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CHAPTTR I
INIRODUCTION

1% is rendlly ncknowledsed that the church's singular
task is %o eoread the pood news of salvation through Christ
Jesus to svery corner of the #lobe. 7o this end the Lord
of the church has squinped His workers with varyinz tools
and sidlls. Hot the leazt of these is the printed word, the
means Ly which He chose to have His Vord preserved to the end
of %ime. The printed press, proven as the herald of the Re-
formation, hns become the priceless servent of the church.
The church, hovever, nnd espsclally the local congregation
have only bhegun to tap the full potentizl which the press
offers. As capavle as & tool may be, 1ts effectiveness can
be renlized only to the extent that 1% is used, or misused,
by man,

Simply stated, the nurpose of thie studiy is to encourage
the locel congregation's use of the nrinted word in the pub-
lle press and narish jJournalism and %o discourage its misuss.
The Department of Public Relntions for The Lutheran Church--
Hissourl Synod, now in i1ts eighth year, has contributed much
%o the growth of the church in this field. It promotes the
publle relations of the church on a national as well as local
level. ¥et thers 1s no substitute for the contact which the
local coniregation can and should have with its people. This
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eontact ean at best be only lmoersonnl when 1t i1s nromoted
Solely through the mediums of synodieal and national DUb-
licity.

The loecnl eon: regation is forfeiting the resources of
A petent mlly when 1% neglects the printed word s = means
for promoting the Xingdom. Are these resources destined to
remsin wntepned by an overworked oiargy which 1s unschooled
in arts of journzlism and public relations? It becomes a
matter of neceeslty for ths clergyman to tuke advantaze of
this efficient sorvant, the printed Qord, if he ia to util-
ize his chierglea nore effectively. :

America knows that the church is here. The church is
recognized. ©But 1s 1% understood? Often 1t is the victim
of mlaundcratending and prejudice. %The Church exists amcng
the ehurches. 'ho will make the distinction and avert the
Hags rush toward the "watered down' Christianity of the day?
For this dlleuma the vrinted word offers a workingz solution.
Bdueation is an answer to misunderstanding and the printed
word 1s the standard bearer of education. A task of the
church, then, is to educate the masses.

This study 1s concerned with several important phases
of the printed word as it 1s relevant to the pastor and the
church in i%s nublic relations outreach. It does not propose
to exhaust the many possible ways in which the printed word
might be uzed to the congregation's advantage. After an in-
troductory view of »ublic relations, the study seeks to anply
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the vrincinles of sublic relations to the Sunday bulletin,
the parish nublications, and the chureh's news as it appears
in the locnl newaspaper. The newspaner is consldered not on-
ly as a newe medium but olso as sn advertising medium. Dif-
ferent tynes of narish publications are considered together
with the »nroblems of finanecing, styls, and content.

Although this naper would encourage a greater use of
the printed word in the nrogram of the local congregation,
1% 1s only of secondary consideration. Hany parishes use
the neans extensively. Of primary concern is the desire
that the pastor rethink his publications program in the
1light of good public relations. The printed word is readily
used, but dees 1% alwvays promote the best congregational pub-
lic relations? The parish publication may carry the news %o
the reader, but if it nlso carries the news in a neat and im-
preasive monner 1t has greatly increased 1ts worth.

Since the church has been at work for some time in the
field of nublic relations, public press, and parish journal-
ism, 1% was nossible %o use source materials which were
directly annlicable to this project. Secular sources, how-

ever, wvere alsc very helpful.




CHAPTIR IIX
PUBLIC RELATIONS

In 2 public adiress Dr. John Evans, religlon and edu-
cation editor of the Chicszo Tribune, made the polnted state-
Bent that the Lutheran Church--lissouri Synod for a long
veriod of time h=s been thes storehouse of the Reformation
fospel, but that this church has not shared this saving
knowledge with others as it should. It was also stated that
1% is now the duty and obligation of this church to become a
bositive core of influence within hunanity, especinlly in
these daye when men are groping for spiritual truth.!

dhiz accusation in effeet displays the need for public
relationz within this church body. When a church has not
effectively witneszed its meassge to humanity it is lacking
in i1ts relations with the public. It is impossible to avoid
publiec reslations because ths very state of existence demands
& relationship to evary other form of being. But it 1s qulte
posaible %o escape exerting s positive influence on the pub-
lie by a lack of dynanic.

In diagnosing i1ts malady in public relations, the church
will look both for external and internal failures. Does the

lyalter F. Steinberg, "Public Relations for the Parish,’
Lutheran Education, June, 1950, p. 529.
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chureh recognize its public? Or, more correctly stated,
does it rocognize its nublics?

Zha church is concernod with various publics. Its
first pubiic is 1ts own loenl conjregation. The local con-
gregation aoplli=s i%s oublie rslations program firat of 211
to itself. Zhe church is intimately related to this public
becausze its members are inter-related by the closest of ties,
that of Christinn Tellowshin. It is both a physical and
8piritunl relotionshin. It 1s member loving membsr, member
loving voster, nastor loving member, and all love united in
Christ,

This public ie primary but the publics include not only
the congregationsl family but also anyone wvho in any way may
come into contact with the church or members of the church.?
The local community is the church's public. It is the
church's initisl misslon field and the church seeks to es-
tablish food public relations with 1t lest unnecessary
atumbling blocks hinder the work of the Gospel.

Nor are the publies of the church confined to the local
scene. As 2 nriest of God the Christian is intimately re-
lated to the Communion of Saints as it is spread throughout
the world. Zhis brings the sphere of influence of the local
congregation to limitless boundaries. The church is

2 (New
Stewart Harral, Public Rgumnﬁ Churcheg
Yoriz: Abingdon-coke;bury Press, ¢.1945), n. 18.
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responsible not conly to its brother but also to its brothcr's
brother. With such boundless areas of public relations the
church's %ask looms snew,

¥ihlle world opinilon is an luportant factor in the on-
80ing prosram of the church as a whole, the success of the
local church depends a great deal upon what its immediate
public thinks of 1%.3

Having determined the size of 1ts publie, the church
then becomes concerned about ite puvlic relations. Publle
relations is not to be confused with publicity. PFublic re-
lations is rspentially a matter of policy whereas publicity
1s the technique of making the public acquainted with nol-
leies, shilosophics, aimg and results. "We are free to de-
cide whether or not we are to have publicity; nublic rela-
dlons pay be sood, bad, or indifferent--but At cennot bs
avolded, alt Public relations simnly exists. ¥eo cannot es-

cape 1%t becausze in every situation we ars related to the
public. ierely by existing all churches have public rela-
tions. Vhether they are good or bad, effective or ineffec-

tive, they are publiec relations.’ Almost everything an

5tanley I. Stuber, Public Relations Manual for C
(Garden City, Hew York: Doubleday & Company, C.1951), D. 20.

Morral, op. eif., p. 23.

5Roland ©. Volseley, Interoretins the Church I
Press snd Rodio (Philadelphia: Huhlenberg Press, c.1951§.
. 12.
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Organization doss has an imonct on some pubilec or publics.

%o the extent that any activity reaches 2 public or the gen-

eral nublic it has a bearing on publiec re].ationa.6

A ehurch, by 1%s very existence, createa impressions on
others. IThese impressions are positive or negative.
“Either your church iz 'a ocity . . . set on an hill that
cannot be hid,' or 1t may be salt that has 'lost his savor.'n7
The chureh connot nossibly avold 1ts nubliec rslations.
iverything nbout » churcn iaz public relations--nastor, neo-
Ple, nroperty.

"Public relntions," as the term implics, means relations
wlth the publie. And we all are engaged in public rela-
tlons. 7There is no such thing as anyone or any organ-
ization not being nublic-related. It simply cannot be
avolded. I% is only a question as to whether it 1is

#ood or bhad. Sometimes a good program is accldental;
sometimes a carefully planned progran is very bad. Buf,
0od or bad, planned or otherwise, we cannot escape our
relationzhip %o those about us. lor should we, as
Christians and as ambassadors of the Savior, want to.

Ve should, therefore, make every effort to d.evelog and
maintain only the best relations with our public.

In the final anelysis every effective program of Chris-
tian public relations on the parish level is based upon a

multitude of seemingly unimportant actions that lie close %o

biierbert M., Baus, 1_1:%?_;9, Relations at liork (New York:
» De

Harper & Brothers, c.19 7.
7HRI'PB.1. ﬂ. m.. 3’. 16l
Hervert W, Knopp, "Using Your Laymen in Publl.: Rela~-

tions,* _Pv,_q_q_gggj.ggg Second Ingtitute of Publlc Relationg
July .%5 and 26, 1950, edited by Herbert . Knopn and Roberta
Ihde (Valparaiso, indiana: Valparaiso University, e.1951),
P. 53
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the heart of 1iving. A slncere and understanding approach
Yo the probleme of others, a friendly handolasp, a word of
braise, a visit durdng days of 1llness, a deep and ablding
interest in the glorious task of gulding the feet of a
11t%le child on the path that leads to God--these are actions
that promote Christisn public rela.tlon.g

Shristian public relations is Chriatisn witnegs. It is
sanctification in action. It 1s a living testimony to the
hope and love within the Christien heart. Christian public
relations is the Holy Spirlt in sction through people.

Jesus shows concern for public relations when He aska
the diseinles, "Whom do men say that I, the Son of Man,
an? 10  1p. church may or may not be asking thils same ques-
tion. But whether or not i1t is being asked, it is always
belng answered. ©The church is always leaving some sort of
lmpression in the minds of its publlies. (ood public rela-
tlons 1z the work of letting Carist through--through you-=-
to veople.ll But to give Christ pre-eminence in all things
is much easier sald than done in public relations. To pro-
claim Him is %o invite the hatred of unbelieving men. Yet

it remaine the task of the church. "For to me to live 1s

9&teinbers, ov. git., p. 53L.
10uatt. 16:13.

11y, L. Xoehneke, "Public Relations An the Lutheran
School, " Lutheran Zducation, February, 1954, o. 270.
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Christ,” soya the apostle Paul.l2 Whatever falls outside
this eircle is peor public relations.l? Christian publle
relations is n means to an end=--the end beling the extenaion
of the Kingdom throughout the vorld, beginning in each com=
munity.2* An tmportant guilde line for Christian public re-
lations ies the Golden Rule. Yhen Jegus -sald, "Whatsoever ye
would that men showld do to you, do ye even so to tham,"15
He set the key to =11 deen understanding of human relations.
It is therefore the foundstion of =11 zood nublic mm'ls
Good public relations is loving our nublic "relations. nl?
Living according to t.he law of love nromises the best of re-
latione vith the public for it demands that we treat others
vith the same concern that we hold for ourselves. it means
heving them in mind with the planning of any public relations

Yenture,
Promotion in Public Relations

For the sake of clarity the words of the title might

bear explanstion. "Public Relations" has been considered.

12pn131. 1:21.
laxoahne!m. on. cit., 0. 270.
l":’atuber, on. git., ». 28.
Luats. 7:12. |
16Harra1, on. cit., »n. 23.
17;[_‘:45., n. 24,
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The terme “Fromotion," "Publlc Press and Parish Journalism, "
and "Congrogetional’ will now be treated briefly.

"lio major industry,® sald Bruce Barton, " . . . has the
moral rizht to allow itself %o be unexplained, misunderstood
or publicly distrusted, Tfor by its unpopularity it pnoiscns
the pond in which we all muat Tish. nl8 Probably the most
misunderstood inatitution in the world 1g the local church.
People think of the church as being a soclal club. They
think it iz narrvoweminded. They cannot understand why sll
churches de not agree. They do not 7understmﬂ. the function
of the clergy and lalty. How then can the church function
with 1%s roal message unless thers is a nositive program of
Public reintions that wlll elear up popular mlsconceptions?
Public rela%ions exist. Poor public relations sre the nat-
ural thing. Good public relations demand an cetive prenoting
interest. After maledy has been dlagnosed, remedy must fol-
low.d? ane local congregation has an obligation not only to
1teel? but to its community, to the church at large, and %o
the genersl public to promoie good public relatlons. Foor
publiec relaticns are injurious to the entire community and
they come easily. Good public relations demands concentrated

and consistent energy. It demands promotion.

18"Pub110 Relationa. Its Uses for Industry," Lilme, lMay
10, 1954, »n. 100.

193'15“‘)9!‘. on. m0| DDe 26"27'




11

Public relations is not a technique which 1s employsd
only in cmergencles, although certaln days may recelve ome
phasls. If the full lmpact of sublic relations is to be
reallzed 1% must be a continued normal day=to=day oneration.
. A lopelded nrogram ean never be succeasful over a long period
of time.zﬂ The progean with uns and downs 1s usually on the
vay dewn. %he consistent program is the successful program.

