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The report that is before you is the result of a study done towards graduating the International 

Media and Entertainment Management/Creative Business program at Breda University of 

applied sciences. The study is ordered by and executed for the Netherlands Union of Churches 

Conference of the Seventh-day Adventist Church. The head of the Youth & Families 

department of this church (Madelon Comvalius-Duijster) asked to examine opportunities in the 

digital field as a result of a motion placed at their term-end meeting in 2017. The motion as to 

be found in Dutch in appendix A translated to: “The representatives in session request the new 

executive board, in cooperation with interested students and young adults, to conduct a 

research into the possibilities of launching an Adventist Student Platform.”  

Since I have been an active volunteer for this organisation in the past years, I felt an immediate 

enthusiasm to contribute to their work even more, by studying the group we deem to be of 

utmost importance for the future of the church. Through this preface I would like to thank the 

daily board, president ds. Rob de Raad, executive secretary ds. Enrico Karg, treasurer Istrahel 

Schorea and treasurer Rozita Panneflek, of the church for the opportunity to work at the 

organisation. I would also like to thank Madelon for the opportunities and freedom I was given 

during my placement to setup and execute new ideas, and for the help and possibilities I 

received in conducting this research. Furthermore, I would like to express my gratitude towards 

Fraser Robinson who has been my graduation supervisor and who has expressed tremendous 

amounts of patience with me. Thank you for your extensive feedback, your enthusiasm towards 

my research and your help in making this report as it is now.  

 

Patrick Nab 

March 2021 

Veldhoven   
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For the Seventh-day Adventist Church the youngsters are of great importance. In a world 

filled with temptations and uncertainties, the church offers a safe haven to the youth. A home 

to build friendships and connect, and a place where they can be their true self and are 

trusted to develop their faith and talents in their own way.  

For many years, the youth department of the Netherlands Union of Churches Conference of 

the Seventh-day Adventist Church has been a booming and flourishing business. With little 

to no effort the youth were motivated to contribute to their local churches and to visit national 

youth events and/or local gatherings. Since 2015 however visitor numbers and local 

involvement have dropped dramatically. One of the most dramatic drops can be seen in the 

national youth congress where the 2017 edition was only able to gather 90 youth members.  

On the quinquennial business meeting of the church a motion was placed that asked to 

investigate opportunities for an online student platform. The combination of both facts made 

the youth department wanting to investigate the opportunities to use social media as tool to 

reinforce the youth involvement on a local and national level in general. Therefore, this 

research is trying to find out how the Seventh-day Adventist Church can use social media to 

establish or contribute to the religious lives of young Adventists.  

This study used a quantitative quasi-experimental approach and studied the religious 

commitment of youngsters based upon two different theories, the social media usage of 

participants, the likelihood of seeing or interacting with posts of the Seventh-day Adventist 

Church and the link between social media and local church involvement. In order to do so 

participants were asked to fill in a survey in which they were confronted with questions 

regarding their religious lives, they were asked to rank statements, and they gave an insight in 

which platforms they use and how much time they spend on social media. Eventually they 

were presented fifteen previously published social media posts of the Seventh-day Adventist 

Church and were asked to state the likelihood of them liking, commenting on sharing on those. 

The gathered data was analysed and based on that results were formulated. This study found 

that a strong faith community helps establish a greater importance of faith in everyday life. It 

also found that there was no connection between church attendance and the consumption or 

interaction of/on social media channels of the Seventh-day Adventist Church. This study did 

not find any major differences in the way generation Y and generation Z consume and interact 

with the content on the social media of the Seventh-day Adventist Church.    
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When using social media for an institution like the Seventh-day Adventist Church it is important 

to keep in mind that you are competing with the everyday lives of young Adventists. Social 

Media is embedded in the lives of our current youngsters and for many their complete social 

lives take place on these platforms. The findings of this study give a clear view that even though 

a person might use social media multiple times a day the chance they will see or interact with 

a post of the Seventh-day Adventist Church is slim.  
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The Seventh-day Adventist church is a worldwide church with approximately 21 million 

members. In the Netherlands, the church has about 6000 members. As a church the main goal 

of this company is spreading God’s message to anyone who lives on this earth. But of course, 

it is also about keeping the current members in the church. 

In 1844 a group of Christians calculated that Jesus would return on October 22 of that year. 

Many detached from their daily life and made arrangements for the return of Christ. When the 

day came, groups of believers gathered on main hill and mountain tops to make sure they 

would be the first to see the reappearance. The day came and went, and as we know now 

Jesus did not return. This day is known as ‘the big disappointment’. Right after the event a 

small group started to do more bible study and found different things in the bible they deemed 

to be important. The group split up and started to found different church movements.  

In 1863 the Seventh-day Adventist Church was founded in the United States of America. After 

several years, the group started travelling around the world and the first European chapter of 

the church was founded in 1874. The archives do not give a clear date for the founding in the 

Netherlands, however their best guess is that it would be around 1887 in Groningen. The Dutch 

chapter grew slowly with approximately 1500 members right after World War II.  

The Seventh-day Adventist Church does not merely function as a religious institution. They 

are active in the educational sector with schools varying from kindergarten to universities. 

Numerous healthcare institutions are part of the organisation from hospitals to elderly homes. 

In addition, the church works on development aids with several foundations.  

Within the religious institution the church develops their own study material and literature, they 

organise events for different segments of the member population with senior’s day for all 

members 55+ of age, a women’s day for all women and a family camping weekend. The 

organisation has set apart departments in their organisation for these segments. During my 

time in the organisation, I have been part of the ‘Youth & Families Ministries’ department. This 

department consists of Youth Ministries, Family Ministries, Teen Ministries, Children Ministries, 

Women Ministries, and Student Ministries. My main tasks were within the Youth Ministries 

including Scouting, the church has their own scouting chapter within the World Scouting 

Association, and Pathfindering, an inhouse version of scouting especially created for the 

Seventh-day Adventist Church.  Youth ministries focuses on young people in the age of 15-

35, which will also be the target population of this study.  
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Religion is the name used to describe human beings’ relation to something they consider to 

be holy, sacred, absolute, spiritual, divine, or worthy of especial reverence, it is often being 

related to the way people deal with challenges in their everyday life and the way they look at 

life after death (The Editors of Encyclopaedia Britannica, 2019). Unesco (2019) describes 

religious institutions as “Churches, temples, mosques and other places of worship and 

institutions that exist to support and manage the practice of a specific set of religious beliefs.” 

The world knows many religious institutions within a large variety of religions. The religions 

with the biggest number of followers are Christianity (33%), and Islam (24%), throughout the 

world 17% of people state they do not follow a religion or are Atheists ("Religion by Country 

2021", 2021). These numbers can be deducted again to see the religiosity in different age 

groups. Over the last decade Pew Research Center (2018) studied the gap between adults 

over the age of 40 and young adults between 18 and 39 years old in relation to religion 

affiliation around the world. They studied a total of 106 countries and found that in 46 of them 

young adults are less likely to say that religion is important to them, in other researched 

subjects young adults tend to score lower than adults, in 41 countries a lower percentage of 

young adults identifies with a religious movement, in 53 countries less young adults attend a 

weekly worship service and in 71 countries young adults are less likely to pray daily.  

You could argue that these statistics show a future in which religion gets less important and 

less frequently present in everyday life. An earlier report indicates this is not necessarily true 

since this stated religiosity would rise by 3.2% between 2010 and 2050 (Pew Research Center, 

2015). To explain this, Pew Research Center (2018) took a closer look at the size of the earlier 

mentioned gap, they found that in the majority of researched countries the gap between young 

adults and adults is less than 5%, the average gap size of affiliation (5%), importance (6%), 

worship attendance (6%) and daily prayer (9%). This does not take away the significant 

number of countries in which the gap is considerably bigger, in 26 countries the affiliation gap 

is bigger than 10% with the biggest gap to be found in Canada with 28% and The Netherlands 

scoring high as well with 17% (Pew Research Center, 2018).  

Some researchers claim that a declining number of religious youth could eventually have 

consequences for the general society as well. Several studies showed a positive effect of 

religion on the lives of young people. For example, religious commitment leads to less 

youngsters with depression (Pearce, Little, & Perez, 2003), a lower chance of using drugs 

(Wills, Yaeger, & Sandy, 2003), postponing sexual intercourse to a later stage in life (Hardy & 

Raffaelli, 2003), and religious youth are more likely to do actions that benefit others or society 

as a whole (Hardy & Carlo, 2005). Good and Willoughby (2007) argued youngsters with a 
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religious background have better control over their own life and are more likely to set, maintain 

and reach life goals because of the support of their community, whereas non-religious 

youngsters struggle with this more since their relationship with community is weaker and they 

do not feel as strongly about their role-models as the religious youth.  

