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Problem

• Practicing Christians are declining.
• Increase of Non-Practicing Christians
• Increase in religiously unaffiliated

• Church membership and attendance is declining
• Declines happening across demographics

• Churches haven’t recovered from COVID-19.
• Sources: 

https://www.barna.com/research/changing-state-of-the-church/
https://news.gallup.com/poll/341963/church-membership-falls-below-majority-first-time.aspx
https://www.pewforum.org/2019/10/17/in-u-s-decline-of-christianity-continues-at-rapid-pace/
https://reachrightstudios.com/25-church-statistics-for-2021/

https://www.barna.com/research/changing-state-of-the-church/
https://news.gallup.com/poll/341963/church-membership-falls-below-majority-first-time.aspx
https://www.pewforum.org/2019/10/17/in-u-s-decline-of-christianity-continues-at-rapid-pace/
https://reachrightstudios.com/25-church-statistics-for-2021/


Problem

• Increase in division, hate, and unrest throughout the United 
States.
• Hypothesis: An increase in the number of Practicing Christians 

would be net positive.
• Sermon on the Mount
• “Love your enemy”



Solution

• “Triage” solution: target the most affected demographic with a 
campaign intended to bring them back into the church, and motivate 
them to become practicing Christians.
• Who is the most affected demographic?



Marketing
Campaign



Target Audience: 
young, Non-practicing Christians
• Most affected demographic is millennials.
• 18–35 years old
• College graduates
• Coastal, metropolitan regions
• Internet/social media usage

• Aspirations:
• Looking for purpose, peace, spirituality.

• How do we reach them?



Approach: process

• Historical precedent: 
The Summer of Love 
• 60’s-70’s a chaotic time
• Similar to our own

• “The Jesus Movement”
• Why did it end?
• What were its shortcomings?



Approach: Process

• The social-political climate of the 70’s is analogous to ours.
• 70’s graphic design is trending.
• Use a design approach based on the 70’s to meet the target audience 

where they are.
• Informed also by personal experience
• “What would have been helpful for me to have?”



Approach: Visuals

• Subtle 70’s nostalgia
• Familiar, but not too familiar

• “Light in the Darkness”
• White, color on black
• Symbolic

• Neon-lights
• Nostalgic
• Turning something “seedy” on its 

head



Deliverables



Deliverables: Process

• Target audience is the most likely to use social media
• Instagram is the most used social media site

in the target demographic.
• Source:

https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/

https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/


Deliverables: Three-fold approach

• Ordered campaign:
• 1. Awareness – To grab the attention of the target audience.
• 2. Informational – To get information about the issue to the target audience. 
• 3. Call to Action – Get the audience to respond.



Deliverables: Three-fold approach

• 1. Awareness
• Instagram Video Series – Attention-grabbing videos to various subgroups of 

Non-Practicing Christians.

• 2. Informational
• Bookmark – Links to the website for resources on Bible reading.
• Website – Answers questions or doubts about the Bible

and the Christian faith.

• 3. Call-to-Action
• Church Bulletin Insert – Ways they can get involved.
• Website – Provides additional resources and ministries.



Brand Identity: Typefaces



Brand Identity: web Typefaces



Brand Identity: Color



Brand Identity: Logo



Deliverables: 
PROCESS











Deliverables: Finals



INSTAGRAM 
“KINETIC TYPE”
VIDEO
Awareness/Attention-grabber

“Mother” of the campaign

Instagram is the most used social media 
among the target audience

Sermon excerpt from a John Piper sermon.

Provocative, confrontational

Aimed at Non-Practicing Christians with 
worldly desires.



Bookmark
Informational

QR code would link to a website with 
answers to questions or doubts about the 
Bible and the Christian faith

Resources to help with Bible-reading, like 
study bible apps, reading plans, devotionals, 
etc.

Stresses the importance of Bible-reading in 
the life of a Christian







Website
Informational/call-to-action

Directory, launch-pad to resources

Answers to questions about the Bible, 
Christian faith

Faithful, trusted resources like ministries, 
authors, podcasts, radio, YouTube channels, 
apps, etc.

Church finders

Mobile-friendly, mobile first design

“Brutalist” web design



Church Bulletin 
Insert
Call-to-Action

Customizable insert for church bulletin 
handouts

Provide information on how people can get 
involved and stay connected on a local level 
in their church







Thank you!
Questions?