No nublic relations nrogram has ever succeeded in an
atmosphere of defentism =nd pessimlsm. “Oh, what's ths use!"
18 never good publie relations. There is nothing deader
than a dend church. Progreas 1s posselible only in an atmos-
phere of enthusinem end optinmism, because power and achisve=
ment are attained by thoase who have great faith and courago.21
Ae the lendsr in the program the pastor must be an optimist,
even in the face of discouragemsnts, because his philosophy
often has to sustein the bellefs of his followers.

Giood public relations do not take shape automatically.
Good public relations must be encouraged and promoted.

Jesus described his followers as leaven hidden in three

neagures of meal, which worked upon the meal until the

whole was leavened. The meaning 1s plain: the church

mist continually induce the community to move in the

direction of Christlikencss, thus leavening the commun-
1%y until favorable public opinion results.

znﬂarral. 8. m.. DD. 30"31'
?'J'M"n De 27.
22%-1 p. 16.
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The important thing in a compeny 1s to eduoate all em-
Ployees as %o the public relations impact of their work. By
meking them consclous of the effect of thelr work on publiec
opinion, and of the importance of that effect on the welfare
of their coimany and therefore thelr own welfare, a company
can help these employees do a better Job., The result is
that the cumulative public relations impact of the commany
vill be more effective.?? The public relations impact of a
church, too, is denendent uoon its individusl members. If
Yhe church will educate each of i%s members to the public
relations responsibility which he holds, it, too, will reap
the rewardis of o united nublic relations front.

For a good company, there 1s no myatery in good public
relationa. The seeret is simply to tell all 1%t can about
1tself. "2% iiodesty ls not one of the church's virtues. This
institution, if any in the world, should be speaking freely
of 1tself. The church has yet much to learn from the "child-
ren of this world." The church might do well also to “tell
all 1t can about itself,” and talking about itself means
talking about Christ. "Keep Christ in your public relations

szausl on. cit,, p. 7.

zl’"Publ:Lc Relations. Its Uses for Industry,” on. git.,
D. 100,
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orogran! "25

Public ralatlions is not a pas's:l.v:a vrogram that comes
from s vagsive interest. Publiec relationas at work is a pro-
cess of #etilng attention, expressing ildeas, establishing
oonu:r;uhicntiun and obtaining action.26 It must be promoted
and the word "promotion® impl:l.ea a vosltive, nlanned, and
systematic anoroach. A conscious and alert program is nec-
easary 1f nublic relations 1s to serve an edifying end in

the church,
P2ubllie Press znd Parish Journalism

Fubllie relations covers every phase of church work from
the church lawn %o the preacher's clothesline. It can be :
applled to any nhase of the congregational program. This
study, however, will be restricted to the nrinted word.

Here we ars concerned only with applying the prineciples of
public relations %o the church's usa of the public press and
1ts own parish journalisn.

If the unchurched in any community are to be reached
they must either be brought into the church, where they can
hear, or the message of the church must be brought to them.
This 1s the task of the printed word.2? For thie important

259Y¥ou're a Churchman!" Public Relations Conference “ork-
shop of the Department of Public Relations, The Lutheran
Churchi--iiissouri Synod, July, 1955 (mimeographed), ». 1&.

26paus, on. olf., D. ke

274. C. Carlaen, A Livinz QMu% Fol Wgs% (Blair, Nebras-
ka: Danish Lutheran’l’?f'bliuhing House}, n. . :
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work the printed word must be presented in the light of p\_:bl:l.o
relations. '..'or'J.s; arc the inatruments of human understand-
ing--ond wisunderstanding--and as such are perhaps the most
Vital toolszs of the oublic relations man in his role as ‘I';he
engineer of ideas end opinlons. Every public relatlons 'man
or advertising man or publicity man or church man is limited
as % the spoee or time which is granted to tell a atory.
I% 1s his responsibility %o choose with dlscriminating care
those words which will most exactly, most clearly, and most
etonomically cstablish the underatanding which he secks.
Words must be well chosen. The presentation must be neat,
attractive ana inviting. Unfortunate use of words can spell
dlsaster %o goocd publie »eclations.?® This study will seek
to look at the church's use of the publie press and parish
Journalism in the 1ight of good public relations.

By public press, this study refers to the newspaper.
The field of parish journalism will be restricted to the
Sunday bulletin and the congregation's perlodical publica-

tions.
Congregational Public Relatlons

By the word "Congregational" in the title, this study
restricts itself to a consideration of nublic relations as

it apnliss to the public press and parish journalism on the

*8gaus, op. cit., ». 121,
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locel congregntion's level. The idea of o Church Universal
1z wonderful %o comprehend but what nctually gets acrosa in
the community is the church down the gtreset. It is the
loczl chureh that has to bring the conception of the Church
Unlverzal home %o the community. It 1s the local church -
that has the responsibility and the opportunity of drams-
tizing the world scope of the Christian message.2? This the
loenl church can do through good public relations and through

the printed word.

29.‘31’.\11)@:‘, Oon. m-. De 33'




CHAPTIR III
THE SUNDAY BULLETIN
Seone and Purnose of the Sunday Bulietin

William H. Leach, editor of Church Management magazine,
sees two mnln notives for the publication of a church bul-
letin or calendar:

l. The desire %o nlace in an attractive and orderly
vay the plean of oublic worship.

2. 10 vrovide a dignified and effective way to nake 1
annocuncemnents relative tc the services of the church.

“ome churches use thelr Sunday bulletin exclusively for
& formal presentation of the order of worshlp as expressed
in number one above. Others use the bulletin execlusively
for the second nurpose and meny combine the two. Perhaps
all church bulletins are concerned with one of ths two
motives. If thece motives are basic, then it follows that
the well-edited nrogram will: (1) eliminate announcements
from the nulpit; (2) encourage participation in the order of

service; and (3) agsure unity and smoothness in the service

of worship.z

lfolana E. Wolseley, Interreting the Church m i
Eress pnd Radio (Phuade]'.phiaa HMuhlenberg Press, c.1951),

p. 159.

25tewart Harral, Public R (New
York: Abingdon-Cokesbury Pre'a-s!i,L 0. 19857, b. 69
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The scope of the Sunday bulletin, however, n=sed not be
confined to the Order of Service and announcemcnts. It may
algo serve as o house organ and a minliature newspapvper. Some
pasters include an cutline of the Sunday worning message,
which enables those attending to recall the trend of thought
in speaking %o othars » and it often scts as a drawing card
for those who do not attend.? Whether or not the bulletin
will serve as a house organ or niniature newspaper will de-
bend upon the size of the congregation and whether it pub-
lishes any other veriodicel vaper.

The Sundey bullet%in czn boacome a dsfinite influence, a
valuable nropaganda medium, more than an announcement sheet
indicating where men can meet the Master, but a guide to
thinking, Jjudging, choosing, and living as He would have
therz do. I% can serve to stress Gomunnlm attendance,
stewardship, synodical matters, a Bible study guide. It can
encourage nrayer life and Christian witness. The bullg‘liin
can effectunlly supplement preaching and teaching. It can
agk for names and addresses of prospects. It can teach the
congregation thet the most important event during the week
1s the meeting of the adult instruction class. It can bring
the pastor closer toc his neople and the people closer to

3¢arl F. H. Henry, Sugcessful Church Publicity (Grand
fl‘aplds. Michigan: Zondervan Publishing House, ¢.1943), p.
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their pagtor.t It can opread enthusiasn.

The bulletin enn do much toward changing the attitude
°f pecple. It can noint out the satisfaction in living now
for eternal accomplishments. It ean show how our falth in
God's power and in the Savior's love is deepened as this
pover and love are observed at work in others. It can re-
eord a gedly nride, "What a thrill for several in our midst
last Sunday when the adult olase was confirmed . . . %o know
angels sang ond the Lord Jesus smiled. And they had first
led these by the hand to the class."’ In this way the bul-
letin eon zerve ng o missionary challenge.

ihe bulletin can help. fight down snobbighness and break
down the wall of coolness among menbers. It can welcome and
ehcourage membera to welcome visitors. It can suggeat that
the member shave his hymnal and show concern that the visitor
find the Urder of Service. Althouzh dignity 1s always in
plece, the bulletin can say, "Did you greet anyone at church
foday?" It can tackle a problem as though it knew its resd-
ers a lony time, "Lven if he isn't your uncle, you don't know

her naiden names, you didn't go to school together, you can

l"George Beiderwieden, Jr., "Church Bulletins Will lork
for You,*" .Em.gemg.a segond Institute of Publlg Relat
%}ix 25 anl 26, 1950, edited by Herbert Knopp and Roberta
e, "p. 5-8.

5M'l v. &,
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nod, smile, say ‘Good Morning.' 'Glad to ses you.

The seone nnd purnose of the Sunday bulletin is bound-

w6

lees, limited only by the pastor's imagination.
“inkeun nand Style of the Sunday Bulletin

First impressions are important impressions =lso with
regerd %o the bulletin, The first impression which the
bulletin offers comes from its cover. The cover may be
pPletorisl or liturgicel. It may reproduce a plcture of  the
church or 1% may offer no more than a simple mimeogravhed
design. '

O greatest cirveunlation in Hissouri Synod circles 1s
the plctorial cover dlstributed by Concordia Publishing -
House, 5%. Louls, This bulletin folder when folded in book
Torm offers an attractive frontisnicce which provides space
et the bottom of the page for ths name of church and pastor.
Page Tour is elther blank or printed with religious adver-
¥ising as preference may dlctata.

A liturgical cover is offered by Morse's Liturgical
Bulletin Service of Medford, Oregon. The frontisplece
Teatures the theme of the day in art as inspired by the
pericoplc system. Page four explains the art design of the
frontisplece and also offers other liturgical information,

prayers, litanies, ete.

61nia.
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Many larger churches prefer to nrint their own bulle-
ting, which ususlly festure a picture of the church on the
Gover. Often thie typme of home produced cover includea the
congregational officers and regularly scheduled maétinga on
bage four,

Some churches, due %o lack of funds or other reasons,
produce their Sunday bulletin with mlmeog;rg.phed. cover. 7The
result can he neat ana orderly.

Vhatever the cover, it must be worthy of its important
task of creating the good first imoression. It muet serve
as the invitation to the worshipper. It must set the mood
for the bulletin.

If the cover has set the good example the content of the
bulletin must follow with uniform quality. It should be as
dignified and worshipful as the service itself. At 1%ts best
it may be more so, providing a standard as well as = gulde.’
I% vill be neat and orderly. It may be wise to have the
bulletin printed nrofessionally rather than on the church's
mimeogreph machine. But there is also a denger. Bulletins
that are printed nrofessionslly may be neat, but they often
leave one feeling cold. They lack the personsl touch. They
often lack warmth and friendlinese.

If funds permlt, a six page bulletin might be valuable.
The three outsr pages might include the permanent frontis-

7l’lolae1ey, on. cit., p. 161.




21
plece, o written welcome, and the church dirsctory wﬂ:h the
inher pages explaining the Order of Worship and offering the
8Nnouncements. Cost for such an item might well be defrayed
by & nrivate businessman with the name of his busineas
brinted neatly and clearly, yet 1nconap:l.cuoualy 2t the bot-
tom of the church directory nage.

The four paze bulletin, however, is more popular and
more economical. It 1s wisely folded in book form and often
apbears with the inner blank divided into two pages. This
adds to neatness and readabllity and is as easlly nroduced
as the single page interlor. Even a long carriaged type-
Writer, which will hold the stencil lengthwise, 1s not nec-
fgeary for a two nege format since the stencil can easily be
cut to fit the standard typewriter carriage and then glued
together again for use on the mimeograph machine.

I% will be well to keep the text of the bulletin simple
and readable., Usually such publications are too crowded with
matericl and marred by many heavily boxed paragraphs or fill-
er quotations,®

Recognize the value of white space in a publication.

Keep margins on all sides. Variety in content is im-

portant. Fill the bulletin with peonle. Use the lang-

uage of today. Keep church visitors and prospects in

mind in writing the text of the ?ul].etin. Hake sure of
a clear, neat mimeogravhing Jjob.

slm-' De 161.
9Be1derwi.eden, on. cit., p. 9.
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The bulletin might well include occasional remarks on
how to worship., The Order of Service may be explalned but
need not be listed in the bulletin when the service follows
the order of the hymnal.
Prayers are alwaye in place in a bulletin. Litanies,

for uge at the family altar, might well be sugzested as well

88 epeclal litanies for the summer vacation season, prayers
in preparation for church festivals, eoto. :

A chilaren's page 18 even a poesibility in the.Sunday
bulletin., The page might include a 1listing of the Sunday
Sehool ataff, o Bible quiz with answers up-side-dovn on the
bottom of the poge, the month's birthday roll, recognition
to "star' pupils (those present and on time for a month),
short Bible s%ories and explanations of Baptism, Communion,
elic. Buch o nage might appear monthly.

