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Executive Summary 
 

 
 

BACKGROUND 

Over the years, most research shows that media readily identifiable as Christian, such as Christian 
television or radio, is a powerful tool but not frequented by a majority of the Muslim population in 
MENA. For this report, this type of media is referred to as “Traditional Christian Media.” 
 
This research attempted to determine if there are potential, additional, viable ways in which 
ministries serving the MENA region can proactively and effectively engage Muslims in spiritual 
conversations through electronic media.  It was found that there are, indeed, alternative media 
strategies, which demonstrate the ability to target, find, and engage many Muslims into spiritual 
conversations that had not been impacted by Traditional Christian Media.  As a result of these 
findings, the report further researched best practices and the potential value of “New / Digital Media” 
(or “Non-Traditional”) strategies to expand God’s Kingdom.  
 
KEY DEFINITIONS 
 

Traditional Christian Media Strategies 
• Media that is readily identifiable as Christian, like historical Christian television or radio 

programming. 
 

Non-traditional Media Strategies 
• Media strategies across various platforms, often Internet or mobile-based, which can 

reach non-Christians in their customary, media environments and subsequently engage 
them into conversations about spiritual matters.  This could include evangelistic 
campaigns through social media; or, through mobile strategies and apps; or, as a 
campaign of engaging announcements on secular television or radio; etc. 

 
Digital Media Strategies 
• Media that utilizes digitized content transmitted through the Internet / Social Media and 

accessed through computer or mobile devices. 
 

NOTE: Although these are the primary pillars of non-traditional media campaigns, it 
should be considered that these efforts can also be successful with media where content 
Is not digitized (as illustrated above). 
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TARGET AUDIENCE 
The primary target audience(s) for the findings and recommendations of this project are ministries 
that serve the majority population in the MENA region, and that are looking for additional and / or 
new strategies to utilize for greater Kingdom impact.  
 
RESEARCH PROCESS 
This project incorporated four different stages to fulfill its purpose:  

1. To understand the current landscape, structured interviews were conducted with nine 
ministries that are utilizing non-traditional media to effectively engage seekers in different 
regions of the world including MENA. 

2. To understand and compare results between traditional and non-traditional media strategies, 
an analysis of “engagement data” of an international media ministry that utilizes both 
approaches was conducted. The ministry is located in an East Asian country that has a 
majority Muslim population (see Appendix for more detailed information).  

3. To understand results specifically in the MENA population, an in-depth analysis of 
“engagement data” in a non-traditional media ministry targeting MENA was conducted (see 
Appendix for more detailed information). 

4. To further analyze and validate the information from the interviews and data analysis, a 
panel of experts was convened (from the fields of Internet marketing, Internet evangelism, 
theology, ministries effectively reaching Muslims, research and analytics) to study the results 
from the first three stages. They focused on identifying, amplifying and confirming findings, 
best practices and recommendations for effective utilization of media platforms and 
processes.  

 
KEY RESEARCH FINDINGS 

The following outlines the key findings from the research, broken down by 7 main areas that were 
validated through the work of the panel of experts: 

1. Key Contrasts (between Traditional and Non-Traditional approaches) 
2. Relationship Development with the Target Audience(s) 
3. Conversion Process 
4. Platforms & Content 
5. Metrics 
6. Key Challenges 
7. Best Practices 
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1. Key Contrasts Between Traditional and Non-Traditional Approaches 

The research project found the following key differentiations between the two approaches: 

• Over 90% of both research participants and the panel of experts see “non-traditional 
media” campaigns as having the capability of engaging Muslims that wouldn’t engage 
with traditional Christian media (the other 10% were neutral on the issue). 

• A significant benefit of non-traditional media was that it provided greater anonymity and 
freedom for Muslims to engage in safe and honest conversations about faith (a critical 
issue in the MENA region). 

• Based on engagement data studied, non-traditional media resulted in nearly twice the 
number of respondents that were eventually turned over to follow-up personnel as 
compared to traditional media, even though both had a similar reach. Interacting with 
traditional and non-traditional media was similar in intensity (number and frequency of 
interactions), but non-traditional relationship development took longer on average per 
respondent.   

• Respondents to traditional media were more often ready to reach their friends and family 
about their faith as compared with respondents to non-traditional media; non-traditional 
media connected more at an individual level (like interacting with one’s mobile device) 
than at a group level with traditional media (like watching a television show as a family). 

 
2. Relationship Development with the Target Audience 

The research project found the following were key factors in building relationships with 
Muslims: 

• The most effective off-lining, follow-up strategies were response centers using 
messaging, chat, text, and email that connected people to a face-to-face relationship, 
which hopefully led to the connection with a local fellowship. A separate Open Doors 
research report1 showed that building relationships was significantly improved when 
Christians focused on practicing their faith (orthopraxy) more than sharing what they 
knew about their faith (orthodoxy).  

• Engagement of people in a relational way is key. But, a low level of trust in relationship 
works against face-to-face meetings. True engagement starts the building of trust and 
opens up opportunities. Online entities / brands need to be trustworthy for greater 
effectiveness.  

• CRMs are the most common way to track relationship progress and regular 
correspondence / interaction, as well as long-term discipleship success.  

 
  

                                                
 
1 Special Report on MBB’s Need in the Middle East, March 2017 
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3. Conversion Process 

The results of the research process challenged the “conventional wisdom” held by some 
about converting Muslims: 

• Some ministries tend to think of all people as “seekers” but that isn’t really true. In a 
Muslim context, people don’t think they need anything else (e.g., they think they already 
know about Jesus’ role in spiritual matters). Walking with them in their journey is more 
important than pushing them to conversion – and that helps them toward becoming a 
seeker. When a Muslim does start asking spiritual questions, then they are showing 
significant openness toward considering Christ. 

• Ministries need to fully understand the different steps toward conversion that a Muslim 
goes through. This raised key questions like:  What type of small decisions take place 
along the way? How many steps do we need to walk through before we can effectively 
talk about spiritual questions? There is not a lot of data around this. 

• In a MENA culture, there was an understanding that we need to look at both vertical and 
horizontal movements of people – which looks traditionally (vertical axis) at growth in 
Spiritual Awareness / Knowledge, and non-traditionally (horizontal axis) at change in 
Attitude (from closed to open). 

 
4. Platforms & Content 

Following are the key findings on PLATFORMS used in non-traditional media strategies: 

• The top 2 most successful reaching strategies are pop-up ads and key words / landing 
pages. 

• Though MENA respondents experience content from various social media platforms, 
many subsequent interactions occur over different platforms to address respondents’ 
anonymity and security concerns. 

• Being represented is important on the major platforms, but the priority may be to optimize 
a particular platform for reach and engagement. Ministries need to focus first on the 
person, find a solution that works, then figure out a way to scale it (ministries often think 
of scale first). 

• A focused and simplified approach – utilizing a limited number of sites – is generally 
seen as more effective. 

• Strong CRM and tracking / metrics with a solid engagement strategy are more important 
than specific platforms (the platforms will continue to change), but both are critical. 

 
Following are the key findings on CONTENT: 

• Content is more important than platforms. Process is more important than the tool / 
technology. The main focus needs to be on the person and their needs, as well as the 
platforms they frequent. 
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• The majority of the experts speaking into this report do not believe that the content used 
to engage a person has to be identifiably Christian – it is initially about engagement, 
building trust and often helping to meet practical needs. If ministries move too quickly 
from a felt need to share the Gospel, Muslims tend to shut off.  It was also clear that 
there are successful strategies that introduce a clear, effective presentation early in the 
process. 

• It helps to build an approach around emotive content and a values-based engagement. 
Addressing social issues with Christian values has seen success, especially those 
dealing with women’s / family issues. For example, some videos on women’s worth and 
child sexual abuse have gone viral – over 9.5 million organic views (see Dana 
Productions Case Study on pages 17-18). These open up conversations / relationships 
and points of contact. 

• There can be value in providing non-offensive entertainment for people (music / comedy) 
as a way to attract people and start to begin a dialogue. 

 
5. Metrics 

Following are the key findings (and challenges) as it relates to metrics for utilizing non-
traditional media: 

• Ministries don’t all agree on “what success is” or effectiveness overall; each ministry 
does its own thing.   

• “One size does not fit all.”  The selection of metrics tracked has to be customized for 
each situation. 

• Most ministries interviewed in the research process (67%) track progress at stages in 
the funnel / pathway or the progression from online to face-to-face, and / or from Gospel 
presentation to a ministry’s definition of success. 

• The metrics for non-traditional media often don’t align with donor expectations / fund- 
raising efforts; each campaign from each ministry needs to define what are the 3-4 key 
metrics (how do we best measure this?). 

• Effectiveness may be more driven by what has been communicated in the project plan 
that was funded, than overall meeting organizational outcomes and true strategic 
objectives (creates a disconnect). 

• There is more measuring of activity / indicators than true outcomes. Also, more 
utilization of percentages than quantifiable numbers, which makes comparative 
assessment difficult. 

 
6. Key Challenges 

Following are the biggest challenges that ministries face in utilizing non-traditional media to 
reach Muslims: 

• The top major challenge was effective fund-raising, including the ability to communicate 
to donors the purpose, value and veracity of metrics presented. 



  
 

 

MII RESEARCH PROJECT  Revised December 26, 2018                                                                   Page 8 
 

• The second major challenge was human capacity (finding good Christian content 
developers / non-traditional media strategists / campaign implementers / follow-up 
personnel). 

• Lack of effective audience engagement / follow-up. 
• Security was also seen as a major challenge, especially for the needed software / 

database / secure connections for encryption and anonymity. Ministries also identified 
in-country face-to-face meetings, a seekers’ own email security and botnet attacks as 
significant security concerns. 

 
7. Best Practices 

The following were outlined as some important best practices for utilizing non-traditional 
media: 

• Persona focus is key as a part of campaign strategies. 
• Need to understand the potentially negative impact of handing-off a responder to too 

many counselors as a seeker travels the Spiritual Journey Funnel.  In addition, each 
spiritual worker interfacing with a responder needs to understand how all are working 
together toward the benefit of the whole and that all have a common “End Goal” in mind. 

• Feedback loops are critical. 
• Need to roll out more slowly with testing in place to assess effectiveness, instead of 

trying to go to scale upfront. 
• Need to have a feedback system from counselors to provide help for the ministry in 

discerning where God is working, in order to better direct resources. 
• Need stronger and intentional communication between the face-to-face / life-on-life 

disciple-makers and the media group to optimize content. 
• Need to look at successful models in the secular world as well (even things like product 

placements in films and using social influencers to spread values and validate them) – 
think outside the box. 

 

MAJOR RECOMMENDATIONS 

Based on the key findings above, the following were defined by the panel of experts as the 
overall recommendations for moving forward for greater Kingdom impact. Following this 
section are specific “Next Steps” that provide both Guiding Principles and a Roadmap for 
MENA-focused ministries to create a non-traditional, digital media strategy. 

• Ministries need better clarity on overall purpose / objectives / success along with 
stronger connection / networking with organizations that are strong in non-traditional 
media; they need to learn from other leaders and one another. A key is understanding 
what other ministries are doing – how they can complement each other – and how to 
integrate better with local churches.  
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• Ministries need non-traditional media training that is more tutorial and video driven than 
document driven, especially with key tips that are built on proven principles and are 
updated regularly; available for all sizes of organizations. 

