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Situation Analysis 
The following is an analysis of the communications situation, or what has happened, 

what is happening, and what should happen in order to meet the organization’s 

communication goals and responsibilities. 

1. What has happened? 

MTCLC has recently installed a new pastor, and the church is now undergoing 

major transitions in every area of its function and overall existence internally and 

externally. Therefore, the church (“business”) plan is changing--- this process is still 

ongoing and could last for the at least a year, and possibly longer.  

 

2. What do we need to do? 

Develop a strategic internal and external communications and media plan 

through which MTCLC can communicate to and with its target audiences in 

order to: 

a. to advocate Jesus Christ, the Bible and Christianity, and MTCLC’s vision, 

mission and core values. 

b. to inform audiences of the information which matters most to them 

through the right media and at the right time.  

c. to encourage others that Jesus Christ is relevant to their lives through the 

thorough planning, development and implementation of various Christ-

centered media and The Centered Life. 

d. to design communications and media products which will appeal both 

audibly and visually to each target audience. 

e. to capture, package and disseminate MTCLC’s Vision, Mission, Core 

Values and Goals into every communications and media activity which is 

generated at MTCLC for any internal and any external use--- brand. 

f. to develop a Crisis Communications Team to ensure the proper 

representation of MTCLC, its key officials, stakeholders and other interests 

during the time of crisis. 

 

3. Whom are we trying to reach (Or, who are the target audiences?) 

a. The MTCLC Congregation – this requires an internal communications plan 

b. MTCLC’s Staff and Volunteers – this requires an external communications 

plan 

c. The Community (at large) – this requires and external communications 

plan 

i. Groups, organizations, and businesses with whom MTCLC may 

partner in order to expand its work for the Gospel of Jesus Christ. 

These may include, but are not limited to: 

1. local nursing homes 

2. hospitals, hospices and other medical centers 

3. local libraries (e.g., Christian) 
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4. businesses (for sponsorship support in MTCLC efforts; e.g., 

Boeing, AT&T, etc.) 

5. Youth Groups 

6. Community Centers 

7. St. Louis County and City 

8. City of Florissant (includes events and local causes) 

ii. Individuals… 

1. …who are seeking God’s salvation 

2. ...who are looking for a church home 

3. …who may wish to attend an MTCLC-sponsored event 

4. …who may need prayer, counseling, baptism or other 

Christians services 

5. …who may wish to shop at MTCLC’s online bookstore 

(forthcoming) 

6. …who may want general information about MTCLC 

 

4. What do we want to tell our target audiences? (These are MTCLC’s key 

messages.) 

a. The Church @ MTCLC is a community of Christians who seek to: 

i. Relate to God 

ii. Relate to Each others 

iii. Be a helping hand to those in need 

b. MTCLC offers: 

i. Those seeking Jesus’ salvation 

1. Resources needed to help the individuals to learn about 

Jesus Christ and Christianity through weekly sermons and 

Bible studies, small groups and Bibles and other biblical 

inspiration and reference materials. 

ii. Those seeking a Church home 

1. A group of grateful Christian believers who welcome you to 

the “family”. 

iii. Those who may wish to attend an MTCLC-sponsored event 

1. You are welcome to celebrate Jesus and His mission with us, 

and we hope you’ll enjoy your stay! 

iv. Those who may need prayer, counseling, baptism, or other 

Christian services 

1.  

v. Those who may wish to shop at MTCLC’s online bookstore 

(forthcoming) 

vi. Those who may want general information about MTCLC 

c. MTCLC is eager to… 

 

5. Why do we want to tell them this? 

a. MTCLC’s mission is to…, therefore, we seek to… 
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i. Spread the Gospel of Jesus Christ. 

ii. Meet the spiritual and physical needs of people 

1. Example: poor, church members, the local community, etc. 

iii. Ensure that MTCLC is obeying and fulfilling the Jesus’ Great 

Commission 

 

6. How do we plan to tell them? 

a. Through the development and utilization of various media. 

i. This media will be determined through the design, utilization and 

regular analysis of media research. 