Religious commitment is generally assessed upon one or more of the following principles: (a) 

frequency of attendance to worship services; (b) frequency and importance of personal prayer; 

(c) frequency of scripture reading; (d) importance of faith in everyday life, and (e) status of 

personal relationship with God (Smith & Snell, 2009). These principles however, although 

important for the personal growth, do not take into account the importance of the direct 

community which, as mentioned by Good and Willoughby (2007) plays an important role in the 

development of young people. For this reason, Layton, Dollahite and Hardy (2011) took the 

commitment research a step further by looking into the aspects that help youngsters to stay 

committed to one or more of the above principles. This study found that the commitments of 

the youngsters involved was connected or tied to something else (different people, ideas, and 

experiences) and called these the anchors of commitment. They identified seven of these 

anchors (a) religious traditions, rituals, or laws; (b) God; (c) faith tradition or denomination; (d) 

faith community members; (e) parents or family; (f) Scripture or word of God, and (g) religious 

leaders. These findings give religious institutions a better understanding of how youths 

perceive and experience their believe and opens new fields of research on how these anchors 

influence the impact religion has on the lives of young people (Layton, Dollahite & Hardy, 

2011). The study finds that all anchors are connected to each other with the anchors of ‘faith 

community members’, and ‘parents or family’ being the most intertwined of them all, meaning 

that without those the entire believe system of the youngster might collapse when either one 

of those is taken away. This raises questions about the way religious institutions should 

communicate towards these youngsters.  

Most religious institutions do not even mention the social relationships when stating their 

mission and the Seventh-day Adventist Church is not any different in that, “Make disciples of 

Jesus Christ who live as His loving witnesses and proclaim to all people the everlasting gospel 

of the Three Angels’ Messages in preparation for His soon return (Matt 28:18-20, Acts 1:8, 

Rev 14:6-12)” (General Conference of Seventh-day Adventists, 2018). The statement clearly 

shows that the main mission of the church is spreading the word of God to the world but does 

not consider the building of community that is required to keep this spread going. This raises 

the question, knowing that young people find more value in family, friends, or faith community 

members than the true message of the church, if the church has the knowledge and tools to 

communicate in a more fitting way to the younger members of their community.  
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Youngsters who are now in 2021 between 15 and 35 are born between 1986 and 2006. With 

that we are looking at two different generations namely generation Y, 1980-1994 and also 

known as millennials or Echo Boomers (Jain & Pant, 2012), and generation Z, 1995-now and 

also known as Digital Natives or Media Generation (Levickaite, 2010).  

Generation Y is a sceptical generation, they value self-expression and like to make their point 

(Nowak, Thach, & Olsen, 2006), this generation reviews their own performances by those of 

their peers and are critical about themselves (Williams, Page, Petrosky, & Hernandez, 2010), 

they are idealistic, believe in the social-cause and would like to see change in the world (Eisner, 

2005). Members of generation Y grew up with emerging technology, the use of a computer 

became a second nature, and they use it for many aspects of their lives, particularly for 

communication (Bolton et al., 2013). They use social media because they feel the need to 

interact with others (Palfrey & Gasser, 2008), they value opinions of others casted by others 

via social media, and feel important when they give their opinion or feedback on products or 

brands (Bolton et al., 2013).  

Generation Z is the first generation that grew up online, they have been raised with technology 

and with that they have the natural skill to multi-task (Levickaite, 2010). This generation is 

capable of getting in contact with whoever they want, whenever they want on whatever location 

in the world by their online skills, which are a regular part of everyday life (Berkup, 2014). This 

generation only knows the world to be a wireless, hyperlinked, and user-generated one, and 

for them information is always just a mouse-click away (Levickaite, 2010). Levickaite (2010, p. 

173) stated: “Surely Generation Z is entirely digital, and their communication and social 

interaction habits turn to be digital as well.” 

This study will focus on the Seventh-day Adventist Church and will try to find out how Adventist 

institutions could benefit from social media and what they can learn from the way above 

mentioned generations are committed to social media. This study will examine the ways in 

which youngsters between the age of 15 and 35 use social media and how this impacts their 

religious lives. The aim of this study is to find ways for the Seventh-day Adventist Church to 

use their social channels as a valuable contribution to the religious lives of youngsters and with 

that shape youngsters to be more engaged with the work and activities of the church.  

Research question:  How can the Seventh-day Adventist Church use social media to 

establish or contribute to the religious lives of youngsters.  
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Identity in general is how we see ourselves in the world we live in and how we want to be 

perceived by our direct environment, this identity translates into a name, occupation, 

relationship, etc. (Williams, 2006). Religious identity is not necessarily visible from the outside. 

In some religions it might be visually recognisable, for example Muslim women that cover their 

hair or Jews that wear the yarmulke, but in Christianity it is up to the person itself to which 

extend they reveal their religious affiliation (Zackariasson, 2014). For most Europeans 

Christianity is embedded in their daily life since most European countries based their general 

laws and constitutions on Christian values and beliefs (Joppke, 2013). As seen in the numbers 

from Pew Research Center (2018), this does not mean that all Europeans are Christian. Some 

might not even know that their laws and constitutions are based upon Christianity. The ones 

that are Christian could be recognised by the obvious actions like going to congregation 

meetings, praying for dinner or the posting of bible phrases on their social media. But other 

than that, they can be as invisible as they want to be. The question that remains is whether 

these visual signs are what really shapes a Christian’s identity. Pew Research Center (2016) 

conducted a study about Christian identity and found that the less visible signs describe the 

identity better than the visible signs. The study showed that believing in God, gratitude, 

forgiving others and honesty score the highest when they asked people what made the 

Christian, only 35% of the participants mentioned visiting a religious service was what made a 

good Christian, and living a healthy lifestyle, working for the environment, and buying from 

companies that pay fair wage scored even lower than that (Pew Research Center, 2016). Of 

course, one could argue whether characteristics like gratitude, forgiveness, and honesty are 

visible, but in general those are not directly affiliated towards a Christian but towards a 

righteous person in general.      

Christianity can be split in roughly Catholic and Protestant believers, but the division does not 

end there. Within the Protestant wing of Christianity many different movements practise their 

own values and believes. One of these movements is the Seventh-day Adventist Church that 

finds its origin in the United States in the mid-1800s, one of the founders, William Miller, studied 

the Bible and calculated that Jesus would come back on October 22, 1844 (Seventh-day 

Adventist Church, n.d.). As we now all know this second-coming did not happen on that date 
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and for the involved movements this day is known as The Great Disappointment. Part of the 

involved persons continued bible study to find out where a mistake was made and over a 

period of 15 years, they found a series of, as they call it, Biblical truths that were neglected or 

forgotten, and this group organised themselves on October 1, 1860 under the name Seventh-

day Adventists (Seventh-day Adventist Church, n.d.). As the name implies a Seventh-day 

Adventist is someone that recognises the seventh day of the week to be the Saturday and with 

that the Sabbath, a day mentioned in the Bible as a day of rest (Famisaran, 2010). Famisaran 

(2010) deems an Adventist likely to be a vegetarian and to adopt a healthy lifestyle. Yet Ferret 

(2002) finds it much harder to define a ‘true’ Adventist as he sees difference of opinion growing 

within a rapidly growing denomination. On big topics like sexuality and gender-equality the 

church has a clear point of view, however its denomination is starting to develop another point 

of view which makes it on paper quite easy to determine a ‘true’ Adventist but in reality the 

member can take a whole different stance in life and yet feel like a ‘true’ Adventist (Ferret, 

2002). Skrzypaszek (2012) dares to argue that there is no clearly defined Adventist identity, 

and that the church is still building on a 19th century view of society. He continues to argue that 

this 19th century conceptualization might even cause the dissonance within the church since 

the church community is developing different identities in different parts of the world and with 

that lose connection with the Seventh-day Adventist church as a world church (Skrzypaszek. 

2012). As Famisaran (2010) mentioned the Sabbath is a defining practice for a Seventh-day 

Adventist. Nathan Brown (2020) decided to take this practice to the test and travelled the world 

to see how different cultures keep their Sabbath. His journey showed that a seemingly easy 

and straightforward practice like keeping the Sabbath is not as straightforward after all. Brown 

(2020) found that in eastern Europe they were taught not to cook or re-heat food on Sabbath 

while in the United States this was a common practice. In some parts of the worlds Sabbath 

lunch was consumed inside restaurants while in Australia this is really not done, and in some 

countries, he saw Adventists practicing sports where in other parts people would frown upon 

you for doing so (Brown, 2020). 

Protestant-Christians find themselves more of a Christian when it comes to indirect actions 

than direct actions. Attending a service is less important than being kind to others and giving 

back to community. This perspective of a Christian identity might also show in how Seventh-

day Adventists rate their personal religious lives. This leads to the following hypothesis: 

H1. The frequency of attending a church service online or offline will have no effect on 

how people rate their personal religious lives.  
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Religious commitment can be measured by the number of times you pray or read the bible, 

but the underlying anchors seem to be revolving around family, friends, and faith community 

members. This leads to the following hypothesis: 

H2. Dutch Adventist that rated the quality of their personal religious lives very high 

will also have a strong social community of family, friend, and faith community 

members.  

The Seventh-day Adventist Church is a worldwide church with a lot of cultures involved. The 

local cultures play a role in how people perceive and practice Adventism. This might also 

show in the way they perceive international posts from Adventist institutions. This leads to 

the following hypothesis: 

H3. Dutch Adventists are less likely to interact (like, comment or share) with a post 

that is published by one of the international channels of the Seventh-day Adventist 

Church.  

 

Digital media can be described as any media that has a dependency on electronic devices for 

creating, consuming, distributing and storing (Pius, n.d.). Pius (n.d.) gives the following 

examples of digital media: digital games, software, video games, digital videos, websites, web 

pages, digital audio, social media, etc.  

