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You already have an audience. Every person who clicks on your website, 
engages with your social media streams, and receives a mailer from your 
church is a part of an audience you’ve developed over the life of your church. 
Using the relatively young discipline of content marketing, this ebook will 
give you a framework for turning this audience (one that begins with a vague 
understanding of your church) into advocates and leaders in your church who 
make disciples in your community. You’ll learn: 
 
 
 
 
 
 
 
 
 
 
This practical guide to content marketing for churches will be your solution 
for cutting through the noise and joining the important conversations already 
taking place in your community. 
 
 
ABOUT TOBIN PERRY  
Tobin Perry has served as a writer and editor for Saddleback Church, the 
North American Mission Board, and the International Mission Board, where 
he has frequently focused on church leadership issues. He has also served 
as the lead pastor of a church in Southern Indiana. He has written for 
numerous publications, including Christianity Today, HomeLife, ParentLife, 
Baptist Press, and On Mission magazine, and has ghostwritten for a number 
of Christian ministry leaders. He has served as managing editor for Rick 
Warren’s Ministry Toolbox and as the editor of the pastor’s version of On 
Mission magazine. He was also a contributing writer for Zondervan’s The 
Jesus Bible. A graduate of the University of Missouri School of Journalism 
and Gateway Seminary (formerly Golden Gate Baptist Theological Seminary), 
He is a certified content marketer through Hubspot and the Content 
Marketing Institute. Tobin lives with his wife and three children in Evansville, 
IN. For more information about Tobin, visit www.tobinperry.com. 
All of the first person pronouns in this book are his 

ABOUT THIS EBOOK

• Why content marketing matters in today’s ministry context

• What goes into a good marketing story 

• How to take an in-depth look at your audience through 
   building personas

• How to develop a content-marketing strategy

• Ways you can use material you already have to produce effective 
   content this week

http://www.tobinperry.com


MY STORY IN 
CHURCH CONTENT

In January of 2001, I loaded up a 1996 Chevy Corsica and traveled 1,200 
miles down the Pacific Coast from Eastern Washington to Orange County, 
CA, to begin a new adventure as a writer at Saddleback Church. Though I 
had been a religion reporter at a daily newspaper in Wenatchee, WA, God had 
been leading me into full-time ministry work for some time. I couldn’t wait to 
get started. Though it would be another 21 months before the publishing of 
The Purpose Driven Life and the launch of “40 Days of Purpose,” Saddleback 
had already garnered a national reputation for innovative ministry. It seemed 
like an ideal place to learn about ministry from a congregation that the Lord 
had been using in new and fresh ways. 
 
When I arrived in Southern California that January, the term content marketing 
didn’t even exist. Later that year, Joe Pulizzi (now called “The Godfather 
of Content Marketing”) first coined the term in his role with Cleveland’s 
Penton Custom Media. I’m confident if someone called me a content 
marketer in 2001, I would have shunned the description. I had graduated 
journalism school less than three years earlier. Journalists and marketers saw 
themselves in distinctly separate fields. Journalists told stirring stories that 
investigated truth claims and informed the public. Marketers sold stuff. 
 
I didn’t want to be in the latter category. 
 
Most of my job responsibilities could be divided into two broad categories, 
ironically separated along the journalist/marketer divide (at least in my mind). 
I spent most of my time as a church storyteller, writing feature articles on 
church attendees for our church website. I devoted a much smaller portion 
of my time to creating descriptions about upcoming events and ministries on 
the website. I loved writing the stories. I met new and interesting people on a 
regular basis. Already approaching 20,000 in weekly attendance, I didn’t think 
I’d ever run out of stories (and for the seven years I served on staff, I didn’t). 
 
I saw myself as a “church journalist” who was covering a “beat” consisting 
of our 20,000-attendee congregation. But I never thought of myself as a 
marketer. I wanted to help our audience engage with the church more deeply 
and grow spiritually through content. Marketers, I thought, just wanted to 
blow their own trumpet and the trumpet of their organizations. 
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Boy, was I wrong. Those were the early days of a new era of church content. 
Churches, particularly large churches, had hired writers before. But my role 
would focus almost exclusively on website content. A few years after I started 
at Saddleback, we launched an email newsletter to help us push content 
throughout the congregation. In 2003, I started what I called an “online 
magazine” to provide a platform for volunteer writers, editors, and designers 
in our church family to develop content that helped our congregation connect 
with the church’s core values. Eventually, I served as the managing editor 
of Rick Warren’s Ministry Toolbox, which helped more than 200,000 church 
leaders worldwide develop their leadership and ministry skills. 
 
Even by the time I left Saddleback in 2007, I still didn’t consider myself a 
marketer. I knew how to create helpful and engaging content. I could edit 
and manage publications. Yet I had no idea how to use those skills as part 
of a broader strategy to help people move toward deeper engagement in our 
church. 
 
Back in 2001, when I first arrived at Saddleback, social media didn’t exist in 
any recognizable way. Google was only three years old, and Mark Zuckerberg 
couldn’t even legally vote yet! For the most part, internet strategists still tried 
to manipulate search engines through “link-stuffing.” 
 