1. Why do we plan and measure media? 

a. So that we can nourish and save souls for the 

Kingdom of God, better assist MTCLC members, save 

and generate money and possibly gain new MTCLC 

members. 

2. Possible media through which we could communicate to 

and with our target audiences: 

a. Printed media ( = Journalism and Desktop 

publishing/graphic design) 

i. brochures, 

ii. flyers and posters 

iii. booklets/pamphlets 

iv. business cards 

v. Braille version of all printed materials 

vi. other 

b. Visual Media 

i. Multimedia presentations (e.g., PowerPoint, EZ 

Worship, etc.) 

ii. Videography 

iii. (+printed media) 

iv. Sign language interpreters 

v. Advertising 

c. Web communications 

i. Website 

ii. Coders 

iii. Content (or, “copy” 

iv. Programmers 

v. Social Media  

vi. Digital media 

vii. (+broadcast media) 

d. Broadcast media 

i. video 

ii. audio 

iii. podcast (audio and/or video) 
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iv. online streaming 

e. Journalism, writing and reporting 

i. interviewing 

ii. copywriting 

iii. copyediting 

f. Publishing/Copy Team 

i. make written information available for public 

view and circulation 

ii. This is the print (or, copy) team 

g. Public speaking and announcing 

i. PSAs 

ii. sound overlays, voiceovers and narrations 

iii. Announcements presentations 

iv. Events 

h. Communications Coordinators 

i. Determines MTCLC auxiliary and ministry 

communications and media needs; acts as 

liaisons between communications and media 

teams and the auxiliary and/or ministry being 

represented. 

ii. Who is working currently working in this 

capacity, or in a capacity similar to this? 

i. Strategy and Compliance Team 

i. Ensures that MTCLC’s communications and 

media functions are biblically sound and 

legally compliant. 

ii. Will ensure the establishment and maintence 

of legal contracts and procedures 

1. Copyright 

a. CVLI 

b. CILI 

2. Trademark 

3. Technology 

4. MTCLC policy development and 

implementation 

iii. Will primarily work with Director of 

Communications, Pastor and MTCLC’s Legal 

Counsel (i.e., Peggy Hardge, or other 

designated lawyer) 

iv. Will stay up to date with current and ongoing 

changes to U.S. and State of Missouri laws 

related to copyright, trademark, 

communications and media 
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v. Mostly concerned with the Communications 

and Media Handbook and other related 

areas. 

j. Crisis Communications Team 

i. Consists of Key church leaders, Pastor and 

Director of Communications in order to 

continue strategic communications functions 

during the time and/or threat of disaster, risk or 

crisis to and with MTCLC’s stakeholders 

(including the congregation, staff and 

volunteer members, and the media. 

1. Meets and practices about four times 

each year 

2. “Dark sites” must be prepared 

3. What does media research do? 

a. Helps the communicator to understand how its target 

audiences use and understand media. 

i. It helps us to design a communications and 

media plan through which MTCLC can reach 

its audiences using the right media in the most 

appropriate manner in order to persuade (or, 

incite) a response which results in the actions 

we desire of them. 

1. In other words, media research will help 

MTCLC’s communications and media 

teams to become “all thing to all men” 

as it relates to its target audiences’ 

communications and media habit and 

needs. 

2. Our work must be conducive to our 

target audiences’ communications 

needs and habits (or, practices). 

b. How will we conduct this media research? 

i. Survey 

ii. Polls 

iii. Interviews and focus groups of certain church 

officers as it relates to auxiliary-specific 

communications needs (internal and external) 

1. Interviews will be conducted on an as-

needed basis 

c. How often will we conduct media research? 

i. The media research team will conduct media 

research at the beginning, middle and the end 

of each communication function. 
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1. This helps us to ensure that we are 

engaging our audiences most 

effectively and efficiently. 

a. This can help to send the Gospel 

to others. 

b. This can help someone to arrive 

to an MTCLC event time. 

c. This can help MTCLC to generate 

funding. 

d. What do we seek to learn as the result of our media 

research? 

i. How do our (internal and external) target 

audiences use media? 

ii. How often do they use those media and for 

what purposes? 

iii. Which media do they not use? Why, or Why 

not? 

