


Offline vs. Online



More and more, the offline world
(AKA the “real world”)

is adjusting to, and mirroring, the increasingly 
dominant online world – from tone of voice to 

product development to business processes to 
interpersonal relationships and daily interactions.



What a difference a few years make

Source: ComScore 2021

Change in Average Daily Media Consumption
(2015 – 2020)



Digital Media continues to dominate
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BEFORE WE GET STARTED

What’s 
changing?

How will we 
know when 

we’re successful?

Why might 
people 
resist?

Why 
change?What’s the 

best that 
could happen?

What’s the 
worst that 

could happen?



Understand 
Your 

Environment



It’s worthwhile to analyze the state of your industry 
– whether as a prospective new entrant or as an 
existing player in the game. 

Porter’s Five Forces Analysis considers – as the 
name suggests – five different criteria and how 
high the power, threat, or rivalry is in each area.



Competitive Rivalry: 

How high is the level of direct competition in your 
industry? What other religious or service-based 
organizations offer the same that you do in your 
location? Consider current and future threats.
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Threat of New Entrants: 

This area explores how difficult it is to start a 
religious org or launch a service that could 
compete with yours. It also looks at barriers to entry 
– whether those are resource-based, financial, or 
imposed by government restrictions. 
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Threat of Substitution: 

For this criteria, think of the alternatives to your 
product or service. Keep in mind, these are not 
direct substitutes.
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Buyer Power: 

Buyer power looks at whether your market is a 
buyer’s market or a seller’s market from your 
company’s perspective. If your “product” is at the 
mercy external factors (latest news cycle), buyer 
power is high. 
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Supplier Power 
(hierarchy of church structure): 

Lastly, supplier power considered how much 
suppliers influence the business. 
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NOW, HOW DOES THIS IMPACT YOU?

What’s 
changing?

How will we 
know when 

we’re successful?

Why might 
people 
resist?

Why 
change?What’s the 

best that 
could happen?

What’s the 
worst that 

could happen?



Understand 
Your 

Competition



GREAT NEWS!



Understand 
Your 

Audience



To be perfectly honest: this takes time and effort!

You will better understand:
•Target market insights
•What matters to someone who does / will attend 
your church
•The demand for your services
•The potential price points
•Perception on competition
•How your church is perceived by others



AUDIENCE PERSONA
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Write up a brief synopsis of this 
persona and why they may be a 
good fit to be a parishioner.

Their Name

Their Occupation/Title

Their Age or Location

Audience Persona

www.hubspot.com
/make-my-persona 



DIPLOMATS AND 
CONSULATE 

STAFF

My staff, colleagues and I never truly know what 
tomorrow will bring. But, no matter what our 
business calls for—relocation, training and 
development programs, consulting, temporary 
duty, etc. – the one constant is that we need 
somewhere comfortable and secure to live.

WILLIAM, 54

“ I have special duties at my job and I have 
special requirements for where I live. 
Convenience is important but, more so, I need 
safety and security.”



EXPLORING OPTIONS

My colleagues and I might not know exactly what our future holds
but we are committed to doing our jobs to the very best of our 
abilities. To achieve that goal, we need somewhere to live that 
has flexible options for life outside of work. Most of all, we need to 
know our living situation is safe and secure.

EMOTIONAL STATE

ACTIONS

QUESTIONS

Talk with as many colleagues as possible for word-of-mouth 
recommendations. Online research is important but is 
supplemental to trusted associates and their experiences. 

•How does the apartment community ensure safety and privacy?
•What is the proximity to the UN, major embassies and diplomatic 
missions?
• Is there a multi-lingual staff at the apartment building?











Understand 
Your 

Channels









Organic

Social Media

Paid ads

Content

SEO

Digital 
Marketing
Channels
Most orgs need a 
combination of these 
channels to build your 
effective growth 
strategy. 

We like to break it 
down to Organic & Paid 
Channels for further 
clarity on showing 
effectiveness of these 
campaigns.



ORGANIC GROWTH

Organic growth channels brings in slow growth to 
your church but is the most valuable and trusted 
source, especially when you are looking to build a 
quality lead pipeline.





PAID GROWTH

This is the fastest source for lead generation and 
sales for any organization. It is the backbone of 
growth for all orgs to start seeing marketing growth.





Understand 
Your 

Metrics



You can take full three-day seminars on metrics 
and analytics. And I have. But that’s because it’s
my job. 

But here’s an inside secret: the only metrics that 
matter are “How did we get them?” and “How do 
we keep them?”













Inspiration
Actions



1. Build your unique positioning & messaging
2. Build your buyer personas.
3. Identify your business goals & marketing goals 
4. Prepare the list of digital marketing tools you'll need.
5. Evaluate your existing digital channels that work for you
6. Audit and plan your owned media campaigns.
7. Analyzing your digital marketing strategy’s past success and failures
8. Identify Your Means (& Stick to Your Budget)
9. Measure and monitor the performance of your digital marketing strategy 

and to change elements where needed.
10.Setup Inbound Marketing
11.Understand the Digital Sales Funnel
12.Focus on Blogging
13.Focus on Mobile Optimization & SEO Friendly Content



90 
Days

60 
Days

30 
Days

WHAT IS YOUR 
PERSONAL 
COMMITMENT 
IN THE NEXT:



James.runkle@drummondst.com
201.381.1385

@drummond_st

James Runkle
Owner and Principal