If the Sundey bulletin is %o promote congregational pub-
lic relations, it will be a nublication that exacts much time
and effort.

If your Sunday bulletin is to be more than an announce-

ment sheet, you will pay the price. If i1t is to be an

influence, nulling minds of men and women out of the
ruts of materislism and secularism, rendering them more
spirituasl and Kingdom-conscious, you will not be able to
turn the bulletin over to your secretary to write. Nor
will you dash 1% off on the tyvewriter in 15 minutes.

It will exact sweat. You will be writing 1t all week,
Jotting down items. You will make a conscious effort

to keen 1t interesting.l0

loﬂemewieden. op. eit., ». 9
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The bulletin-- ood, poor, or indifferent--1s a public
relations item, Peeople will read and reread a good-looking
bulletin ana nerhans send At to friends. But an unattrac-
tive bulletin will be thrown avay and will detract from
rather then sdd %o the morning service.n'

The wrlting style of a bulletin is important. Hews
storles in the chumeh bulletin should be as brief as good
Newspeper copy requires but be couched in language somewhat
less cold, cbjective, and formal than that of the secular
Newspaper or even ths parish publication,12 The langusge of
the bulletin should not be overly formal nor too colloqulal.
It should be friendly, yet dignified. HNothing should be in
the bulletin which the minister would hesitate to say in
uaking snnouncements from $he lectern or pulpit. The bul-
letin is an adjunct of the vorship service and not basic-
ally an advertising or publicity le=flet.

Hoat common faults of the bulletin are the waste of
Space 1In repotition of directories or routine material, un-
due pronertion of space devoted to the Order of Vorship, and
an unnecessary restriction of circulation.l3 Lists of names

of congregational officers might anpesl occasionally, but as

lstanley I. Stuber, Public Relations Manual for
El!!mhfﬂ. (f‘-argen City, Néw York: Doubleday & Company; Inec.,
€.1951), bp. 53=54.

12!*Jolsaley, on. eit., p. 165.
tenry, op. eit., ». 192.
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veekly reading they scon lose their value.]"" Rather than
e 1listing of congregational officers At might be well to
tell vhat the chureh stands for, to present a series of
points on dectrine, eote.

*he elrculation of the average bulletin falls far :
short of ite potential. If posaible a copy should be mailed
%o each family whieh is not renresented at the Sunday ser-
Vice. 48 = result the people will be better informed. The
pastor will be on the lookout for people every Sunday. He
Vill be awakened %o the room for improvement in church at-
Yendance. Letting the people know that they are expected
in church every Sundsy will be = constructive step toward
bettering atiendsnce.13

ihe potential of the Sundey bulletin is unlimited. Of
primary lmportance is its value as a public relations rep-
resentative. The bulletin goes to the publio as ambassador
of the church, It czn attain great heights of diplomacy or
fall in it%e mission,

1"1‘i015e1ey, op. eit., o. 163.
15i3e1rlerw1eden, on. eclf., »n. 9.



CHAPTFR IV
FARLSH PUBLICATIONS
Jeope and Purpose of Parish Publications

If there is anything that lends prestige to a religious
ingtitution and serves to keeo its progran and activities
before its members as well as non-members, it 1s a well
edited ana attractively nrinted church pe.per.l

The Sunday bulletin hag an important function in con-
gregational 1ife but it is not enough to kesp the church
well infermed. It 1s also noorly timed as far as worship
breparation for the church service is concerned. The week-
1y, bi-weekly, or monthly church paper is therefore util-
ized tc inform more fully and to remind members of the con-
gregation and potentizl members that certain important
events are taking place at the church. 2

Desplte current conditions and regardleas of the fact
that there exlist exeellent national religious and denomina-
tlonal nublications, every church will find it profitable
%o have 1tz own individual paper or pamphlet. Only the

1y, Austin Brodie, Keeping %th (New
York: Meming H. nevel]. com~mny, c.1l 57.

2Stanley I. Stuber, Public Relations Manual for
.Gh!uh?g {Garden City, ﬁeu ‘York: Doubleday & Comvany, Inc.,
c.1951), v. 235.
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local congregntion een keep Ats members informed about the
local congregntion. It ia the congregational publication
that can inform ana generate warnth and unity of »urnose
ahong members. The publication in many instances serves
28 an assiztant pastor. It will increase church activity,
keep the sick and shut-ins informsd, and increase church
att endance, 3

The potential of the well edited church publication is
almost unbounded.

1% will (1) advertise your church, (2) increase at-

tendance and sunport, {3) reach the slck and shut in,

(L) inereanse the prestige of church and pastor, (5) aild

the chureh finsncielly, (6) give an overall picture of

the divisions and notivities of the congregation, and

(7) keep non-resident members in touch with their home

church, ®

The alert congregation will do all in its power to keep
the standard of 1%s publication at the highest possible
loevel. It is highly advisable to get the very best equip-
ment that the means of the church will permit. Under no
eiroumstances 1s it wise to compromise with quality.’ Poor
reproduction defents the purnose of the publication. If 1t
is smeary, so faint that the words are difficult to read,

off center, or carelessly nssembled, it is worse than no

BBdele' on. _m-g De. 57.

b (N

dtevart Harral, Public Rel &IIEBIE fqg ew
York: Abingd.on-cokeébury Preass, c.1945), p. 60.

5Brod.te, op. git., ». 90.
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bublication at 011.6

Slnce all members of the congregation share in the
shaping of sublic opinion, it is important that all be
avare of their responsibility and obligation. Healthy pub-
llc relations attitudes cen be fostered through parish pub-
lications. If wnroduced according to the nrinciples of good
Publiec relatlons the publication will beccme 2 useful ser-
vant as well es o welcome guest in the homes of inembers.
Once the production schedule has been set the paper should
appear regularly. Issues will never be omltted except when

unusunl conditions make it impossible to publish.
Z¥pe and Makeup of FParish Publications
The Parigh Letter

Beyond msny single medium, the letter can be a powerful
instrument in the interest of religion. Next to the person-
al presence of the writer, it is the most direct approach
that one individunl can have with another. Wisely .uaed. an
effectlve letter can influence a person just about as strong-
ly and arfirmatively as o personal visit or a powerful ser-

mon.7 Any verscn enjoys receiving mall and the parishlionar

6 -

Reland FE. Yiolseley, Interoretina the Church m

and Radig (Phl:l.adaiphia: Huhlenberg Press, c.1951),
D. 144,

"sroats, on. oif., . 1.
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18 no excention. Dut there 1s no Joy in receiving "Junk”
ball, and too many church nublications fall into this cate-
Bory. Anything nroduced in maag quantity must be of ex-
Gepticnal quality te merit the readers' attention.

Remember that a reader will allow you only four or

1o Worth reating: By Saeiah g o Rt A

8tond a% a glance, say something interesting, or s

scuething worthy of emphasis. And say i1t quickly!

“hen matters of importance are at stake a letter may
be as long zs the story to be told, but they must be inter-
esting and written in a slmple, stralghtforward manner.
Never underestimete the velue of blank space on a page. A
tWo and one-half nnge letter is better than two full pagss—-
the white spree on the third page makes the entire letter
look 1ike easisr reading. Similarly, it is better to have
a letter cne and one-half pages long than to have one page
that 1s too crowded.? But although a long letter 1ls some=-
times o necessity the prineiple of brovity still holds. An
outstanding elergyman has stated that most letters would be
"fen times as good if they were half as long. "0

The capable writer will start his letter with something

that acte ns = common denominator between himself and the

SHarral, op. eit., . 117.

%John L. Fortson, How to lake F Lor Your Shurch
(Rew York: Associntion Press, 0.1943), p. 95.

1°Brcaie, oo0. git., ». 18.
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reader. FHe will then tell the story in simple and clear
language and follow un by generating cction. Important to
the success of ~ letter is the attitude from which it is
Wrltten. It should be loglcal ond sincere. Above zll, it
must not be lacking in the quality of humanity. Cold and
formnl letters bring no reasponse. The tone will be friend-
1y, but not disrespectful. It will be cordial without be-
ing presumptucus. It will be sincere without being over-
enthusinstic. The writer's warmth must be felt in every
line of the letter.'l

As 2 precaution the pastor should be warned not to use
lettors only for desneration drives for soliciting funds or
trylng %e lncrease membership and attendance. This 1s quick
Bulelde. These angles have been overnlayed and consequent-
1y the leyman's reaction is negative when he sees = letter
from the chureh,t?

An important item in letter writing is the stationery.
The importance of an attrzotive letterhead for a religlous
institution is quite obvious. Churches, beyond any other
tyne of organization, must be particularly careful to i'
create letterhends that are dignified without being gaudy,
rich without being -showy,.and impressive without being dull.

A letterhead represents an institution. It shows how it

llBl'odla, op. cit., ». 23.
121pa4., . 18.




30
dresces.!3 The letterhead might well advertise the church.
Let i1ts make up be insvired by some outstanding charscter-
istic of the church. For example, the tower, the door, or
the altar might be reproduced oﬂ the letterhead.

Use quality statlonery!lb A letter must be correct in
Bentence structure, npunctuation, spelling, detall, and
Bechanicnl layout, but no less important is the quality of
Btatlonery employed. Cheap stationery will receive a pro-
nortionnte resnonse whereas quality stationery will demand
attention,

“he use of color, a very effective attention-getter
end retainer, ie also an important consideration. GColor
Berves to ldentify a particular institution when mail is
ccmpeting with others for attention,

An attractive envelope alsc mesns, 4in all vrobability,
thet o letter will be read. "Too many deadpan church en-
velopes nroveoke an, '0Oh, 1t's Just another letter from the
chureh' attitude and consequently find themselves in the
vaste basket. "33

In many congregations the mimeogrephed letter serves
a8 the regular parish publication. Hore ideally the letter

will serve a2s agent of speclial imnortance, supplementing a

IQLQLQ.. p. 28.
lbm- » De 29.
15!.!&9- s D. 34,
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regular publication. Vhere 1t is used regularly it might
well serve ae the initial steo toward the mimeographed

pericdical nanap.
The Himeogzranhed Paperp

The most inexnensive method of getting started in the
bublication of a church peper is mimeographing it. If the
church does not have the nersonnel or money for issulng a
printed paver and wishes to introduce a periodical news
bulletin, a snall dunlicanted publication provides the sol-
ution. Such a nubliecation provides the answer to getting
conpregational news to the members. It keeps mewbers more
closely in t;uch uith one snother by treating interesting
and relevant news i1tems which, for lack of space, could not
be lncluvded in the Sunday bulletin. BSuch a mimeogranhed
Dublleation will alszo relisve the Sunday bulletin of its
news load and enable it to be devoted to a greatsr extent
to the worship servies.

The main advantage of the duplicating machine 1is that
1t 18 far less swpensive than printing. The time element
1s also important. MNimeograohed work can be turned out
glmost 2t a momont's notlce. It is very handy. 3till an-

- other advantage is the vast variety of work it can turn
16

out--multi-celored jobs, cartoons, granhs, ete.

165tuher, on. cif., on. 185 ff.
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Himeographed material need not be cheap or commonplace.
There are tricks in every trade. Little gadgets can be or-
dered from any mimeographic catalogue which will improve the
work. GSuch items might include: shading anieens, circle,
oval and sguare guldes, border and other decorations, music
gulde, type cle=ning brushes, lettering and shading wheels,
various lettering guldes, scope, celluloid rulers and tri-
angles, and church art books.l?

The mimeographed paper might well take the shape of a
regular newspaper. Headlines can be drawn in by hand or
cut in regular tyve style. In using the standard 8% x 11
inch size naper it will be well to divide the paper into
two columns for neater cppnearance and easler reading. Tpe
first impression which the sppearance of the paper offers
Will determine to o great extent whether or not the paper
vill be read. A neatly designed paper might well attract
attention, wvhereas the untidy and uninviting paper will de-
feat rather thon serve its purpose.

Extreme core must be exerted in the production of a
mimeogrephed peper. It 1s easy to produce a poor paper and
vYery difficult to produce a good paper. Of fifty samples of
church mimeographing submitted to a group of advertising men
for criticism, only two were found to be excellent. Nost of

the others were unattractive. Oomments for improvement

171b1d., ». 189.
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included the following:

l. Use better ink, better stenclls.

Ze Uge aldg from m1m=ogranh1ng comnmanies.

Je  Better lay out. Tendenocy 1s to crowvd.

L, The copy material 1tself shoulg be better written.