4. What do we plan to tell our target audiences? 

a. This depends upon the media research results (see 

above). 

7. What has been done up to this point in order to solve this communication 

problem/project? 

a. Conducted an interview with the pastor on December 5th 2013 in order to 

begin to understand the current and ongoing changes to the church 

(“business”) plan and to understand: 

i. His ministry goals 

ii. His plans and desires for MTCLC 

iii. Information regarding changes to MTCLC ministries and auxiliaries 

iv. Information regarding the development and implementation of an 

MTCLC Communications and Media Plan and Team. 

v. Other 

vi. NOTE: this interview was audio recorded. 

8. What do we need to do? (In a nutshell…) 

a. Media Research 

b. Develop a plan 

c. Develop a team 

d. Integrate the plan 

e. Continuously study the plan (i.e., media research) and make adjustments 

where/as needed 

f. Analyze the plan for success and failures, strengths and weaknesses 

Communications and Media Timeline 
The completion of the following steps will develop a strategic Communications and 

Media Plan 
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Preliminary Work and Information 

1. Interview the Pastor and the KEY LEADERS of MTCLC in order to learn: 

a. MTCLC vision 

b. MTCLC Mission 

c. MTCLC’s primary/main goals (i.e., preliminary goals, purpose 

d. MTCLC’s Core Values 

e. MTCLC Ministry Philosophy 

f. Specific Communications Goals 

g. NOTE: This is vital to MTCLC’s story (or, brand). 

h. NOTE: This information sets the overall tone for all MTCLC communications 

and media functions. 

2. Profile the KEY MINISTRIES and their Functions and Purpose at MTCLC 

a. These are MTCLC’s “strengths”, or “best”/”key” functions) 

i. Teaching? 

ii. Sports? 

iii. Fellowships/Events? 

iv. Preaching? 

v. Music? 

vi. Other 

vii. NOTE: this information is also vital to molding and communicating 

MTCLC’s brand (or, story). 

viii. NOTE: Because MTCLC is still in transition, this information is currently 

incomplete and will require an ongoing effort to finalize. 

ix. QUESTION: when people think of MTCLC, what do we want them to 

think about us? What do we want them to think about our 

message? Our services? Our classes, programs and other offerings? 

x. QUESTION: When a person sees our business card, logo, website, 

etc., what feelings are invoked inside that person? What thoughts 

come to that person’s mind? 

b. A survey instrument will help to determine the congregation’s perceptions 

of these areas and the benefits and detriments of each 

3. Develop the Communications and Media Teams 

a. Communication gives the message. 

b. Media send the message 

c. Who are the communicators and in what ways are they able to 

communicate? 

i. Do they need training? If so, then in what? 

1. Skill area 

2. United States and State of Missouri and local laws governing 

communications (*currently following developments of the 

changes to communications laws in the U.S.) 

3. Questions: 

a. Are they willing to learn? 

b. Are they ready to learn? 
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c. Are the committed to learn? 

d. Are they available to train? 

ii. Every function requires an understanding and proper development 

and implementation of communications and media function and 

skill set and the corresponding law(s) which governs it. 

iii. Media mediate the message (or, communications) 

1. Which media and media connections do we have and how 

should we use them? 

2. Who are the mediators (or, people who send the messages 

through media?) 

a. Do they need training? 

i. Skill area 

ii. United States and State of Missouri and local 

laws governing communications (*currently 

following developments of the changes to 

communications laws in the U.S.) 

b. Questions: 

i. Are they willing to learn? 

ii. Are they ready to learn? 

iii. Are the committed to learn? 

iv. Are they available to train? 

c. Every function requires an understanding and proper 

development and implementation of 

communications and media function and skill set and 

the corresponding law(s) which governs it. 

d. Every medium has a function which requires an 

understanding of the medium, the possession of, and 

ongoing development of the skills, knowledge and 

abilities needed to use the media and the 

understanding of and compliance to the laws which 

govern their usage and adherence to the Holy 

Scriptures. 

