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Introduction 
In this report, Global Scripture Impact (GSI) provides a summary introduction to the 
context and environment for Bible Advocacy in the United States. 

Context and Environment  
1. Best Practices for Bible Advocacy 
2. Impact Indicators for Bible Advocacy 
3. Impact Figures for Phase 2 of Program Implementation 
4. Recommendations 
  
Americans’ View of the Bible (as identified by Barna Research): 
1. Antagonistic – Those antagonistic toward the Bible – 15 percent of those 

interviewed by Barna Research – were adults who believe that the Bible is just a 
book of teachings written by men. They rarely or never read the Bible. 

2. Neutral – Those neutral to the Bible – 26 percent of those studied – believe that the 
Bible is inspired, but contains errors. They rarely or never read the Bible. 

3. Friendly Light – This group – 23 percent of respondents – has a high view of the 
Scriptures and reads the Bible less often than weekly. 

4. Friendly Moderate – This group – 14 percent of respondents – has a high view of the 
Scriptures and reads the Bible weekly or several times a week. 

5. Engaged – This group – 21 percent of respondents – believes that the Bible is the 
Word of God with no errors. They engage with the Bible four times a week. 

 

 
 
The Bible “brand” is in serious disrepair in the United States. Negative perceptions of 

the Bible and/or its followers as unscientific or judgmental have influenced the general 

public’s response to Scripture engagement. The branding problem may have more to do 

with negative perceptions of the Church or Christians than with the Bible itself.  
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Among the general population in developed countries, the Bible is of increasing 

irrelevance. i A 2005 survey among American Christians found that many “feel that the 

Bible is irrelevant to their lives and can find no connections to materials that make the 

Bible relevant.” ii This sense that the Bible holds less and less relevance to people’s real 

lives directly impacts a person’s desire to engage with the Scriptures, and to 

communicate the Gospel to others.  

 
The perceived Bible “brand” within popular culture must be shifted toward increased 

openness to the Bible. The goal of the research behind this Sector Report is to positively 

rebrand the Bible where necessary, to challenging the notion that the Bible is irrelevant 

to society, and to energize individuals in their responsiveness to their biblical 

worldview. The long-term goal includes changing the attitudes of people categorized as 

Friendly or Engaged so they become the salt and light in their sphere of contacts.  

Project Design - Advocacy 
 
Advocacy voices support for an issue or cause. It is a continuous process and must be 

understood as long-term development. Contemporary technology has brought many 

changes in the way people use, receive and interpret information and entertainment. 

The format of preference is increasingly that of digital delivery, which allows a person to 

receive information almost anywhere and anytime. By utilizing contemporary 

technology, the Arts & Media Bible Advocacy group of American Bible Society (ABS) 

seeks to shift perceptions in popular culture toward an increased openness to the Bible. 

The Advocacy Group will use such technological bases as advertising and interactive 

platforms. Advertising refers to traditional, one-way communication techniques, such 

as print and video. An interactive platform involves dynamic messaging that invites the 

user to contribute through texting, game applications (apps) and social media. 

ABS Media Wall Phase 1: “Push” Messaging  
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Recent technological devices have created a monumental shift in the lives and 

perspectives of the average person living the United States. For example, the social 

networking site Facebook now has 955 million active usersiii – a number larger than the 

population of the United States. More than 85 percent of American adults own a mobile 

phone, and Facebook has 543 million monthly active users on mobile phones. The 

younger generations that have grown up with digital devices as part of their lives rely 

heavily on these social interaction tools. As ABS seeks to meet people where they are, it 

needs an interactive multi-media platform. 

 
In 2011, an estimated 3 million peopleiv walked by the Bible House, the property owned 

by ABS in New York City. The property is located in a central position within the most 

populous city in the United States – the epicenter of influence at a time when 

technology is changing the way that people interact with the world around them. 

 
The 10-by-15-foot Media Wall attached to the front of the Bible House creates a fluid 

conversation about the Bible on the street. Launched in December 2011, the Media Wall 

presents dynamic modules that run in 8-minute loops. Currently, the modules are 25 

percent Scripture verses, 25 percent Christian thought, 25 percent data and 25 percent 

seasonal information. Through the Media Wall, the Scriptures are presented in a non-

prescriptive manner that allows the individual to discover the truth in the text, rather 

than giving the answer up front.  