We’ve learned a lot in the past 16 years. I’ve learned a lot in the past 16 years. 
 
Content marketing strategies have blossomed. The platform is providing 
brands with the tools to better engage their audiences by producing 
interesting and helpful content in a systemized manner. The church has 
largely been left out of this growing content marketing movement. 
 
This ebook will give you the tools to jump in. It’s the book I wish I had in 2001. 
 
And now it’s yours.
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Your church sends out emails. You update your website daily. You’re active on 
social media. You put out a top-notch bulletin each week. 
 
But you can’t help wondering, “Is anyone really listening?” 
 
Maybe. Maybe not. 
 
Every single minute, 211 million pieces of new content hit the internet. That 
number doesn’t sleep. It doesn’t take a break for the holidays. It doesn’t taper 
off after a long day. 
 
It’s staggering. 
 
And that number doesn’t include the numerous books that hit the market 
each day. It doesn’t include the movies people rush to the theater to 
consume. It doesn’t include the countless hours of content available at a 
moment’s notice on Netflix, Amazon Prime, or Hulu. 
 
It’s why you sometimes feel like your church’s messages are bouncing off of a 
brick wall. 
 
Never before in human history have people been surrounded by more 
information. And that content is with us every moment of every day. Thanks to 
smartphones, we’re never far from new information and new adventures. We 
can access the content of traditional media companies, brands, entertainers, 
and authors in a few measly taps. 
 
What does that mean for what you want to communicate? The competition 
for the minds and hearts of your community is high, really high. That’s why 
the old methods—the “look-at-me” communications and marketing strategies 
that dominated the 20th century—are failing around us. 
 
 
What is content marketing?  
Traditional marketing methods drove the attention of consumers by being 
louder, bolder, and offering more features. It’s reminiscent of a schoolyard 
screaming contest, where the loudest kid wins. 

WHY CHURCHES NEED 
CONTENT MARKETING
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But today, when every company, organization, church, and person screams, 
they are all drowned out. No one gets heard. Your messages bounce off walls.    
 
That’s where content marketing comes in. Instead of screaming louder, you 
join their conversations. 
 
Though the term didn’t exist before 2001, the concept of creating high-quality, 
helpful resources for potential customers has been around for years. For 
example, in 1895, Deere & Company (better known today as John Deere) 
started a print magazine, called The Furrow. The goal of the magazine 
was not to sell its agricultural equipment, but to inform farmers on farming 
technology and best practices. 
 
You can likely think of other companies, even before 2001, that built a 
publishing audience to resource potential customers and convert them into 
actual customers. But the birth of the internet and the plethora of resulting 
content has made content marketing critical for businesses. 
 
And it has made the process easier, too. 
 
Since Gutenberg invented the printing press in the 15th century, the ability to 
publish has mostly been in the hands of traditional media enterprises: those 
who owned the presses and the broadcast studios. The internet changed all 
that. Now everyone with a computer (or a library card) could publish content 
and distribute it to the masses. That means every organization (whether for-
profit or nonprofit) could publish its own content with very little overhead.  
 
Content Marketing Institute, a leader over the past decade in developing the 
concept of content marketing, describes content marketing as “a strategic 
marketing and business process focused on creating and distributing 
valuable, relevant, and consistent content to attract and retain a clearly 
defined audience, and ultimately, to drive profitable customer action.” 
 
 
What does this have to do with the church?  
Despite the growth of content marketing during the past 15 or so years, 
churches have been slow to join the movement. The vast majority of churches 
that do any kind of communication efforts still employ more “traditional” 
methods (i.e., they try to outshout the competition). 
 
But it’s not working. You’ve seen the stats. Our message seems to be losing 
steam in the first decades of the 21st century. The percentage of Americans 
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affiliated with some kind of Christianity dropped by eight percent in just seven 
years between 2007 and 2014. Churches seem to be losing influence in every 
segment of our society. 
 
Content marketing offers a solution—a way to get your message to your 
congregation and the broader community in one of the most effective ways 
possible. You can keep trying to yell louder, or you can take your story to the 
conversations already taking place in the world around you. 
 
It’s your choice. 
 
 
Taking aim at the elephant in the room  
But let’s face it: the problem most churches have with content marketing has 
nothing to do with the first part of the phrase. It’s that pesky word marketing. 
Should churches really market their ministries? 
 
There’s an easy answer. 
 
They already do. 
 
At its core, marketing in the business world is simply creating a market for 
a company’s goods and services. In the church world, marketing is simply 
opening up people’s eyes to their need for spiritual truth and community. 
 
As effective as content marketing strategies have been in the business world 
in recent years, it has even bigger potential within the church. 
 
Why? 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
1. It’s scalable. Content marketing can work for any size of church. 
From the bivocational pastor who runs the weekly church blog 
himself, to the megachurch with multiple staff members dedicated 
to content marketing roles, there’s opportunity for everyone. 
 
