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PREFACE

Well, all good things must come to an end. Yes, your favorite style of clothing will one day go out of 
style. Just as disco balls were replaced by strobe lights and smoke machines, pet rocks were tossed into 
the mix of landscaping stones, and long, thick sideburns gave way to mullets (which, by the way are 
also now outdated. . . in case you’re still sporting one). So this is the fourth and final installment in the 
Leisure Suit Series.

The first eBook in the Leisure Suit Series, The Leisure Suit Trap: 8 Reasons Your Church Is Stuck, focused 
on why churches are stuck, defining the challenge at hand. The second installment, Hanging Up the 
Leisure Suit: How to Get Unstuck, addressed out-of-date, out-of-touch, or just plain every-day-as-normal 
church environments, systems, or tactics. And in the third book of the series, Stayin’ Alive: Build a Legacy 
of Leadership, we considered leadership changes that may be long overdue. 

In this eBook, we will look at the message you are conveying when you’re not preaching. You’ll be surprised 
at what you communicate through what you say—and sometimes don’t say—Mondays through Saturdays.

http://tonymorganlive.com/the-leisure-suit-trap-8-reasons-your-church-is-stuck/
http://tonymorganlive.com/hanging-up-the-leisure-suit/
http://tonymorganlive.com/hanging-up-the-leisure-suit/
http://www.tonymorganlive.com/legacy-of-leadership/
http://www.tonymorganlive.com/legacy-of-leadership/
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INTRODUCTION

As a pastor or leader in your church, you focus most of your time and energy on Sundays—especially 
what will be heard that day. You need a compelling topic, relevant Scripture, relatable anecdotes, music 
that moves hearts toward God, motivation for people to give of their resources, etc. But what are people 
hearing the rest of the week? 

What you say Mondays through Saturdays is vital to the success of your Sundays. Like it or not, the 
message you send out during the week—good or bad, spoken or unspoken—is marketing at its core. 
Now, before that freaks you out too much, think about it. If you believe in the gospel message, including 
the Great Commission, don’t you want to get more people to come through your doors on Sunday to hear 
the Good News? 

I’m a huge proponent of church marketing. Why? Because I happen to believe more is better. More 
people hearing the Gospel is better. More people taking steps in their spiritual journey is better. More 
people experiencing life change is better. More people having healthy marriages is better. More people 
finding God’s purpose for their lives is better.

There’s a lot packed into this eBook, including challenging ideas, helpful tips, and probing questions at 
the end. Take your time reading it through and thinking about how you can change the conversation you 
are having throughout the week. My hope is that you’ll start taking your weekday message as seriously as 
you do the Sunday sermon.
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1

All Churches Are Marketing

You may be saying, “My church doesn’t embrace the marketing tactics of corporate America.” Well, I 
doubt that very seriously. Whether you want to admit it or not, churches have been marketing for a long 
time, but you may have just never noticed it.

Have you seen church signs with clever clichés posted on them? (Marketing.) What about 
announcements for upcoming events communicated through church bulletins and newsletters, local 
newspapers, Internet searches, and word of mouth? (Yep, marketing.) 

The experience a church creates, intentional or not, for first-time guests is also a form of marketing. 
So is how leaders interact with people who want to commit to taking their next step in their faith or in 
ministry partnership. Marketing is also evident in the environment of a church’s meeting place as well as 
in its name and logo.

You may not see it as such, but it’s marketing. All of that and more lead to impressions people have of 
your church. Whether you like it or not, these messages help people decide whether or not they will 
connect with your ministry.

Later in section five, I challenge you to stop marketing. The only problem with that advice is that it’s not 
possible. I’ve never seen a church that wasn’t marketing itself in some form or fashion. Go ahead. Try to 
prove me wrong. You won’t be able to do it.

With that, I’d like to suggest that if we’re going to embrace marketing, then there are strategies we can 
engage to make our marketing more effective.
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2

When Does Church
Marketing Work?