• Ministries need training that has an indigenous focus (how media can have a greater 
impact on the ground) and promotes strategic thinking – moving from thinking about a 
couple of names to be followed-up, to have them more involved strategically. 

• Ministries need a process to help them better understand the difference between basic 
measures of activity and true outcomes of impact, so that everyone involved could have 
a common understanding and focus on the right things. 

• Ministries need a greater level of resources – staff and financial resources to reach 
larger numbers of people. 

• Ministries need to focus on how to incorporate other believers in the overall evangelism 
and discipleship process. 
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NEXT STEPS: 

This section of the report provides key steps for MENA-focused ministries to effectively implement a 
non-traditional, digital media strategy. Guiding principles and key implementation steps are defined, 
as well as three case studies of successful new media strategies in the MENA region. 

Guiding Principles for MENA “Non-Traditional Media” Strategies 
The following outlines eight guiding principles that emerged from this research for utilizing Non-
Traditional Media Strategies for the enhancement of His Kingdom in MENA. These principles will 
help guide ministries to more effectively engage Muslims directly in spiritual conversations through 
non-traditional media: 

1. Jesus-Centric:  This may seem obvious; however, if ministries are involved this means that
people are involved, and this means it could lead toward mission drift. The Word of God
needs to lead the way and direct the path forward while keeping its end goals in mind. As
much as a successful business prides itself on making metric-based decisions, each decision
for a digital evangelism strategy needs to be weighed in light of the Gospel. This does not
mean things need to move slowly or not be measured. These things should actually free the
way to move more effectively by setting boundaries that are well known and understood. Any
strategy should have clear intent that Kingdom enhancement is central to the desired impact.

2. Catalyzation:  Evangelism through non-traditional media strategies, especially through
digital platforms, is an effective way to start a movement of the Gospel in a country or region.
Accessible, safer, creative, relevant, it can be a great tool for a catalyzation of a movement.
However, it can change the expectations and calling placed on believers by scripture if
misunderstood. If evangelism utilizing non-traditional media is seen by local Christian
leadership, local believers, and ministries as the “new” way Christians ‘share their faith,’ there
will be a danger of promoting the mindset that one could be a Christian in hiding, and thus
limiting the blessing and responsibility of sharing one’s faith, fellowship, and the potential
growth of the body of Christ. Non-traditional media efforts must be in support of the local body
of believers if one exists, but should not be seen as a replacement for personal evangelism.

3. Measuring Success:  Discipleship cannot happen without relationship; Knowledge of the
Bible can be passed along, and the stirring of emotions can happen in a digital setting, but
without a face-to-face or strong virtual, one-to-one relationship between disciple and disciple-
maker -- two or more are not being gathered in Jesus’ name. A discipling relationship must be
a firm measure of success for these evangelistic efforts, preferably a face-to-face interaction
that is based on the study of scripture, prayer, and accountability. It’s fully understood in the
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MENA context that the Holy Spirit can enrich a virtual discipleship relationship for a period of 
time, and sometimes permanently, but this report’s experts believe that face-to-face is better 
whenever possible. 

 
4. Limited Handoffs:  Ideally, the responder’s first contact should be the last contact as a 

responder is integrated into a body of believers. In a culture built on relationship and trust, it 
can be counter-productive to continually pass a seeker or new believer from one person to the 
next during this baby Christian’s growth. There are generally relational and trust factors lost 
with each hand-off. The most effective person to speak into this seeker’s life will most likely be 
the first Christian they meet virtually, with the hopes that the responder will meet that same 
Christian face-to-face – making it paramount that there are “boots on the ground” who 
understand the huge responsibility to step into the role of disciple-maker when a new seeker 
or believer makes contact due to a media outreach. It’s fully understood that the one-contact 
approach is ideal but currently difficult in certain MENA situations, but it’s still important to have 
as few hand-offs as possible. 

 
5. Boots on the ground:  A non-traditional media strategy will usually fall to pieces without a 

strong and dedicated network of individuals on-the-ground willing and able to do the work of 
evangelism and disciple-making with the contacts that have been generated. This is much 
like a dedicated sales and customer service team that are able to assist when needed. 
Again, it’s understood that in a MENA context, that there are situations / circumstances in 
which a virtual relationship with the assist of the Holy Spirit can suffice for some period of 
time with a responder. 

 
6. Developing personas:  It is easy or common to assume that the wider the net is cast, the 

easier it would be to catch everyone. However, in terms of marketing, this is rarely true. 
“Persona” development is an important step which needs to be considered before developing 
and distributing media content. For the target region or country, it will be most effective to 
develop a persona map, moving from religiously liberal to the conservative on one axis, and 
then socio-economically upper-class to lower-class on the other axis. Then consider which 
quadrant you will begin developing content for. Identify: 
• Whether or not these people will have access to this content 
• Where this population is consuming this content 
• Detailed profiles of the perceived individual that matches your persona. 

(See more on Persona in the next section) 
 

7. Content development / distribution:  This will need to be largely based off of the developed 
personas. Research must be done to determine what subject matter needs to be addressed, 
and the depth of study on each subject. There is a high possibility that a certain persona will 
consume content specifically via one channel. Again, this must be researched. It is an 
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ineffective use of time and money to focus on ‘multi-channel’ distribution if your selected 
persona only engages in one way. 

 
8. Buyer’s journey vs. seeker’s journey:  Considering a B2C (business to consumer) 

relationship, the consumer is involved in a process every time a purchase is made. This is 
called the “buyer’s journey.” It is helpful to think of the seeker in these terms when a media 
strategy is being used to help them come to faith. In essence, the “seeker’s journey.”  
However, a direct correlation between them can be ineffective and potentially dangerous. 
Here are some ways to make the comparison work: 

• Awareness:  In the buyer’s journey and seeker’s journey there is an understanding that 
they have a problem / need. For a buyer, it’s a physical or service-based need. For the 
seeker, it may be a prompting of the Spirit or an understanding of sin. In a Roman’s road 
context, this is Romans 6:23a, and 3:23 

• Consideration:  Research or study on the part of the buyers and seekers begins here. 
Both groups are equipping themselves to solve the problem of which they have become 
aware. 

• Decision: A decision is made.  
 
The question is how do we engage seekers in these stages? The answer is targeted content 
for the seeker, and then interaction with the ‘boots on the ground’ or virtual counselor.  It’s 
important in the seeker’s journey that somewhere in the ‘consideration’ phase it’s essential 
that a seeker needs to have someone to whom they can ask questions. Furthermore, in the 
decision phase, there needs to be a disciple-maker walking alongside of these new 
believers, encouraging them, holding them to account, and training them to be disciple-
makers themselves.  In addition, the powerful role of the Holy Spirit must be understood and 
allowed. 
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NEXT STEPS:   
 

 

Building on the Guiding Principles above, the following provides a Roadmap for MENA-focused 
ministries to create and implement a Non-Traditional, Digital Media Strategy for greater Kingdom 
impact. 

 
Implementation Recommendations 
 

[ Roadmap for Creating a Non-Traditional, Digital Media Strategy] 
 

With the dawn of the iPhone, our lives are at our fingertips. Technology has changed the 
world in the last ten years more than the hundred years prior. This can be a scary thought for 
some people, causing them to retreat, slow down, and stick to marketing tactics that have 
proven successful in the past. However, organizations that want to remain relevant and 
impactful will adopt early to the ever-increasing rate of technological and process changes 
that will create the most impact now and in the long-term. This section of the report provides 
a roadmap on how a ministry can successfully create, launch and maintain a Christian 
campaign in the digital space. 
 
For ministries, digital media provides a powerful opportunity for evangelism and discipleship. 
With the advances in technology that enable us to instantly message and video chat with 
people around the world, ministries now have the opportunity to conduct an unprecedented 
amount of direct and measurable conversations with individuals who were considered 
unreachable in the past.  Marketing techniques now exist which allow a ministry to directly 
target and engage a particular persona without hoping and waiting that they discover that 
ministry. 
 
Traditionally, marketing and ministry through traditional media can be an expensive effort -- 
purchasing radio and television commercials, designing billboards, producing content – and 
trying to spread awareness as far and wide as possible. This traditional model is still highly 
effective but can be pricey and it’s normally “push-media” and “passive” nature makes it 
difficult to measure results. 
 
However, digital media channels like social media, blogs, websites, digital display ads, 
retargeting, search engine optimization, and paid search campaigns are less expensive than 
traditional media and are easily measured. Through effective digital media marketing, 
ministries have the opportunity to measure how every dollar is or is not yielding results. 
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So what recipe should a ministry use if it’s looking to build and grow a digital 
marketing strategy? 
 
Each ministry’s digital media strategy should be different, as budget, goals, target persona(s) 
and cultural context vary, but here are the recommended steps for planning a “digital media 
ministry” strategy from the ground up.  
 
1. Develop or review organizational mission, vision, and values 

The organization’s mission, vision, and values are the foundation of the organization and 
should inform every aspect of the ministry, especially the strategy and growth plan. The 
mission, vision, and values are the North Star of the organization, providing clear 
navigation for every decision facing the organization. When ministries do not have clarity 
around mission, vision, and values, they risk misalignment and ineffectiveness as they 
try to do too much too soon. 

 
2. Determine organizational goals 

With the rate of change in the world today, long-term strategic plans are not as helpful 
as they once were, but clear organizational goals are critical to the long-term success of 
any ministry.  Keeping the end in mind is critical.  A ministry needs to ask why it does 
what it does in light of Kingdom enhancement.  Before a ministry embarks on a digital 
media campaign, it should determine 1, 3, and / or 5-year goals, realizing that the goals 
might change but that the goals provide a measurable outcome to achieving the 
organization’s mission and vision. Strategic goals should be SMART goals (specific, 
measurable, attainable, realistic, and timely).  

 
3. Develop an organizational persona 

A persona is a fictional representation of a ministry’s ideal, targeted audience. It is 
impossible for one ministry to effectively reach everyone with the Gospel message. 
When ministries try to reach everyone, they spread themselves too thin and lose focus 
on their goals. Developing an organizational persona is foundational to digital media 
effectiveness because it forces the organization to become clear on exactly who they 
are trying to reach.  

 
4. Design the ministry’s seeker journey 

The Seeker Journey is comprised of the steps a seeker takes on his or her journey 
toward Jesus and becoming a devoted, growing, replicating disciple of Christ. It consists 
of four stages: awareness, consideration, decision, and discipleship. Effective digital 
media campaigns consider which stage of the seeker’s journey their persona is in before 
creating and distributing digital content.  This allows content to be tailored as a valuable 
resource to the persona as they consider their next steps in their trek toward Christ.   
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5. Create a content strategy 
Once the organization’s Persona and Seeker Journey are established, the ministry 
should start thinking about content that connects with the persona in each stage of the 
trip. Content is the engine of an effective digital media campaign because it is what 
inspires action by the seeker / disciple / audience. This stage of the digital media 
marketing plan is the most time consuming because effective content takes 
intentionality, creativity, timeliness and God’s leading. It can also take on many forms 
from written blog articles to podcasts and videos. Regardless of the type of content, the 
persona and stage of the seeker journey should always be at the forefront of the content 
to ensure that it connects with the persona and helps guide them toward their next step 
in their seeker journey. Once the content is created, a distribution strategy should be 
built leveraging channels, including but not limited to email, search engine(s), and social 
media marketing. 

