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Abstract

Church is the gathering, an assembly and a bodyeliévers in Jesus Christ who are joined togetbetife
purpose, goal and objective of praying, fellowsimigpas well as worshipping, praising and servingd GA
church can be growing, plateaued or declining. Redeemed Christian Church of God, chosen for taidys
had between 1981 and 2016 grown from 40 parishefidnSouth-western Nigeria to becoming the fastest
growing Pentecostal church in the world with pregsem 190 countries and more than 40,000 branctress
Nigeria. The main objective of this study is to esss how Public Relations impacted on fostering this
monumental growth. The survey method was used énrésearch with 400 questionnaires distributed to
ministers, workers and members of only the fourjrees in Cross River State out of which 394 ob9&rcent
were returned as valid. Everett Roger's Diffusiérinmovations theory, as cited in McQuail (2010:18%as
used as the theoretical framework for the studgnfthe research, it has been established thatiaggBublic
Relations strategies, which include identifying fireblems, defining objectives and vision, drawaygtematic
plan, preparing budget, engaging human resourceéseaaluating the process as it progressed assistdue
phenomenal growth the church has recorded sindeHaisoch Adeboye assumed its leadership in 1981he\
end, it was recommended that in order to continubé growth stride, the church should always kiepublic
Relations machinery active and functional while @&rporate Social Responsibility Department, opegaat
different levels of the church, should not relenidentifying and meeting the needs of the peaplad in the
community where the church operates.
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1 Introduction

Church Growth is a concept that has taken firmgaathin the evangelical Christian fold; and it gga great
emphasis on missionary work and sociological awesgrof the target population. Its two main attlsusre a
passion for the "Great Commission" as enunciatdtiérBible Gospel of Matthew 28:19-20 and the wijliess
to apply research, including quantitative methaasttracting members. The latter part of thesebaltes relates
with applying the principles of Public Relationshish involves, according to Weiner (1996:484), @ining

and executing of programmes “designed to activajeatives related to specific groups (publics), lgoand
strategies, utilising publicity and other commutiima techniques.”

The Redeemed Christian Church of God (RCCG) wasded in 1952 asEghe Ogo Oluwa(literally
translated in English abhe Glory of GodGroup) by Reverend Josiah Olufemi Akindayomi. Baribh 1981
when the mantle of leadership of the mission falDy Enoch Adejare Adeboye, there were only 40gbas of
the church located only in the western part of NayeHowever, within 35 years of his leadershige thurch
grew phenomenally to become "the fastest growingtd®estal church in the world" with presence in 190
countries of the world and more than 40,000 brasdghéNigeria (The Guardian, 2017). To answer thestjan:
What role did Public Relations play in this monutagrowth of RCCG? forms the core objective o thaper.

The research was limited to Cross River State, lwkimbraced RCCG in 1995 with the establishment
of the first parish in Calabar, the State capifed. at December 2016 - about 21 years after - theben of
parishes in the State had gone up to 681, witlSthte divided into four administrative provinceso§s River
Province 1 having 132 parishes, Cross River Pravihwith 145, Cross River Province 3 - 300, ands€miver
Province 4 with 104 (Source: Provincial AdminisivatOffices, February 2017).

Survey was chosen as the research method forttidy since, according to Wimmer and Dominick
(2000:161), it is relevant when used to investigateblems in a realistic situation. The instrumenbsen was
the questionnaire - 400 in all which were distrdzutequally to the four provinces in the State, anal
interview. The population was the entire membersiiifhe RCCG while the working population was tiherrch
membership in Cross River State - one of the 3@sta Nigeria. Only the ministers, workers and rhem of
the church in the State were involved in the rageaFhe sampling technique used was the clusteruttistage
sampling method, with the population divided intd Austers (identified as blocks - five from eadlonce)
and each block further divided into two cells eathis enabled every segment of the population toebehed.
At the end, 394 questionnaires or 98.5 percent vettgned as valid.

2. Relationship between Church Growth and Public Relations
The word, "church," derives its name from the Greedrd, ekklesia(spelt ecclesiain Latin), meaning
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"assembly" and from a Hebrew woighhal meaning "the called out." So, when these two wea considered
together, we have a definition of church to be "#issembly of the called out" (Bolarinwa, 2010:37)s the
gathering, an assembly and a body of believergsns] Christ who are joined together for the purpgsel and
objective of worshipping, praying, praising, fellskwpping, and serving God.