Church marketing is more effective when we realize it has little to do with advertising or promotion 
and when we focus less on what we say and more on how we act. Every interaction reflects the values 
we embrace, so make sure the message people hear is personal, biblical, excellent, relevant, simple, and 
so forth.

One important thing to realize is that if people aren’t hearing your message, it most likely won’t be clearer 
if you just say it louder. Instead of turning up the volume, make sure you’re communicating the right 
message. Focus on building relationships instead of sharing information. Talk less about how great you 
are (“organization-focused”) and more about life change (“people-focused”).

You cannot force people to think about what they need until they know they need it, so get to know 
individuals, families, and their needs. Then reduce the number of competing messages you communicate 
so neither you nor others get distracted from what’s vital. When communicating to those who are not yet 
regular attenders, make sure you:

•	 Know	who	you	are	trying	to	reach.

•	 Acknowledge	that	you	can’t	reach	everyone.

•	 Develop	a	way	to	measure	the	outcomes	of	your	efforts.

•	 Deliver	on	what	you	promise.

Usually when you approach marketing with a marketing mindset, that’s when messages are unfocused 
and ineffective. When you approach marketing with a focus on people and their needs, though, you’ll 
notice that you’re finally saying all the right things at just the right time and in the best way possible.
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3

10 Ways to Improve Marketing
without Spending Any Money

One day I started thinking about the constraints that we have as churches given today’s current economic 
conditions. With that in mind, I began to brainstorm ways we can continue to improve how we 
communicate with the people we are trying to reach without spending any money. These are solutions 
that any church of any shape and size should be able to engage. 

1. Improve guest services on Sunday mornings.  Stress that Sunday mornings are a time for your 
hospitality team to be focused on visitors. The number one reason people will come back to your church 
is if they find the church to be friendly.

2. Follow through with your promises.  If someone volunteers to take a next step in a group, serving, or 
attending an event, make sure the process is in place to follow up in a timely and personal fashion.

3. Make it easy for people to ask questions.  Create a one-stop location, physical or online, where visitors 
can receive more information about your church.

4. Create ministry environments that compel people to invite their friends.  Excellent preaching and 
worship music is not enough. Every environment in the church needs to create an opportunity for life 
change. When that happens, you won’t be able to stop folks from inviting their friends.

5. Embrace social media.  Facebook, Twitter, and blogs are an easy way to engage people in conversation 
and develop relationships. As relationships are developed, you’ll earn the credibility to encourage people 
to take next steps.

6. Be different.  Begin an unexpected series, have a unique worship experience, or do something (good) 
that gets people talking.
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7. Make your church an active part of the community. Open your campus to the community, but also get 
engaged outside the walls of the church where you can directly impact people’s lives.

8. Eliminate the noise.  Prioritize what needs to be communicated. Eliminate competing messages. Stop 
the spam. The fewer the messages we deliver, the more likely the important messages will be heard.

9. Encourage word-of-mouth marketing.  The number one reason people will show up to your church 
for the very first time is because someone invites them. If you have stopped growing, your very first 
question should be this: Why have people stopped inviting their friends and what would have to happen 
for that to change?

10. Lead by example. Although leading a church can become all-encompassing, find a way to cultivate 
personal relationships with nonbelievers. I know of a student who refused to walk through the doors of 
the church until her youth pastor, who got to know her at an outreach event, wrote her a two-line note 
thanking her for being a part of the youth group.

Have you used any of these strategies? What was the outcome? And do you have any other free marketing 
ideas that you’d like to share?
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What’s in a name?

Remember the line from Romeo and Juliet:

“What’s in a name? That which we call a rose
By any other name would smell as sweet.”

So what’s in a name? It’s an interesting question. For those of us responsible for branding, we take names 
seriously. Honestly, though, I’m more and more of the opinion that names mean very little. In other 
words, a brand by any other name would smell as sweet.

