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Religious Seekers wanté
éto find a spiritual place that feels like 

óhomeô

éto find a place where they can be known 

and know others

éfind a place where the religious óauthorityô 

feels órightô for them

éfind a place where the reality matches 

what they have read or heard



The characteristics of 

religious seekers



~Americans change religious affiliations early and 

often

~ About half of American adults have changed 

religious affiliation at least once in their lives.

~ Most who change their religion leave their 

childhood faith before age 24



~The biggest gains due to change in religious 

affiliation have been among those who say they are 

not affiliated with any particular faith.

~ The 2007 òUs Religious Landscape Surveyó 

found that 16% of the adult population is 

unaffiliated, with 79% reporting that they were 

raised in a religion as children.



~More than one in ten American adults and more 

than a quarter of all those who have change 

religions have become unaffiliated after having 

been raised as part of a religious group.

~On the other hand:  the unaffiliated have gained 

the most members in the process or religious 

change.  Most people who were raised unaffiliated 

now belong to a religious group.



~Nearly four in ten of those raised unaffiliated 

have become Protestant (including 22% who now 

belong to evangelical denominations).

6% have become Catholic.

9% are now associated with other faiths.

Overall, 4% of the total US population now 

belongs to a religious group after having been 

raised unaffiliated.



How do we let religious seekers know 

about Unitarian Universalism?...about a 

specific congregation?



The changing landscape of 

communication



The changing landscape of 

communication

Old:  newspapers, yellow pages

Now: online advertising, the web, 

electronic communication methods



Why???

ÅThe slow death of newspapers and press 

releases

ÅHigh cost of print media, with dwindling 

audience return

ÅCost effectiveness ðthe big, driving issue for 

non-profits and religious organizations.  

What can we get for as little money as 

possible??



Traditional 

advertising still 

works ðprint, 

billboard, flyers, bus 

cards ðbut the 

vision must expand!



ÅPerson-to-person communication: horizontal 

or multi -directional, not 

top-down

ÅInstant communication: feeds an increasing 

hunger for information in a hurry-up world

ÅA wish for CUSTOMIZED information



SM

SM

MARKETING

Providing customers with products and 
services that they need or want

Marketing is a process for making 
concrete decisions about what the 
congregation is going to do, and not do, 
to achieve its mission



Who wants your information?



ÅHow do we use the web?

ÅWhat are your demographics and user 
characteristics?  How do these inform what 
your website looks like?