 
6. Create a “social media” engagement strategy 

Social media changes every day as the big players of Facebook, Google and others 
compete for consumers’ attention and allegiance. Effective ministries understand the 
complexities of social media and possess an insatiable curiosity about how the platforms 
are evolving on a daily basis. Experimentation is key on all social channels as the 
ministry discovers which content connects the best. It is important that the organization 
remembers that social media is a distribution channel, not owned media. Too many 
ministries have made the mistake of building their audience exclusively on social media, 
only to be shut down or have an algorithm change, which can cause detrimental 
consequences for the growth of the organization. 

 
7. Create an email collection and distribution strategy  

Email is an owned marketing tool, meaning that when someone opts into you sending 
them information via email, you have their email forever. They may opt out at a later 
time, but you are able to communicate with them directly up to that point. Because of 
this, ministries should spend significant time building an email list of their seekers as 
they take steps along their seeker journey. Email collection is a vital part of an effective 
digital media campaign as a ministry engages with their persona(s) and sends valuable 
resources to help them take their next steps toward salvation or growth in Christ.  

 
8. Measure what matters, experiment, revise, and revise again 

Measurement becomes easier every day as new technology is developed to help 
marketers understand how their efforts are yielding results. If an organization is not 
measuring results, then they are not stewarding their time, energy, and resources 
wisely. We can only improve if we measure our efforts and subsequently make 
adjustments proactively based on those measurements. It usually takes some 
experimentation and failure to uncover what works, but that’s relatively easy in digital 
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ministry. Ministries should encourage their teams to experiment with A/B testing toward 
improving results. “Design thinking” and revision should be encouraged within 
organizations that want to be leaders in leveraging technology and digital media to reach 
the world with the love of Jesus.  

 
9. Build a response and follow-up system, or outsource this function 

If a digital media campaign is effective, seekers should be responding to the campaign 
and looking for more information in their seeker journey. This requires that an effective 
response and follow-up system be established or outsourced to another ministry. The 
ministry should prioritize building or finding a scalable follow-up system so that seekers 
taking steps in their seeker journey are cared for.  

 
10. Establish best practices for marketing systems and safety 

Ministries should start building marketing and technology systems that scale from the 
beginning. This will help the ministry maintain data and efficiency as it grows. It is also 
key that the leadership and marketing team be aware of security and safety best 
practices, as personal data should be protected, especially in ministry settings. 

 
If a ministry follows these ten steps, it will have a solid foundation built for long-term 
effectiveness as it builds a digital marketing strategy for the twenty-first century. 
 
 
ONLINE RESOURCES 
There are online resources for individuals and ministries to study these matters in-depth.  
Three which the editors of this report can recommend are: 

 
1. MII University.  An e-Learning course on Audience Engagement and Social Media is 

available from Media Impact International at the following link: 

https://university.mii.global/ 
 

2. Mission Media U is affiliated with the Visual Story Network and has several, valuable 
courses available at: 

http://www.missionmediau.org/ 
 

3. Hubspot Academy offers its course on Inbound Marketing.  Although presented from 
a secular perspective, most of the core principles apply well to digital ministry.  

https://academy.hubspot.com/courses/inbound  
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CASE STUDIES:  Successful New Media Examples 
 

 

DANA PRODUCTIONS 
Combining persona and measurement for viral engagement  
 

 
 
Strategic Mission: To reach people at a heart level, rather than engaging them at a 
theological level, enabling people to meditate on the Bible and read the Bible as it relates to 
them personally.  
 
Persona Overview: Persona is a fictional representation of an ideal customer / user. Dana’s 
persona is a female named Areen. She is a government employee, married with two children 
and a regular income. She loves social media and prefers to communicate through 
WhatsApp messages. Areen wants to own her own apartment, build her career and provide 
a better life for her children.  
 
Dana Productions attended a special Social Media Engagement Training held in Amman, 
Jordan, which was designed to increase a ministry’s audience engagement and follow-up 
potential.  
 
The Dana Productions team was highly engaged during the training. Each team was to apply 
their training and develop a media strategic plan. These plans were then reviewed by the 
training coaches and ministry funding partners. Dana Productions was one of the first to 
present their strategic plan for review following the event and received additional funding to 
put this plan into action. Both the trainers and the funding community reviewed, approved 
and supported Dana’s plan.  
 
Key Metrics  
Dana Productions’ strategic plan included persona development, implementation strategies 
and key metrics. Metrics that Dana’s team identified as key were:  

• Better engagement   
• Higher percentage of persona commenting and engaging on the new page   
• Life changing experiences   



  
 

 

MII RESEARCH PROJECT  Revised December 26, 2018                                                                   Page 18 
 

• Retention of fans and followers   
• More engagement with follow-up   
• More online to offline encounters.   

 

Delivering Results   
Armed with a persona (a fictional representation of the person Dana Productions is working 
to engage), a strategic plan and key metrics for measurement, the Dana Production team 
began to see greater results in their ministry.   
 

CHRISTMAS STORY 
Focusing their efforts on their Ourfamilylife.net brand, Dana produced a campaign 
for the Christmas season that received amazing results. Over 490,141 people were 
reached by this campaign. Some 1,846 people responded to the social media posts 
picturing children sharing the Christmas story. This campaign was so effective 
because it was precisely targeted to Dana’s persona and delivered in such a way 
that would yield measurable results.   
 

What is incredible, is that this was their second viral video released in less than a 
month!  

 
SEXUAL ABUSE 
Their most successful viral campaign focused on sexual abuse and the importance 
of an empowering role of a man in a woman’s life. Other themes featured through 
their blog ranged from handling jealousy between siblings to adultery. Their 
YouTube channel now has over 68,000 subscribers and over 9 million organic views 
of videos. 
 
Following a brutal abuse and murder of a Syrian refugee child in Amman, Dana 
Productions launched a comprehensive campaign on sexual abuse. It included a 
short cartoon film raising awareness on sexual abuse issues. This controversial 
video went viral on social media with 7.5 million organic views on Facebook and 2 
million organic views on YouTube. In addition, there were 37,000 shares on social 
media and 13,500 comments.  They offered to this audience a free download of an 
Arabic Christian e-book about healing from sexual abuse. 

 
The Dana Productions team now has a formula to build strong connections and create 
strong engagement with their target audience. Through use of persona, strategic planning 
and proper measurement of results, Dana Productions is fulfilling their mission and reaching 
more people with the hope of the Gospel.  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CASE STUDIES:  Successful New Media Examples 
 

 

ARAB WORLD MEDIA – MAARIFA 
Going slow to engage more deeply 
 

 

 
 
Strategic Mission: Maarifa seeks to engage with the young Arab world through online 
media, ultimately seeing people enter into a relationship with Jesus and become His 
disciples. 
 
Persona Overview: Persona is a fictional representation of an ideal customer / user. AWM’s 
persona is named Rabia. He is a man with a positive familiarity toward Christianity. He has a 
strong desire for peace and love but is disillusioned with Islam because of the violence and 
perceived cruelty propagated by the media. Instead, Rabia is looking for a community that 
will care for him and allow him to belong. His biggest challenge, however, will be the 
pressure he faces from his Muslim family.  
 
The Maarifa team has had reasonable success with engaging their persona at the top of the 
funnel. Their content has gained good exposure, but the team wanted to do a better job 
building engagement across social media channels to build stronger connections and follow-
up opportunities.  
 
Maarifa was measuring their key metrics well and recognized their mistake. Their audience 
was entering their engagement funnel in an awareness phase, and being asked to go too 
deep, too quickly. “Challenging these people to take too large a step seems to leave us with 
a high bounce rate,” they noted. With coaching from trainers, Maarifa developed a plan to 
test methods of encouraging people to take smaller engagement steps more deeply into a 
new follow-up process.  

 
The team built a five (5) step process that is outlined below:  
 

Step 1  
Maarifa used paid advertising, targeting their persona across several social media 
channels. These campaigns and complimentary landing page drew a simple 
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connection between the desire to show love through helping others, and God’s 
character. The call to action on the landing page asked people to share how they 
were giving to others.  
 
Step 2  
People who engaged in Step 1 were encouraged to learn more about God’s love for 
them by joining a closed Facebook group for discussion on this topic. This small 
engagement step represents a key concept in follow-up engagement. The offer of 
deeper engagement on a topic of interest – in a safe group environment – is 
valuable to Maarifa’s persona. The step to join a closed Facebook group is a 
reasonable value exchange for receiving answers to their questions about God.  
 
Step 3  
Members of the closed group are offered exclusive links to content on the Maarifa 
website that provides more detail about how to connect in private conversations.  
 
Step 4  
Members of the closed group are now re-targeted with an offer to join a secret 
Facebook to discuss more sensitive topics like following Jesus and exploring 
Christianity. A secret Facebook group differs from a closed group in that it is not 
publicly visible and provides more security. While the public can’t see the content in 
a closed group, Facebook users can still see that it exists and who is a member. By 
offering to have more sensitive conversations in a secret group, Maarifa is 
presenting another value exchange, offering members security and engagement for 
more sensitive information about Christianity. In this group, a full response team is 
engaged in the conversation to mine for deeper engagement and extend the offer to 
connect privately in Facebook Messenger, text message or other methods.  
 
Step 5  
Finally, response team members engage interested parties in private conversations 
outside of the secret group, leading to Gospel presentations and discipleship.  

 
Key Metrics – Active Conversations  
The Maarifa team built this strategy with their end goal in mind. Everything was designed to 
begin and maintain active conversations with seekers. As the team reported results at every 
stage of the process, active conversations were measured. While keeping the conversation 
active and progressing toward deep engagement about the Gospel, the team delivered 
discipleship material through a dedicated response team. This process had great impact.  
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The Results  
One month after building out the Facebook groups and fully implementing the engagement 
strategy, Maarifa recorded 43 people in active conversations. Using tools like Facebook and 
Google analytics, the team was able to measure each stage of their engagement funnel and 
make improvements. This is only possible if the team understands who they are seeking to 
engage (persona) and how success will be measured (key metrics).  
 
Following some changes and optimization, the team was able to record some amazing 
growth in their key metric only one month later: 

• 74 active conversations  
• 72% growth  

 
Additional optimization and refinement of the process continued to yield improvement. Two 
months later, the team was actively engaged with even more people:  

• 1200 active conversations (2700% improvement over month 1)  
 
Additional results included:  

• 3,000 Bible Downloads  
• 11,000 Downloads of discipleship materials and books.  

 
Conclusion  
The Maarifa team recognized that their persona was being challenged by a call to action that 
was taking them too deep, too quickly. By changing their strategy to work people into deeper 
engagement with responders over a longer period of time, Maarifa was able to see a larger 
number of people engaging with the Gospel and achieving their key metric of active 
conversations, Bible downloads and discipleship.  
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CASE STUDIES:  Successful New Media Examples 
 

 

BILLY GRAHAM EVANGELISTIC ASSOCIATION 
Measuring Results through the Engagement Funnel 
 
 

 

 
 
 
Strategic Mission:  Engage Arabic speakers with the Gospel, creating online opportunities 
for them to explore Christianity, make a commitment for Christ and begin growing in a 
Christian relationship.  
 