For example, do people order Tall, Grande, and Venti coffee drinks on a daily basis because they are made 
by a company named Starbucks, or do they purchase them because they expect to always get a quality 
beverage? Do people go to Cirque du Soleil because the performance is presented by an organization 
called Cirque du Soleil or because people know they’re going to experience a phenomenal performance 
from Cirque du Soleil? Do people use Google search because the application is offered by a company 
called Google or because people know they’re going to get accurate search results from Google? Do you 
see my point?

It’s not the name. It’s the quality of the product or service or the experience that matters.

So, in our case, I don’t think people attend a specific church because it’s called by a certain name. But, 
when people expect something unique on Sundays and know the impact of that experience, they will 
attend. Same principle holds for every other ministry or environment within our church. People don’t 
connect or participate or invite their friends because of the name of the ministry. Those results happen 
because of the experience and the life change those ministries and environments produce.

In other words, the name doesn’t matter until the brand is established. If the product or service 
generates positive results over a period of time, people will begin to associate the name with a perceived 
expectation	of	results.	When	that	happens,	the	name	matters.	That’s	the	“Kool	Aid”	moment.
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When	people	love	the	product	or	service	enough	based	on	previous	experiences	to	“drink	the	Kool	
Aid,” the name matters. That’s when someone buys a computer just because Apple made the computer. 
But,	even	in	this	case,	people	didn’t	arrive	at	the	Kool	Aid	moment	because	of	the	name.	They	got	there	
because of the quality of the product or service or experience.

Though names don’t generate new customers, they can filter out prospective customers. 

So, what do you think? Would that which we call a rose by any other name smell as sweet?
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Why Churches Should Stop
Marketing . . . for a Moment

I know this sounds a bit drastic, but there is method to my madness, so please hear me out on this topic. 
Here’s why I believe that it’s not about your marketing.

One of the reasons why I hate it when other churches try to mimic another church’s success is that they 
try to copy the tactics instead of the core objective, which is to help people enter into a relationship with 
Jesus and take steps in their walk with Christ. When life change happens, people talk. When people talk, 
more people show up. 

My concern, though, is that we jump to marketing tactics too quickly. We think if we’re going to get a 
crowd, we need to market it more. That’s lazy thinking, and part of my fear, frankly, is that our marketing 
may actually work. If we haven’t asked the right questions first, the people who show up may find that 
what we’re marketing is vastly different from what they experience.

That’s why I think churches should stop marketing. No, maybe not forever. Maybe not even beyond 
your next ministry team meeting. I think it would be healthy, though, for you to take marketing tactics 
completely off the table for a moment and ask challenging questions such as these:

•	 If	we	stopped	marketing,	what	would	we	have	to	change	for	people	to	invite	their	friends?

•	 If	we	stopped	marketing,	would	the	environment	make	people	want	to	come	back?

•	 If	we	stopped	marketing,	would	the	conversation	be	relevant	to	people’s	lives?

•	 If	we	stopped	marketing,	would	the	relationships	keep	people	connected?

•	 If	we	stopped	marketing,	would	the	next	step	be	obvious?

http://newspring.cc/
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•	 If	we	stopped	marketing,	would	people	still	believe	in	and	be	excited	about	our	“brand”?

•	 If	we	stopped	marketing,	might	we	actually	help	remove	some	of	the	noise	from	people’s	lives?

•	 If	we	stopped	marketing,	would	we	get	a	better	response	when	we	start	using	marketing	tactics?

•	 If	we	stopped	marketing,	are	we	more	likely	to	be	sensitive	to	God’s	leading?

The point here is that we’re trying to fix the problem by playing the marketing card. Direct mail won’t fix 
your problem. Billboards won’t fix your problem. Neither will platform announcements or bulletin ads 
or bumper stickers. If you don’t address the more challenging questions listed above, good marketing will 
just help an unhealthy organization fail faster.



15

6

The LOUDER Trap!!!!