Church Growth, as a concept, was pioneered by rd-tf@neration Christian missionary in India,
Donald McGavran, in his bookhe Bridges of God1955). Later, his observations in another bodkw
Churches Growwent beyond typical theological debate to discgniological issues that affected how non-
Christians received the Word of God. He actuallyed the phrase, "Church Growth."

What, therefore, is the meaning of Church Growthezokding to the American Society for Church
Growth, it is "a discipline which investigates thature, expansion, planting, multiplication, fuonatiand health
of Christian churches as they relate to the effedtinplementation of Christ's commission to 'maleeigles of
all peoples™ (Towns, 2004:40-41). The biblicalngiples of Church Growth as enunciated by McGavran
received strength from his understanding of theaGi@ommission as contained in Matthew 28:19-20. It
emphasises that while principles, which are biljlicemain unchanged, strategy must be approprat@ntext;
and research, drawing on social science, is negdddtermine what strategies work in which con{®ednnett,
2007:25).

Generally, there are three types of church: thevopg church, the "plateaued" church and the dewdjni
church. The church that is growing is healthy; dme that is "plateaued” is stunted and has stogpeding;
while the declining one is moving gradually to egtion. One major way of addressing this slidinggass is to
apply the principle of Church Growth which, in cept and application, relates closely with the sfygtof
Public Relations campaign.

Public Relations practice in itself is a functiohnoanagement and is defined by Sam Black (199&3) a
"the planned and sustained effort to establish muaihtain goodwill and mutual understanding between
organisation and its publics." This definition is abridged adaptation of the one by the Britishituie of
Public Relations, which sees the practice as:

the deliberate, planned and sustained efforts tabksh and maintain mutual
understanding between an organisation and its @k{ihjala, 1993:9)
Here, we have seen that Public Relations cannbapbazardly executed. In fact,
e itis a practice that ideliberate, which means that a Public Relations activityasefully considered at
length before any decision is reached;
e itis a practice that iplanned because Public Relations is done for a purposdterd must, therefore,
be well laid-down scheme for the attainment of fhatpose;
e it is a practice that isustained, that is, there should not be any lapse in thewi@n of a Public
Relations programme but rather, the tempo with titievas started must always be kept up; and
* itis a practice that seeks not jusesbablish but also tamaintain a mutual under standing between an
organisation and itspublics.
The organisation in this definition is the initiatof the Public Relations message. It is, accordingdekunle
Salu (1994:22),
a collective or aggregate of persons bound togetharformal setting to carry out
agreed objectives, varying from politics, to busmephilanthropy, religion and the
like .... [It] is a legal person distinct from tidividual human beings who created
it.

The organisation, which may be a church, a govenynan institution, a business venture, a political
party, or any public/private establishment, caromits own establish mutual understanding, except there is a
receiver of its message. So, it needs the "pubtr€bmmunicate with. But the worgdublics, does not refer to
the "general public" because any Public Relatioesgage, for it to be effective, must be directed #drget
audience. The publics, therefore, may be the cgadien, the employees, the community, the sharehs|dhe
government, the media, or the customers.

In their report of the International Commission filile Study of Communication Problems, Sean
MacBride et al (1981:195) exhaustively describe"thgblic Relations public” thus:

The public is indeed more than a mathematical tofaindividuals. It means a
collectivity, which exists because individuals sharertain experiences, certain
memories and traditions, certain conditions of. lifais collectivity, however, is not
a uniform whole, even in quite a small communityder observations, it reveals
many variations based on distinctions of sociabglaeconomic interest, religious
belief, political and ideological attainment, arafsrth. It is because this aspect of
the matter is sometimes ignored that the powehefrhass media to influence the
public is exaggerated. If the public were in faetadid of attitudes and qualities of
its own, it would be possible to impose on it aiydkof belief, prejudice, or pattern
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of behaviour. The reality, however, is that the lmultests and evaluates the
messages offered to it by standards which it haserited or adopted, and these
standards govern its response of acceptance aticgje..

The publics of an organisation are a potent fometfie success of any Public Relations activity.
Identifying and feeding them with the relevant mfation help to satisfy "the need for constant endar to
establish and maintain mutual understanding ang keavatch for possible causes of disharmony" (Black
1989:9).