 
2. It’s narrative focused. Stories lie at the heart of most content-
marketing efforts. Churches have stories in abundance, from 
the biblical narrative that engulfs the sacred scriptures, to the 
testimonies of life change that lie at the heart of what we do. 
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So, how can your church use content marketing to grow your church’s 
audience? This ebook will provide a step-by-step process

3. It’s service focused. While so-called traditional marketing 
methods focus on bringing attention to our “product,” content 
marketing aspires to meet needs and help others. 
 
 
4. It uses content you already have. Churches already produce 
considerable content even before embracing content marketing. 
From weekly sermons to website content to Bible study classes 
and seminars, you have material. Learning content marketing 
techniques will simply help you develop a system to make the most 
of that content.
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John Quincy Adams once said, “Whoever tells the best story wins.” Few 
people make decisions about a product because of facts and figures. Even 
fewer—far fewer, I’d suggest—make the decision to attend church or explore 
spiritual matters more deeply because of statistics. 
 
Those decisions are largely based upon emotions. 
 
That’s where stories come in. Stories help you share an emotional connection 
with your readers that facts and figures simply can’t provide. Stories put you 
inside of the piece of content. They also increase the likelihood you’ll hear 
stories back from your audience, thereby further cementing that emotional 
connection between your church and those you’re trying to reach. 
 
Here’s the good news for your church: stories have long been a part of the 
church’s communications strategy (even if we didn’t always realize it). Some 
scholars suggest that nearly three-quarters of the Bible is in a narrative 
format. Not only do individual stories dominate the Bible, but scripture as 
a whole presents a comprehensive narrative, complete with a protagonist 
(God), a goal (His pursuit of humanity for a relationship), a problem (the fall 
in Genesis 3), a resolution (climaxing in the birth, death, and resurrection of 
Jesus), and a conclusion (the events of the last days). 
 
Every church also has a story, too. Your story should permeate every piece of 
content you produce. That’s why you must think through your narrative before 
you develop a plan or brainstorm content ideas. 
 
Your story will include a... 
 
 
 
 
 
 
 
 
 
 

• A Protagonist. The protagonist is the main subject in the story, 
   the character who must overcome an obstacle. And for your sake, 
   he or she is the person you want to reach with your content. 
   Helping your audience relate to your protagonist may be the 
   most important—yet most challenging—assignment you have in 
   producing content. 
 
• A Goal. This is what your protagonist wants to 
   accomplish. Maybe he or she wants acceptance. Maybe your 

NARRATIVE WINS
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   protagonist wants love. Maybe your protagonist wants hope. Your 
   protagonist has to want something—and your audience must 
   think it’s a valuable goal for him or her to pursue. 
 
• A Conflict. Something will get in the way of your protagonist. 
   The conflict could be either internal or external, but it seriously 
   makes the audience question whether the protagonist will truly 
   achieve the goal. Developing a strong conflict can be tough in 
   a church context, because most readers expect the church to tell 
   stories that end well. But for the story to compel your audience, 
   they must believe the conflict will be too much for the protagonist. 
 
• A Guide. When all seems lost, the protagonist gets something 
   from the guide that turns the tide on the story. It could be 
   anything, from spiritual rebirth to wisdom to practical resources. 
   Although ultimately God plays this role in an effective church 
   story, He uses your church as He does so. 
 
• A Resolution. With the guide’s help, the protagonist reaches his 
   or her goal. This resolves the conflict and ends the story 

Your church’s overarching story fits within this framework. Think through the 
different components. You have them. Just work through the components. 
 
As you develop your church narrative, let it permeate every story you tell 
about your church—whether it’s about your recovery ministry, small group 
ministry, feeding ministry, or something else. 
 
Don’t stop with just testimonials, either. Even prescriptive content—which 
seeks to help your audience solve a problem with practical solutions—should 
follow a narrative format. You still have a protagonist (your audience), a goal 
(whatever problem you’re solving), a crisis (an explanation of what will happen 
if the problem isn’t solved), and a resolution (your solution). 
 
Stories are the fuel of your content media strategy. Make sure they permeate 
your communications efforts.   
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The most important aspect of content marketing isn’t your content. It isn’t 
your church’s core story. 
 
It’s your audience. 
 
You can tell great stories. You can nail your message every single time. But if 
you misunderstand your audience, or do nothing to move them toward broad-
er engagement with your church, you’ll flat-out fail. 
 
Before you can get to a content-marketing plan that’ll drive your congregation 
to deeper engagement, you must be able to clearly visualize “The Community 
Member’s Journey.” (It’s important to denote that community membership 
isn’t equivalent to church membership in this context. This journey simply 
describes how your church interacts with your congregation and broader 
community. This process applies whether or not your church has a formal 
membership step.) Generally, everyone who interacts with your church will 
walk through six stages, beginning with vague awareness about your church 
and ending with full involvement and advocacy for it. Every single person with 
whom you connect will fall somewhere on this spectrum. Each persona you’ll 
learn about in the next section of this ebook will walk through this journey in a 
unique manner as they deepen their engagement with your congregation. 
 
