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Engagement 

with  Online
Viewers  and
Subscribers

.

In the long run, the
important metric isn’t
how many people

watched your message
or your service, or how
many people were in the

room, or how many
visitors you had to your
website. Sure, track all

that.

 

No, the real metric is how
many people raised
their hand, gave you
their email address or
phone number, and

essentially said “Talk to
me…I want to know

more.”. 

 

The goal of digital
outreach, after all, is
connection, not
consumption

Attracting people is one
thing. Connecting with
them and helping them
become followers of Jesus

is quite another.

 

It appears the first step is
to create a discipleship
pathway that works, and
then getting people to

take that meaningful first
step on it.

 

The point is simple: define
what first step(s) you want
an online attender to take,

and then start measuring
how many people take it..

 

Tracking average
duration can help you
determine so much.

 

For example, there’s a lot
of debate about length of
service. How long is too
long? How short is too

short?
 

You could argue that five
minutes of boring is five
minutes too long, and 60

minutes of fascinating is
not nearly enough.

 

Planning for the future
with data creates a better
plan than planning for

the future with emotions
and opinions.

Some viewers will start
participating in the chat,

and that’s great. You
should have a robust,

healthy chat.

 

But even more helpful is
when someone starts

following your church on
social (or its leaders) and
subscribing to your

channel.
 

One metric you’ll want to
track is the average
growth on your social
media and channels
monthly or weekly.

 

Encourage people to
subscribe to your email
list. I know that sounds
boring, but  your email

list is not controlled by an
algorithm. Almost
everything else is.
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Many churches use a multiplier to account for the fact that
people watch together off a single device. And yes, that

actually happens. I’ve seen leaders who use 1.4x, 1.7x and 2x.

I’ve even heard a leader justify 4x because people have big
families.

 

But you have no way of knowing what number is accurate
(unless you make them register, which can repel new
people), and as already stated, the online numbers are

probably inflated to begin with.

 

Taking a conservative benchmark in attendance gives you
a chance to build on something real into the future.
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Counting 3-second views as ‘attenders’ is a little like
counting people who drive by your building as

attenders. Probably not a wise strategy because it’s
hard to build the future of your church on it.

 

This kind of analysis gets rid of the scrollers who
stumbled on you for a second and left. Those who
watched a minute or longer did it on purpose.

 

They meant to watch you, and perhaps that really
does count for something.

Honest, uninflated metrics motivate you to figure
out what really does connect with the people you’re

trying to serve.