To eliminate these "possible causes of disharmamyybrthwhile Public Relations planning is crucial.
As in the principle of Church Growth, planning inldfic Relations practice is a very important indead in
problem-solving. Thus, a good Public Relations piag, according to Salu (1994:112), involves the —

.. arrangement of actions to be undertaken ov&tipallated period, considered in

advance of the period, taking into view factorsisas the operating environment,

the problems arising or existing, solutions to lomed, the objectives to be

achieved, the cost of doing what we want to do, asekssing whether or not we

[have reached] the goals we set for ourselveseoothanisation we work for.
All the components discussed above are found i &urch Growth and Public Relations planning. For
instance, in enumerating the factors that helpafhgrowth, Ezekiel (2010:16) identifies what heersfto as the
10 M's:

« Man - the people involved in or spearheading thealhgrowth activities;

* Mission - the activities of a sending-church throwghich it seeks to communicate the Gospel across

cultural boundaries with a view to establishing rchuthat will evangelise;

* Motive - the vision that drives the growth;

* Ministering - attending to the needs of the people;

* Message - the undiluted Word of Salvation;

* Manpower - the human resources;

e Material - the physical items, including financegded to enhance church growth activities;

e Marketing methodology - the systematic way of sglithe Word of God to the hearts of men;

« Measurement and control - periodic assessment amitening of performance against plans.
Ezekiel's factors here can be compared to theviiolip Public Relations planning models: Hebert Lisyithree-
point Public Relations planning model (1974:55) sdngomponents are:

i. Research
ii. Plan
iii. Action.
Or Ikechukwu Nwosu's "Public Relations planninggass” (1994:12) in which he identifies a ten-stageess
as follows:
i. Stock-taking/Research: problem identification
ii. Definition and setting of Public Relations objeetivand goals
iii. Definition of target audience or publics
iv. Conceptualising and producing the appropriate ngessa
V. Performing specific activities

Vi. Selecting the specific activities
Vii. Identifying the human resources that will assishiplementing the plan
viii. Preparation of the budget

iX. Drawing up a time-table (this should take care pbasible crisis)

X. Evaluating the results during and after the plan.
The above models are all identical. From Lloyd's\aiee model to Nwosu's elaborate process, they are
identifiable with Ezekiel's Church Growth factoiBoth the Church Growth and Public Relations modedgiire
the use of well-prepared people, having a wellrafi vision (or objectives), using appropriately-cloed
messages, properly identifying the target audiehosting specific events, meeting the yearningshefpeople,
applying sufficient finance, and systematically leading their activities.

3. Theoretical Framework:

The diffusion of innovations theory, made populaRogers (1962), sought to explain how the sociatnimers
adopt new innovative ideas, why they make theirigiees, and at what rate the new ideas and techyolo
spread. He identified four elements that woulduefice the spread of new ideas, namely: the inrmvitself,
communication channels, time, and a social systeemdambers of the social system. He saw human tagita
great determinant of the success of this procesgeiR, as cited in McQuail (2010:487), envisaged &iages
in the theory: information, persuasion, decisiom@option, and confirmation.
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At the first stage of the theory, innovation isfireceived by the individual who may laickormation
about it and also not inspired to seek for more@rimiation on the innovation. Then at the secondestaly
persuasion the individual begins to develop interest abouw tnnovation and to desire more detailed
information about it. The third stage, whichdscision or adoptionbrings the individual to a point where he
decides to adopt or reject the innovation; and ehwer adopts it, he searches for more facts thdd dmip to
further strengthen his decision. The last stageoisfirmation where the individual makes up his mind to
continue putting the innovation into use.

Considering that the diffusion of innovations the@rojects the process by which a new idea (an
innovation) is conveyed and received over time, Hred extent that such idea (or innovation) is addpr
rejected, among the participants in a social systeis, therefore, very apt in this study on thesd of the
Redeemed Christian Church of God since Pastor Agebecame its leader in 1981.

4. Employing Public Relations Strategiesfor Growth in the R.C.C.G.

As already discussed, for a successful Public Relateffort to be recorded, the problems must leatifled, a
plan should be put in place on how to address tfieamcial and human resources would be requirezkézute
the plan, and at the end or during the course g@leémentation, the entire process is evaluated deroto
identify its strengths and weaknesses. Did RCCQGhesge processes to turn the tide in its favour?