Nowadays, when we talk about digital media, we are mostly referring to social media. Social 

media is a term used for websites and applications that are focussing on communication, 

content-sharing, and collaboration (Wigmore, 2020). Measured worldwide in January 2021, 

over 3.6 billion people were using social media with the most popular being Facebook, 

YouTube, Instagram and TikTok (Chen, 2021). In the Netherlands, the numbers are slightly 

different. The biggest social media platform is Facebook (10.4 million users), followed by 

Instagram (5.9 million users), Twitter (2.9 million users), Snapchat (2.6 million users) and 

TikTok (1.7 million users) (van der Putten, 2021). Worldwide the average daily social media 

usage is 145 minutes a day, in the Netherlands the average time was a bit lower namely 98 

minutes (Tankovska, 2021). It is interesting to note that 15–19-year-olds spend an average of 

143 minutes a day, and 20–39-year-olds spend an average of 114 minutes a day on social 

media, much closer to the worldwide average (Wijker, 2020).   
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The oldest part of the intended target group of this study is to be found in generation Y. This is 

the first generation that had technology around them their entire life and this heavily affects 

their behaviour and beliefs (Aksoy et al., 2013). Some theorists even dare to say that 

generation Y have an in-depth grasp and almost ‘intuitive’ knowledge of how to use technology, 

because their world simply never looked any different than a world with internet and 

technological change (Coombes, 2009). According to Aksoy et al. (2013) this generation relies 

on technology for entertainment purposes, social interaction and even emotion regulation. 

Coombes (2009) says that this generation is more socially active, responsible, and discerning 

users of information because they are exposed to a lot of knowledge online. Yet the big span 

of this generation, almost 20 years, makes it difficult to put one single label on them when it 

comes to digital media. Venter (2017) states that the oldest part of this generation is more 

likely to use a combination of face-to-face communication and computer-mediated 

communication while the youngest part of this generation is mainly using electronic and digital 

technologies for communicating with others. With technology being the centre of this 

generation’s existence, the emphasis is mainly on the individual, but this generation is also in 

need of group interaction when we look at their need for constant feedback (Venter, 2017). 

Black (2010) noticed that this generation is used to receiving information quickly, they are 

accustomed to non-stop communication via mobile phones and a never-ending flow of 

information via laptops or tablet. He also found that graphics are often more important to this 

generation than text, and with that this generation does not recognize the importance of 

reading (Black, 2010).   

Over the years each generation received terms that describes that generation the best, you 

could think of traditionalists, baby boomers, and millennials, yet no other generation has 

received as many terms as generation z: iGeneration, Gen Tech, Online Generation, Post 

Millennials, Facebook Generation, Switchers, “always clicking” (Dolot, 2018). This generation 

is born and raised in a time that saw the most profound changes of the century when it comes 

to internet, smart phones, and digital media (Singh & Dangmei, 2016). Generation Z lives and 

functions just as well in both the virtual and real world, they can easily switch between the two 

since they do not see them as different worlds, but they see them complementary to each other 

(Dolot, 2018). Dolot (2018) states that a consequence of this is that they can easily source and 

check the information they need in either one of those worlds, they easily share this information 

with others via a wide variety of devices and social media platforms. Many in this generation 

that are active social media users have a lot of contacts on these and the biggest part of their 
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lives are spend on these channels (Emese, 2016). Emese (2016) continues to state that 

personal meetings are also important but online contacts take an equal if not more important 

role in their lives. The biggest difference with earlier generations is that that this generation not 

only consumes or uses the information gathered from online media, but they also create and 

control it themselves (Hardey, 2011). Because this generation is used to having information 

and social contacts just one-click away, and because of the many applications that exist to 

help them with whatever problem they are facing, this generation finds it more difficult to 

memorize things in the long-term (Emese, 2016). It is a generation that lacks patience, this is 

visible by the fact they want to achieve a successful career right away and they cannot see 

themselves achieving this by making small steps, everything needs to happen right now and 

as they have imagined it for themselves (Dolot, 2018).   

Generation Y is a generation that receives information quickly and finds graphics more 

important than reading. This leads to the following hypothesis: 

H4. Generation Y respondents will feel a bigger appeal towards the more visual posts. 

Generation Z is a generation that is used to social media and has learned to receive and 

process the information gathered quickly. Nevertheless, does this make this generation an 

inpatient one. This leads to the following hypothesis: 

H5. Generation Z respondents are less likely to stop scrolling on a post with a lot of text.  

Studies of religion and digital media are referred to as studies about ‘digital religion’, they study 

the connection and usage of new media and digital culture within religious communities 

(Campbell, 2017). In the last decades digital religion has seen slow but certain changes, in the 

beginning we saw web forums where people could leave prayer requests or find scripture 

readings, this slowly moved to online playable audio files of sermons, not much later a bigger 

change was found when some churches opened their virtual communities in second life, now 

we mostly see online communities on social media and the livestreaming of services via 

internet (Campbell, 2012). Already in the earliest stages of digital religion, community building 

played an important role. Campbell & Vitullo (2016) found that people were engaging on web 

forums, discussing on chat websites, and forming relationships with the people found online. 

Many religious institutions saw this emerging of the virtual world as an opportunity for 

evangelism, yet at the same time it formed a threat since people suddenly had access to all 

kind of religious communities (Campbell, 2012). Arasa, Cantoni, & Ruiz (2010) found that the 
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most active online community members are also the most active offline members. A study by 

Jansen (2011) shows that religious Americans are more involved with technology than the 

overall population and all religious Americans that are active online think that the internet has 

a positive effect on the community. Yet even though we believe we already know a lot about 

virtual communities, religion, and the internet there still is a lot to be learned for instance on 

the connection between religious activism and the use of internet (Cooperman, Smith, Alper, 

& Ritchey, 2014).     

The Seventh-day Adventist Church has been trying to maintain their connection with the 

outside world by the use of media outlets since the beginning of their existence. Currently the 

church is active on radio, television, and internet. Hope Channel is the official television station 

of the church that started off in 2003 and currently has over 50 channels worldwide that all 

offer content in their own local language or serve a bigger area like the European branch that 

is situated in Germany (Hope Channel, 2021). Hope Channel is also used for streaming the 

biggest events of the church like the General Conference Session, which is the business 

meeting of the church that is held every five years (General Conference Session, 2021), or 

Global Youth Day, which is worldwide event in which young members of the church go out on 

the streets and perform small acts of kindness (GC Youth Ministries, n.d.). Adventist News 

Network (n.d.) is the official news outlet of the church since 1994 and has several offices 

around the world. Next to these bigger channels the church is also active on Facebook, 

Instagram, Twitter, YouTube, and Vimeo (Seventh-day Adventist Church, 2021). The Office of 

Archives, Statistics and Research (2020), which is the internal research body of the Seventh-

day Adventist Church, used the Global Church Member Survey of 2017-18 to learn more about 

the social media usage of the members worldwide. Respondents were asked about interaction 

with various channels, when asked how often they read or respond to Adventist posts only 

32% indicated they did this on a daily or weekly basis, only 25% said they read or responded 

to other non-Adventist but Christian posts, all while half of the respondents stated to use social 

media daily or weekly (Office of Archives, Statistics and Research, 2020).  

Social media serves as a platform to interact and cocreate with fellow community members. 

This set-up implies that there already is some kind of offline connection between the online 

community members. This also comes forward in the findings of Arasa, Cantoni, & Ruiz 

(2010) who found that the most active offline members are also the most active online 

members. This brings us to the following hypothesis: 
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H6. Respondents who frequently go to church and have a strong faith community 

connection are more likely to interact with the social media posts on the social media 

platforms of the Seventh-day Adventist Church.  

Even though the daily usage of social media is pretty high, previous research found that 

members that are active on social media tend to score low on reading or interacting with 

posts from the church. This brings us to the following hypothesis: 

H7. The frequency of personal social media usage has no effect on the frequency of 

seeing or interacting with a post from the Seventh-day Adventist Church.  
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This research was conducted using a quantitative quasi-experimental design. Participants 

were confronted with a number of social media posts of the Seventh-day Adventist Church and 

were asked to state their opinion on appeal and likelihood to share. Each post was conditioned 

with a specific area (world, Europe, or the Netherlands), a specific content factor (visual or 

textual) and a specific content goal (informative or motivational). Participants were unaware of 

the conditions that played a role in this research and were simply asked to state a general 

opinion on the posts. The quantitative study was conducted using an online survey and took a 

period of 2 weeks. The study was cross-sectional and focused on the current views participants 

had on the subjects. Participants could take this survey on their own time and in an 

environment they chose for themselves.  

For this study, the participants were Dutch youngsters 15-35 years old currently affiliated with 

the Seventh-day Adventist Church and active on social media. This group was chosen because 

they are the youngest of the target group that the youth ministries departments serve, which is 

15-35 years old. They were all gathered randomly by posting the survey on the Facebook and 

Instagram page of the youth department and by e-mailing the survey to the youth leaders of 

local congregations to spread amongst their local youth. Due to limited time and resources this 

convenience sampling was chosen. Because we ruled out some people that might not be on 

the chosen social media platforms, this way of sampling is non-probability sampling because 

we did not give everyone an equal chance of being selected for participation (Matthews & 

Ross, 2010). 

The sample for this study consists of 67 people, which is approximately 13,7% of the total 

population of youngsters within the Seventh-day Adventist Church. Of the participants 32% 

were male, 67% were female and 1% did not specify. The average age was 22. Their current 

level of education was University of applied sciences (29,9%), High school (23,9%), already 

working (19,4%).  
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For this study, an online survey was created in which respondents were asked to answer on 

the topics of religious commitment, social media usage, and Adventist content. The survey can 

be found in appendix B. 