Persona Overview:  The BGEA team developed a persona on whom they would focus their 
efforts. Persona is a fictional representation of an ideal customer / user. Beginning with the 
end in mind, the team is focused on Hadi, a young Iraqi Shiite Muslim student from a large 
family in Mosul who is now living in Baghdad, Iraq, as the person they would reach with the 
Gospel.  
 
Key Metrics – Active Conversations  
Several metrics that track performance through the BGEA engagement funnel were 
identified as being key metrics for success. The team determined that each key metric 
worked well together leading to deeper engagement. When reviewed over time against the 
end goal of passing those interested in Christianity to a local contact, the team will be able to 
measure the results of their activity and adjust to see continuous improvement.  

 
BGEA’s key metrics for this project were:  
 
1. Visitors        Facebook Reach + Landing Page Unique Visitors + YouTube Views  
2. Engagements      Confirmed Facebook Messenger Conversation  
3. Indicated Decisions      Decision form completions  
4. Course Engagements   Individuals who enroll and then engage in a course  
5. Referrals        Individuals passed to a local contact for in-person connection  
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A New Plan 
After social media training, BGEA began executing the development of the ministry in 
accordance to a strategic plan. Within 6 months they launched the ministry and saw it 
develop far faster than they had hoped or anticipated: 

 
• The target audience has been very responsive. With very little advertising money, 

their Facebook page now has over 65,000 followers.  
• The vast majority of the followers are from their target demographic / persona:      

90-95% are coming from Iraqi Shiite Muslims.  
• Facebook Messenger is where they are seeing the greatest unique one-on-one 

conversations – up to 20-30 conversations per day. 
• Approximately 20% of the conversations involve significant spiritual conversations. 
• One response on Messenger included a phrase in Arabic like:  

"Help me get closer to our Master Jesus, the Messiah, on Him be peace," and 
another said, "Can you help me get a copy of the Bible in Arabic? I want to learn 
more about following the path of our Master Jesus." 

 
Conclusion 
The Facebook effort was so successful that it has exceeded BGEA’s engagement capacity. 
In a part of the world where ministry is often plagued by stories of difficulty and challenge, 
this is a very nice problem to have! The team is also incorporating the practices learned from 
the social media training as they develop their Chinese ministry.  
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APPENDIX 
 

 

• Study Participants 
 
• Summary of Research Data  
 
• Full Research Detail 
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Study Participants 

• Mike Amato, Mohabat
• Mark Appleton, Billy Graham Evangelistic Association
• Touhami Attar, GMO
• David Benware, MII
• Aaron Bloss, Media Beacon
• CRU
• Andre Dantzler, Socially U
• Clinton Faupel, Remedy Live
• Jeff Gowler, GMO
• Jay Kranda, Saddleback Church
• Carrie Lyon, AWM
• Andre M, Open Doors
• M2M
• Pete Miller, Need Him
• “N.,” MII
• Frank Preston PhD, Pioneers
• Marcus Stern, Harvest Initiative
• Jordan Stone, LLC
• Paul Weaver, BCC Turkey
• Matt Witlock, YWAM

[ 7 participants living in sensitive areas are not
  listed due to security concerns ] 
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Summary of Research Data 
 

 
 
1. Structured Interviews 
The following questions were posed to nine ministry leaders in the non-traditional media space. 
Since interviewees provided multiple answers to most of the questions (and weren’t required to 
prioritize their responses), the percentages below usually exceed 100% for each question. The 
results below highlight the weighted response where more than one organization defined a 
similar answer.  

 
How does your ministry / organization define success inside of non-traditional media 
connections with seekers? 

67%    Progress at stages in the funnel / pathway or the progression from online to 
           face-to-face / Gospel presentation 

22%    Building trusting relationships 
11%    Making replicating disciples 

 
What are the benefits of non-traditional media over other forms of evangelism when 
reaching Muslim / non-Muslim seekers? 

67%    Anonymity / freedom to engage in safe and honest / natural conversations  
22%    Cost effectiveness 
22%    Scalability 
11%    Targetability 
11% More effective in reaching young people 
11% Spiritual seekers self-identify 
11%    Trackability 
11%    Message control / consolidation 
11%    Efficient 
11%   Higher response rates 
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What are 3 challenges that non-traditional media approach overcomes when reaching 
and discipling Muslim / non-Muslim seekers? 

67%  Anonymity / privacy / security  
33%    Scalability 
33%    Greater accessibility 
33%    Increases meaningful conversations 
11%   Accelerates spiritual openness / honesty 
11%   Cost effectiveness 
11%   Measurable 
11%   User oriented (more time and need flexibility) 
11%   More targetable 
11% Easier to share with others (links) 

 
What important security considerations are needed when reaching Muslims through 
non-traditional media? 

100%  Software / database / connection encryption and anonymity  
22%    In-country face-to-face meetings 
22%    Seekers’ own email security 
22%    Botnet attacks 

 
What have you found to be the most effective non-traditional media platforms?   

67%    Facebook / social media 
33%    Text / private messaging  
11%    Key words / landing pages 
11%    YouTube / short videos 

 
Which reaching strategy have you seen the most success with? 

22%    Pop-up ads 
22%    Key words / landing pages 
11%    Search engines  
11%    AdWords 
11%    Text / private messaging 
11%    Disciple-making movement 

 
What is the most effective off-lining strategy that you have seen so far with 
connecting Muslims into local on-the-ground church relationships? 

44%    Call center / chat / text that connects people to a local fellowship  
44% Face-to-face relational development and then connection to a local fellowship 
11% Number of experimental efforts to combine seekers as a local fellowship  
11% On-line “soul mentor” program that leads to question of connection 
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How do you manage follow-up with seekers and gauge long-term discipleship 
success?  (NOTE:  33% are not involved in discipleship)   

44%    CRM to track progress and regular correspondence / emails / text / WhatsApp 
11%    Call center calls for follow-up and handoff to church for discipleship, but church 

     reports back on progress 
11%    Once a person is handed off to field teams / partners, they track interactions  

 (not tracking long-term discipleship success) 
 

What is the biggest challenge your ministry / organization currently faces in utilizing 
non-traditional media to reach Muslims? 

44%    Effective fund-raising (and validating the metrics ministries use)  
33% Human capacity (finding good Christian copy editors / content developers /  

 campaign designers) 
11%    Cost of technology 
11% Follow-up security 
11%    Model for connecting people directly to churches 
11%    Moving from self-centered communication to biblical community 
11%    Speed of social media / technology changes 

 
 

2. Traditional vs. Non-traditional Engagement Data in an Asian Population 
Research was conducted with a ministry in Asia that had a homogenous Muslim population and 
strategy and deployed both traditional and non-traditional approaches (for security reasons the 
ministry name is confidential). Following are the key aspects / findings from their engagement 
data (most recent 12-month period): 

• Before launching their media ministry, the Asia ministry solidified a field network of follow-up 
personnel. They created a metric called “Stick Rate” which noted how many of the seekers 
that met with field workers “remained” and became part of a church-planting work. 

• The Asia ministry developed a CRM to measure outcomes at each stage of the work, as well 
as identifying the media campaign or media program that produced people who “stuck.” 

• The Asia ministry data showed that 99% of people listed in their CRM were Muslims. They 
segmented the seekers to focus on Muslims, and outsourced Christian-background people 
to a church-based follow-up approach. 

• They found that non-traditional media reached a unique population compared to traditional 
media, even though both operated in a similar space. Non-traditional media most often 
reached urban populations whereas traditional media most often reached rural 
populations.  

• Non-traditional media resulted in nearly twice the number of respondents that were 
eventually turned over to follow-up personnel as compared to traditional media, even though 
both had similar reach. 
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• Interacting with traditional and non-traditional media was similar in intensity, but non-
traditional took longer.  But both had a stick rate that was the same – 30% – but 
traditional respondents more often were ready to reach their friends and family as 
compared with non-traditional approaches. 

 

 
 
Averages of respondents from traditional and non-traditional media in three categories: number of days in  
interaction, frequency of interactions, and the ratio between days and frequency of interactions. 
 
 

3. Non-traditional Engagement Data in an Arab-speaking Population 
Research was conducted with a large ministry in the MENA region that is focused on an Arab-
speaking population and utilizes a non-traditional media approach (for security reasons the 
ministry name is confidential). Following are the key aspects / findings from their engagement 
data (most recent 12-month period): 

• The MENA ministry utilizes a persona strategy and A/B testing (sometimes called split 
testing, which compares two versions of a web page to see which one performs better) to 
identify Muslims that are most interested in the Christian message. As a result, 99% of their 
unfiltered respondents are from a Muslim background. 
• The MENA ministry conducted six non-traditional campaigns. Filtering out the 

respondents to identify only seekers, the ministry had 4,255 Muslims that had over 
six interactions with them; 650 of them had ten or more interactions.  

• The ministry uses non-traditional media to identify seekers, and then utilizes the follow-
up stage as the appropriate place to conduct conversion and discipleship activities.  
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• Though respondents came from various social media platforms, most of the 
interactions occurred over What’s App or similar platforms to address respondent’s 
anonymity and security concerns. 

 

  
Main sources of interaction for the campaigns, based on one month of sample data. 

 
• The MENA ministry’s target audience is different than a traditional media audience. 
• Respondents are from both urban and rural populations, and the percentage of 

response varies significantly from the various Arab world countries. 
• It is estimated that 12% of those that are seekers and meet with church planters 

face-to-face, engage in local work.  
 

 

Percentage of interactions by country for a month of sample data. Percent of responses are not reflective of 
population density.  
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Full Research Detail 
 

Research conducted on behalf of MII by Frank Preston, PhD 
 
 

This paper seeks to identify and document key lessons learned about reaching Muslims directly 
through media platforms and strategies that are not considered to be “traditional” Christian media. 
We have tried to be broad and descriptive, and less “which tool works best” since the tools 
themselves change almost daily. Three research approaches were conducted:  

1. Structured interviews with nine predominantly non-traditional media ministries  
2. Analysis of data of a media ministry in Asia that uses traditional and non-traditional media in 

the same space, and where comparisons can be observed 
3. In-depth analysis of data of a non-traditional media ministry that serves the Arab-speaking 

population.  
 

Research Limitations 
Of the three data sets used for this study, one was original for this project and was qualitative, 
and two were quantitative, using data sets from an organization in Asia and one in the Middle 
East. The two organizational data sets were designed for the organization’s individual needs and 
the data points don’t easily flow from one into another. No data set showed causality from 
dependent variables. This research depended heavily upon secular research since the authors 
could not find valid historical research projects and peer-reviewed articles on media use in 
church and mission in the Middle East. There were secular articles that met this criterion that 
were published regarding media effects in political communications. Since political 
communications and conversion communications share similar issues involving identity, values, 
morals, and social networks (see footnote page 48), the author concluded this could serve as a 
theoretical foundation for discussing the data observations. 
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SECTION I:  STRUCTURED INTERVIEWS 

 
One of the earliest models of communications was developed by Yale political scientist Harold 
Lasswell.  Lasswell’s model states “Who says what in which channel to whom with what effect?” 
(McQuail & Windahl, 2015).  In the table below, this definition breaks into five areas of research and 
analysis that correspond to the five elements of consideration.  

