reads and those who hear the words of this prophecy and keep those things which are written in it 
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for the time is at hand.” Did you notice that blessing? It’s actually a three-fold blessing: a 

blessing for those who read and hear and keep the sayings of the book of Revelation.  

 

Yet millions of Christians have been told we don’t need to study Revelation, it doesn’t matter, 

it’s not for our time, you can’t understand it, and so on and so forth. And yet Jesus Himself gives 

a three-part or three-fold blessing to those today who study the book of Revelation.  

 

Don’t let the Devil rob you of your promised blessing. 

 

33) The Purpose of Prophecy 

What is the purpose of Bible prophecy and Revelation?  

 

Is it to scare people, or set dates, or raise money?  

 

No, Bible prophecy wasn’t given for any of those things.  

 

My name is Hiram, I’ve been teaching on the book of Revelation for about 25 years and I want 

to get into the topic of the purpose of prophecy for just a few moments today.  

 

Make sure you subscribe to our channel so you get our future videos.  

 

Why was Bible prophecy given? Well, Jesus gave many prophecies and He’s ultimately the one 

behind the word of God, the Bible, anyway. He’s called the “Living Word” and in John 14:29 

Jesus said, “And now I have told you before it comes, that when it does come to pass, you may 

believe.”  

 

Yes, we certainly can understand what’s coming in the future to some degree when God chooses 

to reveal it and that’s part of the purpose of prophecy, but the main purpose of prophecy is not to 

set dates. No one knows the day or the hour of Christ’s coming.  

 

It’s not to scare people, it’s not to raise money.  

 

The main purpose of prophecy is so that when it does come to pass, when it does happen, that it 

will strengthen our faith in the word of God. 

 

34) Revelation’s Symbols: What Are Horns? 

I found the skull of this 9-point buck mushroom hunting in Missouri and was reminded about 

how antlers and horns are used for protection and in the Bible they’re a fitting symbol of strength 

and power.  

 

That’s why the Lamb in the book of Revelation that represents Jesus has 7 horns. The number 7 

represents completion or totality, and remember Jesus said, “All power is given unto me in 

Heaven and in Earth.”  

 

Our Revelation Prophecy Conference in Columbia, Missouri is just around the corner. Be 

watching in your mail for this flier, it’s my personal invitation to you and I want to make sure 
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you get a chance to be there. We’re covering the Countdown To Armageddon, The Antichrist 

Beast of Revelation 13, 666, Israel, the significance of the Russian-Ukrainian crisis in prophecy 

and many other topics. If you don’t see the flyer in your mail, you can go and find it at 

StudyRevelation.com 

 

Note: Six project videos did not receive subtitles because of their length or because they were 

later in the project so people could turn on their sound to hear them. So their audio was not 

transcribed and transcription is not contained here. Those videos are 1) 7 Lies About Revelation 

and 2) The Final Superpower. 3) Jesus In Creation 4) The Antichrist Beast Symbols 5) Is 

Revelation A Closed Book? 6) Unlocking Revelation 
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