Movie Discussion Guides  
Bible engagement in North America is at a shockingly low level. Millions of Americans 

view the Bible as a sacred or holy text, but are struggling to see its relevance in their 

lives. Young people particularly find it difficult to see the credibility of the Bible to their 

world today. Bible Societies in Western cultures today face the challenge of finding ways 

to draw links between the Bible and contemporary culture.  

 
Some 221.2 million people in North America went to the movies at least once in 2011v. 

Movie discussion guides developed by the Advocacy Group provide a practical tool for 
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people to connect biblical themes to mainstream movies. The following movies 

discussion guides have been produced: “Beasts of the Southern Wild”, Disney Pixar’s 

“Brave,” “Blue Like Jazz,” “Act of Valor,” Machine Gun Preacher” and “Tree of Life.”  

Social Media 
Technology is changing the way that people view and interact with the world around 

them. A recent Barna Group survey found that more than one-fifth of Americans, age 

18 to 24, said that owning the latest technology is a very high priority in life. By 

utilizing social media platforms, the Advocacy Group is able to create a global 

conversation where individuals can interact across several forms of media.  

ABS Media Wall Phase 2: Interactive Design 

Media Wall 
The Media Wall is a flexible social media platform that allows individuals to connect and 

interact with the message of the Gospel in an accessible format. As the Media Wall 

continues to evolve, individuals will have opportunities to share stories and opinions 

through texting and apps.  

 
The Christmas Exploration, one such interactive experience through the Media Wall, 

enabled visitors to engage through Kinect technology, by moving around and watching 

an animated character reflect their movements. The experience presented the Gospel by 

allowing users to open a gift that revealed the Gospel’s Christmas message.  

 
The “My Creation” app is another interactive experience through the Media Wall. 

Individuals can complete different levels, which takes a minute to complete, that mirror 

the Creation story found in Genesis.  

 
The Scriptoria experience (BroadcastonBroadway.com) uses the Media Wall to ask 

passing individuals a question that the recipient can answer via text, tweet or share 

through Facebook. Answers appear on the Media Wall, and individuals can further 

interact with responses through Facebook and the Media Wall.  
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Video Storytelling 

The Advocacy Group is utilizing digital platforms to connect stories with individuals 

through digital art and videos. Modern Day Parables are projected short films that 

communicate biblical-themed stories set in modern time, to be distributed through 

social media platforms.  

The Advocacy Group also seeks to invite artists and film-makers world-wide to create 

high-quality works of art that reveal the Bible’s message in a Media Competition. 

Bible Visibility Campaign  
The Advocacy Group will also utilize traditional messaging such as strategic advertising 

and billboards to direct individuals to further engagement with campaign websites and 

other next steps.  

Interactive Media: TV Apps  
In 2012, the Game Show Network (GSN) began airing a Christian-themed game show 

called “the American Bible Challenge.” Bible enthusiasts from all across the country 

competed in challenges that celebrate the Bible by putting their knowledge of it to the 

test. The Advocacy Group developed an app in connection with the show, where 

individuals test their knowledge of the Bible, as well as advocate for deeper Scripture 

engagement.  

Web Based Advocacy  
The Advocacy Group launched a website called ProjectShift.com to equip Bible 

advocates to identify where the Bible’s concepts appear in the world around them, and 

from there, how to share those insights with friends.  

 
ABS Atrium  

The Advocacy Group commissioned the design of the new ABS Atrium – a refurbished 

space that offers a creative environment where individuals can engage with the Bible 
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through high-end touch technology. The ABS Atrium offers free Wi-Fi and a café to 

encourage a comfortable environment.  
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Bible Advocacy Best Practices  
 

These Best Practices for Advocacy projects were determined by assessing the findings 

from leaders in relevant interventions, and provide a practical, although not 

comprehensive, framework by which all projects can be measured. Projects should: 

  
1. Require immediate, specific action. 
2. Use non-prescriptive messaging.  
3. Be conversation-based. 
4. Use intentional language. 
5. Make connections. 
6. Provide an incarnational and holistic witness. 
7. Keep an urban focus. 
8. Evaluative. 
9. Recognize the role of the Holy Spirit.  
 