When I was taking piano lessons early on in life, I had a bad habit of pounding on the keys. In music 
terms, I loved fortissimo. “Very loud” came very easy to me. Then my piano teacher taught me the value 
of dynamics. She explained how beautiful music isn’t just achieved by hitting the right notes–it’s also a 
reflection of the dynamics. The power of fortissimo doesn’t grab our attention in music unless we also 
embrace the pianissimo, the very soft movements.

Have you ever been in public when a parent blows a gasket and starts yelling at their child but gets no 
response? Here’s my bet. The very first time the parent reacted like that, their child responded. The 
reason	why	kids	choose	to	ignore	a	yelling	parent	is	because	it’s	a	learned	response.	Kids	are	smart.	It	
doesn’t take them long to learn that if a parent constantly yells but never follows through with any real 
punishment, then they can ignore the screams.

Loud is only effective when it’s louder than normal. If it’s always loud, then loud becomes the new 
normal. In other words, loud is not loud anymore.

The same principle holds when we’re trying to promote something in ministry. Here’s how it works. You 
commit to a promotions campaign to get people to a new series or a big event. You decide to go loud. You 
buy the billboards, print the fliers, hang the banners, create the viral videos, and announce to the world, 
“This is going to be the best deal ever!” That’s great. The first time it may work. And, chances are it could 
work, again, sometime in the future as long as you have some long pianissimo movements in between.

But, if you choose to go loud with every series and every event, people will get smart. They’ll soon learn 
that “loud” really means “normal.” When that happens, you’ll be spending a lot more time, energy, and 
money, but people will learn to ignore your yelling. Loud will not be loud anymore.

Before you “pull out all the stops,” make sure you’re really going to deliver what you promise. It better 
really be the best deal ever. If not, all that yelling will eventually lead to you losing your voice—your 
message will lose credibility. People will stop believing you, and they’ll stop responding to your message. 
If everything is loud, nothing is loud.
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Stop Trying to Be So Fair

I once had lunch with a few of my teammates at a no-name restaurant. It was quite the surreal experience. 
Everything about the restaurant screamed 1970s—including the waitresses. One of them reprimanded 
me for trying to pour tea for someone else. (I’ll never do that again.) Oddly enough, they were playing 
Madonna music over the sound system. Like I said, it was very surreal.

As we were walking out, we noticed this display of business cards:

There have to be over 50 business 
cards on that shelf. Everyone is vying 
for the attention of the restaurant 
patrons. You can buy a house, get 
your hair cut, and catch a taxi among 
other things. I guess we could call 
Sheila’s Beauty Salon to see how 
effective this advertising is for her 
business. Looks like she got the 
prime real estate on the front row.

I guess we can’t fault these 
businesses for taking advantage 

of some free advertising. And, honestly, I guess we can’t fault ministries in our churches for doing the 
same thing. At some point, though, someone in leadership probably needs to ask the question: what’s the 
priority message?

Here’s the reality, though: it’s just easier to say “yes” to everyone. It’s easier to treat everyone the same. 
Only problem is that when you try to make everyone equal and attempt to treat everyone fairly, you end 
up with this cluttered display of business cards.
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Regrettably, this crowded shelf of business cards is reminiscent of what I see in too many churches. In an 
attempt to be fair, churches are willing to be less effective.

•	 When	we	promote	every	ministry	equally,	nothing	gets	prioritized.

•	 When	every	ministry	is	treated	the	same,	it	creates	confusion	for	people	trying	to	figure	out	
their next step.

•	 When	we	give	everyone	the	same	platform,	it’s	difficult	for	any	of	the	messages	to	be	heard.

The only answer to this is for leaders to be unfair. You have to determine your priorities and give those 
ministries the focus in your messaging. You have to be willing to say “no” to many requests for platform 
time and bulletin space and email blasts. You have to keep the important stuff important.

