
XXX Church 1 
 

Running Head: XXX CHURCH CAMPAIGN ANALYSIS 
 
 
 
 
 
 
 
 
 
 
 
 
 

XXX Church Campaign Analysis: The Impact of Pornography and 
A Single Mothers Connection Campaign 

 
Missouri Southern State University 

 
Elizabeth Spencer 

 
Mass Media Communication 

 
July 22, 2013 

 
 
 



XXX Church 2 
 

XXXchurch Campaign Analysis 

 The communication techniques of XXXchurch are so effective, any communication director 

could learn from their campaign strategies. The ministry group implements persuasion, propaganda 

and a fierce media market to work toward their goals. 

 The goals of the group’s campaign are to create and increase an awareness of, prevention 

from and recovery from pornography addiction. The communication techniques are effectively 

bringing awareness through the Internet, social media and news media. They also visit porn 

conventions and various public locations to give presentations to bring awareness. Prevention is 

encouraged through the group and interpersonal discussions on the website, blog and through 

accountability groups. The organization encourages use of filtering software as well as their own 

accountability software. The third goal is to help people recover from porn addiction. They do this 

through live and online workshops as well as through interpersonal connection of accountability 

groups. The goals are clear and they implement practical and effective tools for each goal. 

 The target audience for the message of purity is men who struggle with addiction, women 

who struggle, couples who are hurt by partners’ addictions, teens and parents. In the statistical 

information at http://www.onlineeducation.net/porn you can see that 43 percent of all Internet users 

view pornography. One in three are women. Of all Internet downloads, 35 percent are pornographic. 

Sex and porn are among the top 5 terms searched by kids under the age of 18. Only 3 percent of 

adult websites require age verification. On the parents page, the teen audience is stated as kids 

between 13-18. Since the statistics that they share cite information on online porn, I deduce that the 

target audience encompasses Internet users (both male and female). I would assume this would be 

teens (and pre-teen) and up. I did not find a specific age group stated, other than on The Industry 

page where I read that people attending porn events were in their twenties, thirties, forties, fifties 
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and beyond. A guest blogger wrote, “These were the people going to the porn convention … 

sisters, brothers, moms, dads, uncles, aunts, cousins, sons, daughters, and grandparents … the 

professional, the unemployed, the neighbor, church goer, and the curious.” 

 The media used by XXXchurch comes in various forms, but most are designed for online 

viewing. The group has been featured in hundreds of mass media segments including television, 

newspaper and radio. They list them by year: http://www.xxxchurch.com/extras/press.html One 

particular story that is effectively presented with shock value is that the founder of XXXchurch 

Craig Gross and porn star Ron Jeremy are friends. ABC did a story on the pair: 

http://abcnews.go.com/Entertainment/ron-jeremy-anti-porn-xxx-church-pastor-

americas/story?id=19202224#.UZp21b9Vz6k. There are over 300 videos and 200 podcasts 

available on the group’s website for people seeking help. The blogs and Prayer Wall discussion 

forum allows group discussions for each of the groups within the target audience.  XXXchurch has 

social media pages on Instagram, Facebook and Twitter.  Group and interpersonal discussions 

unfold through these avenues also. Some of the interpersonal approaches to their campaign include 

attending porn industry events and reaching out to women working in the industry. This branch of 

their campaign is “Jesus Loves Porn Stars.” Another interpersonal opportunity is the accountability 

groups that meet online.  

 One of the propaganda devices used is name-calling by speaking about the negative 

consequences of pornography (Porn Kills Marriages tour). Another is glittering generality with the 

X3pure Workshop. Ron Jeremy, porn star, provides a celebrity testimonial. However, he does so 

from an opposing viewpoint to the mission and goals of the organization. The group uses this 

technique in the live debates that are held on college campuses where he argues a pro-porn stance 

against the anti-porn beliefs of Craig Gross. The plain folks technique is demonstrated on the 
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Industry page where it is written, “ordinary folks [attend porn conventions].” It is also used to 

connect the audience with people who openly talk about their own struggles on the blog forums. 

Paul R. shares, “The first time I told someone I had a porn problem I didn’t have the courage to 

tell them face to face so I sent them an email.” at: http://www.xxxchurch.com/teens/how-do-i-tell-

a-friend-im-looking-at-porn.html  

 The porn debates with Ron Jeremy are an example of two-sided persuasion. The hatemail 

page of their website is another example of two-sided persuasion. 

http://www.xxxchurch.com/extras/hatemail.html Source credibility is demonstrated through the 

testimonials of people like Brittni, the former porn star who shares how her life has changed through 

XXXchurch. http://www.xxxchurch.com/theindustry/ There is a fear appeal element in the 

persuasion in messages. Porn destroys marriages, destroys lives, lies will be uncovered, etc. They 

mention a lighthearted approach to discussing the topic of porn. This plays into a humor appeal 

persuasion also. Their effective readability ease combines with the humor persuasion in the 

attention grabbing slogans at: http://www.xxxchurch.com/extras/promote.html Some are as simple 

as, “Get Help.” One could say that there is a sex appeal element also. However, that is quite ironic. 