5. lo sparkls. Use imagination.l

S0 many peracns in a church can opverate a duplicating
mechine that there 1s o tendency to turn the production of
the parlsh paper over to almost anyone willing to take the
trouble %o produce 1%. The pastor is often hanoy to be.re-
lieved from the chore when the Walther League takes it as
their project. %The pastor serves as advisor or editor-in-
chielf, mt leaves the production of the paper up to anyone
ceapable of tyning and operating the duplicating machine,
in vhich case the cause of good public relations is some-
tinea defented. The paner will give evidence at a propor-
Tionate rate of the labor that went into its production.

The good paner will demand many hours of hard work and it

willl a2lisc further the cause of the church toward good pub-

lic relations.

The Printed Hagazine or Hewspaper

Unguestionably, a nrinted paper recelves more respect-
ful attention than one that is mimeographed or hectographed
or similarly produced.l? But with the superior quality

185poate, on. oit., p- 99.
195¢uber, on. cif-, p. 143.
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tomes Ainerecsed nrice. Often the price difference, however,
can be -covered by advertising. Even Aif there is no finan-
elal advantage through advertlising or even a siigh_t deficlt,
the advantages of the orinted nublication over the duplicated
¥ill be well worth the investment,20 '
In the ficld of the nrinted publications, two formats
come to the fore for ccnelderation--the magazine and the
Rewepaper. The former is perhaps the more attractive but
also the wore expensive. The matter of expense, however,
in the production of the magazine format has been largely
overcome by syndicated services. Various companies print a
Hegazine carrying advertlsing and sllowing space for a
particulor church's information in the quantity printed
for each cooperating institution. This plan gives the
church member a more substantial publication than h.e night
othervise receive, with possibly valuable religious news,
features, and nictures, as well as service from sdvertising.
One such firm prepares a six by nine 1nol_1 magazine con-
Yalning articles of general religlous interest and church
advertising. Two or four pages are left blank so that the
chureh buying 2 stivpulated number of coples may insert its
owdl material. Covers are imprinted with the church name
and other speclal information. 9ince this publication 1is

broduced cn a masse basis, it 1s cheaper to use such a plan

2001eeley, on. gif., D. 147.
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than to pay for the printing of an igsue entirely fillesd
wWith original materiel.?d
Various $ypes of church magazines in use are illus-
trated by the following:

weveral group production schemes similar to the All-
Chureh Press plan for newspaper style parish publica-
tione, are available (for magazines). Typical of that
method is the eight-page magazine issued by Grace
tiethedist Church of Catasauqua, Pennsylvania. A two-
cclor cover 1= used on the 8% by 12 inch publication,
wilth a plate that enables the printer to insert the
name of a different church for each run of the presses.
About one and a half of the pages carry advertising,
2ll of it local in origin. Little general material is
printed; the hulk of the copy pertains to the church
using the edlition.

“he Tvangelical Lutheran Church of Our Savior, Neva
and Jornelia Avenues, Chicago, 1ssues a smaller maga-—
zine, &} by 5% inches produced almost entirely by
mincogravh. The cover carries a little printing.
three of the twenty-eight inside pages are printed ad-
vertising, bought meinly by neighborhood shops.

Une of the wost professional and impressive magazines
lssued by single churches 1s that coming from the Riv-
erglde Church of New York City, The Churgh Honthly.
Seven lssues cost the subsorliber two dollars annually;
for this he receives a perlodical of polished appear-
ance and professicnal treatment. The issues contain
sermncns preached at this fawmous church and several full-
length srticles on Riverside sctivities, supported by
carefully selected and reproduced photographs. Size
10 by 7 inches, it is free of advertising, printed on
heavy stock, and a model of churchly dignity.

Bethany Fvangelleal Church, 2878 N. 54th 5t., Hilwaukes,
Wiisconain, issuea a monthly magazine, Size 9 by 6 inch-
es, ihe Betheny Community kigagenger is a letierpress
product, and highly successful as an advertising med-
dun, a typical lssue carrylng about fifty per cent ad-
vertising, or virtually half the sixteen-page edltion.
Its editorial content 1s in contrast to that of the

21&1.9,; » DD. 1B3=43.
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Alverside magszine, for 1t is almost entirely news
naterial,.

Identical in size 1s The Sherman Park Lutheran, an-
other lillwaukee publication, issued by the church bear-
ing that name. Thirteen of the twenty-two pvages, in-
cluding covera, in & pample iscue, were advertising
caony; the remalnder was standing directory material

and news stories as well as a little general religious
infornation of a feature typve.

A hybrid printed publication is The lt. Olive Lutheran,
of the lMilwaukee church thus named. This institution,
at Vashington Boulevard and 54th St., issues a six-
poge comblnation newsnaper and magazine, self-cover
type, with the odd size of 12 by 6} inches, Sunnle-
nenting the monthly, which also is an innovation, is
the [if. Olive Renorter, = two-page duplicated weekly
containing the mest racent news, promotional material,
and reminders of sctivities.

Une hundred and £Afty thousand ocirculation a month is
clalmed for The Church Bulletin, = Roman Cathollc groun
nagazine eirculated in the New York Clty =rea. leas-
vring nearly 6 by 9 inches and containing twenty pages
of advertlising end news materisl, this publication is
in part particularized to the subseribing church; it 1is
commerclally nroduced. Catholle churches in all the
Hew York boroughs as well as parts of New Jersey, Conn-
ecticut, Long Island, and some Hudson River shore line
communities, distribute 1t to their members.Z22

The program of the syndicated services 1s also avall-

in the newspaper format.

In wost instances a newapaper 1s preferable to a mag-
azine, It 1s doubtful whether there is any adult in
the Unit2d States who does not read a newspeper, where-
as the magazine public 1s limited. Add to this the
%em of production and mailing costs, and the dsclslion
in favor of a newspaper comes easily. . . . The final
criterion of any institution's publication must always
be measured in terms of effectiveness rather than in

221v4d., po. 155-56.
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terms of beauty.?23

The silmlest naper, nroduced by the local nrinter, 1is
& four page publication. The most economical page slze, to
begin with, measures elx by nine inches. An alternate
8ize, to allow more space, is an all-over page measurement
of nine and one-half by twelve 1nc!.ms. The first mentioned
pege wlll accommodate a maximum of three columns of tyne,
vwhile the second will take four columna.zl"

The fellowing are examples of newspaner format:

Ascenslon Lutheran Church, 1236 S. Layton Boulevard,
Hilvaukee &, Visconsin, has for a number of years is-
sued Ascengion Newg, a four-page monthly newspaper,
size 12 by © inches. An editorial board of five per-
sone fills it with news. '

#he Tules Herald is issued by the All-Church Press of
that Uklahoma eity. It 1s a six-~ to elght-page stand-
ard-size nswenaper printed for many participating
churches. On its firet page is material only about the
church buying its own edition; included are the order
of cervice, a pastor's editorial and miscellaneous
newa. The inslde pages are similar for all churches;
advertisemnents share the inside nages with generzl re-

ligious news,

Une of the unoet wldely known parish publications in
the United States 1s The liesley Newg, issued by Vesley
fiethodist Church, Marquette and CGrant, iMinneavolis &,
“iinnesota. This 8-page, 17 by 1li weekly tabloid has

achleved a circulation of 7,000, Its slogan 1s:
"+ « « 2 liberal, tolerant, progressive Christian pa-

ner devoted to peace and goodwlll among men." Issued

33Hrbert ¥. Knopp, "The Organization of a Public Re-
lations Office," P za F I 2ublic R

dations July and 1049, sdited by Herbert Vi. Knopp and
Roberta Ihde %%elparﬂ;o, mhana: Valparaiso University),
p. 27.

%BrOle. Oon. m.’ De. 59.
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for one of the larger Methodist churches, with a
dovntown city loestion, 1%t is financed nertly by ad-
vertising and nartly by a dollar-a-yaear subseription
charge. Jenerous use is made of departments, car-
toonz, and spseianl articles,

From the First Baptist Church of Richmond, Virginia,
comes a four-nage monthly, size 8 by 11 inches, on
si'll.‘icli naper., It is characterized by many :h:rt nelrrs
2uorica. The Friendly Vialtor carriss a plcture o

the church building as part of its heading, a familiar
tradennrking device.

’i;.v:n:.::m of the papers issued by the largeg He]l':\reg o
iemples of the nation 1s The Bullefin of Temple Be
El, Detrolt, Michigan. A four-page business letter
slze weekly on enameled stock, ite photograpvhs repro-
duced with execeptional clarity on the all-too-rare
occasions that they are used.

For a querter of a century the First MHethodlist Church
of fvonston, Illinois, has had either a2 magazine or a
newsnaper. dost of that time The Firgg Church Review
has been = 7% by 11 inch weekly newspaper ranging from
four to eilght nages and obtalnabls for fifty cents an-
nually, Just as is The Bulletin noted above. Also like
ihe bulletin i1t does not solicit advertising. Hews is
enohapized but there alsco are such general materisls

28 a pnstoral prayer, a motlon pilcture gulde, book re=-
views, and short genersgl religious articles received

from cutside sources.?
The comparative value of the parish newspaper and mag-
azine has been summed uo thus:

The Parish Newspaper

Advantages Disadvantages
Inexpensive to publish Ephemeral in appearance 4
“ulekly produced Limited in space 3
Cheaply mailed Fmphasizes only short cony

Timely and up=-to-tdate
Fmohasizes news angle

‘?'5h'olseley, on. eit., pp. 155-56.
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The Parish Megazine
. Advantages Disadvantages
Ulgniflied and appropriate lore expensive to produce

fleproducsa pictures well  Low news value 26
Creater nermenence Infrequent in anpearance

;i::;{;,ciw tes more adver-

is far as nopularity goes, the parish newspapers or
Quasi newspaper-magazines, rather than the standard maga-
zine, rank firvst among Amerlcan churches. The primary func-
tlon of a church publication of this type is to inform the
church constituency.2?? Both newspeper and magazine, if well
done, can go far to spread good public relations for the

church,
Finaneing the Publication

Various methods e¢an ba emnloyed to finance the opro-
duetion of a narish publication. One method is to place
the entire burden upon the congregational budget. In this
vay, wlth a designated amount set aside in the budget the
publication will experience no financial difficulties. In
Tew cases, however, will the congregational budget be able
to stand the strain of such a proceduras.

Special offerings are another possible solution to the

problen. A project of this scope, however, can never con-

261014, , p. 142
271pid., p. 143.
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8lstently rely on specizl offerings.

ifuch ie to be sald for the subscription basis. A pub-
lleation for which individuals have pald directly 1s likely
% gain their loyalty and reeding time. But churches us-
Uzlly are not squipped to keep accurate records on sub-
gerintionz in any quantity. The bookkeeping may cost more
than the parish publication can bring in,28

Another posgibility is to finance the publication
through sdvertieing. In such e cnse the pastor should first
ctonsgvlt the chamber of commerce of his community. Suoch a
body often has an sgroement with business concerns that no
organization may solicit sdvertising for a publication is-
sued loeally without a permit from the business groun.2?

Zoo often a merchant purchases advertising space out
of kindness and with a feeling that this procedure is simply
2 disguisced method of obtalning an additionel contribution to
the annusl budget. This uneound bazsis for buying advertis-
ing space will lead to embarrassment later, for vhen finan-
olal condiitlons are more stringent these merchants will
withdraw their support and the peper will not survive. Only
solicitation of valuable and profitable advertising will
make the transaction sound and businesslike. Solicitation
should be done by someone who 1s competent. He or she

281p14., p. 146.
291bid., p. 146.
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shoul.d know how to schedule and place the advertising on
the peges, handle the proofs, prepare bills, and other such
Jobs. THe must know what is gecmly and unseemly for the
church. «very transsetion megt be comnletely honest. 30

Hates for church advertising of this type are usually
lovw because ciroulntions also are low. In setting rates the
church should consider what other institutions are charging
Tor pimilar space and circulation, the cost of production
and the tynez of advertising to be carried, n

Ho cne method will solve the financial problem of the
Publication. A combined supnort fron advertising ond the

congregntional budget willl offer one solution.
Style and Content of Parish Publications

If the format of the publication is that of a news-
baper, 1% will do well to imltate a creditable newspsper and
not a technically ineffective one. Headlines will be as pro-
feaslonal in calliber as possible, conyreading will be care-
ful, style will be observed, and the writing will be concise
and, slthough human, not sentimental. If it 1s a magazine

the pages will be planned and pilctures selected with care

and properly cropped and reduced, with adequate cutlines.
The purpose of a publication will determine its contsnt.

NO1v3d., ». 187.
Limg.




b2

If ite purpose is to keen the congregation up to date on
church news, the publication will obviously emohasize that
type of content. Depending uoon the postal arrangements, a
broporticn of the content may have to be what is known as
general material. This will ineclude general religlous news,
book reviews, nrayers, and the 1ike. This is advantageous
ﬂnanc:l.all,v, beeause through it the malling cost i1s reduced
to 2 fraction of what it would be otheﬂlee.32

Content of the publication might well include:

1. Routine news--regular meetings and activities.

2. Community =nd church nows--interdenominaticnal wvork,

comnunlity interests, religious and national obser-
3. nggff'l. events--suest nreachers, ete.
k. Holiday cbeervences--Lenten services, Easter, ete.