The questions related to religious commitment were based upon the principles mentioned by 

Smith and Snell (2009) and the seven anchors of Layton, Dollahite and Hardy (2011). 

For social media usage the survey followed the path of Office of Archives, Statistics and 

Research (2020) to find both a general usage and an Adventist specific usage.  

The final part of the survey gave respondents the chance to give their opinion about already 

posted content. There is no new material created for this part of the study. To get an 

understanding of the likelihood of persons interacting with social posts a collection of already 

published posts was used, as to be found in appendix C. The posts were either informative or 

motivational. The posts came from three specific areas of the church, the world, Europe or The 

Netherlands, came from both Facebook and Instagram and were gathered from different 

channels of the Seventh-day Adventist Church  namely: Seventh-day Adventist Church 

Facebook (Seventh-day Adventist Church, n.d.); GC Youth Ministries Facebook (GC Youth 

Ministries, n.d.) and Instagram (General Conf. Youth Ministries, n.d.); Trans-European Division 

Youth Facebook (Trans-European Division Youth, n.d.) and Instagram (Tedyouthdept, n.d.); 

Kerkgenootschap der Zevende-dags Adventisten Facebook (Kerkgenootschap der Zevende-

dags Adventisten, n.d.); Advent Jeugd Verbond Facebook (Advent Jeugd Verbond, n.d.) and 

Instagram (Advent Jeugd Verbond, n.d.). All posts were specifically chosen to fit in the 

conditions visual or textual.  

Data collected in this study was gathered from participants by letting them fill in a self-

completion questionnaire online. They were first asked demographic questions like age, 

gender, and the place of their home church.  

Next, they answered multiple-choice questions about their religious commitment like how often 

do you pray, how often do you go to church and how often do you read the bible. These 

multiple-choice options were based on the principles of Smith and Snell (2009). After the 

multiple choice they answered a range of statements on a Likert scale with ‘1’’ being totally 

disagree and ‘5’ being totally agree (McLeod, 2019). The statements were based on the seven 

anchors mentioned by Layton, Dollahite and Hardy (2011).  
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The part of the survey dedicated to social media usage was split up in multiple choice and 

Likert scale questions. First a set of questions was asked to find out what social media they 

use and in what frequency. A next set consisted of questions relating to their knowledge of the 

social media usage of the Seventh-day Adventist Church and to what extent they are follow 

and appreciate these.  

The last phase of the questionnaire consisted of social media content already posted by one 

of the channels of the Seventh-day Adventist Church, either national or international, on which 

respondents answered if they saw the post ‘yes’ or ‘no’, the likelihood of them stopping at the 

post while scrolling on a Likert scale with ‘1’ being very unlikely and ‘5’ being very likely, to 

what extent the post appeals to them with ‘1’ being totally not appealing and ‘5’ being very 

appealing, how attractive the post looks with ‘1’ being not attractive at all and ‘5’ being very 

attractive, how likely they were to like, share and comment those with ‘1’ being definitely not 

and ‘5’ being definitely, how important they thought this post was for their belief with ‘1’ being 

unimportant and ‘5’ being very important (McLeod, 2019).  

The link to the online questionnaire was distributed via the Facebook and Instagram page of 

Advent Jeugd Verbond, next to that the link was distributed to the youth leaders of the 

different congregations by email with the request to spread it amongst their youngsters. To 

top it off an article was published on the website of the church. When participants followed 

the link to the online questionnaire, they would come to a page that explained the goal of the 

study, gave an overview of the organisations and people involved in creating the study, 

stated what kind of questions the participants could expect, stated confidentiality and asked 

participants to start the questionnaire. After clicking on start the participants saw a page that 

asked demographic questions. The page after would hold the multiple-choice questions 

about religious commitment followed by a new page that hold the statements about religious 

commitment. When continuing a page about personal social media usage would show up 

followed by a page about the social media usage of the Seventh-day Adventist Church. After 

this they came to a section that held a post per page. After filling in the different Likert scales 

for a post they would be send to a new post where they again would answer the Likert 

scales. Finally, they had come to a page where they were asked about additional comments, 

and where they had the opportunity to enter their contact information in case they wanted to 

give the opportunity to contact them for follow-up questions. To close of the survey, they 

were thanked for their participation.  
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Participation in this study was completely voluntary, participants had the right and chance to 

withdraw from the study at any point and were informed about this upfront. The data 

collected in this study was completely confidential and was and will only be used for the 

purpose of this study. Participants were made aware of the collection and use of the data 

upfront. Participants of the online survey stayed anonymous and there was no information 

stored other than what the participant chose to share. If a participant chose to share their 

contact information, this was only used to contact them about potential follow-up questions.  
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H1. The frequency of attending a church service online or offline will have no effect on 

how people rate their personal religious lives.  

To test the effect of attending an online or offline church service to the rating of the personal 

relationship with God we are looking at three variables: frequency of attending an online or 

offline service, ranking of personal relationship with God, and importance of faith in everyday 

live.  

When looking at the frequency of attending an online or offline service, as displayed in table 

1, we see that the majority of the respondents, with 60,6%, attends every week. 22,7% of the 

respondents attends multiple times a month or at least once a month. 7,6% goes to church 

multiple times a year. The remaining 9% does not go to church or preferred not to answer the 

question.  

Table 1. 

How often do you go to church or do you attend an online service? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Every week 40 59,7 60,6 60,6 

Multiple times a month 13 19,4 19,7 80,3 

Once a month 2 3,0 3,0 83,3 

Multiple times a year 5 7,5 7,6 90,9 

I don't go to church 3 4,5 4,5 95,5 

Prefer not to answer 3 4,5 4,5 100,0 

Total 66 98,5 100,0  

Missing System 1 1,5   

Total 67 100,0   

 

As displayed in table 2 we can see that 40,9% of the respondents deemed their personal 

relationship with God to be average, 33,3% found it was good, 15,2% ranked it as poor while 

only 7,6 percent found it excellent. 15,2% of the respondents preferred no to answer this 

question. 
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Table 2. 

How would you rank your current personal relationship with God? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Excellent 5 7,5 7,6 7,6 

Good 22 32,8 33,3 40,9 

Average 27 40,3 40,9 81,8 

Poor 10 14,9 15,2 97,0 

Prefer not to answer 2 3,0 3,0 100,0 

Total 66 98,5 100,0  

Missing System 1 1,5   

Total 67 100,0   

 
Next to above questions, participants were asked about the importance of faith in their 

everyday life. Responses to this question as displayed in table 3 tell us that 40,9% of the 

respondents deemed their faith to be very important, 28,8% even thought it was extremely 

important. The remaining 30,3% found their faith moderately or slightly important.  

 

Table 3. 

How important is your faith in everyday life? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Extremely important 19 28,4 28,8 28,8 

Very important 27 40,3 40,9 69,7 

Moderately important 15 22,4 22,7 92,4 

Slightly important 5 7,5 7,6 100,0 

Total 66 98,5 100,0  

Missing System 1 1,5   

Total 67 100,0   

 
In order to find if there is a link between attending online or offline church services and the 

ranking of ones personal religious lives a Spearman’s rank-order correlation test was 

executed. As shown in table 4, there was no statistically significant correlation between the 

frequency of attending a church service and the importance of faith in everyday life (rs = .149, 

p = .232).  

There was a statistically significant correlation between frequency of attending online or offline 

services and the ranking of the personal relationship with God (rs =.260, p = .035).  
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The test also looked into the link between the importance of faith in everyday life and the 

ranking of ones personal relationship with God. This test showed a statistically significant 

correlation (rs = .439, p = <.001).  

Table 4. 

Correlations 

 

How often do 

you go to 

church or do 

you attend an 

online service? 

How important 

is your faith in 

everyday life? 

How would you 

rank your 

current 

personal 

relationship 

with God? 

Spearman's 

rho 

How often do you go to 

church or do you attend 

an online service? 

Correlation 

Coefficient 

1,000 ,149 ,260* 

Sig. (2-tailed) . ,232 ,035 

N 66 66 66 

How important is your faith 

in everyday life? 

Correlation 

Coefficient 

,149 1,000 ,439** 

Sig. (2-tailed) ,232 . ,000 

N 66 66 66 

How would you rank your 

current personal 

relationship with God? 

Correlation 

Coefficient 

,260* ,439** 1,000 

Sig. (2-tailed) ,035 ,000 . 

N 66 66 66 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Even though we do see a correlation between going to church and one’s personal relationship 

with God, we do not see a correlation between the importance of faith and church attendance. 

Based on these findings H1 is partially supported.  

H2. Dutch Adventist that rated the quality of their personal religious lives very high will 

also have a strong social community of family, friends, and faith community members.  

In the survey participants were given statements which they answered on a Likert scale 

(1=Totally disagree; 5=Totally agree). Of these statements three were related to either friends, 

family, or faith community members. As seen in table 5 all three questions ended up with an 

average above ‘3’ which was the neutral value with anything above being positive. 50% of the 

respondents stated that they agreed or totally agreed with the statement ‘I feel encouraged by 

other church members to participate in the church community’, for the statement ‘when I visit 
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church I feel welcome’ 80,3% agreed or totally agreed, and 50% of respondents answered 

agree or totally agree on the statement ‘I see or speak my church friends during the week as 

well.  

Table 5. 