For most of the steps on this journey, content alone can’t help people move 
along in the process. Friends, family, Sunday school teachers, and ministeri-
al staff will all play a part in the process. But content can help. Here are the 
stages in the Community Member Journey. 
 
 
 
 
 
 
 
 
 
 
 

1. Awareness to Attendance: These people know your church’s 
name, maybe they have a vague understanding of your reputation, 
but they’ve never stepped foot on your campus. This is the widest 
point of your communication, and it will necessarily be broad. 
 
To move those in this stage from awareness to attendance, your 
church will want to demonstrate why the community should trust 
you. Often, your communication efforts in this stage will focus on 
helping them understand their need for your church in their lives. 
Most of all, you’re trying to be helpful. You want to meet needs. 

UNDERSTANDING THE COMMUNITY 
MEMBER’S JOURNEY
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2. Attendance to Participation: They’ve attended your church 
sporadically, but they’ve yet to make any specific commitment to 
you. Stories are important to all aspects of the Community Member 
Journey, but they are particularly critical here. You want to give 
sporadic attenders a picture of what it looks like to be a part of a 
thriving church community like yours. In the church world, we call 
this testimonies. Share them via video, via your website, and via 
social media. 
 
Many of your churches will have a formal membership class or 
membership process that will mark the transition from attendance 
to participation. Many churches also ask people to make specific 
spiritual commitments before they can commit to the church 
(baptism, salvation, confirmation, etc.). You’ll need to provide 
content, particularly testimonials, to help them make these 
commitments as well. 
 
 
3. Participation to Service: People at this stage have made 
some level of commitment to your congregation. They likely attend 
multiple worship services a month (maybe even weekly). You know 
much more about this stage than previous ones. You likely have 
phone numbers, email addresses, physical addresses, etc. 
 
Your goal is to turn those in this stage from passive participants in 
your worship services to people who are fully-engaged in the life 
of your congregation. You’ll help them grow as Christ-followers 
and discover their unique roles in your congregation. Testimonials 
can still be quite critical during this stage as you help community 
members see how others have found spiritual fulfillment in using 
their gifts and talents to serve others. 
 
 
4. Service to Advocacy: These committed community members 
attend regularly, serve faithfully, and often give generously. You want 
to help them pass on that energy to others. 
 
People at this stage need tools to help them share what they love 
about your church with others. First, this means you need to create 
share-worthy content. These people will share your content, but 
they expect you to produce content that can help their friends and 
family. 
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Also, always look for ways to make it easy to share your content. 
Every piece of your content should include social share buttons and 
be mobile-friendly (since that’s often where people share content 
these days). 
 
 
5. Advocacy to Leadership: Your goal at this stage is to provide 
content that helps members initiate and lead ministry efforts. 
They’ve already found a place where they find great joy in serving. 
Now you want to help them shepherd others as they execute their 
gift. Not everyone will take this step. That’s OK. Remember, every 
stage of this journey includes a smaller segment of your audience. 
 
Leadership training content will provide the tools for these 
community members to stretch some of their leadership muscles. 
Look to provide a healthy balance of on-the-go training and offline 
leadership classes on your campus. 
 
 
6. Leadership and Beyond: Those involved in leadership of 
your church are the smallest group yet in the Community Member 
Journey. This part of your audience will need continuing leadership 
education and opportunities to connect with other leaders both 
online and offline. Your goal is to help them continue to find 
new ways to use their talents and gifts. Continue to put new 
opportunities in front of them.

Remember, those at the beginning of this journey will have less of a commit-
ment to your church and, possibly, to historic Christianity. They may or may 
not place the same level of authority that your church does in the Bible. Let 
your church’s theological commitments determine how heavily you quote 
scripture, but keep in mind that in earlier stages of this journey you’re likely 
engaging people who don’t give it the weight that you do. 

Keep people moving through this journey. That’s your primary goal with your 
content. The next section will help you develop a strategy for doing this.  
 
In the coming months, echurch will produce ebooks designed to help your 
church better engage each of these stages. Sign up to receive more informa-
tion when these ebooks launch.

http://echurch.com/resources/
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You can have the most engaging content on the planet and the keenest 
understanding of your audience out there, but you’re doomed to fail without a 
content marketing plan. The following blueprint will get you started. 
 
 
DEFINE YOUR TEAM  
Every church will tackle content marketing a bit differently. Resources will be 
a significant differentiator. Some churches will be able to hire multiple staff 
members in communications to handle this work. Others will depend largely 
upon volunteers. Either way, you’ll need to cover certain tasks. Don’t think in 
terms of jobs. Think in terms of roles. Several of these roles may be combined 
into one role. Others may be rolled into already existing positions. Regardless, 
someone should be filling these positions: 

• Content strategist. This person will set your content strategy. 
   They will develop the personas and clarify the Community 
   Member Journey. This person should ideally have a seat at your 
   church’s leadership table. 
 