Se Summer gservices--VBS, outdoor services, mission

festival.

6. (enersl sctivitles--Every-member canvas, adult
avangel iam,

7. Pastor's program--sermons, visitations, out-of-

town eslla,
8. lational interest--mission work, national religlous

9. :-lgggfnp--preparmg the people for Sunday's worship.>33

It is wise %o usge lnspiration messages, serions, oray-
ers and the like sparingly. A parish paper or magazine that
becones merely o propaganda or publicity organ is soon neg-
lected and dierespected. It must have news and other re-

liglous information.¥ The story of the church is important--

32104, , b. 189,

Psrodse, on. git., p. 60.
3!"t*m:l.lae].ey, on. eit., ». 152.
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28 News and ag history. It should be accurately written on
a current veck-hy-week or issue-by-issue basis. Accounts
not written at the time of occurrence are often.lost large-
1y beenuse facts are forgotten. The writing of a gnod pub-
lication will slways be in good taste and on as high a
standard of eraftmmhahl.p as possible.

Knowing a2t what level to focus a publication i1s a
tremendously important and knotty problem. It 1s as easy
to underestinate the intelllgence of a group as it i1s to
overestimate it. In dealing with mass opinions, i1t must be
remenbered that over the last few decades the American pub-
lic has become one of the beat informed in the world. All,
of course, are not of the intelligensia either, but the
¥riter will do well nnt to focus his efforts at too low a
mental level. DBut, regardleas of the mental level of the
people, "you cannot insult the intelligence of any person
by using simole words in preference to involved words. n35

In parish journalism, the writer will be appealing to
all age groups--to senior citizens, to the family relation-
ship, to the teen age groun, and to the children. This
calls for a wide variety of topics, especially to hold the
interest of the teen ager. They need:

1. Clear, understandable religious material.
2. Interpretation of the nature of the church,

35Ben jamin P, Browne Mimm’:nalug doday
(Philadelphin: The Judaor'z Press, ¢.1952), p. .
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docctrine, the Bible, Christian history.
3. Internretation of the young person's place in soc-
lety and how he may bear witness tc his Christian
Talth.

%. Youtheadult relationship know how.

5. Uomment on boy-girl relationships, sex, recres-

. Yion, soclsal drinking. 6

U, Interoretation of religious experience.?

The church sditor will strive to make the paper loock
good. The attractiveness of a paper does not depend alto-
gether unon a large printing budget. Layout is one of the
weakest polntas of moat church-printed material. Good lay-
out is meostly = natter of aye appesl. A study of adver-
tlsements sppearing in megezines will present ideas for use
in the variszh nublication.

i1t is amszing what a good layout, well chosen type, and

lotas of white space can do, If you want your paper

read do not present nage after page of solld tyoe.

tven the most failthful church member will not wade

through that. iake your paper a public relations

force, ’

4+t is unwise to select the cheapest printer unless
there is renson to bslieve that he i1s good. The wise edit-
or will utilize the printer's heart as well as his head.

The better aoquainted the editor is with the printer the
bestter Jjob he will receive. "Expect good service and do not
. be afraid to reject bad work,"38

"Any good story can be imoroved a hundred fold with a

36%'0 De 77.
375tuber, op. olf., ». 121.
38Fortscn, on. git., p. 99.
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£ood nieture."3? Pictures are valuable in telling stories,
in preaching lessons and in recording historicsl data. Plc-
tures 1n any form are a concern of public relations because
they offer one of the beet means of getting an idea acroas.
But 1% is not enough for a photograph to be an accurate plo-
ture of n scens or a verson. It mus$ also communicate a
Teeling or an idea, deplet a dramatic situation, suggest a
story, or indleate action. Pilctures are interesting when
people are included. A steined glase window may be out-
8tanding but the guality can best be told by the look of
interest on the faces of those shown inspecting the window.

capnble amateur photogranher, who 1s a member of the
congregation, will find a welcome place on the publications
8vaff. Ile will be assigned to special events and will have
Pletures of Yhe panstor, teachers, choirs, congregational of-
Ticers, commltteee and the like on file.

Charts, graphs, and tables ilght alse serve as valuable
story tellers in the parish publication. Colors, tco, can
e veseful. They can be employed to catch the eye and to
direct attention to certain spots. But too much 1s bad.

Red should be confined to headlines or decorative pleces.
Text printed in red 1s hard to read. Creen is hard on the
eyes. Light colors on white paper become almost i1lleglble.

Different colorg have different reactions. Red, yellow, and

398:'9&.19, op. oif., p. 108.
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orange are varm colors, suggesting light, heat, and cheer-
fulness. Green, blue, and violet are cool colors. Shades
of blue may create the impression of tranquility and calm-
ness, %0

“hether lighted with color or not, the parish publica-
tion hog an imoortant mission in representing the congrega-
tion to 1%ts people and to the publie. It is much like the
Old-fashioned country weekly in that each reader knowe al-
most all the other remders and all the readers know the
editor nnd he knows each of them. It is a private publica-
tion, however, and should be neither as cold as the secular
bBooer or magazine nor as familiar as the editor might be-
come with his closest friends.”l It will find 1t necessary
to steer a middle of the road course to offend no one and

to imprese everyone.

"'oFoz-tson. on. eit., n. 97.

b1,

Olseley. ﬂ- m.. p‘ 151.




CHAPTIR V
THE PUHRLIC PRESS
The Church-lewspaner Relationship

“he church which is interested in sculs is interessted
in the communlty and its invitation to the community can be
effectively extended throvgh the newspaper. The ecolumns of
the comunity and metropolitan newspapers which ecarry the
Lutheran name regularly are opening doors for the church.
Fallurs in this imeans, at least notentlally, the losz of
inny a prospnective visitor and eventuslly nember.l

Fegnrdlesa of other competing mediums of inforum=tion,

notably the radlo, the newspaner continues to be, znd

robably will remaln the outstanding medium for in-
fluencing public thought. It 1a therefore of the

higheat importance that those working in the field of
religion lpoarn how to use the newspaner to the greatest

advantage.

Some may cuestion the value of newspapers in this day
when telavision aeriale are strung over the city roof tops
like mo many miniature clotheslines. Burely radio z2nd tele-
Vision ean tell the story quicker and more realistically
than a newspaper. But nelther radio nor television has yet

reached the point vhere it can "bottle up the news until a

1-‘-23113;;3,}; of Practica) Church Hopk (New York: Lutheran
Prega, 1945

s Do 1.

2y. Austin Brodle, Keeninz Your Church in the News
(Philadelphias The Bl&kiston Comnany, 0.195%?. p. 1l.
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Person is in slippers and an easy chalr and ready for it. "3
lelther can they offer one long mccounts on specialized sub-
Jects, P

dome may think that with the advent of television and
tontinued prowth of radio the days of the newspeper are num-
bered or at loast thelr Anfluence oramed. But yet it is
probable that thore is more reading done now than ever be-
fore. The newspaper is not losing its touch and the church
Will be wise not to lose touch with the newspaners,

The first sten toward good press relations is to under-
eland what goes on inside o newspaper office. It iz neces-
Sary %o study a naser because each paper has its own pecu-
liaritics. Some concentrate on long stories with details.
dome prefer fiashy news, while others spsocialize in news
features,

Ffetablishment of cordisl prese relations is by far one
of the most important steps toward schieving success in re-
llglous publieity. By arranging for an interview and meet-
ing the editor-in-chief personally cne may discuss problems
and learn the newspaper's policy regarding cony, deadlines,
use of nletures, and the newspaner's particular style.

Another nmember of the staff of interest to the churchman

R Thde, "N Rechniques, " First
r oba;;a x de, & ewspaner Heo o0 m'ﬂ%tﬂ -~

'-nm | ]
Herbert V. Knopp and Hoberta ihde (Velparalso, Indiana: Val=-
paralso University, c.1950), »n. 1&.

- | |
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1s the city editor, who heads the news department. All local
news ie cleared through his hands. He can offer helpful as-
8istance and advice to the religlous writer. But it will be
wise to atrive to immose neither on his time nor on his good
nature, %o insure o lasting and helpful friendship. Best
Vislting hours for the clty editor are as early in the day
£8 posslble, bacause he has most time at his disposal when
he arrives for his day's work. 'News material should be
brought to him persgonally, Af possible. It is profitable
%0 pay on occasional friendly' vizit to keen contacts fresh.

Heligious news 1s of such importance to newsgpapers that
os% of them have a religlous editor. The church page on
nost newsnapers rungs on Saturday. This department handles
all routine religious stories concerning the week's progran.
The churchman shovld know the churech editor or the nerson in
charge of this page intimately. The relationship should be
friendly and reeiprocal in nature. Cooperation 1is a:l.gcerely
anprecinted by the echurch editor and often lezads to prarerréd
conaldere.tion.l’

Aslationships batween the church and press bring obli-
#ations nlso. If o clergyman has a story, he is expected to
share it with the press. This relationship also results in
publicity scmetimes heing forced on a clergyman when he
nlght rather not have 1t. His attitude in such ocircumstances

koroase, on. olf., p. 41-50.
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18 important. lc newspaper can compel a minister to impars
information he does not care %o reveal. The roporters are,
however, entitled %o courteous and reasonable treatment.
Yhen the church is involved in an embarrassing news inei-
dent, the nreass 1z entitled to have the story. It 1s wilae,
in such a ease, for the pastor to cooperate with the re-
porter, else he will obtaln the facts from less reliable
Sources and thus do greater detriment to the name of the
chur-ch.5

There is a great desl of misrepresentation and misun-
derstanding about "contacts" and "knowing the right people"
in newspeper cireles. Of far greater importance is produc-
tilon of valid news cony which wing the right to publication
on 1%s own merits. Good copy 1s the best press relations
there 1s. To obtain more and better news for your narighi

1. iinke use of avallable. talent in your parish. If a

laymen ls not capable, train him,
2. Cooperate with the press.
2. DBe of help to the newepasper. Help reporters.
Ald them in use of church terminology.

be Anticlpate the newspaperman's needa. Help the
nhotogranher.
Ce [egording immortant statements, speeches, ser-
mons: prepare mimeograched coplea in advance
Tor reporters so they can report more accu-
rately wvhat you actually sald.
de Let newapapers know they can rely on you.
2. Don't be too busy for reporters.
3. ELstablish friendships with the staff.
4. Observe newspaper mechanics and ethics. Be prompt,

5¢arl P, H. He
. H. Henry, Sugcessful Church Publicity (Grand
;l.gz;ms, iichigan: Zondervan Publishing House, ¢.1943), p.
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courtecua, 6

Unfortunately the relationship between church and press
13 not s cordinl as it might be. The church complains that
1% does not get enough svace and that the press warps the
News about church and religlon. The press complailnz that the
church does not help i% get the nows and does not understand
why i% handles the news as 1t does.

Although the gathering of church news is a routine Job
and fundamentally simole, few newspapers do 1t competently.
Too often the church editor is a nerson not well informed
about church history, denominational differences, church
archlt=zcture, mnd the viewpoint of religlon. The church
editorship 1s not considered one of the prize assignments,
henee the most ambitious s Vigorous newsnmen are not -patl.ent
with 1%z z-equl.rements.7

liewsponers are in business first of 21l to sell napers.
Lo do this rsquires n news content that will interest read-
ers bscauvze of 11: timeliness, freshness, or novelty. An
editor cannot afford to print a statement Just because 1t
1s important. It must slso be interesting. The success
experisnced in getting releases published is determlnad. by

613112
rd Augustus Pleuthner, liore Powyer for
(liew Yorik: Pa.r:gru, Straus and !c'mng, c.1952), bpp. 311 rf. -

. "Rolana . Wolseley, Interoretins the Churoh Teanch
;fﬂ”' aﬁ; __ag;.g (Ph:l.lad.zlphlaa Muhlenberg Press, c.1951),
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OW well the eovents that are important are made t0 seem in-
teresting to the general public.®
A newsoaper that prints much church news in o community
ot intercsted in church newa, at the expense of whatever
00py the publiec is interested in, cannot survive finznclally

Without subsidy. The history of American journalism 1s full

of instonces of well-intentioned publiocations that falled

because they nisinteroreted vublic taste or were unwilling
to gratiry it.”

Churchee, in their attitude toward the newspaper, can
be divided into three clasaes.

l. %The Unavare. They are unaware that there is any

) relationship betweon church and newaspaper.