4.1 Researching and Problem Identification: ThesFBtep to Take:

In Public Relations strategic planning, researctansindispensable feature. Mish, et al (1998:998jnd
research as "studious inquiry or examination; itigaion or experimentation aimed at the discovang
interpretation of facts, revision of accepted tiheoor laws in the light of new facts, or practiegplication of
such new or revised theories or laws." Researcphshi identify problems with the sole aim of prawml
solutions to them. It assists in providing the esatliinformation that can be used in dealing withirgtricate
situation.

Between 1952 when RCCG was founded and the timeva leadership took over the mantle of
leadership in 1981, there was something wrongrtegatively affected its growth but which remaineshaticed
or unattended to. It was through research findihgs the facts were known and they became issuesrafern
to the new leadership. Firstly, RCCG was seen @snagrowing, plateaued church. After all, it hadsted for
19 years and all it could show was only 40 parishisit is about two parishes planted every yeaco8dly, it
was seen as a sectional church, which existed iortlye South-western part of Nigeria. Church sasiwere
held in Yorubg the indigenous language of the area and, whessille, preaching could be translated into
English for the non-Yoruba-speaking audience. Tirthe level of academic attainment of its ministevas
low. There is no record of any other minister vdtHoctorate degree until Pastor Enoch Adeboye,&.Piolder
in Applied Mathematics and senior university leetutook over as the general overseer. These isacesrding
to interviewees, constituted very huge problemdtierchurch!

Identifying these problems facing the church wakeed the first stage. The next step to be takertavas
plan on how to deal with them so that the churalidcbe repositioned for growth.

4.2 Planning and Vision: The Keys to Meaningful ttu
Behind every great leader, every successful orgtaisand every monumental breakthrough, therevisian
that grew out from an intensive planning. Bullonak(2003:1841) define vision as "the ability tnk about or
plan the future with imagination or wisdom." Thisfidition identifies "plan" as a major ally of visi. There is a
common adage that says "those who fail to plam pgafail.” So, when vision exists, the ability socceed
becomes inevitable. The general overseer of the ®R@astor Enoch Adeboye, did not mince words wheen h
addressed the issue of planning and the inevitglufi goal-setting to success. He had copiouslyroented in
the Open Heavens (2010: January 14):

Goal-setting is advantageous to the goal-setten. rfost not take on any assignment

- be it spiritual or secular without setting clgadefined goals. There are several

benefits you can derive from setting goals: It gittee goal-setter a sense of purpose

and direction. A goalless life is a purposeless. lklso, it gives you something to

live for in the face of opposition and difficultieGoals also act as the benchmarks

against which performance or non-performance issorea. When you evaluate

your activities over a period vis-a-vis the setlgp will become easy to determine

your level of performance. Measurement of perforeeais difficult and subjective if

not done in relation with set goals. In additiomaly help to minimise waste and

make you a better time manager. You will observat tthe one without goals

appears to have too much of time, while the gotiesdas too little time to achieve

his goals. So, while the former is wasting times thtter is effectively utilising his
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time. More so, goal-setting helps you manage allryesources effectively -
whether financial, intellectual or material res@asc

Oluwole (2010:11) describes vision as the "abilidysee more and farther than others. This includes
foresight as well as insight, optimism and hopeutlSvisionary person or organisation would takeetito
properly visualise options that are available befohoosing to adopt the best out of the lot. Buenvian
organisation's preoccupation most of its timesoisatoid change so as to maintain ttatus quoin its
operations, there is bound to be stagnation, tmasding dissatisfaction, discontentment and dsdioment
within its fold, which vigorously alienates growth.