 
Question Element Analysis 

Who? Communicator Control Analysis 

Says What? Message Content Analysis 

In Which Channel? Medium Media Analysis 

To Whom? Audience Audience Analysis 

With What Effect? Effect Effects Analysis 
 
In outreach to Muslims in the Middle East, research and verifiable data demonstrates that Christian 
media predominantly reaches a Christian audience, and Muslims and non-believers are not seriously 
impacted by this “traditional” media approach. There are many reasons for this, including 
weaknesses of traditional media in the current era. Based on the Lasswell’s model, the message is 
missing the audience, leading to low “effects” on the Muslim population (Siegel, 2013). This cause of 
the communication failure most often is either the medium – or the message – are out of alignment 
with the audience’s needs (Rubin, 2002). 
 
In this report, traditional media is defined as those that are Christian broadcast in nature such as 
television, radio and substrate print. Non-traditional media extends the new media definition 
(Eveland, 2003) of media in the various electronic forms such as Facebook, mobile device delivery 
media, Google in its various iterations, Twitter, texting in all its iterations including those associated 
with chatting, and YouTube and its various iterations. But non-traditional media also includes secular 
approaches that use broadcasts or electronic platforms. The distinction is not exclusively broadcast 
versus electronic media, but using communication avenues that are natural for non-Christian media 
consumers. 
 
Non-traditional media has demonstrated the ability to target, find, and engage non-Christians directly 
in meaningful conversations (Schaefer, 2014). This has proven to be an increasingly effective tool in 
reaching seekers and then walking with them through their spiritual journeys.  Secular use of non-
traditional media has exploded in the advent of the “Google World” (Albee, 2010).  Christian ministry 
should adopt these available processes and technologies in order to reach those that were 
considered “unreachable” in the pre-2000AD media era. 
 
  



  
 

 

MII RESEARCH PROJECT  Revised December 26, 2018                                                                   
  

Page 33 

Goal of the research 
The goal of this project is to conduct research that defines how ministries can reach Muslims 
directly and engage them in a spiritual conversation by using media platforms and processes 
that are not considered to be “traditional” Christian media (e.g., Christian TV and Christian 
radio). 

 
Research Methods 
Structured interviews were conducted with leaders of nine predominately non-traditional media 
ministries that have a significant presence in the Middle East, and / or have demonstrated 
effective use of non-traditional media in non-Muslim world environments. Interviews ranged from 
30 minutes to an hour. The results were transcribed and analyzed to collect observations from 
these ministries’ experience. Interviews, transcriptions and analysis were conducted by different 
parties so that the data would be unadulterated.  

 
The structured interview questions were: 

1. How does your ministry/organization define success inside of non-traditional media 
connections with seekers? 

2. What are the benefits of non-traditional media over other forms of evangelism when 
reaching Muslim/non-Muslim seekers? 

3. What are three challenges that non-traditional media approach overcomes when 
reaching and discipling Muslim/non-Muslim seekers? 

4. What important security considerations are needed when reaching Muslims through 
non-traditional media? 

5. What have you found to be the most effective non-traditional media platforms?  Why? 
6. Which reaching strategy have you seen the most success with? 
7. What is the most effective off-lining strategy that you have seen so far with connecting 

Muslims into local on-the-ground church relationships? 
8. How do you manage follow-up with seekers and gauge long-term discipleship success? 
9. What is the biggest challenge your ministry/organization currently faces in utilizing non-

traditional media to reach Muslims? 
 

To corroborate the findings in this report, two metadata reports are provided, one a case study 
from North Africa and the other as a summary report from the Middle East. Metadata is a 
common research practice (Shah, McLeod, & Yoon, 2001). 

 
Research Summary 
Media organizations generally consider four stages of media effects:  

1. Generating visitors including ad impressions, hits, views, clicks and visitors  
2. Generating leads including suspects, prospects, leads and qualified leads  
3. Managing leads including engagement and various analytics to determine the quality of 

the lead  
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4. Conversion of leads including decisions, follow-up, discipleship, and face-to-face 
engagement inclusive of church participation.  

 
A media organization’s success is a function of their stated objectives, meaning are they called 
to one, two or all stages of media effects.  

 
In addressing the first question on measuring success, most of the media organizations that 
we interviewed measured success at each stage of the continuum noted above, but 80% were 
most interested in the final step of seekers meeting with someone face-to-face in the field. One 
organization went further by stating they measured “disciples that make disciples” – a step 
further than anyone else reported.  One organization stated: “Reach is good, but we always look 
at the gospel pathway and how this can help the advancement of the gospel or people getting to 
meet Jesus in person and get saved.  So, we always think of the “pathway.”  Pathway involves 
consideration of success at each stage of the conversion process.  
 
Another organization primarily measures engagement. “The engagement scale goes from low 
engagement to high engagement.” For them, low engagement is generating visitors, but high 
engagement includes leads and qualified leads that become part of discovery Bible studies and  
face-to-face meetings. To summarize, most organizations are interested in the outcome of 
“conversion of leads” – or restated, seekers becoming Christians, and as such they measure (1) 
generating visitors, (2) generating leads, and (3) managing leads as process steps toward the 
end goal.  
 
In the second question, we asked “What are the benefits of non-traditional media over other 
forms of evangelism.”  Cost per impression was a consideration for only 30% of those surveyed, 
yet identifying specific seekers and tracking with them on their spiritual pathway was the primary 
benefit to non-traditional media.  One interviewee stated “Trackability – you can tell the activity a 
person takes on a landing page – you’re where the audience is, you can get deep quickly, there 
are more people and you can track it all.”  
 
Most media organizations stated that personalized messages were more easily obtained via 
non-traditional media.  One interviewee noted: “(it is) very easy to target specifically, to tailor that 
special need for a special person.” This is done via identifying special groups of people and 
having a message that resonates with a person. Whereas mass media must have a broad-based 
message, non-traditional media can customize messages to an “audience of one.” This allows 
them to be more agile in message development.    
 
One interviewee stated non-traditional media allows “seekers to come at their own pace.” Adding 
to this, one interviewee stated non-traditional is more “dynamic, more scalable, and quicker.” A 
project can be adjusted if the message has unforeseen problems or benefits. The “dynamic” 
factor was mentioned by over half of those surveyed. Though messages can be measured in 
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terms of impact, non-traditional media organizations can allow responders to remain anonymous 
and “faceless,” a factor that is crucial in oppressive environments in the Middle East.  
 
When discussing the third question regarding challenges that non-traditional media overcomes 
in reaching Muslims, the interviewees overwhelmingly noted anonymity. Aligned with this was 
the issue of security. Anonymity and security gave seekers the freedom to take a step toward 
exploring the gospel without concern of harm that the messenger could inadvertently introduce.  
One interviewee stated that “people in Turkey have a great distrust of people, so these are both 
important as a seeker takes the time to consider the information they are being given.” 
 
Another common statement was that non-traditional media is not confined by schedule. One 
interview stated “(non-traditional media is) more able to fit the ‘I’ll get to it when I get to it’” 
mentality of Millennials.  It fits into their schedule. People can engage with the message when 
they are ready. This allows for greater engagement due to the convenience factor.  
Associated with convenience of schedule is the convenience of platforms. Having the same 
message delivered over multiple platforms allows the seeker to receive the message that best 
fits their style of communication. This is a unique characteristic of non-traditional media. 
 
About 40% mentioned the cost and scalability of non-traditional media. One could start a 
campaign simply and with a low investment and can quickly adjust their strategy without 
significant “retakes” in the messaging process. One person described this advantage as being 
“cost effective to distribute…and it was scalable.”  
 
One of the issues that non-traditional media addresses is security. One media ministry stated 
“It’s private and it’s secure. So, it’s not the television in the living room and it’s not a book that 
comes by mail. It’s in their pockets.” The fourth question dives deeper into this subject: security 
considerations.  
 
Most media organizations state that they use software packages to protect them from hacking 
and Botnet attacks.  Encryption of communication helps reduce security exposure. But risks are 
inevitable. Several interviewees mentioned “leaving a digital footprint” that sophisticated secret 
police or hostile non-state actors (like ISIS) could use to identify media responders. But one 
interviewee stated: “Biblically there is little evidence the Lord or His earliest disciples made 
ministry contingent upon it being risk free.” Being aware of the security issue, another ministry 
stated they “decided that the value (of contact) was greater than the risk.” Another ministry 
highlighted the biggest security issue was when the face-to-face meeting occurred. A ministry in 
a closed country where the government scrutiny was vigorous, noted they “defer to their partners 
on the ground – whatever the partner’s need/comfort level is for meeting with a new connection.” 
 
Yet, most media ministries put into place disciplines in communication and policies to safeguard 
the relationship between seekers and the media ministry.  
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Question five related to the most effective non-traditional media approach. Facebook was the 
first answer that over half of the media ministries noted. When asked why, one interviewee 
stated, “Locals live there.” Another offered a more in-depth perspective: “Facebook is the most 
effective because of the reach of the platform and the granularity of the marketing – different 
ways of marketing to different people. It is also the most economical because a high percentage 
of the target audience is already on Facebook.” 
 
Though exposure can be high on Facebook, one commenter noted Facebook had a “lower 
engagement rate.” They preferred an audience targeted advertisement strategy such as 
Pandora that also had an easy text response system (short code JESUS) that gave them more 
quality responders.   
 
After Facebook, interviewees mentioned chat apps such as WeChat (in China) and WhatsApp 
and Viber in most of the Arab World, and third, video apps such as YouTube. Short story videos 
in various forms were effective. One media ministry used Twitter and Instagram, although they 
did not describe how they were used. But the fact that they mentioned it as one of the top three 
indicates a level of proven effectiveness.  
 
Expanding on question five, question six asked “Which reaching strategy have you seen the 
most success with.” All the responses described various forms of advertising. Most mentioned 
targeted advertising with lead questions. One discussed how they did “targeted marketing to 
identify spiritual seekers ready for engagement.” The operative term most mentioned was 
“identify” with not one mentioning “persuasion.”  
 
One ministry described in detail their process that was repeated by others in various wording. 
This ministry stated:  
 

1. Get trained by experienced coaches in Disciple Making Movements. 
2. Pray extraordinarily. 
3. Choose the pathway, or persona, that people in your context are walking towards Christ. 
4. Identify the critical path of each persona leading to conversion. 
5. Create an offline strategy for follow-up. 
6. Pick your platform that fits your target audience, persona, and critical pathway. 
7. Select a name on your platform that clearly communicates who you are.  
8. Leverage and share content that leads people toward the critical pathway. 
9. Ask hard questions about media effects along one’s final outcome as the media ministry 

defined it in their purpose statement. 
 

One media ministry mentioned a campaign approach (push out a campaign of a brand) yet 
found simple advertising with questions gave them more results.  Their lesson is more 
advertising with questions and less branding. 
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Question seven asked: “What is the most effective off-lining strategy that you have seen so far 
with connecting Muslims into local on-the-ground church relationships?”  
 
Two media ministries discussed call centers or response centers as being a critical part of their 
media strategy. Seekers need a place and a person they can contact to have a dialogue 
regarding their spiritual needs.  
 
