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I was recently asked a question at a conference about why there is so much 
noise on Millennials, social media and the church today. The answer is simple. 
The lifeblood of continuity is in creating systems that can be scaled up, meas-
ured for efficacy and responsively reproduced to ensure flourishing. Likewise, in 
the words of Pastor Sam Adeyemi, “any society or institution that does not ac-
tively invest in making its younger generation as capable as it is will be deprived 
of the future.” 

Thus, any ministry that is serious about growing and developing the next gen-
eration should be actively participating in the lives of its millennials and this 
encompasses the use of social media. Quite frankly, we are the “always-press-
ing-phone” generation. According to the Global Web Index’s research in 2018, 
the average millennial spent 2 hours and 39 minutes a day; communicating via 
social media platforms. How amazing would it be if your ministry could also en-
gage young people online every single day?

While it can be universally agreed that social media is now here to stay and play 
a part in the way society, the workplace and the marketplace are being shaped 
today, it is important to seek out, vet and understand the reason you want to 
communicate via any media platform. Just like any other viable project, it is im-
perative that any ministry or any church defines the goal of their social media 
accounts. 

• Is it to provide your current members with information?
• Is it to invite new people into your church?
• Is it to reach a specific demographic? 
• Is it to provoke certain conversations?

When you are sure of what you’re going to achieve, the next step is to create a 
persona. In marketing terms, a persona can be identified as a representation of 
your ideal target audience and this is informed by psychographics such as the 
behaviours, the demographics, and the needs of such people. In this case, the 
ideal personas would be young people between the ages of 18 and 34, living, 
studying or working in your target area. This can be done through case study in-
terviews, individual profiling, observations, internet focus groups, online surveys 
and questionnaires as well as collecting existing information from secondary 
sources. When a ministry has correctly identified the target audience and what 
makes them buzz, it is then poised to communicate with them correctly; both 
in real life and online. There are so many social platforms today so having a goal 
in mind will help the ministry pick the right ones to focus on. For instance, if you 
have identified your target audience as young professionals, you may then look 
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to build Instagram and LinkedIn accounts as opposed to Facebook pages.

John Green, a celebrated American author and YouTube content creator, re-
cently said “don’t lie to anyone, but particularly don’t lie to millennials. They 
just know. They can smell it. Be yourself”. While we don’t literally possess the 
ability to sniff out unauthenticity in our DNA, we have been exposed to a lot 
of information and content which makes it easy for a millennial to be able to 
suss out the originals from the not-so-originals. Therefore, before you start 
up a social media account for your ministry, you should decide on the kind of 
brand personality that your account should possess. If the goal is to commu-
nicate with young people, the brand can choose to take on a sincere person-
ality or one that exudes excitement as opposed to a luxurious and sophisti-
cated personality.

After positioning, the next stage is to craft your message. For millennials like 
myself, exchange is valued a lot more than impartation. As technology ad-
vances, we are gradually moving from a place of merely receiving information 
to being able to interact with information on a real-time basis. For instance, 
we are no longer just listening to the television, we can also go on twitter to 
see the news and discuss people all around the globe as such happenings 
come to light. An explanation for this can be found in Abraham Maslow’s 1943 
paper on the Theory of Human Motivation.

Figure:  Maslow’s Hierarchy of Needs (simplypsychology.org)

Maslow suggested that human beings have five categories of needs which 
can be arranged in order of importance from bottom to top as shown the dia-
gram above. He posits that these five categories are related to each other and 
are arranged in a hierarchy of prepotency. When the most prepotent goal is 
realised, the next higher need emerges. Thus, in this generation, especially 
in the first-world, millennials generally take physiological and safety needs 
as a given and as such, we are mostly chasing after other needs such as love, 
belonging, validation, esteem and self-actualisation. Therefore, if the intent 
of a ministry is to reach out to millennials, its message has to be focused on 
purposeful and life-fulfilling content that is consistent with the needs of mil-
lennials. So contrary to common notion, I am fully persuaded that this is the 
best era to speak of God’s love; even on social media.



Consequently, regardless of the social media channels you have decided to 
use reaching out to your millennials, it would be great to have dynamic in-
formation which is constant and consistently updated as well as relatable to 
them. Millennials are often described as the most spoilt generation there is 
ever been. While I do not agree with the notion, I understand its underlying 
sentiment and I believe it is down to the fact that we have both Choice and 
Quality at the tip of our hands. 

With every new advancement in technology, the barrier to information is re-
duced and more choices are created. This is not necessarily a bad thing; it just 
means that the more options we have, the less attached we are to a specific 
idea or medium. That’s the reason a millennial can decide to be a DJ today 
and the next month, decide to be an author. That’s also why I can like your 
picture on Facebook but choose not to have you on my Instagram feed. 

Another key challenge that I have found to beset ministries is not in the crea-
tion of the account itself but running and sustaining Quality content. In order 
to stay relevant on social media, ministries have to harness the power of qual-
ity touchpoints. Touchpoints can be described as any way that your audience 
can interact with your ministry: such as your social pages and your website. 
These have to be updated with timely information but also be sure to keep it 
sweet, short and pleasantly eye-catching.

To curate quality content, it is helpful to have a Strategy plan as well as the 
Brand Identity guide. A Strategy plan would consist of the posting times and 
frequencies well the Brand Identity guide would inform the type of typog-
raphy, colour, symbols, pictures and images luckily used in communication. 
Having these two systems in place are also particularly helpful when work-
ing in a team of curators because the content created will have consistent 
elements regardless of the designer. Thankfully, one does not necessarily 
require a lot of skills to achieve this quality. There are freemium and sub-
scription-based template apps such as Canva, Mojo, Spark Video, Over, Fused 
which can help your ministry create sharp, quality and consistent content. 
The use of videos, stories, quizzes and challenges can also spur millennials to 
engage with your ministry online.

With time, well-developed social media accounts build equity for the brand 
name. The stronger the brand equity, the more likely that your millennials 
will trust, share and recommend and trust any communications from your 
ministry; resulting in a thriving social media-based evangelistic community. 
Thus, I encourage you to start connecting with your millennials the right way 
today; the harvest is plenty!