Of course, in church world, I see organizations all the time embracing the “fairness doctrine.” You see it 
most prominently on display when it comes to communications. Every ministry, regardless of priorities, 
has information linked to the home page of the church’s website. Every ministry, regardless of priorities, 
has access to announcement time and the bulletin. Every ministry, regardless of priorities, has their own 
logo and their own platform. We do that to be fair.

When fairness drives your communications strategy, your least important message has the same weight 
as your most important message. That leaves people confused and overwhelmed by all our competing 
messages. And, by embracing fairness, it will generate competition. 

Businesses would never embrace the fairness doctrine. At Apple, as an example, they have hundreds 
of products that they’re offering at any one time, but today (and every day) only one product will be 
featured on their home page. We would never do that in the church, because it wouldn’t be fair to the 
iMacs and the iPads and the iTunes and the nice people in support who are caring for all the people.

Life is not fair. Just because we’ve embraced that as a value in our churches doesn’t mean we need to 
continue the tradition.
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Insider Language

At one time I was serving part-time at West Ridge Church and part-time coaching and consulting with 
other	churches	across	the	country.	I	typically	worked	from	my	home	office	on	Thursdays	during	this	
time, which is a critical part of the story I’m about to share.

Every	Thursday	I	would	be	sitting	at	my	desk	in	my	home	office	and	an	email	message	would	arrive	from	
the church. Typically it said something simple like this: “Ralph is here in the Discovery Room.” That’s it. 
No other details.

For weeks, I got these messages, but, because I was working from home, there wasn’t any way for me to 
investigate further on my own. Being the new guy, I didn’t want to come across looking like an idiot. It 
was obvious that everyone else knew what this was about. It appeared that I was the only one in the dark. 
I was curious. Who is Ralph, and why is he in the Discovery Room?

Troy was new to the team as well. So, after several weeks of wondering what this cryptic message was all 
about, I finally got up the nerve to ask him. But he, like me, had not figured out who this Ralph person 
was. Furthermore, neither of us had any idea where the “Discovery Room” was located, which, upon 
further reflection, makes it a rather odd name for a room since neither of us had “discovered” it.

At least I wasn’t alone at this point. I now had a cohort who shared the angst of this puzzling situation. As 
it turns out, Ralph is a real person. He served in various outreach ministries at the church. And, regularly 
on Thursdays, Ralph delivered leftover baked goods to the Discovery Room at the church. He shared 
these bakery items with the staff. It was actually quite a kind gesture.

It was a great reminder, though, that ministry can happen week after week, and, if we’re not careful, the 
way we talk about it could leave new people in the dark. At churches I’ve visited, I’ve experienced these 
examples of insider language:

•	 Mentioning	specific	people	by	name	in	messages	but	not	explaining	who	those	people	are.
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•	 Encouraging	people	to	go	to	a	particular	room	for	an	event	after	the	service,	but	not	having	
any people or signs to direct people toward that room.

•	 Using	names	for	ministries	that	have	no	meaning	to	people	who	don’t	attend	the	church.	
(We eliminated one of those at West Ridge. When we were new to the church, we had no 
idea that “Praiseland” was for pre-schoolers.)

•	 Telling	people	to	talk	to	a	specific	person	after	the	service	in	order	to	take	a	next	step,	but	
then not explaining who that person is or where to find them.

Generally, it’s pretty easy to figure out if a church is really outsider-focused based on the language it uses. 
This becomes particularly obvious when we start throwing out theological terms without explaining what 
those words mean. Take some time to gain the perspective of people who are new to the church. What 
great ministry might they be missing because you’re holding on to insider language? 
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We Have Too Many
Messages

As churches (and teachers), our intuition tells us we need new content in order to keep people engaged 
and help them take their next steps. I’m becoming more and more convinced, however, that we are just 
confusing people with every message we add. Rather than generating new content, we need to be focused 
on delivering the critical messages across multiple platforms.