Over half of the interviewees discussed some sort of involvement of local fellowships. One called 
the churches “soul mentors” where a person will “plug into” a local fellowship. Others partnered 
with ground ministries or church networks. One media ministry described the relationship of on 
the ground follow-up teams in this manner: “It’s person-to-person, real people that I know and 
trust.  It’s saying, ‘I know a guy in your city and I trust him and I want you to talk to him.’”  
 
Yet one interviewee noted “Dozens of experimental efforts to combine seekers (with local 
fellowships) have yielded zero long-term success. We look at each seeker as a partner, the most 
effective possible person to reach his/her oikos (family and friends).”  In other words, having 
seekers join other seekers or fellowships had a counter-productive result. They felt they were 
more successful in empowering the seeker to create a fellowship within their own circle of 
relationships.  
 
Extending question seven, question eight asked: “How do you manage follow-up with seekers 
and gauge long-term discipleship success.” Five of the nine media ministries felt their 
responsibility and reporting strategy ended with the first three stages: generating visitors, 
generating leads, and managing leads. They did not have a way to measure what happened to 
the seeker once they left the media ministry domain and entered the follow-up domain. Some 
had relationships with field workers but did not have a reporting system to track how the seeker 
continued in the discipleship process. One stated: “And we don’t really follow up on that in terms 
of trying to get their data and measure it and see how it goes.  We’re not really much into that. … 
(Interviewer: How do you gauge your long-term discipleship success?) Oh. We don’t. Yeah. 
Frankly, we don’t. We just...we don’t have a complete strategy in place for long term.”  
 
Another media ministry stated: “We created a CRM with dashboards to track a seeker after they 
were sent to the field.” Another ministry noted how they used a CRM: “they (the field) use 
multiple engagement platforms (email, WhatsApp, etc.), record touch points and changes in 
sentiment over time in a database so that we can map milestones, progress and outcomes.” A 
CRM is an acronym for Customer Relations Management, a software that manages data on 
seekers. There are many such programs that range in sophistication and functionality. One 
media ministry stated: “We’ll soon have a (CRM) version that anyone can deploy within minutes. 
We hope it can be maintained for under $50 a month.” 
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Question nine was on a new topic: “What is the biggest challenge your ministry/organization 
currently faces in utilizing non-traditional media to reach Muslims?” 
 
The challenges were broad. Several mentioned resources such as adequate funding. Several 
mentioned donor relations as being problematic. One interviewee noted: “(Group X) is often held 
to a different standard in the eyes of donors than more traditional methods of evangelism. 
People question the validity of the indicated decision button, even though that is the same as 
questioning a raised hand at church.”  Others mentioned human resources, including personnel 
to respond to seekers as well as on-the-ground follow-up personnel. One interviewee noted: 
“The human capacity to engage spiritual seekers.  Project managers, marketing, online 
evangelists, etc.  It has been difficult to find/train people to design effective campaigns.” This 
issue is exacerbated by the fact that non-traditional media changes quickly, so personnel skills 
need to be constantly adjusted with each platform and campaign.  
 
Associated with personnel challenges, one media ministry noted the issue of constant change: 
“The nature of social media is that it changes rapidly. Keeping up with ad word buying strategies 
and viewing habits of younger generations present challenges.” Various social media platforms 
rapidly rise to prominence in various countries whereas traditional forms stay constant. Along 
with this is the cost of fitting a platform into a media ministry’s tool kit. One mentioned the cost of 
technology, coding, security, etc., which adds to the strain of a limited budget.      
 
Security is a constant problem for many of the ministries. Security on the media side as well as 
security on the follow up side. One ministry stated: “Most people want to know who they’re 
talking with. Sometimes they ask where are you located? Why are you talking to me? And then, 
sometimes they are real people asking simple questions that deserve an answer.  =But in other 
cases, they are infiltrations that you don’t want to give answers to.”  
 
Associated with the issue of security is assisting the seeker in becoming a disciple. One 
interviewee said: “Media is inherently a self-centered, consumeristic experience. It’s hard to start 
there and end up with groups that discover, share, and obey.” Seekers may be interested but 
getting them to a place of understanding the gospel in a hostile environment is challenging.  
 
Discussion 
Lasswell’s definition of communications states “Who says what in which channel to whom with 
what effect.” This simple statement has become the foundation for five areas of media research 
and evaluation on media effects, which includes the impact of non-traditional media.  Evaluation, 
by nature, is tethered to success of media goals. This report noted that there are four areas 
measurement of success that media organizations, and especially non-traditional media 
considers:  generating visitors, generating leads, managing leads, and conversion of 
leads.  
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Though some non-traditional media organizations only focused on the first one or two areas of 
success, most media organizations were interested in seeing seekers become Christians and 
being discipled in fellowships. A quarter of the organizations interviewed were able to track the 
long-term growth of converts via their CRM and could evaluate how a media campaign resulted 
in success, and as one group noted, disciples that make disciples.  It should be noted the groups 
that measured long-term effects were focusing on Muslim ministries in the Arab language 
context. Nearly all groups who were engaged in follow up had a partnership with local churches 
and felt the discipleship ultimately was the churches’ responsibility, though many of the media 
organizations had resources available for churches who requested it.  
 
It was very clear from the interviews that target advertising only identified seekers and did not try 
to persuade the masses. This is a significant characteristic of non-traditional media, both in the 
secular world and the missionary media world. Mark Schaefer noted that new media (aka non-
traditional media and social media) were more akin to advertising before the advent of mass 
media that emerged at the turn of the century (Schaefer, 2014). In other words, traditional media 
is really a modern construct where as new media is more likened to pre-mass media where 
interpersonal and contractual relationship that has the ability to meet a need. It is not persuasion 
but identifying seekers and tailoring the message to the seeker.  
 
For this reason, non-traditional media uses advertising on social media platforms that has the 
greatest pool of seekers. At this point, the most effective platform is Facebook.  Other non-
traditional media organizations optimize Google searches to be available to seekers wanting 
information. Nearly all media organizations offer questions that identify seekers out of the greater 
media population. Several of the media organizations use a persona or spiritual pathway 
approach that gave clarity to how they should shape advertising, optimization, videos, and 
questions to identify seekers.  
 
Another benefit of the persona approach is it can help media organizations select a platform.  
Non-traditional media is not as homogeneous as traditional media, and platforms will vary by 
country, and within countries targeting sub-populations. The range of approaches will range from 
Facebook to Pandora radio and using short codes for response. For this reason, non-traditional 
media is more dependent on strategy than platform and message. Returning to Laswell, non-
traditional media is less dependent on the message and messenger, and is more dependent on 
Medium (platform), Audience (persona) and Effect (the four stages of media effects). 
 
It was observed that Muslims particularly come to faith on their own terms. They desire 
anonymity and have trust concerns of messengers bringing the gospel (Little, 2015). For this 
reason multiple avenues or touch points are crucial. One media organization described it well 
when they stated they identified “the critical path of each persona leading to conversion.” That 
critical path per persona will reflect the seeker’s mode of conversation. Some will desire 
WeChat, What’s App, or Skype. Audience and persona research will reveal the seeker’s 
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pathway and mode of conversation.  Hence, the most effective platform is the one the target 
audience is using. One interviewee stated about Facebook: “People in the Middle East are 
mainly on Facebook.  So, it’s the place they are, so why bother to introduce strategies outside of 
the place where they live, where they are?” 
  
It is clear from the interviews that the best approach in using non-traditional media is to start with 
shaping personas of the target audience. Once personas are developed, map out the critical 
pathway toward conversion. Once that is done, platforms and strategy including messages can 
be shaped. From the interviews, this is the hallmark of non-traditional media to reach Muslims is: 
persona, pathways and then platforms, all within a strategy.  
 
Since this type of approach is dependent on knowing where the seeker is on his/her spiritual 
pathway, CRM and analytics are crucial. Many of those interviewed were keenly concerned with 
the third stage of media effects: managing leads. Without analytics, these media ministries felt 
they could not properly service the seekers on their pathway to Christ.  
 
Audience engagement will be dependent on the persona along a spiritual pathway. Some 
organizations are passive with their audience when the audience is passive – answering 
questions and listening to seekers tell their story.  When the seeker grows more interested, other 
non-traditional media organizations become more active in their engagement, offering Bible 
Studies and/or willingness to meet face-to-face. In places where face-to-face is impossible, 
follow-up teams deploy Skype or avenues for text chatting.  
 
Discipleship is a challenge.  Since traditional and non-traditional media organizations find it 
difficult to receive field reports on the conditions of seekers, many simply defer to the churches 
to complete the task of spiritual growth. One interviewee stated: “we don’t have a complete 
strategy in place for long term discipleship.” This issue needs further analysis that includes 
recommendations for a long-term strategy.  

 
Other organizational challenges revolve around personnel skills. Specialized training courses, 
shared resources, best practices and mentoring could be a way to address this. Recently 
Missions Media U (http://www.missionmediau.org) began a series of courses to improve skills 
and they’ve seen significant participation from a broad range of international media workers. 
Another on-line training is https://kingdom.training that has self-guided exercises to improve 
media strategist skills.  Another on-line training is https://kingdom.training that has self-guided 
exercises to improve media strategist skills.  
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Another challenge is the rapid 
change in the non-traditional media 
world. Platforms seem to rise and 
then fade away, with others rising out 
of their ashes. According to Pew 
research,1 Facebook maintains the 
greatest market share, but other 
platforms are effective. Determining 
the persona and the media habits of 
the persona target audience can 
guide a non-traditional media 
strategy. But as noted, diligence is 
necessary to keep current with the 
shifting sand of audience media use.  

 
Another related challenge is 
technology, both in keeping up with 
data, but also keeping the data 
secure. Many organizations report a 
constant attack on their sites and 
their infrastructure.  But security also 
extends to personnel. The follow-up 
team and the seeker have a tenuous relationship. Both are insecure about meeting each other 
because of concerns over hostile actors.  Both are concerned at being “trapped” and exposed to 
harm by government and/or non-state entities who want to oppose the gospel.  

 
In comparing non-traditional media use among Muslims (primarily in the Middle East) and non-
Muslims (primarily in the west), the issue of security affects much of the concern and 
approaches of how non-traditional media is used. Among non-Muslims, the greatest advantage 
is availability to seekers on their timeframe. One ministry discussed this as a unique 
characteristic of Millennials. One stated: “People go from initial anxiety to openness and honesty 
about spiritual things very quickly – often in 60 seconds or less.” When trust is established, 
people are willing to discuss spiritual issues. Whereas in Muslim environments security is the 
greatest advantage. Seekers can remain anonymous throughout much of the conversation and 
subsequent exchanges. Though in both instances (Muslim and non-Muslim) anonymity is 
important, the motivations are quite different.  In one case it is trust issue, and in the other it is a 
security issue.  
 

                                                
 
1 http://www.pewinternet.org/2016/11/11/social-media-update-2016/ 

Table 1:  Pew Research showing that Facebook has             
the greatest social media market share. 
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Conclusion 
One interviewee responded to the question about the advantages of non-traditional media over 
traditional media with this opinion: “Non-traditional media is effective in a different way. It’s 
approaching people in a different way. Different people get touched by different things in every 
country. And then when you say Middle Eastern or Arab or whatever majority people, it’s 
diverse.  Interests are diverse. People receive the information, receive the good news, they 
receive the gospel. They just have a different system, different receptors, so to say. So, 
traditional media, non-traditional media, personal interaction...they should stay complementing 
one another. I cannot say one is way more effective, so we should scrap the rest. I can’t say 
that.”  
 