 
• Editor. This person manages your day-to-day flow of content. 
   They also will have some kind of quality control responsibilities 
   from making sure spelling and grammar are acceptable to 
   ensuring videos have been properly edited. This person will also 
   manage the content calendar. Depending upon the skillset of the 
   editor, you may need to have a different editor for each medium 
   (text, video, photography, social media, etc.). 
 
 
• Content producer. This person creates your church’s content 
   (written, video, social media, photography, etc.). People with 
   backgrounds in journalism or publishing may be particularly 
   good fits for these roles. Even if you can afford to hire enough 
   content creators to fulfill all your needs, you’ll want to mix in some 
   volunteers. They’ll increase the number of voices you have in your 
   content marketing efforts. It’ll also allow you to fully deploy this 
   set of gifts and talents within your congregation. If you had folks 
    

DEVELOPING A CONTENT PLAN
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within your congregation with a teaching gift you weren’t 
   employing, it would be a missed opportunity. The same is true for 
   the gifted writers, photographers, and videographers in your 
   midst. 
 
   By the way, don’t hesitate to hire freelance content producers 
   either. If you have content you need to produce quickly, and it’s 
   beyond your staff’s capacity, a freelancer can fill an important 
   need. If possible, look first to hire church members who 
   understand your church culture.

DETERMINE YOUR AUDIENCE 
 
Any communications strategy, whether related to marketing or not, has to rely 
on a good understanding of an audience. Anyone who preaches and teaches 
within the church intuitively knows this. You can accurately and faithfully 
teach God’s Word, but if you can’t connect with your audience, it’s all for 
naught. 
 
So how do you ensure your content marketing efforts connect with your 
intended audience? You spend time defining content personas beforehand. 
Then you write your content with these personas in mind. 
 
Personas are simply descriptions of the four to six types of people your 
church hopes to reach with your content. These written-out personas 
describe typical members of your audience, and they accurately describe 
them throughout the Community Member’s Journey. You’ll interact with these 
personas differently when they are in the Awareness stage when they’re 
in the Participant stage or the Service stage, but the personas themselves 
won’t change. Your goal is to particularly document the “pain points” of your 
audience as they relate to how your church can minister to them through your 
content. 
 
So what process do you go through to develop these personas? In Epic 
Content Marketing, Joe Pulizzi suggests answering three questions to get a 
picture of your personas:

1. Who is he or she? How does this person live the average 
day? Try to discern as much information as possible about the life 
of those you’re trying to reach—from socio-economic background 
to family makeup to career goals. 
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2. What’s the person’s need? For churches, it’s particularly 
tempting to look at your personas through what you think they 
need. You look at their lives and realize they need a deeper 
relationship with Christ, and they need to apply biblical truth to their 
lives. You’re likely correct, but you must discipline yourself to look 
at your audience’s needs from their perspective. Most people don’t 
see their true spiritual needs, specifically within the first few stages 
of the membership journey. This doesn’t mean you don’t quote 
scripture or deal with spiritual topics, but it means you must tackle 
their perceived needs before you’ll get a meaningful opportunity to 
tackle the underlying spiritual need. 
 
 
3. Why does this person care about us? Remember, this 
question relates to a persona throughout the member journey. Think 
about what stays consistent about a person’s relationship with your 
church from the Awareness stage through the Leadership stage.

By the way, I’d add to Pulizzi’s list a fourth question you want your 
personas to answer: What content sources does this person prefer? Be 
as comprehensive as possible, including digital, print, audio, and visual 
communication. You may also want to note what social media accounts the 
persona relies upon as well. 
 
 
How do you get the needed information to create personas? 
 
Your church has more advantages when it comes to developing personas 
than most businesses that are trying to do likewise. First, you likely know 
more about your audience. If you have a strong church management software 
system (which you should), you will have a treasure trove of insights into 
your congregation’s demographics. Second, your church likely has a deep 
connection with your members who have already bought in to your goal of 
reaching your community with digital content. Many will be very open to 
helping you do this better and will give you insights on their own lives that can 
help you build your content strategy. 

 

With that understanding, here are a few actions you can take to create and 
refine your content marketing personas:



18

• Create a survey of your audience, targeting people 
   throughout the Community Member Journey. Ask questions 
   about basic demographics, pain points, and preferred content 
   providers. 
 
 
• Conduct focus groups. Ask a small group of your audience to 
   come to a short meeting where you discuss topics related to your 
   content. Consider doing two separate focus groups, one for those 
   in the Awareness and Attendance stages and another one focused 
   on the latter stages. 

By the end of this process you should have enough information to create 
a short (maybe two-paragraph) description of your target audience. Try to 
develop at least four to six personas (preferably evenly distributed between 
genders). 
 
But the key to great content personas isn’t the actual personas themselves. 
The key to great content personas is that you actually use them. Every time 
one of your content producers creates something, these personas need to be 
reviewed first. These are the people you are creating your content for. Never, 
ever forget that. 
 
For additional aid in putting together personas for your content 
marketing plans, download echurch’s recently released worksheet 
Persona Worksheet: How to Develop Profiles for the People Your 
Church Wants to Reach. 
 