Z2e The Criticizer. Vith this class the newspaner is
all wrong. Xt overemphasizes crime, sex, and scan-
dals of all sorts. It is commercial and untrust-
worthy. It has no consclience. It gives columns
to actresses, nprize fights and horse races. It 1s
%o be aveided and denounced.

3. The Cooperator. He recognizes the evils and short-
comings of the newspaper as Judged by Christian
ethics, but he also ages in i1t a mighty instrument
Tor pgood. He cooperates in every way possible. He
vigits the newspaper plant and becomes acduainted
with the versonnel. He commends the naver on_1its
fine points. He exhiblts charity towards 1t.10

It does not pay to comnlain about the newspaper. But

1% does pay to make constructive oriticism to the vaper.

Cjonn 1. Forteon, How o Hake for Ycur Church
(New York: Assoclation Press, ¢.1943), p. 130.

SWolseley, op. oif., ». 20k

10
Willinm Bernerd Norton and Hewsnaner (New
York: The Machillan Gompw,’e.19309. DD. 1l-2.
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They appreciate 1t. Often the church's oritioism, however,

18 nog constructive. The church finds many points of error

in the Newananer's coverage.

1. Instences of confusion are frequent.

2. liewspapers ery froquently in the use of the word
nastor. (A pastor 1s a minister in charge of a
church, )

3. Feclesiastloal distinctions sre confused.

4. The church ewpects a newspaper to understand the
nomenclature of its differing classifications among
different denominations,

5. The church expects the press to glve recognition
to the sincere and honorable purposes of the church.

6. The church is sensltive over stories regarding the
reputation of a minister.

7. The church expects the press to be faultless in
expresaing the truth.

8. There is » constant temptation for the newspaper
%o exploit critilclsm of the church, its weaknesses,
fallures and departures from the highest standards.
If n speaker leuds the church, he is very apt to
g2t less newspaper space than Af he finds fault
with 1¢.11

Zqually =% fault in church-press relations is the

church., Cne viewpoint of the daily newspaper is that the
church often ssems dull in understanding newspaper psychology
and praectice. The chureh seems to prefer to 1ntruot_ the
hNewepaver rather than to learn from it. Deadlines also cause
mRlsunderstending. The newspaper regards the time element as
highly important, a fact many ministers and churches find
herd to underastand,l2 '

Edltora' bigzest complaints against clergymen seem %o

1l¥orton, op. oit., pp. 226 ff.
121034., pp. 206 ff.

g L]
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be twofold, The clergy will not cooperate and theéy do not
know ¢he difference between a good news story and a poor
WS story.13 According to the reports of the editors, it
f0ens thet the clergy elther falls to learn the simole
8%tens in the vrocess of presenting and preparing of nsws
Or mlsinternrets the functions of the news story so that
Valuable publicity space la loat.

Newsnaper edltorial department emloyees who handle
church nows say that churches too often fail to send in copy
about their activities or %o keep the paper informed in other
Waye; that much of the copy coming 1n‘ is badly prepared,
showlng not the slightest idea of the newspaper's way of
doing things; and that frequently newspapers are scolded for
the way they handle church news when they do not deserve
such treatuent.

Various snall town editors complasin, "The churches
seen unawere of the value of publicity." "We publish all
church notices but the ministers seldom bring us anything
for publication.” "Could use more church material if church
leaders knew how to work with us. wll _ ‘

There 1s no select road to effectiveness in a church
leader's relationships with the press. Unly experience,

8tudy, observation, and a oritical evaluation of his own

1313:'0&19, op. cit., ov. 117 If,
J“"*-‘ﬂlse:lre'ar. on. gif., pp. 69-70.
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tacties eon bring oroficlency. He will aeek to understand

the functions and proulems of editors, so that he will be
able to judge chureh coverage from the edltor's viewpoint.

Pffestive press relations cannot be reduced %o o for-
tla, but 1% is evident that mutual confidence is the sound-
95% foundation for improved relationships between the church
and the newapanew,1d

If o clergyman can present himaelf to an editor as one
familiny with news wrlting, he wlll recelve ready coopera-
%lon and will enlist gnecial interest in his ministry. Vhen
the chureh editor is on friendly terms with a2 news minded
clorgynsn he will not hesltate to call him for intelligent
Coumment on current news. 16 Pastors who enjJoy the best re-
lationships with the press often inconvenience themselves
to give reporters feature stories. The pastor, as well as
other members of the staff, should never be tbo busy to see
2 reporier. The newsman may have a deadline to meet in
thirty minutesz. Xt pays to keep excellent relations with the
hewspaner even if it means inconvenience at midnight. 17

Newspapar space is limited. The editor has the task

of trying to plemase hundreds of readers, each of whom has

155tewart Harral Public Rﬂgﬂ,ggg Loxr Qh?fghgﬂ. (Hew
Xork: &b.lngdon-cokaal'mry Press, c¢.1945), opn. 55,

16Henry, on. git., ». 126.
17Harral, on. git., P 5l
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. 3 Ntcrests and desires. The editor's first duty

¢ Teaders. If a newspaper has betrayed the con-
Tldence of 334 readers, it has lost everything. If the ed-
1%or hue been generous in giving space to news of religious
arran‘-‘l. 1% ie not wise to strain this relationship by con-
tlnuaiyy demanding more.

mn

“he churchman might do well to remember that the editor

1s humen enough to apnreciate words of pralse. But it is
¥iger to compliment too 1ittle rather than too much. Edi-
tors are allergile to too much baokpatt:l.ng.la

The Church in the News

Vhat 1a News?

For the small town paper any church news is worth
printing. Ho matter who the editor may be, he is favorable
Yo religious news. In the majority of communities the church
1s the most important social fact.l?

in determining the news of the future, churches will
find o calendar to be of service. It will enable the re=
porter to nlan in advance for pres-s relcases. News items
worthy of nress release might be gathered from the following:

f. Heliglous Services. Excerpts from sermons, future

J'Bm'a D. 46,

( 19 neodore R. S11ls and Philip Lesly R
Chiengo: Richard D. Imnn, Ine., 0-19155’. p. 243.
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2?$m°n tonies, visiting speakers, the good choir,
tauentea organlst, an increase in attendance, fu-
urs communion gervices, church holidays, speecial
eventa, and anything that 1s of general interest.

ﬁctivitzes of the Pastor. Hias visits, esick calls,
pDostegraduate studles, activities of his family,
returns from vacation, what he has done to imorove
the church, preaching at neighboring churches, fu-
ture plans.

“arish Vorker Activities and Deaconness Projects.

Actlvities of Individual Members. Each member
should lead - Christian life and so be o symbol of
Christianity in his neighborhood, should have re-
liglious books in his 1library (sse Concordia Pube
lishing House 118t of books » 1ts veterans in ser-
Vice--men and women--away or home on leave, re-
cinlents of valedictorles or speclal honors in
schools of higher education.

~unday School Newa., Show advantages of Sunday
ZSchool attendance for children, stress the fact
thet your teachers are well trained in Christian
doctrine and in the handling of the children ene
trusted to their care.

Church Societles. Activities, meeting highlights,
such ae what went on, who spoke, who was elected,
future plang for the good of the local church body
and the commnity, future convention nlans. Loeczal,
district and national LLL, LWML, Walther League,
L.adies' Ald., Fellowship groups, athletic teams.

Voters' Meetings. Flections, new misslon stations,
reports of delegates from district and national con-
ventions, budget news, surpassing of budget quotas
for past year, new quotas, bullding program, hap-
penings of community interest.

Speciesl Services. Christmas season, Lenten season,
raster, Mission Festival, Reformation Festival,
Lutheran Hour rallies, church anniversaries, wed-
dings, baptisms, deaths, confirmations, social af=-
fairs of church soclieties.

Activities of District and Synodical Boards as re-
lated to local churches, new churches, larger bud-

gots, benofit to community.
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Jde Church Institutions. Academies, colleges, orphan-
2ges, homes for the old people, blind and deaf mnig-
slens, cripnled children activities, activities of
misslonaries. All of these exert a definite human
intereat aonpesl and readlly find their way égto the
various religlous and secular publications.

Human interest stories are front page news. They are
terse, to the nolnt, and interesting. But only on rare oc-
caslons does someone recognize religlous news with a human
interest background., "These 1ittle 'headliner' human inter-
eat storice are of such immense value to religion that one
fust lesrn to recognize them on sight and rush then right
into pring, 121 '

the "feature story" i1s also news. It lends itself
easily to the interests of the reader. Some unique phage of
an institution's program, come uncommon type of a church ser-
vice, besutiful iiturgleal music--these make for the best
type of the "feature stor:}. " Also a good news item iz the
historical sketch.

Yilnisters also meke good news stories. They are likely
to be too modest and to shrink from publicity. This atti-
tude is o nmipteke. They are public leadera, appointed to in-
fluence the thought of the community. Content to address
hundreds from thelr pulpits, they are overlooking the oppor-

2073 Ppoa J. Kreft, "What to Write About," Bettering Our
, Bt. f-ou.‘l.st Pastor's Vorkshop, July 29,

Relations
1955 (mimsogravhed manuseript).
?liroaie, op. oif., . 6.
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Yunity to »mench thousands through the press. A preacher

8y be humble, earnast, and conaclannoﬁ. but in retiring

from the press he is thinking only of himself rathsr than
his eausge, 22

Sermons, %oo, can be news Atems.

If o sermon is good for a looal congregation, it is

also worthy of a larger hearing. A good sermon should
nzve as wide a hearing as nossible. Those portions of

a4 serion, relesvant to the public, should reach the pub='
llc press. Fridey is the time to send in a Monday morn-
ing sermon report. If At is newsworthy, properly pre=-
pared, and arrives at the newspaper office in plenty of
time, 1% otands a good chance of getting into type.

¥ake everything clear. Use words which the average
reader can underatand. Be prepared to supnort every
statement that you make. You will be judged by what

you nut inte nrint. Be humble. Be brotherly. You are
representing not only yourself but also your church.

?G'rn the publlc relations responsibility cannot be over-
001:"71.

in preparing the sermon material, (1) use ordinary 8%

by 11 inch white typewriter paper. (2) Double space.
(3) Use only one side of the sheet. (&) Allow at least
an inch margin on either side. (5) Begin typing a quar-
ter wvay down the page. (This allows for editor's cap=-
tion noterial). (6) Begin with lead paragraph, explain-
ing the velease. This may include two paragraphs.

An edlting vroblem which a good public relations man
can turn to hila ndvantage 1s the glack news season. The
Chrigtmas and Faster seasons are crowded by all Christian
denominations. But the Lutheran Chureh has its particuler

22,
Robert Cashman, The Businesg Admlmnn)st a
Shurch (Chioago: Willet®, Olark & Company, ©.1937), De 53.

235tanle

y L. Stuber, Public Relations lanual for
(Garden City, New York: Doubleday & Company, Inc.,
€.1951), pp. 50-52.
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h°1‘-'-15"¥3. such. ns Refornation Day; 1% also holds services
On. Ascensicn Day, vhen .few other groups do, These are
Blacik religlous news geasons and can be used to adlvantage
by the Lutheran Ghurch.za
Clergymen persist in handing in.trite 1tems about
their sermon topies sond hours of worship, feeling .that this,
in 1tzelf, conetituies good newspape::- publiecity. Or, aince
by nature of their ealling they are propsgandists, ministers .
ere %00 often interested in getting prope.gancia into the
Newspaner rather than the news, in wvhich they should be in-
tere=ted. News ccetually 1s the best propagnnda.zs
IT the local pastor wishes to let the unchurched know
that his parish 1s not just the Gothie pile at the cor-
ner of State and Main he can beat do so by trying to
malts the religlous news in the loecal press reflect the
vitolity which i1s being shown in these days by a work-
ing Christisn faith. IT the religlous news is vital,
if 1% shows the emerging soeclal strength of modern
Cheistianity, then the unchurched will seek out the
local church. They will never seek out a religion re-

bpresented to them by a flock of one-paragraph announce-
mente of rumage sales.? : :

tood church newé is news that shows evidence of the

Gosnel in aection.

Yhat do I mean ‘ spreading the gospel througil the news?
£ msan that e‘.rei?i‘)rr week thsare are events which show how

the Christian churches are trying to solve the social
and allled problems that dominate the livea and inter-

2hinde, on. gi%., pp. 16-17.

25}‘101"&0“. DDe m.' Pe 3.

283ames 0, Supple, "Church and Press--Enemiss or Al-
lles?” the Ohrietisn Century, August 17, 1949, pp. 960-61.
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0ats of millions. The loeal pastor needs to grasp the
fact that telling about these events is doing a better
J40b of evangelizing the indifferent millions than would
De the listing of 25 sermon tonies in the same space.
+f 1%'s publicity for his church that the pastor is
arter, this evidence that the church 1s really accom-
nllshing sonething somevhere relevant to men's =ctusl

diffieulties 1s the best publicity conceivable.