Statistics 

 

I feel encouraged by 

other church members 

to participate in the 

church community 

When I visit church I 

feel welcome 

I see or speak my 

church friends during 

the week as well 

N Valid 62 61 62 

Missing 5 6 5 

Mean 3,44 4,13 3,29 

Median 3,50 4,00 3,50 

Mode 4 4 4 

Std. Deviation ,985 ,866 1,206 

 
To find a relationship between a person’s religious life and a strong social community a 

Spearman’s rank-order correlation test was executed. As shown in table 6 none of the 

statements returned a statistically significant correlation.  

Table 6. 
Correlations 

 

When I visit 
church I feel 

welcome 

I feel 
encouraged 

by other 
church 

members to 
participate in 
the church 
community 

I see or 
speak my 

church 
friends 

during the 
week as well 

Spearman's 
rho 

How would you rank 
your current personal 
relationship with God? 

Correlation 
Coefficient 

-,121 ,007 -,125 

Sig. (2-tailed) ,352 ,956 ,332 

N 61 62 62 

How important is your 
faith in everyday life? 

Correlation 
Coefficient 

-,030 ,018 -,128 

Sig. (2-tailed) ,821 ,887 ,322 

N 61 62 62 
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When executing a Spearman’s rank-order correlation test on the statements itself, as to be 

seen in table 7, we can however see that there is a statistically significant correlation between 

feeling welcome in church and speaking your church friends during the week (rs = .269, p = 

0.36) and between feeling encouraged to participate in the community and speaking your 

church friends during the week (rs = .527, p=<.001).  

Table 7. 

Correlations 

 

When I visit 

church I feel 

welcome 

I feel 

encouraged by 

other church 

members to 

participate in 

the church 

community 

I see or speak 

my church 

friends during 

the week as 

well 

Spearman's 

rho 

When I visit church I feel 

welcome 

Correlation 

Coefficient 

1,000 ,232 ,269* 

Sig. (2-tailed) . ,072 ,036 

N 61 61 61 

I feel encouraged by 

other church members to 

participate in the church 

community 

Correlation 

Coefficient 

,232 1,000 ,527** 

Sig. (2-tailed) ,072 . ,000 

N 61 62 62 

I see or speak my church 

friends during the week 

as well 

Correlation 

Coefficient 

,269* ,527** 1,000 

Sig. (2-tailed) ,036 ,000 . 

N 61 62 62 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The above executed tests show no relationship between how a person ranks their personal 

religious life and the strength of their social community in church. Therefore, H2 can be 

rejected. 

H3. Dutch Adventists are less likely to interact (like, comment or share) with a post that 

is published by one of the international channels of the Seventh-day Adventist Church.  

Respondents were shown fifteen social media posts, on each post they answered how likely it 

was that they would like, comment or share (on) that specific post (1=Extremely likely; 

5=Extremely unlikely). From the fifteen posts five were from the world church headquarters 

(post 1, 2, 4, 6, and 7), four were from the European church headquarters (post 8, 9, 11, and 
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13), and six were from the Dutch church headquarters (post 3, 5, 10, 12, 14, and 15). The 

responses were grouped into the variables world like, world comment, world share, Europe 

like, Europe comment, Europe share, NL like, NL comment, and NL share. Tables 8-16 in 

appendix D show the frequency and percentages in the different variables. A summary of those 

tables can be seen in table 17. 

When it comes to liking a post, the respondents were most likely to do so when the post was 

from the Netherlands with 73,2% of positive responses, followed by the World with 64,1%, and 

Europe with 63,9%  

A positive response about commenting on a post is most likely to occur when a post is from 

the Netherlands with 23,7% of positive responses, followed by Europe with 16,3%, and the 

World with 16,2%.  

A post from Europe is most likely to be shared with 30,7% of positive responses, followed by 

the World with 27,8%, and the Netherlands with 26,5%  

Table 17. 

Summary of frequency tables in social interaction. 

 World Europe Netherlands 

 Like Comment Share Like Comment Share Like Comment Share 

Extremely 

likely 

9,7% 0,4% 1,8% 9,1% 1,0% 1,5% 12,1% 0,3% 1,3% 

Likely 28,1% 3,2% 10,1% 25,9% 3,6% 8,7% 35,0% 6,7% 6,9% 

Neutral 26,3% 12,6% 15,9% 28,9% 11,7% 20,5% 26,1% 16,7% 18,3% 

Unlikely 24,8% 35,6% 25,6% 26,9% 37,6% 24,6% 18,0% 36,0% 23,9% 

Extremely 

Unlikely 

11,2% 48,2% 46,6% 9,1% 46,2% 44,6% 8,8% 40,3% 49,7% 

 

When looking at liking and commenting on social media posts it is most likely people will do 

this to a post from the Netherlands. When it comes to sharing the posts from the world church 

are most likely to be shared. Nevertheless, are all numbers really close together and give 

above numbers not enough clarity to define a clear distinction between the different posts. 

Therefore, H3 can be rejected. 

 
H4. Generation Y respondents will feel a bigger appeal towards the more visual posts. 

Of the fifteen posts that were put in front of the participants, eight were deemed to be more 

visual (Post 1, 2, 3 ,4, 6, 8, 13, and 14) and seven were deemed to be more textual (Post 5, 7, 

9, 10, 11, 12, and 15). These posts were grouped in the variables ‘Visual_Posts’ and 
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‘Non_Visual_Posts’. For this test respondents were grouped into the variables ‘Gen_Y’ (>26) 

and ‘Gen_Z’ (<26).  

To find out whether we reject or accept above mentioned hypothesis we will look at the 

differences between appeal in visual posts and appeal in non-visual posts. Participants were 

asked how appealing the post was for them (1=Very appealing; 5=very unappealing). Even 

though this hypothesis is about generation Y, there is also tested to see what the difference is 

towards generation Z. Tables 18-21 in Appendix E show the frequencies and percentages of 

answers given on both the visual posts as the non-visual posts and for both generation Y as 

generation Z. Table 22 gives a summary of these tables.  

On the visual posts 75,5% of generation Y gives a positive response, 82,6% of generation Z 

respondents feel a positive appeal towards the visual posts.  

On the non-visual posts 73,5% of the given responses by generation Y are positive while 

80,6% of generation Z is giving a positive response.  

Table 22. 

Summary of frequency tables visual appeal 

 Visual Non-visual 

 Gen Y Gen Z Gen Y Gen Z 

Very appealing 11,2% 4,5% 10,8% 4,5% 

Appealing 27,6% 45,1% 21,7% 36,5% 

Neutral 36,7% 33,0% 41,0% 39,6% 

Unappealing 14,3% 16,3% 14,5% 15,3% 

Very unappealing 10,2% 1,0% 12,0% 4,1% 

 

Above findings show a small decline in appeal between the visual and the non-visual posts 

and the appeal of generation Y, this decline however is only 2%. The same decline is visible 

for the appeal of generation Z. The difference between generation Y and generation Z is only 

7% on both the visual as the non-visual posts. Therefore, H4 can be rejected. 

H5. Generation Z respondents are less likely to stop scrolling on a post with a lot of text.  

As mentioned for H4, of the fifteen posts that were put in front of the participants, eight were 

deemed to be more visual (Post 1, 2, 3 ,4, 6, 8, 13, and 14) and seven were deemed to be 

more textual (Post 5, 7, 9, 10, 11, 12, and 15). For this test, these posts were grouped in the 

variables ‘Textual_Posts’ and ‘Non_Textual_Posts’. Respondents were grouped into the 

variables ‘Gen_Y’ (>26) and ‘Gen_Z’ (<26).  
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For this test we analyse the results for the likelihood that respondents would stop scrolling 

when coming across a certain post (1=Extremely likely; 5=Extremely unlikely). To reject or 

accept this hypothesis we only need the results for generation Z, but we will also discuss and 

compare the results for generation Y. Tables 23-26 in Appendix F show the frequencies of 

answers given on both the textual as the non-textual posts and for both generation Y and Z. A 

summary of these tables can be found in table 27. 

69,9% of generation Y respondents give a positive response on the likelihood of stop scrolling 

on a textual post, for generation Z this number is 86%.  

For the non-textual posts 75,8% of generation Y respondents give a positive answer, 83,4% 

of generation Z respondents state a positive answer on the likelihood of stop scrolling.  

Table 27. 

Summary of frequency tables visual appeal 

 Textual Non-textual 

 Gen Y Gen Z Gen Y Gen Z 

Extremely likely 13,3% 9,0% 9,1% 11,5% 

Likely 28,9% 46,4% 41,4% 43,8% 

Neutral 27,7% 30,6% 25,3% 28,1% 

Unlikely 21,7% 12,2% 15,2% 15,3% 

Extremely unlikely 8,4% 1,8% 9,1% 1,4% 

 
These findings show that there is no significant difference between the likelihood of stop 

scrolling on a textual post and the likelihood of stop scrolling on a non-textual post. Interestingly 

enough generation Z is overall more likely to stop scrolling compared to generation Y. Based 

on these findings we can reject H5. 

H6. Respondents who frequently go to church and have a strong faith community 

connection are more likely to interact with the social media posts on the social media 

platforms of the Seventh-day Adventist Church. 

For this test two groups of data variables were created. The first group ‘total_social_interaction’ 

consisted of the responses gathered from the questions in regard to the social media posts. 

All responses given on the questions in regard to likelihood to like, comment or share on the 

post were included in this group. The second group ‘faith_community’ consisted of the answers 

given in the statements in regard to family, friends, and faith community members.  