3. An audit of each potential and current team member must 

be conducted and used in accordance to MTCLC’s needs 

and the person’s interests, skill set, abilities and availability for 

that area of interest. 

a. Questions: 

i. Why does this person want to be on this team 

(motives)? 

1. Will this person’s motives benefit 

MTCLC? 

ii. Is this person able to do the job? 

iii. Is this person prepared to do the job? 
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1. Is training needed in technology, ability 

and/or laws and Scriptures? 

iv. Is this person available? What are this person’s 

time commitments? (Will this affect the 

person’s productivity in the area of interest?) 

1. Married? 

2. Single? 

3. Parent? 

4. Have a job? 

5. The person must determine how high his 

or her interest in this team is on his or her 

priority list. 

4. Define the Communications and Media Team’s 

a. Purpose (why is it needed?) 

b. Function (what does it do) 

i. Inside MTCLC (i.e., Internal Communications Plan) 

ii. Outside MTCLC (i.e., External Communications Plan) 

c. Areas of Work 

i. Example: Broadcast, web communications, print media, public 

relations, media relations, etc.) 

ii. Team Roles and Responsibilities + KSAs needed to work in each 

area. 

1. Provide each member with clearly defined roles, 

responsibilities and KSAs for each area 

2. Provide each team member with a copy of: 

a. The Communications Handbook 

i. Includes MTCLC’s Basic Info (e.g., vision, 

mission, etc.) 

ii. Includes Communications Team Basic info 

(e.g., vision, mission, code of conduct, etc.) 

b. The Volunteer Handbook 

c. The Scriptures which will govern the Communication 

Team 

d. The U.S. and State of Missouri Laws to which MTCLC’s 

Communications Team must comply 

i. Title 17 U.S. Copyright Law 

ii. Childhood Online Protection Act 

iii. Civil Rights Act of 1964 

iv. State of Missouri 

1. Child Internet protection laws 

2. Bullying (including “cyber bullying”) 

3. Harassment (including “cyber 

harassment”) 
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5. Conduct Media Research--- This is will enable us to become “all things to all men 

(The Holy Bible: I Corinthians 9:19 -23)” 

a. Meet with Pastor and Key Leaders for info (previously defined) 

i. NOTE: in other words, find out what they want to: 

1. to tell the church 

2. to tell the staff members and volunteers 

3. to tell the community at large (this includes potential 

sponsors, donors and other potential stakeholders) 

b. Design a mixed-method survey instrument in order to measure key areas, 

including: 

i. How each target audience communicates, in general 

1. Written 

2. Verbal 

3. Sign language 

4. Braille 

5. Auditory impairments? 

6. Visual impairments? 

7. Electronic 

ii. How each target audience uses media 

1. electronic 

2. print 

3. both 

iii. Target audiences’ feelings about: 

1. MTCLC (in general) 

2. MTCLC’s leadership 

3. MTCLC’s offerings and services (if any?) 

a. Are they beneficial? 

b. Do they need improvement? 

c. Are the times okay? 

d. Are they too long, too short, too often, too 

infrequent? 

e. Complaints? 

f. Praises? 

4. Thoughts and ideas for improvement 

5. Other commentary 

6. Get the Vital Information--- FIRST! 

a. This information is vital to the development, implementation, accuracy 

and maintenance of: 

i. MTCLC’s Communications and Media Plans (internal and external) 

ii. MTCLC’s individual ministries’ and auxiliaries’ communications and 

media plans 

1. Each auxiliary needs a communications and media 

campaign. 
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a. It affects their internal communications amongst 

themselves 

b. It affects their external communications with other 

MTCLC ministries and auxiliaries 

c. It affects their communications with the community at 

large (this will be facilitated by the Communications 

and Media Teams) 

iii. Obtain a MASTER COPY of MTCLC’s 2014 Calendar and always 

maintain updates and revisions (digital and printed). 