 
 
WRITE A CONTENT MISSION STATEMENT 
 
To really target your content toward your audience in a way that will help them 
engage with your church, you need to know your goal. That’s what a content 
mission statement is all about. A content mission statement provides you with 
a constant reminder of who you’re trying to reach, what kind of content you’re 
providing for them, and how your content will impact their lives. 
 
Your content mission statement promises your audience what kind of content 
they can expect from your church. The statement has three parts:
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• Your audience. This isn’t necessarily your personas. Your church 
   will be communicating with multiple personas. In this sense, your 
   audience is a generic term that encompasses all of those 
   personas. Maybe it’s residents of your neighborhood or your city. 
   Maybe it’s a specific demographic. 
 
 
• Your content. This describes the kind of content you’ll be 
   producing. It should focus on content that meets the needs 
   of your audience and also intersects with what your church can 
   teach (spiritual values, religious truth, relational wisdom, etc.). 
   Your audience may have a pain point around maintaining their 
   cars more effectively, but unless your church offers something 
   related you won’t be seen as an expert in the field, and content on 
   the subject won’t help people take an additional step in the 
   member journey   on the latter stages. 
 
 
• Your benefit. Finally, your content mission statement needs to 
   describe how your content will help the audience.

Putting all of this together, your content mission statement may look 
something like this: 
 
 
 
 
 
Be creative, and never just plug terms into a template in order to define your 
mission statement, but make sure you have these three elements within 
your statement. Keep the statement in front of you as you develop a content 
calendar. 
 
 
 
DO A CONTENT AUDIT 
 
You need to know what kinds of content you already have (print, digital, 
social, etc.) in order to spot gaps you need to fill. Start by examining your 
content. Using a spreadsheet or something similar, go through each piece 
of your content that is still in circulation and describe what it is, when it was 

• [Name of church] will provide [specific type of content] that 
   will help [name of audience] to [type of benefit]



20

created, and most importantly, what part of the the Community Member 
Journey it is best targeted to reach. 
 
Then you ask yourself qualitative questions about the content you’ve 
identified. Give each piece of content a 1 to 5 rating based upon the quality of 
the piece. Marketingland.com suggests asking these nine questions of your 
content as you’re performing an audit 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The last question is particularly important to remember as you plan out a 
content calendar. Take a look at what pieces of the membership journey seem 
to be content-starved. 
 
 
 
DISCOVER CONTENT IDEAS 
 
Content ideas are the fuel of your content marketing ministry. For your church 
to become effective in content marketing, you’ll need to develop a system for 
generating content ideas in an ongoing manner. Once you get in the habit of 
looking for ideas, this will get easier and easier. 
 
These habits will serve you well as you develop this system: 
 

1. What’s it about? 
 
2. Is it accurate and up to date? 
 
3. Does it support both user and business (church) goals? 
 
4. Are people finding the content? 
 
5. Is it clean and professional? 
 
6. Is the content logically organized? 
 
7. Does the content have a consistent voice? 
 
8. Are basic search engine optimization elements in place? 
 
9. What content is missing?

http://marketingland.com/conduct-content-audit-117781
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• Consume media intelligently. Whether you’re reading books 
   or blog posts or watching movies or video clips on social media, 
   make it a habit to do so actively. Instead of mindlessly consuming 
   the content, ask yourself how it relates to your audience and 
   your church. Note what you like and what you don’t like about the 
   content. 
 
 
• Read regularly. Read as much as possible. Even if you’re not 
   a natural reader, try to increase the amount of text you consume. 
   Read the content of other churches and church leaders. Broaden 
   your reading beyond Christian sources. Read blogs and books 
   about topics you enjoy, and—at least occasionally—about topics 
   you don’t. And, of course, be a discriminating reader (as 
   discussed earlier). 
 
 
• Listen carefully. Converse with people in your congregation 
   and the community at large. Listen for pain points that your 
   church may be able to address with content. Listen for what 
   content other people find interesting, too. Not all “listening” is 
   done with your ears. In the age of social media, you can listen 
   to what people are thinking by occasionally perusing your social 
   streams with an eye for what other people are talking about. Good 
   content marketing joins the conversations others are having. 
   Social media remains an excellent way to do this.  
 
 
• Survey your congregation. As discussed earlier, narratives are 
   a critical part of your content marketing strategies. As a church, 
   your congregation has tons of stories to choose from. Mining 
   those stories will be a key test of your content marketing ministry. 
   One of the most important ways you can do so is to regularly ask 
   your congregation to submit story ideas. If you have a print 
   bulletin, you can ask ideas there. Social media and your website 
   can also provide opportunities for you to enlist story ideas. 
   Follow-up key ministry initiatives and campaigns with emails 
   asking members to share what God did in their lives through 
   the experience.
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DEVELOP A CONTENT CALANDAR 
 
Your content calendar is where your strategy comes to life. And it’s where 
your strategy gets specific. Developing a three-month calendar describing 
what you’re going to publish and when you publish it is critical to your long-
term content marketing success. 
 