A% an fmerican Press Institute seminar at Columbia
University I was asked to analyze for editors from all
over the country the church pages in their papers. It
vias gratlifying to see that most of them gave conslder-
able gpace to the churches, but i1t was appalling to asee
how the gpace was used. I waded through column after
colum of agate-typre announcements of meetings and ser-
mon titles. One paper contalned three solld columne of
seruon topics draped around four columns of advertlise-
ments listing the same sermons! And in all this ex-
pande of space there was precious little to indicate
that anyuhere the church was really doing something,?2

“he reason that more church news does not reach the
hevwepapers is the fault not only of the paper but -a.'l.sa of
the church. Many religlous news writers fail to estimate
the nolnt of interest of the newspaper reader. They often
Teel that the work of thelir church or sect is not important
enough %o warrant newspaner gpace. They fall to reallze
that the news of thelr church is of interest:to other denom-
inations, t%oo.

The church writer need not be afraid of overcrowvding
the newsnaver with copy and newa. They will decids whether
or not they will nrint it. If a name has appeared in the
newspaper ninety-nine times, it is easier to get 1t in the
huniredth time than it 1s the first time. The more familiawr

27&;&-. p. 961I
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the nan- or - church and of a minister is the more 1t ap-
Peals %o o wide constltuency. The law of the newspaper is
ot to make the small great but the great greater.za Hews,
in the finea analysis, 1o wha.tev:a:' the city editor says 1t
13.2% The churchnen must leern the policy of a newspaper.
Who ies its publie? This public must be satisfied. The city
editor knows who his public is. All newspapers print church
news (news of the ingtitution) but few print religlous news
(philosophy of the church). The latter 1s considered %oo
abetract or controversisl, The former 18 general and safer.

“he church may be in the news when it has no intention
of crsating news. Such items as ths marriage of the minister
%o a wealthy widow in the congregation 1s news, although all
involved would pather not have the ltem appear in the presa.
Internal church strife may serve as excellent news material.
In such instances the press will be out in search of the
news. The first thing for the churchman to do 1s to see the
eity sditor and treat the matter frankly and openly. The
¢ity editor, not the reporter, judges what 1s newsworthy and
for that reason he should be consulted. In meny instances
he will drop the news item, But if he plans to print it,
the churchman will find it to his advantage to cooperate in
the gathering of the news, lest the rsporter seek unfriendly

28yorton, op. if., pe 11%.
29‘:-’olaeley, op. eit., ». 206.
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B0urces for his Information. The reporter in search of ine-
Tormation is representing an orgenization. The interview 1s
88 wnpleasent for him gs 1t 48 for you. But he has an as-
elgnaznt. lio mevorter and no newspaper cen compel o mine
1s%er %o @ive out infornation he does not care to revesnl but
the prese is entitled to falr and reasonable treatment. The

mnister can at loast state, "I have nothing to say. "0
Covering the News

~hen the loeal congregetion hag a speclal event, a
Speclal invitatlon should be sent to the press. A note to
the eiltor or o telephone call will bring a reporter and
perheps o photo;rapher. The news staff is the church's
frliend. It offers free publiclty and so it 1s well if the
churchman 1s acquainted with and knows how to get along with

the rencrter.

l. g frank and honest. If you cannot answer his
duestloas, expleain the resason why.

2e Try in every way to be helpful.

3. Ile recentive. Do not delay a reporter.

L. If you expect full publicity at a meeting, invite
reporiers.

5. If a reporter has garbled facts, take the matiter
u2 with him before complaining to his superilor.

6. To not play favorites. On the other hand, if =
renorter oreates his own exolusive astory and comssg
to you for fonﬂrmation. do not divulge it to other

renorters. 3

yorton, op. oit., pp. 139-40.
3¥ortson, gp. gif., pv. 134-35.

_
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T 1% 1e not possible %o have a reporter on hand for
4l ocemsion, somsons with newspaper experience will want to
Yrlte up the story and submlt it »rouptly for publicatlon.
In some cases the pastor is most qualified to do this. Bub
if he is o wrlte news copy he will want to famillarize hin-
8elf wilth methods of good newswriting.

ls firat task in wrlsing the newa story is to organize
an effective lead paragraph. The lead, or opening paragraph,
18 important in the news story. It represents a quick sum-
Wary of the story, o neceasity in news writing since. the
reader often scans the news page and expects to get the es-
gential news ltems from the headlines and lead parzgranhs.
Jo inciude the main items of = story the lezd parsgranh will
engver as compactly as possible the five "W!gl--who, what,
vhere, why, and uhen--snd alao "how," To keep a paragraph
short and interesting, howsver, it may sometimes be neces-
sary to usze & two-paragraph lead. ;

ihe only caution An lsad writing 1s to avoid the use
of the tlme element or the "when" in opening a .etory. The
most important item sheuld be firet in the story. The day
on which an event takes place or the time it will occur is
Usuclly not important enough to take precedence over the
other essentinls of the lead. It may, however, on oeona.j.on
2dd interest to the story to open with the time element. 32

——

*2Brodie, on. eit., - 33-




65
“he most Lmortant element of o gooid news atory ls cc-
Curacy. The meet gifted wpiter is the worat reporter if he
is careleas op lndlfferent to the factuel detalls of his
tlory, no wmotter how unimportent they mey seem. It must be
Pencubered alsc that every detall ehould be lmportant to the

]

etory; othervise it should be omitted. The spelling or mis-
Bpelling of names, the inclusion or omission of initials,
and the gorbling of dotes soon indicate %o the city editor
vhether hisc news souvee is trustworthy or unreliable. 33

Yolloving sre hints on how to nrepare an effective news
relenco:

1. In upper left hand corner, under word Fpom, write
Jour oun name, address, and telephone number.

2 Une line lower on onpposite side of paper, write in
inte when you want story orinted. If 1% *1s to be

vublished inmsdiately write For R
L the copy 1a %o be printed later, writie Hold £ g

__4_;53;:;«3 Helease, mal.rld.ng and glving the specific
release date.

e Don't worry about a headline, but a brief phrase
peinting up the release is helpful to attract tha
edltor's sttentlon and give him an ides of the main

content of the release.

4y Date line, IP the releass covers s local event no
dote 1ire 1s necesesary for the local paper. 3Iub
when the release goes out of town o» is wrliten
about an event =t some other place, then the date
line should be used, such as S%. Loulg, lic., Jan. 1.

5. The lead. The first and lead paragraph 1s impor-

tent. All basic facts should be included in the
lead pnarsgraph. Answer in the fewest possible

33y;
~-1l, Emersen Reek, Colleza yﬁlfg;.jx Mgnual (Hew York:
Harper & Beothers °u‘o119haru. 0.19 8), P. 25.

~ -—




66 .
words the questions who, what, when, where, why and
how. If the lead is no good the relecase may be
thrown away in the busy offilce.

©. Use double snace or triple space. Hever single
abace, Urite on only one side of the naper.

7+ The body. The followlng paragranhs constitute the
pody of the release. Here tho entire story can be
told., Harrative style nust be used. «Editors ars
TeRakngs o oo siversisine S s *P00t%
B
Yhen the nswapaper wvents to print the sermon or por-
tions of it, even Af the vastor has no manuscrint, common
courtesy demands that he write 1t or dictate it to satisfy
the wish of the presa.35 1t 1s.w15e to release to the news-
Baner beforechand the pertinent séctions of a forthcoming ad-
Aresz so that the story can benprinied when 1t 1s still
“newa’ prother than after it is a day or days old.
liews can often be covered better with a picture than
vith newa copy. Pletures will at times be printed when the
Written copy is dlscarded by the editor. In supplying pic-
tures to the preez they should get to the editor's desk
. while they are stlll news. They should be gloasy »rints
with sharp contrasts oreferably eight by ten inches in size.
Pictures ars much in demand. A sforw~two inches long

with 2 half colunn picture is more effective in attracting

3“'51‘5111)81‘, OB, m.. DDe 175-76'
3Stiorton, on. oit., p. 141.
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2t%ention than n story three times the length without.36

£ the Lutheran Church, with its magnificent heritage of a

- Vested clergy, beautiful chancels, and a lovely order

: cf’aerv}ce, is much nore adaptable for nictures than

| o%har church bodies. Often the very spirit of worship
“het gees into such a photograph is translated to the
Newsonper reader,

1% may be adviaable at times to telegraph or telephone
newe to a newspaper from out of town. But 1t is wise, first,
to make arrangements with the city editor. He will inform
. you ns %o how much material he neede and he will also author-
I ize you %o zend the telegram or make the long-distance phone
‘ecllect” at the expense of the newspaper.

‘ Sene outstanding news events are worthy of broader
covarage than the loeal nreas will offer. It is then time
tc turn to the syndicate. United Press, Assoclated Press,
“ellgious Newe Service are among the leading news services.
I% 1s wgll for = pestor to know the location of the nearest
office. The thoughtful pagtor will also pass on relevant

Rews items to the news serviees of his own church body.

If you are releasing a story throughout a state or a
ragion, 1% ies reasonable to mimeogranh it. Although
meny people helieve in typing them individually, edlt-
ors seldom discard & truly newsworthy sfory Juat be-
ceuse 1t is mimeographed. Sometimes a 1little note
scribbled on the bottom to an editor you have met will
melke 1% seem more individual. In the event that your
story is of wide imnortance, rcleases should be sent
to the state office of the United Press. It 1s unwise
to flood papers with stories one knows can't be used.

1p1a., p. 121.

1nae, on. oif., v. 17.
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?Pﬂﬁ cnly bullds an asszoclation bstweecn the wastepaper
“asket and your institution in the editor's uind.

h?en h= does recelve a valid story, he might obey his
reflex octlon instead of his news Judgement.

Advertising in the Newspaper
A Theory of Religious Advertising

"Advertising has become a basic industry upon which the
entire country depends,” VWilson ¥. Condlot, advertising
director of the 8f. Loule @lobe-Demoorat, sald in addressing
the llissourl Historleal Soclety. Throughout the country the
gale of newansvers has now reached fifty-seven million coples
ner dey., "Today," he stated, "nothing sells like newspapers,
and nothing ls more effective than newspaver advertising."39

fire Co O, Frigbie, nresident of the Cornell Food Pro-

duets Comomny, told the students of the Divinity School of

the University of Chicago:

Organize, systematize, spiritunlize, advertize--and the
greatest of these 1s advertize. These four words sum
up the ascret of success in any serious work in the
church nc lezs than in business. Most of yocu young men
will kegin your pastoral work in small communities. Uy
advice te you 1s to get in touch with editors of the
newgpaper in your town right away. The newsvapers =are
the greatest soeclal force in modern life. They touch
the peonle at many points you cannot reach. Hake
friende of the editors. Be falr with them. Tell them
the truth. Try to help them and try to enlist thelr
cooperation in your work. You will find them wlllipg

3°pad., v. 16.

39 "Advertising Now Bazsic Industry, Condict says," Si.
Louis Mobe-Demograt, February 25, 1956, Section A, n. 3.
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o meet you halfway in any task you undertake for the
public pood.

“dueate your people to provide an appropriation for ad-

vertising in the newspavers so that you can tell the

I Toreh vasTe, 14 fa wamtn abvertisingito T Yo

s )

Reporting on an advertising campaign for the Homan
Catholic Church thet used car cards in Chicago buses, street-
cars, subway and elevated tralns for two months in 195k,
faulist Father Maurice Fitzgerald gave this acore: of
5:33% neople who resnonded by asking for information cn Ro-
nnn Gathollelism, 150 became converts. Average cost per con-
Verd, including textbooks, tests and diplomas amounted to
about eighty dollers. "Therels nothing wrong with using
advertising, ” sald Father Fitzgerald. "It's basic to Amer-
iean 1ife--1%'s the way we do things."™

Church advertising is intended to be a means of arrest-
ingy attention zo that God can get a chance to be heard."z
L% iz an effective way of prsaching the Gospel. It is a
dignified way of approaching people. And 1t reacts on the

church which advertises by making it feel 1t must live wp

to its advertisement.™3

%Onorton, op. oi%., p. 2i5.
bluyopas & Yorks," Time, March 28, 1955, ». 65.

b250nton, op. git., P. 15

43Ermest K110tt, How To A a Church (New York:
tteorge H. Doran Company, ©.1920), n. .
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Advertising wae meant just as much for religicn ss for
any other purpose. The fault with much current church ad-
Vertising is that 1t is antiquated as to method, outmoded
28 %0 appearance, and old-fashioned in its appesl. It may
P2 True that the Goapel 1s old-fashioned and never changes
but advertising does change. It pays to advertise because
i% 1= cne way to inform the people of what the church has to
offer. And since the church offers eternsl life through
Ta2ith in Christ there certalnly is no reason why it should
not malke use of the best advertising technigues and know-how
of the day. If the church does neglect to promote and ad-
Vertlse lYself and its message it hos imposed a2 virtual cen-
gorshin uoon ltself ms far as the magses are concerned.