To research if there is a link between frequency of attending an online or offline church service, 

a strong faith community connection and the likelihood of respondents interacting on the social 
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media channels of the Seventh-day Adventist Church a Spearman’s rank-order correlation test 

was executed. The results of this test can be found in table 28. 

The test showed that there is no statistically significant correlation between the frequency of 

going to church and the likelihood to interact on social media (rs = .101, p = .524).  

Next to that it also found that there is no statistically significant correlation between the 

likelihood of interaction on social media and the strength of the faith community (rs = -.158, p 

= .318).  

The test did however find a statistically significant correlation between the faith community and 

the frequency of going to church (rs = -.306, p = .017).  

Table 28. 

Correlations 

 

How often do 

you go to 

church or do 

you attend an 

online service? 

Faith 

Community 

Total social 

interaction 

Spearman's 

rho 

How often do you go to 

church or do you attend an 

online service? 

Correlation 

Coefficient 

1,000 -,306* ,101 

Sig. (2-tailed) . ,017 ,524 

N 66 61 42 

Faith Community Correlation 

Coefficient 

-,306* 1,000 -,158 

Sig. (2-tailed) ,017 . ,318 

N 61 61 42 

Total social interaction Correlation 

Coefficient 

,101 -,158 1,000 

Sig. (2-tailed) ,524 ,318 . 

N 42 42 42 

*. Correlation is significant at the 0.05 level (2-tailed). 

 
To make sure that the given posts did not influence the given answers in regard to likelihood 

to interact a second Spearman’s rank-order correlation test was done but this time on the 

responses given on the question ‘how often do you like, share or comment on content of the 

SDA church on social media?’ instead of the grouped responses of social interaction. The 

results of this test can be seen in table 29. 
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This second test again did not give a significant correlation between frequency of going to 

church and social interaction (rs = -.021, p = .874). 

Table 29. 

Correlations 

 

How often do 

you go to 

church or do 

you attend an 

online service? 

How often do 

you like, share 

or comment on 

content of the 

SDA church on 

social media? 

Faith 

Community 

Spearman's 

rho 

How often do you go to 

church or do you attend an 

online service? 

Correlation 

Coefficient 

1,000 -,021 -,306* 

Sig. (2-tailed) . ,874 ,017 

N 66 62 61 

How often do you like, 

share or comment on 

content of the SDA church 

on social media? 

Correlation 

Coefficient 

-,021 1,000 -,191 

Sig. (2-tailed) ,874 . ,140 

N 62 62 61 

Faith Community Correlation 

Coefficient 

-,306* -,191 1,000 

Sig. (2-tailed) ,017 ,140 . 

N 61 61 61 

*. Correlation is significant at the 0.05 level (2-tailed). 

 
Above findings show us that there is a connection between the strength of the faith community 

and the frequency of going to church. One could argue that a strong faith community is a logical 

consequence of frequently going to church.  

Nevertheless, did we not find a significant connection between the frequency of going to church 

and the likelihood of interacting on social media. Neither did we find a significant connection 

between the strength of the faith community and the likelihood of interacting on social media. 

Based on these findings we can reject H6. 

H7. The frequency of personal social media usage has no effect on the frequency of 

seeing or interacting with a post from the Seventh-day Adventist Church.  

To find an answer to this hypothesis we have to look into the variables ‘How often do you use 

social media’, ‘How often do you see content of the SDA church on social media?’, and ‘How 

often do you like, share or comment on content of the SDA church on social media?’. All 
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variables were answered with either Multiple times a day, multiple times a week, multiple times 

a month multiple times a year, I do not use social media, or I prefer not to answer.  

Tables 30-32 in appendix G give us an overview of the answers given per variable. 96,8% of 

the respondents indicated that they use social media multiple times a week or multiple times a 

day. 3,2% responded they either use it multiple times a year or not at all.  

When it comes to seeing content of the SDA church on social media, 43,6% of the respondents 

stated they see content multiple times a day or multiple times a week. Another 35,5% sees 

content multiple times a month. 16,1% stated they only see content multiple times a year or 

not at all. 4,8% of the respondents do not use social media or preferred not to state an answer.  

Of the respondents of the survey 35,5% stated they never like, share or comment on content 

of the SDA church. 24,2% does this multiple times a year, 21,0% multiple times a month, and 

11,3% multiple times a week. 8% of the respondents indicated they do not use social media or 

prefer not to state an answer.  

In order to test the connection between above mentioned variables a Spearman’s rank-order 

correlation test was executed. The results of this test can be found in table 33. The test 

indicated there was no statistically significant correlation between frequency of social media 

use and frequency of SDA content seen on social media (rs = .225, p = .078). Neither did the 

test find a statistically significant correlation between frequency of social media use and the 

frequency of liking, sharing, and commenting on SDA content on social media (rs = .069, p = 

.592).  

The test did however find a statistically significant correlation between the frequency of seeing 

SDA content on social media and the frequency of liking, sharing, and commenting on SDA 

content on social media (rs = .540, p = <.001). 

Finding above show that there is no relation between how often a person uses social media 

and how often they see or interact with content from the Seventh-day Adventist church. 

Therefore, H7 is accepted.  
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Table 33. 

Correlations 

 

How often do 

you use social 

media? 

How often do 

you like, share 

or comment on 

content of the 

SDA church on 

social media? 

How often do 

you see 

content of the 

SDA church on 

social media? 

Spearman's 

rho 

How often do you use 

social media? 

Correlation 

Coefficient 

1,000 ,069 ,225 

Sig. (2-tailed) . ,592 ,078 

N 62 62 62 

How often do you like, 

share or comment on 

content of the SDA church 

on social media? 

Correlation 

Coefficient 

,069 1,000 ,540** 

Sig. (2-tailed) ,592 . ,000 

N 62 62 62 

How often do you see 

content of the SDA church 

on social media? 

Correlation 

Coefficient 

,225 ,540** 1,000 

Sig. (2-tailed) ,078 ,000 . 

N 62 62 62 

**. Correlation is significant at the 0.01 level (2-tailed). 
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This study aimed to find out how the Seventh-day Adventist Church can use social media to 

establish or contribute to the religious lives of youngsters. In this chapter the findings of the 

previous chapter will be discussed and compared to findings in previous studies. The formed 

hypotheses will all be discussed separately.  

H1. The frequency of attending a church service online or offline will have no effect on 

how people rate their personal religious lives.  

The findings of H1 showed that there was a basis to support that the frequency of attending a 

church service online or offline will have no effect on how people rate their personal religious 

lives. These findings are consistent with the findings of Pew Research Center (2016) that found 

Christians deemed attending church services as less important to a Christian lifestyle.  

Nevertheless, was it interesting to find that rating of their personal relationship with God 

showed a statistically significant correlation with the frequency of attending a church service. 

This finding is consistent with the findings of previous studies that showed church attendance 

and the relationship with God are important factors in determining ones religious commitment. 

(Smith & Snell, 2009 ; Layton, Dollahite & Hardy, 2011). This was also shown in the statistically 

significant correlation between the rating of one’s personal relationship with God and the 

importance of faith in everyday life in this study.  

H2. Dutch Adventist that rated the quality of their personal religious lives very high will 

also have a strong social community of family, friend, and faith community members.  

H2 was rejected due to the fact that there was no significant relation between rating your 

personal religious lives and having a strong faith community. On average the majority of 

respondents answered positive on the statements that implied either a community of friends, 

family, or faith community members. The average majority answered ‘average’ when asked 

about their personal relationship with God, but also answered ‘very important’ when asked 

about the importance of faith in everyday life. These findings are inconsistent with the findings 

of Layton, Dollahite and Hardy (2011), that deemed friends and faith community members as 

one of the most important anchors of religious commitment. This study did however also found 

that seeing or speaking your church friends during the week has a significant relation to feeling 

welcome in church and feeling encouraged by your community members to participate. Those 

findings would be consistent with the theory that friends are an important factor in establishing 

a strong religious commitment (Layton, Dollahite & Hardy, 2011) 
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H3. Dutch Adventists are less likely to interact (like, comment or share) with a post that 

is published by one of the international channels of the Seventh-day Adventist Church.  

Despite the theory of Brown (2020) that Adventism is strongly related to cultural habits and 

beliefs, H3 was rejected because no significant connection was found between the likelihood 

of interacting with a post and the area this post was published from. This study did find that 

there is a slightly bigger chance that Dutch Adventists will like or comment a post that 

originated from the Netherlands over a post originated from the world or European 

headquarters. It was however interesting to see that when it comes to sharing a post, the posts 

that originated in the Netherlands scored the lowest. Maybe it is fair to say that the theory of 

Brown (2020) occurs when it comes to the practice of values and beliefs but that these 

practices are harder to identify in a social media post. The findings might have been different 

if we presented posts that showed people eating out on Sabbath or people playing soccer on 

Sabbath. Neither of these situations occurred in the fifteen posts that were presented to our 

participants.  

H4. Generation Y respondents will feel a bigger appeal towards the more visual posts. 

The findings of this study did not show any evidence of generation Y respondents feeling a 

bigger appeal towards more visual posts. Even stronger this study found that the felt appeal 

on either visual or non-visual posts was almost the same. This is inconsistent with a previous 

study that claimed generation Y found graphics more important than text (Black, 2010). The 

sample for this study might have influenced the outcome for this hypothesis. Since the sample 

is taken from followers of the social media channels of the church and active youth members 

of local congregations, the sample might have a biased interest in content from the Seventh-

day Adventist Church already. This biased interest could lead to finding it less important 

whether a post is visual or textual because they find content of the church important enough 

to consume in detail already.  