Your content mission statement and personas should be foundational aspects 
of your calendar.  Your goal is to take the story ideas you’ve generated and 
put them on a calendar so that you can more easily keep up with what you 
plan on posting. Calendars help you plan more than one post ahead. 
 
You have at least two options when creating a content calendar. A 
spreadsheet (whether it’s through Excel or Google Sheets) will usually provide 
you the most information, but a more traditional medium may work better for 
visual thinkers. 
 
If you’re using a spreadsheet, you’ll want your calendar to at least include: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
You won’t be able to include all of this in a traditional calendar, but you can 
track the title, draft deadline, and publish date. Still, the spreadsheet will 
make it easier to see if you’re strategically producing content for all your 
personas and member journey stages.

• Title 
 
• Type of content (blog post, ebook, video, etc.)  
 
• Draft deadline 
 
• Date to be published 
 
•Targeted persona 
 
• Targeted stage in the Community Member Journey 
 
• Call-to-action (every piece of your content should encourage a 
   person to do something else, such as download an ebook or 
   watch a video on a separate page)
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CREATE GREAT CONTENT 
 
Of course, no strategy is complete without content. The types of content 
you produce will depend on the skillset of your content producers and, most 
importantly, the needs and content consumption habits of your audience. 
 
Choose content creation types carefully. Changing gears will take time and 
effort. Consider the following content types when designing your strategy.

• Videos. Videos remain one of the most popular content types, 
   particularly on social media. Facebook prioritizes video content 
   (particularly Facebook Live content). Remember to think beyond 
   mere promotional videos and to create videos that tell a story. 
   Also, put captions on the videos so that people can watch and 
   understand them while sound is muted. 
 
 
• Blogs. This may be the most obvious of the content possibilities. 
   Blogs give your church an easy way to provide helpful content 
   to your audience. Some of your posts may come from volunteer 
   or staff writers, but many can also come from ministry leaders 
   who want to share their heart on topics related to their ministries. 
   Ideally, your church will post several times a week to your blog. 
 
 
• Webinars. You have tons of expertise on your church leadership 
   team. Webinars give you opportunities to share your church’s 
   wisdom with a wider audience. 
 
 
• Ebooks. Once you’ve created five to six blog posts on a specific 
   topic, you can bundle them together for an ebook. An ebook will 
   provide more perceived value than many other pieces of content. 
   They can be particularly helpful when trying to reach those in 
   the Awareness stage of the Community Member Journey. Ask 
   those who download the ebook to provide you with their contact 
   information in exchange. Have a volunteer or a ministry leader 
   to give them a call and see how they enjoyed the ebook and invite 
   them to church (or to further engage your content). 
 
 
• Printed newsletter or magazine. Don’t let anyone tell you print 
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   is dead. You just have to use print content strategically, 
   particularly if you don’t have a big budget to help you absorb the 
   costs. Because so many content producers have reflexively 
   moved online, print products stand out. Print products (from a 
   person’s church in particular) often won’t get discarded as quickly 
   as digital ones. Most churches don’t need print content pieces, 
   but think carefully about whether one might work well in 
   your context.

DISTRIBUTE YOUR CONTENT 
 
Great content won’t help if you can’t distribute it to your audience. 
Distribution is particularly important for the early stages of the Community 
Member Journey. Those who are already engaged with your congregation 
are more likely to visit your website and search out content. Those in the 
awareness stage will not do this with any kind of regularity. The following 
three distribution efforts will be particularly important parts of your strategy:

1. Social media. Social media will be your most important 
distribution tool to those in the early stages of the Community 
Member Journey. Understand your audience to determine which 
channels will be the most important for you, but for most churches 
Facebook will be the starting point. Don’t be afraid to promote your 
content via paid advertising and boosting. Doing so will allow you to 
target specific demographics, which can be critical as you distribute 
content. Most importantly, paid advertising will push your content 
beyond your already established network. 
 
As popular as social media is these days, never forget that you 
don’t own your social media channels. You’re renting space on 
someone else’s property. That doesn’t mean your social reach 
doesn’t matter. It does mean that you should use social media to 
push email and blog subscriptions. 
 
 
2. Mobile app. The average person is spending nearly three hours 
a day on their mobile phones. For you to be effective in distributing 
your content, you must have a piece of that time. Embed your 
worship service videos, blog posts, ebooks, and the rest of your 
content directly in your mobile app. If you don’t yet have a mobile 
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app, contact echurch and learn about how they can help you 
develop a more effective mobile-engagement strategy. 
 
 
3. Email. You may have heard a rumor that email is dead. That’s just 
not true. In fact, your email subscription list can help your church 
in ways social media can’t. While you don’t own your social media 
channels, your email list is all yours. An email newsletter can be a 
great vehicle for distributing your content on a weekly basis.

MEASURE YOUR CONTENT 
 
Much of what your church does to make a difference in your community can’t 
be measured. Marriages saved, debts paid off, addictions demolished, and 
lives transformed by the gospel don’t fit on many spreadsheets. 
 