iv. Obtain a copy of ALL completed Auxiliary General Information 

Forms (digital and printed) 

v. Obtain copies of ALL completed Publicity Request Forms 

vi. Obtain a listing of the Key Leaders of MTCLC so that the Crisis 

Communication Team can be developed. This team includes 

1. The Pastor 

2. The Assistant Pastor 

3. The Director of Communication 

4. Lead Deacon 

5. Lead Trustee 

6. Church Secretary 

7. Other designated individuals 

8. (Other individuals and media are needed for this, but this will 

be developed as the overall church (“business”) plan is 

developed) 

7. Develop the Plan 

a. (*Because the church is in transition, the development of the plan will be 

ongoing and will likely take place for the greater part of a year, or more---  

a sound communications and media plan hinge upon a sound church 

(“business) plan. 

b. The development of the plan will start as each of the aforementioned 

steps are completed--- in other words, this is the plan.  

c. The current objective is to research our target audiences, audit and 

develop our human resources and design survey instruments and get 

funding. 

i. This must be done for MTCLC, at large, and for each ministry and 

auxiliary--- this is an ongoing effort. 

8. Develop the Communications Handbook (in progress)--- must be biblically 

sound and legally compliant. Contents: 

a. Some Communications and Media Basics 

b. Policies and Procedures  

i. To include 

1. Use of Image and Likeness Policy 

2. Internet Usage Policy 

3. Social Media Policy 



Page 12 

 

4. Digital Media Policy 

5. Copyright Declarations 

6. Design Sets, Standards and Procedures for all MTCLC 

publication types (electronic and print) 

7. Crisis Communications Team 

c. Team 

i. Vision 

ii. Mission 

iii. Purpose 

iv. Code of Conduct 

v. Team Philosophy 

vi. Governing Scriptures and Governing U.S. Laws 

vii. Structure 

viii. Function 

ix. Training Schedule 

x. Training materials (electronic and print) 

1. for individual refresher 

2. for group training class 

xi. Professional contacts and resources 

1. for further development, if desired 

xii. Meeting Schedule (all and individual team areas) 

xiii. Role Description, duties and responsibilities 

9. Generate the basic MTCLC publications for each target audience: 

a. Brochure 

b. Business Card 

c. Logo 

d. Website 

e. Postcard (layout) 

f. Flyer (layout) 

g. Poster (layout) 

h. Multimedia Presentations (themes, layouts and general setup for MTCLC 

context) 

i. Schedules (e.g., prayer, Bible reading, etc.) 

10. Develop Press/Media Kit 

a. For MTCLC 

b. NOTE: The pastor’s press/media kit is a product of “The Life That’s Your’s” 

but is available through MTCLC and “The Life That’s Your’s” 

11. Develop and maintain and seek to grow MTCLC’s Media List 

a. Newspaper contacts 

b. Journalist Contacts 

c. Media organization contacts 

i. Television 

ii. Radio 

iii. Internet 
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NOTES and OBSERVATIONS 
• MTCLC Slogan: One Body, Many Members 

• Communications and Media Team Mission Statement: One Message, many 

Media. 

• The Brand 

o The message is the brand (or, MTCLC’s story). But what is the message? 

Or, what is the brand? 

o What do people think about when the see the logo, or think about 

MTCLC, or are exposed to anything related to MTCLC? What feelings are 

invoked? Are we known as a loving church? A teaching church? What do 

people perceive of us? That is, what does the congregation and the 

community at large think and feel and say about MTCLC given it’s history, 

mission and work?--- this is the brand. 

• Human Resources 

o As I have previously expressed to the pastor, I think that MTCLC should 

offer internships to local college students who study communications and 

media because MTCLC does not seem to have many people who are 

equipped to do the work. This would be especially beneficial for areas 

which we simply cannot fill currently from inside MTCLC. It seems that most 

of the team will require considerable training before a considerable 

amount of progress can be made. 