Warren (1995:77) says organisations, and he wasfgpabout churches, that think and believe this
way are often driven by tradition. Their favourjirase is "We've always done it this way." Theialgs "to
simply perpetuate the past." To them, "changen®at always seen as negative, and stagnatioreipieted as
‘'stability"." Fortunately, RCCG under Pastor Adebald not see things this way. For the church foflewing
completely fresh mission and vision statement veapted, which helped in firing up the passion snnitembers
to contribute towards the monumental growth it rded:

1. To make Heaven.
2. To take as many people as possible with us.
3. To have a member of the Redeemed Christian Chdr&woad in every family of
all nations.
4. To accomplish No. 1 above, holiness will be owdtyle.
5. To accomplish Nos. 2 and 3 above, we will plantrchas within five minutes
walking distance in every city and town of develgptountries and within five
minutes driving distance in every city and towrdefreloped countries.
We will pursue these objectives until every naiiothe world is reached for JESUS
CHRIST OUR LORD.
The RCCG, therefore, had not only identified thebpem of stunted growth but also developed plankam to
deal with the problem. It started with adopting @dove sharp vision for growth, which Warren (199%;
describes in these words:
Many people think "vision" as the ability to see thuture. But in today's rapidly
changing world, vision is also the ability to actely assess current changes and
take advantage of them. Vision is being alert tpasfunities.
The instruments deliberately set up by the chueckrtsure the realisation of its vision and invdyiagb deal
with the problem identified were quite enormous. Alseady seen in Nwosu’'s Public Relations model,
performing specific activities is one of the mampbortant Public Relations specialties. Bolarinn@0@44-45),
as collaborated by interviewees, identify such gpectivities organised by the RCCG as:

e Establishment and inauguration in 1981 of a movemehrist the Redeemer's Ministries, which has
contributed immensely to the growth of the church;

« Emergence of model parishes in 1988, which comtiireold beliefs and practices with new trends in
churchmanship to help grow the church;

e Establishment of Redeemed Christian Bible Colleg&d80 to train ministers and would-be ministers
in order to prepare them for pastoral responsiedliin the growing church;

« Establishment of the School of Disciples in 198bjolv has become another notable outreach of the
church;

e Establishment of Christ the Redeemer's Friendshivédsal (CRFU), now renamed Christ the
Redeemer's Friendship International (CRFI), to ter@aforum in which the highly placed persons can
meet and discuss business of the Kingdom in the édwGod,;

e Launching of Operation JIM (Jesus in the Market)1B90 to witness to traders in their places of
business;

e Starting and later expanding in 1990 the Holy GHamstvice into a monthly programme and holding
special programmes in some strategic towns in Migand beyond as well as campuses of Nigerian
tertiary institutions;

« Developing and hosting the Mission's internet sitew.rccg.org, in 1997;

e ConductingLet's-Go-A-Fishinga special open-air evangelical programme duringstthas and Easter
periods, with the aim of winning souls and everjuastablishing a new parish at the event's looatio

« UsingOperation Andrewa personal evangelism activity, to bring unbedisvto Christ;

» Creating House Fellowship Centres or House Carts @sla veritable tool of reaching out to people;
and

« Creating the Corporate Social Responsibility (CBRpartment in 2005 at headquarters as well as the
regional and provincial levels to coordinate albjpcts, programmes and services designed for the
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benefit of the communities where the church opesrate
All these activities were not accidental occurrencéhey were systematically planned, articulated executed
to help in creating a favourable image about theCBGn the minds of the people thus establishingerua
between the church growth and Public Relationslsdgane major implication here, in line with theoab
description of vision by Warren, is that vision aheé plan set up to fulfil it require people whacaccurately
take care of situations as they arise. Neverthelésion and people cannot work in a vacuum. THey eequire
adequate finances to pay for services as and wiedea.

4.3 Human and Financial Resources: A Desideratunsfacess:

In Public Relations practice, knowledgeable, wellfted and capable people are used to analyseiffeeedt
publics, prepare the right messages, choose effectedia/channel, and effectively communicate snebsages
that are capable of favourably influencing the apirand attitude of the target audience. The R@@s&a great
amount of them (also referred to as human capitatinisters (full- and part-time, ordained and thowt
ordained), church workers (including the ad-hoauntgers), staff (national and local) as well asrtiembers.
All these categories of personnel are expectedetovéll trained, properly equipped and highly matiiehto
carry out every task assigned to them. With targegslarly set, they all should work hard enougmeet them.
In addition to people, finance is also an importequirement needed to organise effective Publiatites
programmes. Income of the church comes from sowasdsve offerings, tithes (personal and corpoydiest
fruits, faith seeds and donations. For its Publ@aRons programme, therefore, to produce relianlé valid
results, the money allotted to it should be cahgfapplied. A cost analysis needs to be carriedbadivrehand.
An itemised list and cost of the required materiatguipment, and facilities is necessary. Adegpateisions
are made for salaries, stipends, honoraria and otheunerations of those who provide paid serviédisthese
must be captured in the budget. It should be ndtedgever, that having a well-prepared and funcliboaget is
good but to maintain a proper budgetary controkiter.