But content marketing is an entirely different beast. Nearly every aspect can 
be measured. And it’s critical you do so. You need to know what works and 
what doesn’t. If you don’t measure your content, you’re just guessing about 
whether you’re helping people with your content or not. 
 
Hubspot, a global leader in the world of inbound marketing, suggests six 
broad areas you should track. Each broad area includes a number of metrics 
you could monitor. Many of them apply better to some churches than 
others, but each of them has either current or future applications in church 
communications efforts.

1. Brand recognition. You may have heard a rumor that email is 
dead. That’s just not true. In fact, your email subscription list can 
help your church in ways social media can’t. While you don’t own 
your social media channels, your email list is all yours. An email 
newsletter can be a great vehicle for distributing your content on a 
weekly basis. 
 
 
2. Engagement. How frequently are people interacting with your 
content? Social media and blog comments are examples of metrics 
that show this. 
 

http://www.echurch.com
https://www.hubspot.com/
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3. Lead generation. How many unique individuals have provided 
your church with contact information in exchange for content? 
These are people you might be able to follow up with an email, 
phone call, or visit. 
 
 
4. Conversion rate. How many of the leads your content generated 
became members of your church, started giving to your church, or 
made some kind of formal commitment to your church? This will 
likely be hard to track for many churches that aren’t using advanced 
marketing software suites. Even if you can’t measure this now, the 
potential to do this is coming—and quickly 
 
 
5. Loyalty and retention. How well is your church keeping 
community members involved in your church over time? A variety of 
different metrics can tell this story, including: percentage of givers 
retained, percentage of people remaining in groups, and percentage 
of volunteers who remain active. Yet it’ll be tough to time any of 
these figures to your church’s content (at least with the marketing 
systems churches have currently). Churches will eventually be able 
to better make the connection between content and retention much 
more effectively 
 
 
6. Website performance: How is our content impacting our 
website’s overall search engine impact and site performance? 
Metrics like search engine rankings and monthly visitors can shed 
light on this kind of information.
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Here is some good news for you as you embark on a content marketing 
journey: You already have content. You have lots of content. Even if you never 
hired another staff member or deployed another volunteer, you’d have enough 
content to create a content marketing ministry right away. 
 
You produce content every week. Someone preaches a sermon. You host 
classes and seminars in your church. Typically, it’s not hard to turn the 
recorded audio from events like these into dynamic content offers. Here are 
five ideas to get you started:

1. Turn sermon series into an ebook. Nearly every sermon series 
your church does can be an ebook that you can distribute through 
various channels. Pick a sermon series that would have wide appeal 
in your community (maybe a series on marriage, parenting, or 
work). Simply have a volunteer (or pay someone) to transcribe the 
audio of the series, edit the transcripts into readable text, and lay it 
out in a PDF. Post it on your website, and ask your audience to fill 
out a simple form (including provide their contact info) in order to 
download it for free. 
 
 
2. Create regular devotionals from old sermons. Your church 
probably has years of back sermons in your vault. Steadily work on 
transcribing the old sermons. Give those transcripts to professional 
writers and editors in your congregation to turn into regular 
devotionals. Depending upon a pastor’s preaching style, most 
sermons will provide a week’s worth of devotional content. 
 
 
3. Distribute clips of your weekend message via social media. 
Provide bite-sized versions of your sermons that can stand alone 
on social media. Then link to the full sermon on your website. 
Make sure you host the clips on whatever media platform you’re 
sharing them on. Both the algorithms of Facebook and Twitter show 
preference to videos native to their platforms. 
 
 

5 EASY NEXT STEPS FOR 
CONTENT YOU ALREADY HAVE
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4. Develop a seminar into a webinar. Your church may host a 
variety of classes on your campus. From those on child rearing to 
marriage to budgeting, many churches host special one or two-
time classes to help their members in these important topics. 
The material from these seminars can easily be reproduced as a 
webinar. Post the video online, but make sure you require potential 
viewers to log-on to your site and provide you with contact 
information in order to access the content. This will allow you to 
provide those interested in the content further resources on the 
topic (like small group studies and sermons). Depending upon the 
quality of your video (and the length of the presentation), you may 
want to ask the presenter to re-record the session in a webinar-
specific format. 
 
 
5. Edit your pastor’s sermons into articles to distribute to 
local blogs and media channels. Many local media outlets need 
content. And yes, many would readily accept the right content 
from churches to help fill that need. Connect with your local 
newspaper to see if they’d be open to a regular column from your 
pastor. Connect with some active bloggers in your community to 
see if they are open to a guest post or two. You may be able to use 
your pastor’s old sermons as fodder for content (just make sure 
the content fits the medium). You can also do an interview with 
your pastor on various topics that local newspapers or blogs may 
be interested in and have writers in your church take the notes 
or transcripts of that interview and turn them into articles. (Don’t 
discount the possibility of your pastor actually writing the articles 
himself. Pastors tend to be natural communicators who can write 
well with a little bit of practice.)
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