 That’s why, as an example, you may have heard me address the same topic on Twitter, on my blog, in 
eBooks, in traditional books, and from the platform at a conference. Ben Stroup said it this way in one of 
his blog posts:

The temptation for organizations is to just keep creating more and more 
messages while sending them across the most efficient and established 
models for the organization. The lie that organizations buy into is that they 
constantly need to have something new in order to break through the clutter 
and reach their target audience.

The problem, of course, is that we think we’re repeating ourselves. We get bored with the same message. 
We assume everyone has already heard it.

The important messages need to be repeated often. They need to be shared in multiple formats. In order 
to do that, we need fewer messages. And we need systems to support the messages we are sharing so that 
people know how to take their next steps.

Remember, your message has the potential to shift thinking. Your systems have the potential to shift 
behaviors.

http://benstroup.com/2011/05/10/fewer-messages-more-content-distribution-channels/http://benstroup.com/2011/05/10/fewer-messages-more-content-distribution-channels/
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Platform

There are no shortcuts to having a platform. You have to earn it.

No one owes you a platform.

Sometimes someone who is trusted can help you get a moment on the platform, but you still have to 
deliver to keep it.

The harder you try to have a platform, the harder it is to get it.

If you do what you’re designed to do and you are faithful to stick with it over time, there’s a good chance 
you’ll have a platform.

Not all platforms are created equal, but all have the opportunity to positively impact the lives of others.

Relationships are the foundation of a platform. If you can’t build relationships, you can’t have a platform.

The person who yells the loudest doesn’t necessarily get the platform.

If you never stop and listen, you probably won’t get the platform either.

If it’s just about you, you don’t have a platform.

You’ll lose your platform if you don’t continue to use it for positive change. You have to move people to a 
better place.

You’re more likely to leverage your platform if you tell stories that engage both the head and the heart.

You’re more likely to keep your platform if you ask questions.
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If people can’t have access to you and your daily life, your platform is probably shrinking, whether you 
know it or not.

Platforms are established over time but lost in an instant.

Lots of people want a platform, but very few are gifted to have a platform and even fewer are humble 
enough to keep it.
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10 Ways to Generate Better 
Online Content

When using the Web to engage your audience, improving your content will help you engage your audience. 
Here are ten ways to generate better content, which have enhanced my message and ministry greatly:

 1. Tell stories. The stories about you are the best (and see numbers 8 and 9 below).

 2. Create compelling headlines. I scan headlines and only read the articles with headlines that 
grab my attention.

 3. Make it scannable. Think bullets, lists, bold type, subheadings, pull quotes, etc.

 4. Use pictures and video.	Keep	videos	under	4	minutes	whenever	possible.

 5. Become a thought leader. That means you need to start reading something that doesn’t 
come from another pastor’s blog. And, you need to create time to think.

 6. Meet reader’s needs. You have to develop relationships with your readers to figure this out.

 7. Generate a reaction or prompt an action. Move people or frustrate people.

 8. Be vulnerable. Share what you’re learning, including the successes and the mistakes.

 9. Use humor. Sometimes you’ve got to keep things light. Also, there’s no better (and easier) 
way to be vulnerable than by showing you can laugh at yourself.

 10. Keep it brief. I don’t read long articles on the web no matter who writes them.

Oh, and #11, start a conversation.
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Spreading Your 
Message Online

A few years ago I read an article in Fast Company about a study completed by SocialTwist. Using widgets 
built into referral messages, they found that:

• Most referrals still happen through email. In fact, email still has more than double the 
referrals of social networking sites.

• Most click-throughs happen through social networking. Social networking accounts for 
almost twice as many click-throughs as email.

• Among social networking sites, Facebook makes up more than 78% of the usage. 
Interestingly enough, although Twitter only has 5 percent of the social media “market,” it 
has a much higher click-through rate (almost six times the Facebook rate).