Though non-traditional media cannot be stated it is superior to traditional media, it is obvious that 
non-traditional media offers some advantages over traditional media; though the reverse can be 
stated as well. Non-traditional media can target its audience specifically by platform, by persona, 
and by demographic. For this reason, it can be less costly. Several media ministries noted this to 
be a distinct advantage, whereas others considered effectiveness to reach Muslims to be the 
advantage and costs were inconsequential. Second, non-traditional media can be agile, since 
the media organization can quickly change messages and platforms based upon immediate 
feedback. The message and platforms can be tailored to specific audiences by country and by 
demographics. Lastly, non-traditional media is much more flexible at identifying seekers in the 
timeframe that the seeker is available.   
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SECTION III:  ENGAGEMENT DATA IN AN ASIAN POPULATION 

 
Background 
Earlier, this report introduced Lasswell’s model of communications that included addressing 
issues of Medium, Audience, and Effect. Lasswell’s model states “Who says what in which 
channel to whom with what effect?” (McQuail & Windahl, 2015). 

 
The questions under review are related to traditional and non-traditional media regarding 
audience analysis and effectiveness of reaching the audience. Effectiveness, by definition, is an 
evaluation of implementing objectives and cannot be stated as a binary statement: effective or 
not effective. Running is faster than walking but if the goal is enjoying nature, walking is more 
effective to that goal. The intention of this research is not to compare the effectiveness of one 
media approach against another, but to observe how a ministry reaching out to Muslims 
deployed a combination of traditional and non-traditional strategies to accomplish similar goals.  

 
Three research questions are considered in this inquiry:  

1. Is there a difference in outcomes between traditional and non-traditional media at each 
stage of a seekers’ spiritual journey? 

2. Is there a difference in outcome of non-traditional media and traditional media related to 
the stage of outsourcing of respondents, or more simply stated did the respondents of 
media approaches have lasting spiritual development in the field?  

3. Is non-traditional media reaching those that are not intersecting with traditional media?   
 

The term traditional media is most often related to broadcast media. Non-traditional media is 
associated with what some researchers call new media and is often characterized by social 
media and electronic media.  

 
Methods 
This report will use data from a Christian outreach media partnership in Asia called M2M whose 
target audience are Muslims. M2M uses both traditional and non-traditional media in the 
partnership. One partner, Ayam Channel2 broadcasts on a Satellite that has a footprint equal to 
the Arab speaking world. Ayam Channel is a 24/7 channel and has been in operation for more 
than six years, morphing through several iterations. M2M includes a field partnership component 
to follow-up Muslim respondents to the media strategy. This “media and field” relationship is 
tethered by a CRM that captures data on media operations by the partners, as well as how the 
media respondents continue in their spiritual development with the field workers.  

 

                                                
 
2 Ayam Channel is a pseudonym, used for security purposes 
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Within the M2M data set is Ayam Channel data (which is traditional media), and data from non- 
traditional media partners.  Over the last twelve months, 99.4% of the people listed in the CRM 
were from a Muslim background, and the M2M partnership on average sent information on 25 
Muslim seekers per month for follow-up by field workers; 44% that were from Ayam channel and 
the non-traditional media partners.  
 
It should be noted that not all partners of M2M fully utilize the CRM in their outreach strategy. 
But Ayam Channel is fully integrated, meaning this research can observe the full history of the 
Muslim seekers who were eventually turned over to field partners. The non-traditional media 
partners’ data is generally held within domains like Facebook, but the M2M partnership migrates 
the data into the CRM of a seeker when he/she requested to meet with a field worker that is 
local. This migrated data has the full history of interactions before the seeker is turned over to 
field partners. Field partners report the spiritual continuation of the seekers they receive, and the 
information is updated in the seeker’s data history in the CRM.   
 
The M2M partnership – both field and media – are united by principals of Disciple Making 
Movements (DMM). DMM notes that God is the one who draws people into a relationship with 
Himself, therefore the media and field worker only identifies seekers and then helps the seeker 
along his/her spiritual journey. In summary, M2M partners generally only identify seekers, and do 
not seek to persuade or convert. One philosophy of DMM is that one of the best indicators of 
conversion is the seeker will want to study the scripture and they will share their faith with others. 
Media partners consider “indicated decisions” as less important than the willingness to study the 
scriptures, share the gospel with others and meet with a field worker. Therefore, this data set 
has these measurements on the seeker’s spiritual development:  

• connecting with a field worker 
• meeting face-to-face with a field worker 
• individually studying the scriptures 
• sharing with others in their community about their Christian experience  
• studying scriptures with others in their community 
• confessing faith in Jesus 
• undergoing personal baptism  
• baptizing others in their community  
• forming/joining a church in their community. 

 
A seeker may do any number of these behaviors in their spiritual development.  

 
Is there a difference in outcomes between traditional and non-traditional media at 
each stage of a seekers’ spiritual journey? 
Ketchum Global Research & Analytics report that comparing traditional and non-traditional  
media can be obtained by using similar criteria, yet accounting for the unique attributes of each 
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approach (Rockland, 2014). There are two criteria from their analysis that are useful for this 
report.  

 
Traditional Media Social Media 
Circulation, Reach Visits, Fans, Followers 

Message Penetration Audience Engagement 
 
 

An Asia research study notes that for the country of interest3 in this report, 35 million out of the 
country’s 45 million television households have no alternative to viewing television other than 
satellite antennas. Additional research notes that the majority of those who use satellite reside in 
rural areas (Chenard, 2014). Though it is difficult to know the exact circulation/reach of Ayam 
Channel, in twelve months there were 11,443 unique responders to their broadcasts, indicating a 
reach of .33% of the total market. In terms of message penetration, there were over eight 
messages to and from the unique responders, averaging nearly four messages out for each of 
the four messages in.  
 
In terms of the non-traditional media, Facebook has 79 million accounts in the country of 
interest, with the M2M non-traditional ministries obtaining 6 million organic impressions (unpaid 
distribution) or .09% penetration. Facebook reports “fans” for twelve months for the three 
campaigns launched by the non-traditional partners as: 39K, 16K, and 34K, respectively.  
 
But the main goal of M2M partners is to see engagement of people interested in meeting with 
field workers. In the most recent twelve months, M2M recorded 89 respondents who were 
assigned to field workers from non-traditional media and 44 from Ayam Channel. Though non-
traditional media had a lower organic impression compared to traditional market share, non-
traditional generated over twice the number of respondents who were sent to field workers.  
 
After identifying respondents who were potential “persons of peace,” this research was 
interested if there was a quantifiable difference between the respondents of traditional media 
and non-traditional media at the engagement stage. In table 2 below, we measure days between 
first contact and when the respondent stated they wanted to meet with a field worker. Non-
traditional respondents on average took 2.6 times longer in engagement than traditional 
respondents. Though longer, the frequency of interactions was only slightly more for non-
traditional than traditional. The average ratio of frequency per day was two for non-traditional as 
compared to four per day for traditional. When interviewing counselors as to why they felt there 
was a disparity, they pointed out that the non-traditional was done via Facebook and the 
respondent had more effort to correspond; they had to have Wi-Fi, and then wrote in a more 

                                                
 
3 The country will remain anonymous for security reasons. 
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formal language using complete terms. In traditional media, people generally corresponded via 
SMS, was more instant, and used short-cut terms.  
 
 

 
 
Table 1:  Averages of respondents from traditional and non-traditional media in three categories: number of 
days in interaction, frequency of interactions, and the ratio between days and frequency of interactions. 

 
Is there a difference in outcome of non-traditional media related to the stage of 
outsourcing and long-term outcome?  Does process make a difference? 
M2M is most interested in the “stick rate” of all its respondents who are turned over to field 
partners. “Stick Rate” is the percentage of people who were assigned to field workers who 
continued in their spiritual development. Industry wide “stick rate” would be 19% based on 
research on what is called “high identity decision-making.” This criterion was developed from 
data from “complex sales” (Albee, 2010) and conversion of Jihadis (Hairgrove & McLeod, 2009). 
M2M obtained a 30% stick rate, meaning of those that were turned over to field partners, 30% 
continued in their spiritual journey. This report is interested if there was a difference between 
non-traditional media respondents and traditional media respondents in their “stick rate.” The 
criteria for stick rate involves an algorithm of behaviors including connecting with a field worker, 
meeting face-to-face with a field worker, studying the scriptures, sharing with others in their 
community about their Christian experience, studying scriptures with others in their community, 
confession of faith in Jesus, personal baptism, baptizing others in their community, and 
forming/joining a church in their community. In summary, both groups had a 30% stick rate, but 
internally in the algorithm there were differences.  
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For instance, non-traditional participants were often involved in studying the scriptures 
individually but rarely asked their friends to do so. Traditional media participants studied 
scriptures more than twice as often with friends or relatives than they did individually. This could 
be related to the communal nature of “watching television” as compared to looking at Facebook 
on one’s device. There also could be a rural versus urban dynamic. Most of traditional 
respondents were from rural, whereas non-traditional respondents were mainly from urban 
populations. What is interesting is that both traditional and non-traditional respondents were 
equally engaged with sharing Christ with their friends. More investigation is needed on this 
phenomenon.  

 
Is non-traditional media reaching those that are not intersecting with traditional 
media? Can the data sets provide insight into the percentage reached by non-
traditional media that would not be reached through traditional Christian media?    
This question was explored in depth, but no conclusive findings were obtained. The data showed 
a higher response rate with urban using non-traditional, as compared to rural using traditional. 
But this may be a media consumption preference. In the current year, Ayam Channel will be 
launching video-on-demand to its video streaming strategy, thus improving its delivery 
preferences to the respondent. The author read significant amounts of the interactions of both 
traditional and non-traditional respondents and observed no real marked differences in the 
conversations. Both traditional and non-traditional media were evenly matched with the persona 
classification “spiritual,” meaning the seekers had similar needs. Gender was not significantly 
different between the two approaches, nor was age distribution an issue. The conclusion would 
be that the answer to this research question is a “both-and” and not an “either-or” conclusion.   

 
Conclusion 
This section sought to observe three research questions:  

1. Is there a difference in outcomes between traditional and non-traditional media at each 
stage of a seekers’ spiritual journey? 

2. Is there a difference in outcome of non-traditional media and traditional media related to 
the stage of outsourcing of respondents, or more simply stated did the respondents of 
media approaches have lasting spiritual development in the field?  

3. Is non-traditional media reaching those that are not intersecting with traditional media? 
Can the data sets provide insight into the percentage reached by non-traditional media 
that would not be reached through traditional Christian media? 

 
In the country of interest context, the reached population was similar, yet non-traditional media 
yielded nearly twice the number of respondents who were assigned to field workers. Non-
traditional media took 2.6 times longer to engage, yet the number of interactions were about the 
same. In terms of “stick rate,” both traditional and non-traditional media had similar outcomes, 
yet the internal algorithms highlight some marked differences. It could be argued that traditional 
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media – being a more communal media – reaches people better based on groups studying the 
scriptures. 