Data Collection Best Practices 
 
1. Variety of methods. 
2. Established and clear reporting requirements. 
3. Consistent source documents. 
4. Multi-phased implementation. 
5. Training. 
6. Systematic review of data. 
7. Monitoring and evaluation staff 

Social Movement Best Practices 
 
1. Clearly framed issue and identified goals. 
2. Organizational lead. 
3. Volunteer base. 
4. Opportunity. 

Digital Delivery Best Practices 
 
1. Interactive. 
2. Pre-testing and user experience. 
3. Authentic voices. 
4. Directs toward engagement. 
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5. Simplicity.  

Advocacy Impact Indicators 
 
ABS uses four indicators to measure the impact of a project: Community, Willingness, 

Understanding and Action (CWUA). The goal of CWUA is to identify the stage of 

activity an individual occupies through regular Scripture engagement. For Bible 

Advocacy, the primary audiences are those who identify themselves as Antagonistic, 

Neutral and/or Friendly Light toward the Bible, who associate the word Bible with 

negative institutions and personas. Impact indicators will capture a net positive, both 

publically and personally, of the perception of the Bible. Additionally, it is 

recommended that the Advocacy Group measure negative outcomes in order to adjust 

rebranding efforts.  

 
Community - The Community category covers projects where it is not possible to 

record with significant accuracy the number of individuals willing to “interact with 

Scripture-based content” – yet measurement can still be made. For Advocacy, 

impressions are figures of exposure rather than a measurement of further engagement. 

The industry standard for impressions is 50 percent of the content being communicated 

is visible and interacted with for at least 1 second.  

 
Willingness - Willingness is demonstrated by a person’s initial interest to interact with 

Scripture-based content. In order for people to be considered “willing,” they must 

request and interact with the Scripture-based content. 

 
Understanding - Understanding measures the number of individuals who choose to 

interact with Scripture-based content, by way of documentable evidence. 

 
Action - Action is defined as evidence of action resulting from an initial interaction 

with Scripture-based content as demonstrated through observable, personal action that 

results in sharing content with others. 
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Advocacy Impact Figures (January 2013 to December 2013) 
 
Community 
2,136,342 individuals will walk past the Media Wall located at the front of the Bible 

House, exposing them to messaging and interactive experiences regarding the Bible. 

 
Willingness 
56,754 individuals will demonstrate a willingness to engage with the Scriptures, as 

measured by the number of downloads of movie discussion guides or apps, or “liking” a 

Facebook page. 

 
Action 
7,000 individuals will take action by sharing content from the Media Wall, Advocacy-

themed Facebook pages, Twitter or websites with others through social media 

platforms.  

Recommendations 

Media Wall Monitoring 
Advanced media tracking software is needed for the Media Wall as the Advocacy Group 

seeks to quantitatively measure the public and personal perceptions of the Bible. GSI 

recommends ABS acquire software that can report on pedestrian and traffic counts, and 

the direction of traffic flow and length of the view. Such software will facilitate the data 

collection process and also provide feedback on user engagement on the Media Wall.  

Digital Analyticsvi 

1. Click Depth Index: Captures the contribution of page and event views  
2. Duration Index: Captures the contribution of time spent on the site  
3. Recency Index: Captures the visitor’s “visit velocity” – the rate at which a visitor 

returns to the website over time 
4. Feedback Index: Captures qualitative information, including the propensity to 

solicit additional information or supply direct feedback  
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5. Loyalty Index: Captures the level of long-term interaction the visitor has with the 
brand, site or product(s)  

6. Conversation Index: A ratio between blog posts and comments-plus-trackbacks. This 
measures the level of uptake or response on the part of readers.  

7. Relevance: With barriers dropping, allowing the masses to make their voices heard 
using social media tools, it is increasingly important to isolate specific key ideas.  

8. Unique Visitors: Captures the number of inferred individuals within a designated 
reporting timeframe, with activity consisting of one or more visits to a site. Each 
individual is counted only once in the unique visitor measure for the reporting 
period. 

 

In-Depth Surveys 
Surveying different target audiences is an integral part of measuring changes in 

awareness and loyalty for a brand following an advertising or marketing program. Long-

term impact is realized when Friendly or Engaged individuals become salt and light in 

their relationships with people who are antagonistic or neutral toward the Bible, so an in-

depth survey is recommended among those Friendly or Engaged Bible readers.  

Quarterly Review of Metrics 
The Advocacy Group needs to put into place an evaluation system in which metrics of 

engagement are reviewed quarterly and influence the next phase of project 

implementation. GSI also recommends that the Advocacy Group appoints an individual 

to be in charge of data collection and reporting.  
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