
  Have you ever been watching 

television and come across an 

advertisement that is totally in-

comprehensible to you? Carl often 

has a sports channel on in the 

morning as he eats his breakfast. 

Frequently a very LOUD ad will 

come on, after which I will turn to 

Carl and say, òDoes that make any 

sense to you? I have no idea what 

they are selling.ó He will look at 

me between bites of toast and say 

ôdeodorantõ or ôsneakersõ or some 

other thing that most men need. 

There is apparently some secret 

code that I am  incapable of crack-

ing. However, the same thing 

happens to him when I am 

watching  ôwomenõsõ channels. 

The ads on children and teen chan-

nels might as well be speaking 

some rare dialect of Urdu to both 

of us. For a long time, I could not  

understand why marketers would 

create these advertisements. Didnõt 

they worry that I am incapable of 

figuring out what they want me to 

buy? Does this not negate the 

whole point of advertising?  
 

Then I read Gil Rendleõs latest 

book called The Multigenerational 

Congregation. Rendle contends 

that marketing has moved into a 

mode of òpureó or segmented 

marketing. Companies can track 

what we buy. They also use census 

data, etc, to make calculated 

guesses about our patterns of 

behaviour based on demographics. 

From the time that television was 

invented until the late nineties, all 

advertising was based on the 

premise that families watched TV 

together and therefore advertising 

had to appeal to all the generations 

present in a room. Now, genera-

tions are rarely in a room together, 

of any kind. Companies find it more 

profitable to target  one sliver of 

the market; to focus in on just the 

group most likely to be interested 

in what they are selling. My obser-

vation was correct: advertisers on 

the Sports Channel, knowing their 

market will mostly be men, could 

not care two hoots that I do not 

understand what they are saying. 

Other media, such as magazines, 

newspapers, internet sites, etc.   

follow the same principles of pure 

marketing. 
 

So what does this have to do with 

church and God? Well, for one 

thing, pure marketing is driving 

generations apart in a number of 

ways. First, it creates myopic or 

tunnel vision. If I only watch or hear 

things that confirm how my seg-

ment sees the world, it makes me 

more and more surprised and intol-

erant of  the perspective and needs 

of other ôsegmentsõ. Secondly, it 

creates an underlying ethic of òI can 

and should have it my wayó because 

marketing keeps telling us we have 

a right to have it our way. Thirdly, 

this trend separates generations and 

genders in brand new ways by re-

inforcing their physical separation 

  Ministerôs Message:   Church:  Not a òPureó Market. (Thank God!)... 

Spring 2009       

The St. Johnõs Chimes 
  St. Johnôs United Church  6225 Willow Street  Halifax  NS  B3L 1P1 
  stjohnsunited@eastlink.ca   ×  (902) 423-8498  × www.stjohnsunited.com 

Spring 2009       

based on what 

they watch. In our 

culture there are 

fewer places where generations 

meet, talk and listen to each other. 

Church is one of the last public 

places where we do this. A critical 

understanding of a people of God is 

that all generations are responsible 

for one anotherõs well being and are 

interested in each other. The 

trouble is, as Rendle says, because 

we are increasingly losing our ability 

to interact and talk to one another, 

even the intergenerational church 

can be a place of constant living 

tension. St. Johnõs is pretty good at 

including all the generations in most 

things but this will take increasingly 

intentional efforts as we all move 

into a hyper-segmented future. The 

churches that figure out how to do 

this not only will be the ones who 

thrive, but also will be places that 

model for the òoutsideó world what 

intergenerational communities can 

and should be like. 
 

This is so important for our church 

that the Implementation Team  

named it  a critical dimension of 

whatever we build in the future. 

Our church has to be a place where 

generations gather, listen and care 

for each other. Check out the bible. 

In it you will find children longed 

for, held up and loved. You will find 

elders revered and listened to. You 

will find young adults of action and 

vitality. They all interact, albeit 

imperfectly and not without some 

conflict from time to time. Hmm. 

Sounds familiar somehow.... 

                              Blessings,  Linda   

òA critical understanding of a  

people of God is that  
all generations are responsible 

for one anotherõs well being and 
are interested in each other.ó 

 