 
One factor that was not part of the research questions was one of cost. Traditional media has an 
operational budget nearly five times that of non-traditional media. Non-traditional media is less 
complicated in overhead expense and technical expertise, although the content developers for 
non-traditional media need expertise on a similar scale of traditional media developers. Smaller 
ministries with less infrastructure could viably choose a non-traditional media strategy. Yet the 
traditional media reach for rural populations in some places would not be well served by non-
traditional media. Again, the choice should be a “both and” and not an “either or.”  
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SECTION III:  ENGAGEMENT DATA IN AN ARAB-SPEAKING POPULATION 

 
Background research 
In the previous section on Asia media use, it was discovered that non-traditional media yielded 
twice the number of respondents compared to traditional media. Though cost is a consideration, 
the survey research highlighted that cost is not a factor by media organizations when 
considering media approaches: non-traditional versus traditional. This report is most interested 
in effectiveness in reaching Muslim populations.  
 
Highlighted in the Asia research is that there was no significant difference in the quality of 
Muslim respondents between traditional and non-traditional media. Respondents to non-
traditional and traditional had a similar “stick rate” after engaging church planters in the field.  
 
The Asia research found that traditional media had a higher “sharing” with the respondent’s 
social network. This could be a function of a higher concentration of urban respondents for non-
traditional media whereas traditional media had a higher concentration of rural respondents. 
Traditional media was already a group activity (watching television together) and non-traditional 
was a private activity done on one’s mobile device.  
 
In a Pew research report on the Arab world, it was observed that the majority of Muslims who 
were users of non-traditional media are more likely to believe that Islam and Christianity have a 
lot in common, as compared with traditional media (Sahgal, 2013). The report observes that both 
traditional and non-traditional media have little sway in changing previously held beliefs, but that 
searching for spiritual alternatives via non-traditional media self identifies populations that are 
considering alternative beliefs. This is associated with the theories known as “use and 
gratifications4” model that state that people’s use of media is correlated with a person’s desire to 
gain information. In other words, people use media to meet their wants and needs and not that 
people use media to meet their objectives (Quan-Haase & Young, 2010; Rubin, 2002).  In this 
case, Muslim seekers use non-traditional media to know more about Christianity.  

 
Supporting the “use and gratifications” model in the Middle East, traditional media is less 
trustworthy in presenting new ideas than non-traditional media. The trust factor is the strongest 
predictor for media use to obtain new ideas (Martin, Martins, & Naqvi, 2016). Traditional media is 
seen by media users as a megaphone for government or non-government propaganda whereas 
non-traditional media is unregulated and has greater trustworthiness. This has been a consistent 

                                                
 
4 Use and gratifications models are generally used in research on political communications and has been applied to a wide 
variety of cultures (see http://www.mideastmedia.org/survey/2014/resources/literature-review.html.) Political disposition and/or 
affiliation are closely related to religious disposition and/or affiliation since both involve issues related to identity, values, 
morals, and social networks (Roccas, 2005; Rubin, 2002; Scheufele & Tewksbury, 2007; Schwartz & Bilsky, 1987). 
Researchers generally reference the same body of psychological and sociological material when discussing media effects in 
persuasion of religious affiliation or political affiliation (Pargament, Magyar-Russell, & Murray-Swank, 2005; Rambo, 1992).      
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finding in most research studies for decades (Lim, 2005; Moy & Scheufele, 2000; Shah et al., 
2001).  

 
Consistent with the Lasswell model (McQuail & Windahl, 2015), how people use media is telling 
of their view of the media. In a Martin research report, it was noted that Arab speakers use 
traditional media mainly for entertainment and non-traditional media for finding information 
(Martin et al., 2016). Muslims who hold traditional views of Islam will watch television to support 
their beliefs, and Muslims who are interested in religious change will most often use non-
traditional media to obtain information, with some being self-identified as seekers. Entertainment 
media – both traditional and non-traditional – will most often be used by Muslims and Christians 
alike to support previously held beliefs, watching programs that support those beliefs. The more 
overtly religious the programming, the more segmented the audience will be; Muslims will watch 
Islamic programs and Christians will watch Christian programming.  

 
Research Methods  
ABC Media is currently a non-traditional ministry with almost 60 years of using media – including 
traditional media – in the Arabic-speaking world. ABC’s non-traditional media campaigns are 
persona driven, meaning ABC shapes campaigns from historical data and uses A/B testing to 
determine what kinds of respondents are most likely to achieve ABC outreach goals. These 
goals can be stated as using media to identify Muslim seekers, and then help them along their 
spiritual journey toward becoming reproducing disciples.  
 
ABC’s data set was comprised of six non-traditional campaigns.  Each campaign had several 
iterations and had subsequent submissions of data on the various target audiences within the 
persona campaigns.  
 
So that the data set would be comparative with Asia, this research considered the most recent 
twelve months of data. In the data set, there were 12,919 unique people with a total of 41,488 
interactions averaging 3.188 per person. Less than 1% (.6%) were Christian, with the number of 
interactions being consistent with that of Muslims (3.1 interactions per person). Most interactions 
were one and two interactions indicating that they were spammers, bots, hostile, etc. and were 
not interested in “dialogue.” This research deleted the Christians and the “one and two” 
interactions to obtain a data set that was more about “conversations.” After this cleaning process 
the data set was more evenly distributed, with a unique population of 4,255 with the average of 
6.1 conversations per unique visitor. It was further observed that 650 unique visitors had 10 or 
more interactions. The average of the “10 or more” was 16.6 interactions, indicating significant 
intentionality in discussing issues about the Christian faith.  ABC’s historical data highlights that 
statistically 3.6% of the total response population will make a profession of faith and 1.9% will 
request a meeting with a church planter face-to-face. The ABC data set did not reveal 
longitudinal data, thus a “stick rate” could not be assigned to the respondents.   
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Each persona campaign sought to conform to the non-traditional media format: short, 
informational, and encouraging interaction. Each campaign used various channels of non-
traditional media, such as Facebook, Snap Chat, YouTube, and Google ads to drive traffic to the 
website. Videos such as testimonials were culturally sensitive and short, under 5 minutes. No 
campaign sought to denigrate the Islamic religion or challenge the tenants of Islam. Campaigns 
sought to provide information on issues and provide alternatives to the Muslim’s spiritual journey. 
No campaign provided a “call to action” that included a prayer to become a Christian. It was 
generally felt this was best done in later interactions with counselors or in a face-to-face meeting.  

 
 

 
 
Table 2:  One-month data on six persona-based campaigns and their iterations and number of submissions 
per iteration.  

 
ABC had multiple channels of interactions. The table below observes web form submissions as 
being most popular. Data was not available on how each of the interactions related to the six 
campaigns, but what is clear is that What’s App and texting are the most popular interaction 
avenues, dwarfing Facebook. From further inquiry, it appears many who used What’s App or 
texted began their interest on Facebook, but respondents chose a method of interaction that was 
more secure and private than Facebook.   
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Table 3:  Main sources of interaction for the campaigns, based on one month of sample data. 

 
One of the questions from the original research was: Is non-traditional media reaching those that 
are not intersecting with traditional media?  In a similar manner to research from Sahgal and 
Martin (Martin et al., 2016; Sahgal, 2013), those that were attracted to ABC campaigns were 
largely non-traditional media users. In the Asia study, there was a medium overlap between 
traditional and non-traditional media, with most respondents to non-traditional being urban and 
most of the traditional media users being from rural settings. In the ABC data, there was no clear 
rural/urban distinction.  

 

 

Table 4:  Percentage of interactions by country for a month of sample data. Percent of responses are not 
reflective of population density. 
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In table 4 above, there is no pattern of relationship to rural/urban population in the ABC response 
to their non-traditional media campaigns. Egypt had twice the population compared to Algeria, 
with a density of 84 people per square kilometer compared to Algeria’s 17, yet the percentages 
of respondents do not reflect the differences of this magnitude.  Iraq had a population of 80 
million and density of 37 and Yemen had a population of 27 million and density of 50, yet their 
percentage of the total responses were nearly the same.  

 
The only factor that could be explored would be the dissatisfaction with Islam, based on a range 
of issues including political instability and poverty. In a study conducted by Qatar, non-traditional 
media used by country varied greatly indicating the inhomogeneity of the Arab speaking world in 
their motivation to use non-traditional media (Dennis, Martin, & Wood, 2013). They all used non-
traditional media uniquely to explore alternatives to Islam. 

 
Discussion 
ABC non-traditional strategy begins with using media to identify seekers from the greater Muslim 
population. They begin their strategy with a persona-based approach that uses historical data to 
determine what kind of respondents will lead to long-term and short-term organizational goals. 
From the apparent outcome of less than 1% being Christian-background respondents, it appears 
that their strategy is aligned with the stated goals.  

 
After the cleaning of data, they had 4,255 unique Muslim respondents with an average 6.1 
conversations per visitor. But, the data had 650 visitors who had more than 10 conversations per 
person. From historical data, ABC demonstrates that 3.6% of the population will make a 
profession of faith and 1.9% will request a meeting with a church planter face-to-face. The data 
was not structured to validate correlations but based on Fishbein theory of reasoned action –  
behavior is the best indicator of intention (Ajzen & Fishbein, 1980) – we can assume a 
relationship between more interactions and conversion.  
 
Theoretically, of the 4,255 unique visitors, 80 will meet with church planters face-to-face, of 
which most of the seekers will be part of the “10 or more” interactions group, putting their media 
to field percentage at 12%. ABC has data on people who engaged in discipleship courses, but 
not all that were part of the course came from media contacts, so we cannot determine “stick 
rate,” or a rate of those who become reproducing disciples. From section two, the industry-wide 
“stick rate” would be 19% based on research on what is called “high identity decision-making.” 
This criterion was developed from data from “complex sales” (Albee, 2010).  

 
It appears from the data that ABC has a mixture of urban and rural, and an unclear pattern of 
respondents by country. The variables are too complex to make a conclusion, which include 
Internet access, social and political volatility, and religious tolerance. Some countries were low in 
some of the variables, and others were high. The combinations and levels of the variables 
exceed the bounds of this research.  
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One question that this research considered was “Is non-traditional media reaching those that are 
not intersecting with traditional media?” There is no information in the data set of the 41,488 
conversations to indicate that there was an overlap, leading to the conclusion that the Muslim 
population was unique. This is supported by theories such as “use and gratifications” that states 
people use media to meet their felt needs.5 Seekers were intentional in using non-traditional 
media to find information. Traditional media that is essentially Christian, would not have the 
specific answers to questions the seeker was wanting to know at the time he/she was seeking to 
know it. Observing broadcast media, content is generally associated to the program schedule 
and is by nature limited in scope. Dennis, Martin, and Wood (Dennis et al., 2013) observed that 
in the Middle East, 84% of the viewers of broadcast media consume it for entertainment reasons. 
Other scholars of Middle East media support this claim that information about religion is 
generally transmitted via searchable media (Bunt, 2000; Stolow, 2006), whereas viewers use 
broadcast for entertainment. Marshall Mcluhan popularized the concept that “medium is the 
message” and the data supports this phenomenon (McLuhan & Fiore, 1967).  

 
 
  

                                                
 
5 See footnote 4 (page 41) on Use and Gratifications models used in media effects research in religious studies.  
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