It is interesting to note that on average generation Z was more positive when stating their 

appeal, nevertheless, was this generation less likely to answer this question with the most 

positive possible answer. It might be interesting for future studies to find out whether generation 

Z is more positive but also a more modest generation.  

H5. Generation Z respondents are less likely to stop scrolling on a post with a lot of text.  

Dolot (2018) claimed that generation Z was a generation that lacked patience and that they 

did not see the importance of reading. This study has put this to the test and found that on 

average generation Z respondents were way more likely to stop scrolling than their generation 

Y peers. Nevertheless, did we not find a difference between the likelihood of stop scrolling and 
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a textual or non-textual post. For this reason, H5 was rejected and with that the findings were 

inconsistent to previous study claiming text to be of less importance for this generation (Dolot, 

2018). 

H6. Respondents who frequently go to church and have a strong faith community 

connection are more likely to interact with the social media posts on the social media 

platforms of the Seventh-day Adventist Church.  

The data collected in this survey and the tests executed on this data did not give a significant 

relationship between frequent church attendance, a strong faith community and the likelihood 

of interacting with social media posts of the Seventh-day Adventist Church. The findings in this 

study do not match the findings of Arasa, Cantoni, and Ruiz (2010) who stated that the most 

active online members are also the most active offline members. Neither does it match another 

study stating that the online communities will be of essential meaning for the offline 

communities (Jansen, 2011). The study did however find that there is a connection between 

the frequency of attending a church service and the faith community. This might seem like a 

logical consequence since the more often you visit a church the better you will get to know 

your fellow members and the stronger will your connection be. This study however did not 

research this and therefor further research would be needed to prove or deny that statement.  

H7. The frequency of personal social media usage has no effect on the frequency of 

seeing or interacting with a post from the Seventh-day Adventist Church.  

The findings in this study in relation to frequency of social media usage and the frequency of 

seeing or interacting with a post from the Seventh-day Adventist Church support the hypothesis 

that the social media usage has no effect on the frequency of seeing or interacting. These 

findings are consistent with the findings of a prior study that found 32% of their respondents 

had seen a or interacted with an Adventist post on a daily or weekly basis while over 50% 

stated to use social media on a daily or weekly basis. The findings of this study even show that 

96,8% uses social media on a daily or weekly basis while only 43,6% stated to have seen 

content and 11,3% stated to interact with posts daily or weekly. The percentages of course 

have a dependency on the amount of platforms followed by a person and the amount of posts 

that are published by the Adventist church. Nevertheless, is this information useful for the 

church to think about ways to make themselves either more visible or interactive.  

 



35 

 

When conducting this research, effort was taken to do this in a professional matter. This fact 

does not take away the various limitations to this research. To start off the sample of this study 

was taken from followers of the Facebook and Instagram pages from the youth ministries of 

the Seventh-day Adventist Church and youth members that were approached by local youth 

leaders. With this sampling we have ruled out the members that are not active on social media 

and that are not in close contact with their local congregations. This convenience sampling 

could have resulted in a limited dataset.  

The above-mentioned convenience sampling could also have caused a biased dataset. 

Followers of the social media pages of the church and active youngsters from the local 

congregations are likely to be more engaged in the church and its content already. This could 

have resulted in results being different than expected from knowledge of previous studies.  

Participants were asked to rate their personal habits and feelings. There is a possibility that 

participants have been overthinking their responds and with that gave a different view of the 

religious lives of youngsters than what is really the case.  

The survey was conducted in both English and Dutch, minor mistakes in translation could have 

caused confusion for participants while answering the questions. This could have resulted in 

participants answering questions with neutral or not at all because they did not understand the 

question. 

Even though it was made clear in the introduction of the survey that results would only be used 

for this study and would be stored anonymously, there might have been participants that did 

not feel safe enough to give honest answers. This could have resulted in questions being 

answered with answers that participants deemed preferred. If this occurred, the dataset would 

be unreliable for the current population.  

The survey was executed in February 2021, in this period the country of the Netherlands was 

in a lockdown due to the Covid-19 pandemic. At the time of the survey being conducted the 

pandemic had been present for almost a year, in this year people were forced to go online. 

This might have resulted in people feeling more disconnected from the church or people feeling 

tired with the amount of online content presented to them. If this was the case the outcome of 

this survey might be relevant for the current times but might not be relevant for the population 

in general before or after the pandemic and its regulations.   
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For the past years the Netherlands Union of Churches Conference of the Seventh-day 

Adventist Church has seen a decline in youth involvement on both a national as local level. 

The young people in the church are seen as highly important and for that reason a decline in 

involvement is a serious threat to the current and future operations of the church. This study 

aimed to find how the church can use social media to contribute to the religious experience 

of youngsters or even establish one.  

Based on the researched theories it is clear that the social aspect of going to church plays a 

big role in how youngsters experience their faith. Youth who have a strong faith community 

and found friends in the church are likely to have a bigger commitment with the church and 

its operations. With the young generations being active on social media in their everyday life 

it would, on first sight, be logical to assume that using social media for church operations will 

build on the social faith community of these youngsters. Nevertheless did this study find that 

the majority of active youth on social media has already established a strong social faith 

community. Yet this strong community has no influence on the involvement these youngsters 

have on the social media channels of the Seventh-day Adventist Church. This study also 

affirms the findings of earlier theories that the social media usage of people does not 

automatically transfer towards the frequency of interactions with social media contributions of 

the church.  

Based on above findings this study formulates the following recommendations:  

1. Social media is a big factor in the personal lives of youngsters, therefor it is definitely 

advised to keep making use of this. The contributions of the church will serve as a reminder 

that the church is still there and that they’re not alone. This would apply in particular for 

youngsters that have a smaller faith community at home.  

2. This study did not find any significant proof that social media is actually contributing to or 

establishing the religious lives of youngsters. Therefor we recommend that time, effort and 

money is diverted to other projects until new data shows that an actual significant difference 

can be made by the use of social media.  

3. The execution of this study was forced to take place online due to the measures taken in 

the battle against a global pandemic. In order to reach youngsters who are not active on the 

social media channels of the church or who are not in close contact with their local 

congregations, it could be wise to execute a study during a live event. The results of that 
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study might give a better understanding of how these youngsters experience their faith and 

how the national office can serve them by the use of digital media.  

4. The complexity and constant changes of the social media landscape might be difficult to 

grasp for older generations or employees that do not have social media as their main task. 

The church has a nature of working with volunteers and therefor it could be wise to involve 

young members in the online activities of the church. The younger generations have a 

natural sense of keeping up with the fast moving social media landscape and therefor would 

be a valuable addition to the communication activities of the church.  

5. This study found that the theories of social media usage of the different generations and 

the likelihood of them responding to various posts did not reflect the situation of the Seventh-

day Adventist Church as found in our results. In the execution of this study we focused 

directly on the social media involvement and the way youngsters experience their faith. It 

might be interesting to research how youngsters look to the church and how this influences 

their social media behaviour. It might be that an already established interest or disinterest 

effects the way social media content is consumed.  

 



38 

 

 

This study was executed with the aim to find insights in how the Seventh-day Adventist Church 

can use social media to establish or contribute to the religious lives of young Adventists. The 

study showed that a strong faith community is essential for how comfortable youngsters feel 

in their faith and in their local congregations. It is to assume that young people that feel 

comfortable in their local congregations feel a closer connection to this congregation and with 

that are more likely to frequently visit the church services. As shown by this research, frequent 

attendance of church services contributes to how strong the youth rank their personal 

relationships with God. Even though this research did not find a significant link between church 

attendance and interacting on social media, earlier studies indicated that an online social 

community could serve as a vital tool in building a strong offline community. While the findings 

of this study might not prove that statement, social media can serve as a tool to keep the youth 

connected to the church and give them that little reminder once in a while that there still is a 

church that cares for them. Especially in an era of viruses and lockdowns this could function 

as a reliable anchor in the uncertain lives that are lived momentarily. Yet since this study cannot 

prove these statements there should be said that further research would be needed to either 

adopt or reject that claim. What we can say is that of the respondents in this study the majority 

claimed to attend a church service on a regular basis. Knowing that the sample for this study 

was gathered from several social media pages of the Seventh-day Adventist Church Youth 

Department the assumption could be made that even though our tests showed otherwise, the 

most active members of the offline Adventist community are indeed the most active members 

of the online Adventist community. If that assumption deems to be correct, it is thinkable that 

for the Seventh-day Adventist Church, social media is not the tool to connect with new 

community members.  

This study did not find any major differences in the way generation Y and generation Z 

consume and interact with the content on the social media of the Seventh-day Adventist 

Church. Knowing that the sample of this study was taken from the social media channels and 

the local congregations of the church it is to assume that we gathered results from a sample 

that already is well engaged with the Seventh-day Adventist Church and with that already have 

built a specific interest in the content this church is sharing. To find whether differences would 

be found in generation Y and Z youngsters that are either on the edge of the church or outside 

the church further research would be needed.    

When using social media for an institution like the Seventh-day Adventist Church it is important 

to keep in mind that you are competing with the everyday lives of young Adventists. Social 

Media is embedded in the lives of our current youngsters and for many their complete social 
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lives take place on these platforms. The findings of this study give a clear view that even though 

a person might use social media multiple times a day the chance they will see or interact with 

a post of the Seventh-day Adventist Church is slim.  