• What is MTCLC’s Communications and Media Team’s 

o Goal 

o Purpose 

o Function 

▪ communication 

▪ media 

▪ fundraising/development? 

• crowdsourcing 

o crowdfunding 

• other? 

o Budget 

▪ equipment 

▪ outside labor 

▪ services 

▪ work force 

▪ training 

▪ communications and media functions 

▪ marketing functions 

▪ fundraising functions 

• I did not approach this project with the typical Problem, Goals, Objective and 

Strategies because there is much information needed in order to clearly define 

these areas. A solid communications plan contains clearly defined and 

measurable objectives and strategies. Prayerfully, all this information will be 
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obtained as quickly and efficiently as possible so that a less ambiguous and well-

defined plan can be developed. 

• MTCLC is in transition and therefore, the church (“business”) plan is undergoing 

massive changes both structurally and in leadership. A sound communications 

plan is based upon a sound church (“business”) plan, and therefore, MTCLC’s 

Communications and Media Teams must work alongside the church, not behind 

it, nor ahead of it. 

o Just because we can send messages and use media does not mean that 

we should. 

o Our communications must be developed and sent precisely and at the 

precise time. 

• This project must be taken in a progressive and step-by-step manner as I am 

certain that there are things to fix, things to nip, things to integrate, and an 

overall direction (i.e., vision, mission and philosophy) to give. 

• All involved must understand that we are communications practitioners and 

have the ability to edify others (naturally and spiritually) and to glorify God. (We 

also have the ability to tear down others and not glorify God--- but this is what 

we want to avoid.) 

• Every message we send must communicate I Corinthians 13, but the manner in 

which the recipients of our messages understand how MTCLC is a loving church 

depends upon the Brand (see above). They will think about how we love (or, 

think about how we primarily edify them) when MTCLC realizes and 

demonstrates its strength in ministry. 

• We are storytellers. 

To be included in the Communications Handbook: 

• Three major functions of a communications plan 

o To advocate 

o to inform 

o to entertain (or, be present information in an interesting way) 

• Communications Team Area Descriptions 

o Journalism Team 

▪ Definition: Journalism is the discipline of collecting, analyzing, 

verifying and presenting information regarding current events, 

trends, issues and people. Those who practice journalism are 

known as journalists (Wikipedia.org). 

o Public Relations Team 

▪ Definition: Public Relations is the art and science of managing 

communications between an organization and its key publics to 

build, manage, and sustain its positive image. People who work in 

this capacity are called, “public relations practitioners” 

(Wikipedia.org). 
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• Use PR strategies to support awareness programs, fundraising 

programs, staff recruiting and to increase patronage of an 

organization’s service. 

o Publishing Team 

▪ Definition: Publishing is the industry concerned with the production 

of literature or information--- the activity of making information 

available for public view (Wikipedia.org). 

o Broadcast Team 

▪ Definition: Broadcast is the distribution of audio and video content 

to a dispersed audience via any audio or visual mass 

communications medium, but usually one using electromagnetic 

radiation (radio waves). (The receiving parties may include the 

general public or a relatively large subset thereof.) (Wikipedia.org) 

• Mass Media Function/Areas 

o Broadcast 

o Film/Videography 

o Apps 

o Audio Recording and Reproduction (Media Team function) 

o Internet 

▪ RSS Feeds 

▪ SMS Feeds (mobile phones) 

▪ Podcasts (audio and video, but works with Broadcast Team) 

o Website (Web Team Function) 

o Social Media (Social Media Team Function) 

▪ Blog (or journalism team function) 

▪ Social Media 

o Print Media 

▪ Book 

▪ Magazine 

▪ Newsletter 

▪ Outdoor Media 
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Addendum 
• Every person involved in any aspect of the communications and/or media of 

MTCLC is a member of this team by default because they are directly 

participating in the communications process at MTCLC. 

• The current members of the “PR Committee” may need training in 

knowledge, skills and laws as it relates to the area of interest--- PR is a function 

of the communication’s process. The proposed plan they generated is 

premature because the church is in transition, and media research is needed 

in order to develop a strategic internal and external communications plan 

which will include the PR and MR function. (MR is a result of PR). 