If you are engaged in communications at a church, what can you learn from this? Here are some 
strategies I think we need to consider:

  1. Online strategy involves much more than a website. It’s pointless to have a website unless 
you’re also leveraging email and social networking strategies to point people to your site.

  2. Email is a great tool for building an audience. It’s still the easiest online communications 
tool to use; however, we need to be strategic about how we use it. There’s a fine line between 
spamming our audience and providing a focused, helpful message. If people are going to use 
online communications to invite friends to church, though, they’ll probably forward an email.

  3. Social networking is a powerful tool for encouraging online engagement. At this point, 
it’s not as effective for building an audience, but social networking tools, when used 
appropriately, will improve how your existing audience engages your online content.

http://www.fastcompany.com/1694174/twitter-crushing-facebooks-click-through-rate-report
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 4. You need both an email and a social networking strategy. Email is not going away any time 
soon. It’s not as sexy as Facebook or Twitter, but you’re missing a huge opportunity if you 
don’t have an intentional strategy for using that communications tool.

Are these trends consistent with what you’re seeing in your organizations? How is your use of these 
online communication tools shifting?
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CONCLUSION

Now, before you get in trouble—and blame it on me—remember that I never said to neglect focusing on 
what you need to do and say on Sundays. So dot all your i’s and cross all your t’s in your preparation and 
give it your all this weekend, but on Monday turn your attention to your weekly message. 

To help you think through all of this on a deeper level, go over the discussion questions that follow, 
both on your own as well as with your team. When your Monday-through-Saturday message becomes 
stronger, that will make your Sunday all the more richer and meaningful to those who have been 
attending for years as well as those who walk through your doors for the very first time.
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DISCUSSION QUESTIONS

  1. Before reading this eBook, would you have claimed to be a proponent of church marketing? Why or 

why not?

  2. What types of marketing have you been doing without realizing it?

  3. What are you doing to make your church marketing more effective? What is currently working or not 

working well for you?

  4. In the list of “10 Ways to Improve Marketing Without Spending Any Money,” which two or three tips 

stood out to you most? 

  5. Which of these “10 Ways” strategies have you used in the past or are currently employing? What was 

the outcome? What would you add to this list?

  6. If the name doesn’t matter until the brand is established, how can you spend more time improving 

your brand? 

  7. When have you jumped to marketing tactics too quickly? When has marketing worked but probably 

not been the right thing to do?

  8. Look back at the nine questions in the “Why Churches Should Stop Marketing” chapter. What 

marketing do you need to stop immediately?

  9. Are you LOUD all the time in your marketing efforts? How can you vary the dynamics of your 

message so that you build crescendo that people will actually hear and respond to?

10. What are your thoughts on fairness in promoting ministries within your church? When have your 

efforts to be fair resulted in hurting or weakening a ministry that is core to your mission as a church?

11. What messages are you sending out that sound like a foreign language to many in your congregation? 

Maybe you should sit down with a focus group of newcomers to find out what you need to clarify or 

change altogether. 

12. What great ministry might they be missing because you’re holding on to insider language?

13. What important messages need to be repeated often? And which ones need to be put aside to make 

room for the more important ones?

14. Do you have a platform? If not, how can you build one? If so, what are you doing to keep it?

15. Looking at the list of ten ways to generate better online content, where are you the strongest and 

where are you the weakest? What would you add to the list?

16. What forms of social media are working best for you individually and also for the church in general? 

In what areas do you need more help?



28

ABOUT THE AUTHOR

Tony Morgan		is	the	Chief	Strategic	Officer	and	founder	of	TonyMorganLive.com. He’s a consultant, 
leadership coach and writer who helps churches get unstuck and have a bigger impact. More important, 
he has a passion for people. He’s all about helping people meet Jesus and take steps in their faith.