Church advertising must make 1te anpeel to all classes
and ages of readers. Fhe anpeal 18 only to sight but the
reader muat be made able not only to see the church insilde-
out but tc hear the organ and cholr, to hear the minlster
pray and presch, and to feel the touch of neighbors! elbowa,
i the advertisenent 1s erfectlve.“” The church 1s selling
more than professicnal service and therefore will not want
to restrict ite advertising to the method of the dentist who
uses newspaper space no larger than the size of a calling
card. The church is selling the greatest gift given to man-
kind. It must use the technique of retallers, larger space,

"‘"":‘-ﬂ.liott, on. git., ». 16.
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attention-getting headlines, and copy which 1lists the bene-

fite of church attendance.5
Te be successful in advertising, a person will find it
Recessary %c understand the human mind and its response to
different kinds of appeal. The underlying motives of ad-
© Vertlsing are to gailn attention, to win interest, to create
desire, to secure conviction, and to get action. 6

If o church decides to advertise but once in one wvay

Oor another and then expects to see big results, it will be
disappointed. Advertising that pays 1s gontinued gdvertis-
ing. The nameg of many well-known artiocles of merchandise
have become househeld words simnly because the manufacturers
are continually advertising them. The church will do well
to learn from them not to restrict its advertising to a
chean scale. Any advertising campaign must be planned for a
long pull. An occaslonal ad 1s not effeotive. There is an
old recognized axiom among advertising experts that to sell
an ldes, you must reneat, repeat, and repeat. Repstition

makes re“:mtaticn.l"7

“5Fpederick . Strodel, "Pald Advertising for Churches,” |

1

.L_Q.&ﬂ;_lg.}' oceadingzs First Ingstitute of Publlc Relationg July 20 and
21, 1949, edited by Herbert W. Knopp and Roberta Ihdaa%\fal-
nmeraiso, Indiana: Valparaiso University, ¢.1950), ». 1ll.

“61ma., p. 12.

%7104d., p. 13.
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Hakeup of an Advertisement

Planned aggressive advertising campaigns of the church
cean be just as effective as they have been for business. It
1s well %o plan the ad with the idea of ocapturing the inter-
e8% of the reader, and then holding that interest as the
story is told. A picture of the pastor or the church or an
utnususl border will help the reader identify the ad. Per-
haps the most important attention-getter is a strong head-
lihe. Other ways to attract attention are by using copy
that is different from any other on the page, by using
enough snace to make the ad stand out, or by obtaining a
good vosition on the page.“s People do not hunt for adver-
Ulsements. The advertisement must seek its own readers.

ihe ordinary church page in our Sunday newspapers is

Just about the dullest thing on earth. Smell box ads

kill the page. Yet the potential value of the same

space 1s tremendous. Ye ought to maks our church ads

more attractive by uaing pietures, by using larger
print, by using white space.

Hothing helps to get and hold attention so much as a
Pleture. They are also effective story tellers and serve
28 valuable advertising alds.

liost productive advertising depends on factual, sug-
geative, illustrative and emotional appeals to the reader.

“BIpiq., pp. 12-13.

”Stuber, on. git., p. 8l.
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In vreparing an advertisement the writer will f£ind it hslp-
ful to imagine himself as the progpect. Yhat would make
hin want %o nttend the church service? In preparing the
advertisement, then, he will write in terms of the reader
he wishes %o econvinee.

In most inetances 1t 1s unnecessary and unwise to hire
an advertising speclalist. He 1s ususlly unscquainted with
the church. It is most practical and economical for the
churchuon to meke cut his own advertisement with the help
of the loeal Nevenaner.

Advertlsing can cover many phases of the church's life.
The church, the naastor, the choir, the Sunday school, the
Christisn day achool aznd sneclal events and worship services

But firast end foremost, the
He

are gubjects for advertisement.
churchman will want to advertise the Christian message.
will want to make the Gospel the heart of every advertisement.

~ometimses 1t ls well for sister congregations to Join

in & vnified endeavor in asdvertising prominently. This can

be done effectively for such Joint activities as a Lenten

serleg,.
Classifisd advertising is 1ittle used by churches, but

it offera an inexpensive medium by which persons who may not

read display church copy can be reached.
Newsoapers like to interest merchants in a community in

Daying for the advertising space used by churches. Every

church under that vlan is allo.ttod. a small area regularly.
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fhe merchants' names are llsted separately from the adver-
tlsenents of services end other religlous data. If there
is no other vay to obtain advertising space, this method is
2lso helpful for the church. But it is only an expadlent.so

emen

The Knilghta of Columbus have an effective way of adver-

EEL T

i2ing the Ronmen Oathollc church. The Chriatisn Uentury ob-

aeyrveas

If the ade are competently written and contain a de-
)hnd..u:lp exoosition of Roman Catholic belief--and the
hierarchy can be counted on to ses to that--1t will be
o good thing to have them placed before the American
peonle. If 1% 1s objected that untrained Protestants
and members of the unchurched public will not be able
to dlscern dcbatable assumtions and pon
and thus may fall victims of their own ignorance, that
but indicates the need for Protestantism to be doing

adult education of the same sort. The Knights of
Golunbus are %o be applauded for having "hired a hall"

in the arlvertisin colunng and there submltting the
claime of their chureh to the test of the open forum,.
LT Proteatantism is wisge, 1t wi}i hasten to subject
“as falth to the pame gerutiny.

hile the Knights of Columbus' advertisements run 1n
the nolewnical vein, the Lutheran Publlicity Organization and
the American Lutheran Publiclty Bureau offer advertisements
suitable tc the local newspaper which project the Gospel
message. Tynical of such an advertisement is one which is

headed by a pleture of the head of Christ against the cross

with the following messages

50"'0159133', on. git., n. 282.
5lagnights of Columbus to Advertise Catholicism,” The

Chrigticn Century, January 21, 1948
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Chere aps, in o sense, only two religlons in the worlde-
the "do" peligion and the "done" religlon.

The "do" meliglon tells ~ man that he must do this and
thot if he wants %o get to heaven. The "done" religion
tells = man that he n=aad do nothing, everything 1s done.

“hen Christ in Hia dying momsnts on the cross shouted
“I% i1z finighsdl!” the redemntion of every man, woman,
and chlld ever to De born was accomplished. The pay-
ment rqi men's sin had been rendered. Tha ransom had
ceen pald.

A1l we need do now 1s belleve 1t, accent 1t, trust it.
«hie Chpylatian message, in effect, 1z heaven's receipt,

telling men “Paild in fulll" 91t is finished!" In
Lhrist all sins are cancelled.

0 thosze who have accepted heaven's receint fo:* can-
celled sin through falth in Christ as Savior, the Blble
says, "lhere 1z now therefore no condemnation to them
which are in Christ Jesus.” For them all is "done."

(Following here 18 the local church signature)’?

Tinsneing the Advertisement

Foor advertising is expensive. Cood advertising is

chean. The well-managed and successful church will always

“include a fair amount for sdvertising in its budget. It is

Alfficult to allot any definite percentage for your adver-
tising budget. Some churches spend as much as ten to twenty
ner cent of thelr total receipts for advertising. Some
spend leas than one per cent., Ixperlence shows that churches
spending at least five per cent or more of thelr total re-

celpts for advertising are the ones that are on the church

5203t Is Finished," Preaching Ihroush the 2ress, Sep-
tember 22, 1949, Ho. 166,
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map, 33

One way, then, to approach the nroblem of finaneing is
To determine how much should be spent for advertising and
to make the smount a regular budget item, Just as salary,
fuel, and insurance.

Other methcds are to solicit business houses to under-
take the finanelng of a serics of ads, to sell the idea of
finaneing advertising to church organizations, or to get all

o

churches in a dlstrict to finonce the 'I)Ndect-sh
Frecautiona in Advertising

‘he local pastor and his members need to stop thinking
of the newepaner primarily as a means of publiocizing the
individusl church program. They need to start thinking of
the nress as an untried way of bringing to the unchurched,

%o Yhe skeptical, and, even more important, to the vast mil-
lions of thes indifferent, the relevance of the Christian gos-
pel in a frightened, chaotic age. They must think of the
press as n means not for the announcing of bazaars but for
the spreading of the Gospel through news.35

Church membership very easlly degenerates, for many a

53Leonard Spangenberg .J.n%ngm Your Church's .?_'!m
(KF.‘.HSP. (1115.‘7. ?11‘352‘5’13 B;acon 111 Pre‘ﬂ. 001942 ? De 10"’.

5"'51;:-06.91, on. elt., p. 13.

555upple, op. git., pp. 960-61.
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Paator or layman, into a round of activities centering in
fdvertising the activities of the parish as an end rather
than a means. These details become enda instead of means
bacause the flesh alwvays tends to find the tangible means
wore satlsfying than the intangible end. To center the
Publicity appeal in anything but the church's essentially
religlous character secularizes its emphasis, trains its
Prospects to look for speciml attractions and ultimately
defeats its own nurpose.

A ehurch advertigement may fall because of the follow-
ing veaknesnseg:

(1) »latitudes, (2) crowded cony, (3) pious tone,

(&) laek of illustrations, (5) wording that fails %o
interest the readers, (6) resemblance to an announce-

nment rather than to an invitation, (7) poor position
on the nage, (8) overshadowing by %grger gdvertise-
ments, and (9) sanenesa of layout.

ihe chureh should be able to produce what 1t has ad-
Vertised. Fallure to "deliver the goods" will ruiln the ad-
Vertising program. If the preacher falls down in deliver-
ing o sermon, or the choir falls down, or the special ser-
Vice is only ordinary, the best advertising in the world
cannot compel people to keep on patronizing the lnstitution.

iUnleas church publicity is thoroughly honest as to

form, content, and scope, and unless 1t can be attended

by corresponding follow-up work and adequate education,
1% cannot be saild to be legitimate from the standnolnt

56Harral, op. git., p. 56.
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of sounda _ned.agogy.57
“All nublicity connected with the Church of Jesus
Chriet must be in conformity with the dignity and importance
of His message of salvation."?°
“ven 1f advertising alone 1s able to drav strangers to
the church in large numbers, the institution must have a

brogram to retzin theilr intereat. Advertising, by 1tself,

1s no megiclan's wand. Like church publicity in general,

1t must be part of a nlanned public relatlions prosrum-”

72, E, Kretzmann, "High Pressure Church-Work," Con-
gordin Iheolozical Monthly, November, 1931, p. 8k2,

Seri'i-. Pe Blm.
59“'olseley, o2. gif., ». 277.
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CHAPTFR VI
CONCLUSIONS FOR THE CHURCHMAN

The churchman may draw three conclusions from this
8tuiy. First: The church is publicly related. This sit-
uaticn the church cannot escape because by its very ex-
lstence it i1s related with the nublic. Therefore the church
will do well to make its public relations good public rela-
tions. Public relations exist. Poor publlic relations are
the natural thing. It takes an active, promoting interest )
in public relations to make them good public relations.

Thie stndy oroposes means through which these good pub-
lle relatlions might be fostered. This leads to the second
conclusiocn: that public relations can be promoted through
the ngency of the nrinted vord. The printed word in the
church is utllized in the Sunday bulletin, in congregational
letters, in the parish magazines or newspapers. It i1s util-
ized in the local newspaper both in news coverage and in ad-
vertising. Each narish publication serves its own purpose
but 2ll may serve the one purpose of good public relations.
By keening the public in mind in the production of publica-
tiona, the churchman can breek down the barrier of prejudice
that often standa between the unchurched and the church. By
keeping the public in mind he can avoid placing unnecessary
stunbling blocks in the way of the unchurched. He can use
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his publication to exoress warm invitation rather than cold

indifference. He can set up his church as the 1light of the

World, rather than as ealt that has lost its savor.
“o congregetions whose publications program is re-

8tricted %o the Sunday bulletin, this study would encourage

grovih into a parish magazine or newspaper. It would en-

cournge greater use of the local press both for news copy
and fopr advertising.

The geal of this study, however, i1s not merely to en-
courage the use of public press and parish journaliem.
Rather, its third conclusion for the churchmsn is this:

The church that is already using the aforementioned is not

©e be the satlefied church. This study would encourage the

churchuzan, primarily, to reconsider his publications progran

in the light of public relations. Is each publication serving

the goal of good public relations? Is each contact with the
loeal newapaper one that promotes good public relationa?

Thls consideration is fundamental, for good public relations
are a necessity for a church which bears the message of the

Savior and poor publie relations are worse than no relations

at all.
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