It is true every person or organisation needs algdsion and an efficient plan to grow. It is alsoe
that one needs people, equipped with adequatecialaracking, to successfully catch the vision amd with it.
It is equally true that one can be tempted to stéttt a blossoming vision and plan but then stréfytiee mark
over a period of time. Therefore, for those invdlve executing the Public Relations policy, it msportant to
periodically ask the question, "Where is this ditwa we are currently in leading us to?" That isenh
evaluation comes in.

4.4 To Finish Well, Evaluation is a Necessity:

To evaluate means to carefully and objectively ajgeractivities of a project, policy or programmwégether it is
concluded or in progress, so as to help in detengiits continued significance, relevance, effestigess and
efficiency. It helps the promoters of the projectpoogramme to decide on the future of that endeavBuch
decision can result in the discontinuation, reddjesnt or complete endorsement of the initiative.

In evaluating a Public Relations activity, two tipgnare paramount. First, it should be able to iflerttighlight
and further project those pieces of evidence tteatapable of garnering more support for the agti8econd, it
should help to expose and eliminate or readjusseghareas that are not making great impact on tigetta
audience.

According to responses from interviewees, the RC&%a matter of policy, has been reviewing the
implementation of each of its programmes at redodesis. That is why there are fresh targets senfambership
growth every year and adequate monitoring is pytlate to ensure compliance at all administratexells —
national, regional, provincial, zone, area andgbari

5. The Impact of P.R. Strategieson the Growth of R.C.C.G.
Have the Public Relations strategies adopted inRBEG, which included identifying the problems tgb
research, setting objectives, identifying targedience, producing appropriate messages, organigpegial
activities, engaging qualified people, drawing uguactional budget, properly following up the plasnd
regularly reviewing outcomes, impacted positivetytbe church growth? A total of 378 respondentsafuhe
396 of those whose questionnaires were return@desenting 95.5 percent, answer in the affirmatine2010,
RCCG was already in 130 countries and all the sitinents of the world as follows:
e It had a firm foothold in the Middle East with aapl completed as at then to plant a parish in the
Kingdom of Saudi Arabia;
e There was already its presence in -
- 49 independent countries of Africa;
- 27 countries in Asia, including Pakistan, Indm dndonesia;
- 26 countries of Europe, with United Kingdom hay#00 parishes spread across 68 percent of its
major cities;
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- 5 of the 22 countries of in Latin America, wittpkn concluded 12 more within the six succeeding
months;

- 14 countries in the Caribbean;

- 5 countries in the Pacific/Oceania; and

- 3 countries in North America.
Seven years later in 2016, this coverage had isertt 190 countries, representing 31.6 percenitgriate.
Has the RCCG in Cross River State keyed into thson of global growth? Even more respondents (388
whopping 98 percent) agree it has. The facts arardb justify this position. The church, which haly one
parish in Cross River State in 1995, had by 20h0erely 15 years after, grown the number of parisbezd4,
which necessitated the creation of two provinceSress River Provinces 1 and 2 (Okon, 2011:61)l, Syl
December 2016 — spanning a period of only six yahes State recorded additional 387 parishes, septang
131.2 percent growth rate. As a result, the Staiéh(a total membership of 38,364) was this timeuad
divided into four provinces - Cross River 1, 2a8d 4!

6. Conclusion and Recommendations
This paper has succeeded in establishing that imgptiie principles of Public Relations impacts figsly on
church growth. The monumental growth recorded leyRedeemed Christian Church of God (RCCG) is a good
testimony in this regard.

To, therefore, ensure that the RCCG continuessimgiibwth stride, the church should always keep its
Public Relations machinery active and functiondde TCorporate Social Responsibility Department, afirey at
different levels of the church, should live up t® biddings by identifying the needs of the pedpi@g within
the respective church communities and trying totrtfeem as often as possible.
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