For 14 years, Tony served on the senior leadership teams at West Ridge Church (Dallas, GA), NewSpring 
Church (Anderson, SC) and Granger Community Church (Granger, IN). With Tim Stevens, Tony 
has co-authored Simply Strategic Stuff, Simply Strategic Volunteers, and Simply Strategic Growth—each 
of which offers valuable, practical solutions for different aspects of church ministry. His book, Killing 
Cockroaches (B&H Publishing) challenges leaders to focus on the priorities in life and ministry. His most 
recent books on	leadership	and	ministry	strategy	are	available	on	Kindle.

Tony	has	also	written	several	articles	on	staffing,	technology,	strategic	planning,	and	leadership	published	
by organizations like Outreach Magazine, Catalyst, and Pastors.com. Tony and his wife, Emily, live near 
Atlanta,	Georgia,	with	their	four	children—Kayla,	Jacob,	Abby,	and	Brooke.

For more information:
www.TonyMorganLive.com

Follow Tony on Twitter:
@TonyMorganLive

http://tonymorganlive.com/
http://westridge.com/
http://newspring.cc/
http://newspring.cc/
http://www.gccwired.com/
http://www.amazon.com/exec/obidos/ASIN/0764426257/tonymorgan-20/
http://www.amazon.com/exec/obidos/ASIN/0764427563/tonymorgan-20/
http://www.amazon.com/exec/obidos/ASIN/0764428659/tonymorgan-20/
http://www.amazon.com/exec/obidos/ASIN/0805447857/tonymorgan-20
http://www.amazon.com/exec/obidos/ASIN/0805447857/tonymorgan-20
http://tonymorganlive.com/book/
http://tonymorganlive.com/book/
http://www.TonyMorganLive.com/
http://www.Twitter.com/TonyMorganLive


CHURCH CONSULTING & COACHING

Tony Morgan  loves consulting with, speaking to, and coaching leaders. Based on his experiences 
working for three growing churches and many church clients, he helps churches get unstuck and have a 
bigger impact. Let him help you with:

•	 Ministry Health Assessment—Complete a comprehensive assessment of your ministry and 
identify strategic next steps

•	 Strategic Operating Plan—Clarify your mission, vision, and core strategies—and then create 
the right structure and accountability to realize it through prioritized action initiatives

•	 Staffing	&	Structure	Review—Determine the best organizational structure for future growth 
and get the right people in the right roles

•	 Coaching Networks—Participate with no more than 12 people in a mentoring process to help 
you take your next steps as a leader

Additionally, he partners with some great organizations to assist churches with creative design, 
technology, multi-site, executive recruiting, stewardship, facility design and construction, and brand 
strategy. 

Discover how Tony can partner with you:
www.tonymorganlive.com/consulting

29

http://www.churchcommunitybuilder.com
https://www.facebook.com/CCBChurch
http://vimeo.com/ccbchurch
http://tonymorganlive.com/clients/
http://tonymorganlive.com/assessment/
http://tonymorganlive.com/strategic-operating-plan/
http://tonymorganlive.com/staffing/
http://tonymorganlive.com/coaching-networks/
http://tonymorganlive.com/consulting/


30

THE LEISURE SUIT SERIES

The Leisure Suit Trap
8 Reasons Your Church Is Stuck

Stayin’ Alive
Build a Legacy of Leadership

Hanging Up the Leisure Suit
How to Get Unstuck

Get Your Groove On
12 Ideas to Help You Communicate Through Change



SOCIAL
Today's technology has powerful tools 

that help us engage with our 

community and do life together. 

Church Community Builder is one of 

those tools. It empowers our church to 

bring people together from 

within our own congregation, our 

neighborhoods, and our entire city.  We 

have used Church Community Builder 

to begin powerful discussions, build 

lasting relationships, and strengthen 

the core of our church.

Bill Fisher
Outreach / Technology Pastor

Pantano Christian Church
Tucson, AZ

twitter
facebook

vimeo
ccbchurch

technology.

healthy
CHURCHES

communicate using

http://www.churchcommunitybuilder.com


32

www.benstroup.com

http://www.benstroup.com