 Overall I think that XXXchurch has an effective campaign strategy and uses a variety of 

tactics to meet their communication goals. Is their campaign effective? I did not find data on 

number of website views, number of subscribers to software, statistics on members of their 

accountability groups; in summary, I would have liked to see information on the number of people 

they reach each year. However, they do publish their financial data at: 

http://www.fireproofministries.com/pdfs/fp2012.pdf An annual income of $1.2 million appears 

successful with expenses of just over $1.1 million. On the donation page, as you click through the 
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suggested donation levels, you will see examples as to how many people could be reached with 

each dollar donated. A $20 donation funds 20 downloads of X3pure software. 

 

Single Mom Ministry Campaign 

 I propose a campaign to create awareness within the religious community, general society 

and within the internal audience of single moms about the needs and gifts of single mothers. Along 

with creating awareness, another goal is mobilizing volunteers and donors to give time and 

resources to help empower single mothers. The final goal is one to provide ongoing support and 

encouragement to the single mom. 

 The main target audience is single mothers with children up to high school age. Secondary 

audiences include society in general and churches that can volunteer time and resources to help 

achieve the goals of the campaign. 

 The Single Mom Ministry will have an online community where moms connect with other 

moms in small groups of 7-10 other mothers. The groups can be structured loosely by the age of a 

mom’s children (under 2, pre-school, elementary age, pre-teen and teenagers). They can 

communication in small group discussions, share topics of concern and get support and suggestions 

from other moms in group or interpersonal discussions. Another element to the online community is 

pairing mothers with a mentor who will empower her in five life plan categories: financial planning, 

career goals, parenting, spiritual development and healthy relationships—all as elements toward life 

goals. The mentor program will run 90-days with incentives to complete the mentorship (donated 

desired services of local businesses). 
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 Ease of readability will be paramount in communication strategies. Single moms are busy. 

They are busy all the time. The messages need to be clear, quick and concise in order to be 

effective. 

Propaganda and Persuasion and why they will be effective: 

Plain folks: “You’re not alone” will help mothers see that they are not alone in the daily struggles 

they face. Women will connect with others as well as hear about other women that they can relate to 

that now have success stories. 

Humor appeal: “Girl, you ain’t got time for that!” is a current humorous slogan that can be used to 

help carry the message that single moms do not need to return to the same type of negative 

relationship that brought her single motherhood. The interpersonal relationships developed in the 

community as well as the relationships with the mentors will reinforce individual emotional and 

spiritual health primarily and healthy relationships with men as one secondary and OPTIONAL 

piece to their life plan. 

Fear appeal: “Let’s get real.” can be a starting point to reach several branches of the ministry 

missions: Let’s get real about finances, Let’s get real about your future, your kids, your spiritual 

health. The realities of poor financial planning, or spiritual disconnection, are negative 

consequences: loneliness, growing debt, guilt, etc. 

One-sided persuasion has the highest likelihood of success. Women need to hear the clear message 

of the organization without the distraction of other messages. They do not need to hear messages 

like, “Oh girl, we need to get you married” or “You should be staying home raising those kids, what 

are you doing working?” Some objections will be that single mother ministries should exist only to 

quickly move women out of this stage of life and that single moms are broken and lacking.  
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 The media will embody a variety of methods: written booklets, flyers and other marketing 

materials; as well as the online community, website, social media connections of Facebook, Twitter, 

LinkedIn, etc. Other strategies include short videos (PSAs) designed to call attention to the issues of 

single mothers through mass media. These can be created with two different audiences in mind: the 

mothers who need the services and the volunteers who can help provide the services. Some can 

feature the things that mothers need: help with oil changes in their vehicles, help with minor home 

repairs, babysitting services, spiritual studies designed just for single mothers, friendship, etc. This 

will help create a call to action for how the community and churches can help single mothers in 

their area. 

 The second part of the campaign is reaching the donors and volunteers. The PSAs, print 

media and the social networking devices can be shared with the church audience and general 

population of communities. A campaign for a community or church should have a timeline of four 

months in length. The communication will include an awareness-building portion as well as a call to 

action. Groups can plan and conduct car detailing events, car servicing events, home repair projects, 

etc. for single moms. People can agree to be a part of the mentoring program. 

 Why should they help? Here’s some data to logically support the idea of an organization to 

address the needs of single mothers: “Nineteen million children live in single-mother families, up 

from 17 million in 2000, according to the Annie E. Casey Foundation.” 

http://womensenews.org/story/religion/121217/single-mom-ministries-expand-their-place-in-

church#.Ue9lUlOJTa4 The same website shares: “churches that want to include more single 

mothers can start by offering support groups because they make it easier for the women to return 

to church or go for the first time. Benefit events such as free car washes and clothing drives help 

forge bonds with these worshippers.” Churches who support single moms will encourage the 
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moms to attend the services, boosting attendance and even reciprocal giving. “less than 1 percent 

of all churches in the United States have a single parent's ministry” Why not tap into this niche to 

address a very real need? And the mission aligns with spiritual values also.  

 Measured success will be evident in the statistics on how many moms are being reached. 

Financial donations of course will be measured. Donation suggestions will include data on how 

many mothers can be helped with a single donation. Data will be collected on the number of website 

views, the number of video views, the number (and other available data: gender, age, demographics) 

on social networking connections to the ministry. Data will also be reviewed on the number of 

mothers who join the online community as well as the number of mentors that volunteer to mentor 

the women. Another measurable figure is the number of churches who accept the call to action and 

how many mothers were helped at the events during the four-month campaign. 

 The needs of single mothers are not to be “fixed” or “married off.” A non-profit 

organization is needed to address the relevant issues and provide long-term support as well as 

encourage other organizations to care about single moms. 