• The external team members must know how to engage a journalist and a 

media organization (like newspapers, etc.), otherwise they risk damaging 

MTCLC’s reputation and the pastor’s reputation) 

• The pastor’s communications and media plan collaborate with MTCLC’s but 

is a separate function by default. 

• The members of the church must be engaged. 

o They are the greatest marketing and advertising vehicle we have 

because they are the recipients of MTCLC’s products and services and 

can “make” or “break” MTCLC’s reputation. 

o People will trust what they say (and don’t say) about MTCLC before 

they trust MTCLC. 

o After the Calendar and overall ministry direction for the coming year is 

established: 

▪ Strategically plan congregational communications by asking 

them to take photos at events and upload to MTCLC’s social 

media outlets and to their own social media outlets. 

▪ Ask them to talk about the event on Yelp.com, Facebook.com, 

and Patch. 

• This makes the search engines notice MTCLC (for free) 

and results in higher ratings on search results---- MTCLC’s 

website needs to be optimized so that it can 

communicate more efficiently with the search engines 

and its own social media. Moreover, the stats from this 

are needed, as well, for analysis of the website’s and 

social media’s media research. 

o This will make the people feel like they are a part and that they matter 

because it is reciprocating the love which Paul talked about in I 

Corinthians 13 (and in other passages of Scripture) 

o This will also cut the cost of marketing and advertising considerably--- 

the plan is to market and advertise MTCLC as effectively as possible 

and as inexpensively as possible, but this require the congregation. 

o The congregation is the Content Contributor member of the 

Communications and Media Team. 
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o Most of the MTCLC church seems to have Google-integrated/involved 

Android phones or other devices--- this based on the survey 

conducted in December 2013. It would be beneficial to the overall 

communication plan to develop and implement Google: 

▪ YouTube 

▪ Google+ 

▪ Google Analytics 

▪ Google Voice 

▪ There’s more 

• If I serve as Communications Director at MTCLC: 

o I will further employ my professional resources and training 

opportunities and will extend their benefits to the Communications 

and Media Team. These include: 

▪ Public Relations Society of America (and the STL Chapter) 

▪ Group Publishing’s trainings, workshops and seminars 

▪ UMSL and STLCC Continuing Education 

• technology 

• communications and media 

• law 

• nonprofit 

▪ Google’s webinars 

▪ My network and communications/media mentors 

• Webster University 

• UMSL 

• LinkedIn 

• Colleagues 

• Other 

o Teach and train all communications and media teams in all that I 

know for the team area in which each team member serves. 

▪ Teaching/training strategy 

• Teach the technology 

• Train for usage within MTCLC context 

• Hands-on approach with training materials given to each 

team member for area 

o Assigned a long-term project, which is taught 

incrementally in order to lead to the project’s 

culmination--- the curriculum builds on itself in 

order to maximize teaching and learning. 

o As previously discussed with the pastor, I am willing 

to extend these technology classes to the church 

so that other people can gain these very valuable 

skills--- this is something to be bathed in prayer, 

and we must keep in mind that the main purpose 

is for the benefit of the Communications and 
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Media Teams. It would be great to at least extend 

these sessions to the MTCLC Staff and Volunteers: 

▪ Microsoft Office Suite 

▪ Internet Basics 

▪ Social Media 

▪ Digital Media 

▪ Desktop Publishing 

▪ Strategic Writing 

▪ Public Speaking, Narration and Voiceover 

• How I am currently learning communications and media: 

o Webster University (M.A. in Communications 

Management // May 2014) 

o STLCC: Adobe and Microsoft Certifications (Spring 

& Summer 2014) 

o Google Technology Webinars (as scheduled) 

o Reading Books, Articles and Pamphlets by industry 

leaders 

o Watching the professionals 

o Seek and develop strategic and mutually beneficial relationships 

between MTCLC and other nonprofits, businesses and schools for the 

furtherance of Jesus’ Great Commission. 
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