This study gathered valuable knowledge about the way young Adventists experience their 

religious lives and which role the Seventh-day Adventist Church plays in that. It found a 

considerate number of topics that would require further research which could be of great value 

for the operations of the Seventh-day Adventist Church. While this study aimed to find ways to 

use social media to contribute to or establish the religious lives of youngsters, it did not find 

ways to establish them to the extent that the study was not able to reach those who are on the 

edge of or even outside the church. Nevertheless, will the findings of this research be of real 

value in considering ways to contribute to the religious lives of young Adventists.   
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Original Dutch version of the motion placed at the term-end meeting of 2017: 

De afgevaardigden in vergadering bijeen verzoeken het nieuwe Algemeen Kerkbestuur om, in 

samenwerking met geïnteresseerde studenten en jong volwassenen, inventariserend 

onderzoek te doen naar de mogelijkheden voor de oprichting van een Adventistisch Studenten 

Platform. 

Survey: Digital media and the Seventh-day Adventist Church 

Start of Block: Introduction 

Thank you for taking the time to fill in this survey.  This study is designed and executed for and 

commissioned by the Seventh-day Adventist Church and subsequently serves as graduation 

project for Patrick Nab, student Media and Entertainment Management/Creative Business at 

Breda University of Applied Sciences.  For the Seventh-day Adventist Church it is important to 

understand what moves young people online, how they experience their faith and how they 

wish to be communicated to. For that reason, this survey is set up. In the survey, you will be 

asked about your social media behaviour, your religious behaviour and your communication 

preferences. There are no right or wrong answers, it is about your personal opinions and 

feelings. The answers will only be used for the purpose of this study and will be kept 

confidential. Your answers will be stored anonymously.   We do not intend to force you in 

answering questions you do not want to answer, therefor we have added the option 'prefer not 

to answer' or ‘neutral’ to every question, of course you are free to leave the survey at any point. 

However, it would be greatly appreciated if you finish the survey completely and answer as 

many questions as truthful as possible.   The survey takes approximately 10-15 minutes of 

your time.   If you understand and agree to these conditions, please press the button to start.   

Kind regards,  Patrick Nab 

End of Block: Introduction 
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Start of Block: General information 

The following questions will be about your general information 

What's your gender?   

o Male/Man  (1)  

o Female/Vrouw  (2)  

o Prefer not to say/Zeg ik liever niet  (4)  

What's your age?  

________________________________________________________________ 

In which place is your home church? 

________________________________________________________________ 

What's your current level of education? 

o High school/Middelbare school  (1)  

o Secondary vocational education/MBO  (2)  

o University of Applied Sciences/HBO  (3)  

o University/WO  (4)  

o I'm not going to school/Ik ga niet naar school  (9)  

o I'm already working/Ik ben al aan het werk  (5)  

 

End of Block: General information 

Start of Block: Personal faith questions 

 

The following questions will be about your personal habits when it comes to faith and church.   

De volgende vragen gaan over jouw persoonlijke gewoonten als het gaat over geloof en kerk.  

How often do you go to church or do you attend an online service? 

o Every week/Elke week  (1)  

o Multiple times a month/Een paar keer per maand  (2)  

o Once a month/Één keer per maand  (3)  

o Multiple times a year/Een paar keer per jaar  (4)  

o Once a year/Één keer per jaar  (5)  

o I don't go to church/Ik ga niet naar de kerk  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  
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How often do you pray?  

o Multiple times a day/Een paar keer per dag  (1)  

o Once a day/Één keer per dag  (2)  

o Multiple times a week/Een paar keer per week  (3)  

o Once a week/Één keer per week  (4)  

o Sometimes/Soms  (5)  

o I don't pray/Ik bid niet  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  

How often do you read the bible?  

o Multiple times a day/Een paar keer per dag  (1)  

o Once a day/Één keer per dag  (2)  

o Multiple times a week/Een paar keer per week  (3)  

o Once a week/Één keer per week  (4)  

o Sometimes/Soms  (5)  

o I don't read the Bible/Ik lees de Bijbel niet  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  

How important is your faith in everyday life? 

o Extremely important/Extreem belangrijk  (1)  

o Very important/Erg belangrijk  (2)  

o Moderately important/Matig belangrijk  (3)  

o Slightly important/Een beetje belangrijk  (4)  

o Not at all important/Niet belangrijk  (5)  

o Prefer not to answer/Zeg ik liever niet  (6)  

How would you rank your current personal relationship with God?  

o Excellent/Uitstekend  (1)  

o Good/Goed  (2)  

o Average/Gemiddeld  (3)  

o Poor/Slecht  (4)  

o Terrible/Verschrikkelijk  (5)  

o Prefer not to answer/Zeg ik liever niet  (6)  
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End of Block: Personal faith questions 

Start of Block: Personal faith statements 

 

Answer the following statements as truthful as possible on a scale of 1-5. 

1=totally disagree, 2=disagree, 3=neutral, 4=agree, 5=totally agree. 

  

I go to church because my parents want me  

I find it important to keep my Sabbath a day of  

Going to church helps me come closer to God  

I feel encouraged by other church members to participate in the church community  

I find it easy to keep up with the rules in the church  

When I visit church I feel welcome  

Every time I read the Bible I read something new about myself or God  

As an Adventist I have to follow the example of our pastor  

I make all my decisions together with God 

The Bible is a book that inspires me  

I see or speak my church friends during the week as well  

I find it important what my youth leader thinks of me  

It is important to make your sabbath school lessons  

In church I don't show or tell everything I do because I'm afraid people will judge me  

 

End of Block: Personal faith statements 

Start of Block: Social media personal 

 

The following questions will be about your personal social media usage. 

On which of the following social media platforms are you active? Multiple answers are possible.   

▢ Facebook  (1)  

▢ Twitter  (2)  

▢ Instagram  (3)  

▢ Snapchat  (4)  

▢ TikTok  (5)  
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▢ YouTube  (6)  

▢ Prefer not to answer/Zeg ik liever niet  (7)  

On which of these platforms are you most active?    

o Facebook  (1)  

o Twitter  (2)  

o Instagram  (3)  

o Snapchat  (4)  

o TikTok  (5)  

o YouTube  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  

 

How often do you use social media? 

o Multiple times a day/Een paar keer per dag  (1)  

o Multiple times a week/Een paar keer per week  (2)  

o Multiple times a month/Een paar keer per maand  (3)  

o Multiple times a year/Een paar keer per jaar  (4)  

o I don't use social media/Ik gebruik geen social media  (5)  

o Prefer not to answer/Zeg ik liever niet  (6)  

 

End of Block: Social media personal 

Start of Block: Social media SDA 

 

The following questions are about the social media usage of the Seventh-day Adventist 

Church.  

On which of the following platforms have you seen content of the SDA church? Multiple 

answers are possible.  

▢ Facebook  (1)  

▢ Twitter  (2)  

▢ Instagram  (3)  

▢ Snapchat  (4)  

▢ TikTok  (5)  

▢ YouTube  (6)  
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▢ Prefer not to answer/Zeg ik liever niet  (7)  

On which of the following platforms do you follow (a page of) the SDA church? Multiple answers 

are possible.  

▢ Facebook  (1)  

▢ Twitter  (2)  

▢ Instagram  (3)  

▢ Snapchat  (4)  

▢ TikTok  (5)  

▢ YouTube  (6)  

▢ Prefer not to answer/Zeg ik liever niet  (7)  

How often do you see content of the SDA church on social media? 

o Multiple times a day/Een paar keer per dag  (1)  

o Multiple times a week/Een paar keer per week  (2)  

o Multiple times a month/Een paar keer per maand  (3)  

o Multiple times a year/Een paar keer per jaar  (4)  

o Never/nooit  (5)  

o I don't use social media/Ik gebruik geen social media  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  

How often do you like, share or comment on content of the SDA church on social media?  

o Multiple times a day/Een paar keer per dag  (1)  

o Multiple times a week/Een paar keer per week  (2)  

o Multiple times a month/Een paar keer per maand  (3)  

o Multiple times a year/Een paar keer per jaar  (4)  

o Never/nooit  (5)  

o I don't use social media/Ik gebruik geen social media  (6)  

o Prefer not to answer/Zeg ik liever niet  (7)  

On which of the following platforms would you like to see the SDA church? 

▢ Facebook  (1)  

▢ Twitter  (2)  

▢ Instagram  (3)  

▢ Snapchat  (4)  
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▢ TikTok  (5)  

▢ YouTube  (6)  

▢ Prefer not to answer/Zeg ik liever niet  (7)  

 

End of Block: Social media SDA 

Start of Block: Social posts  

 

In the following section you will get to see posts from different SDA channels on either 

Facebook or Instagram. Please answer the questions in regard to each post. 

Have you seen this post? 

▼ Yes/Ja (1) ... Prefer not to answer/Zeg ik liever niet (3) 

How likely is it that you stop scrolling when you come across this post?   

▼ 1 - Extremely likely/Extreem groot (1) ... 5 - Extremely unlikely/Extreem klein (5) 

How appealing is this post to you? 

▼ 1 - Very appealing/Heel aantrekkelijk (1) ... 5 - Very unappealing/Heel onaantrekkelijk (5) 

How likely is it that you would like this post?   

▼ 1 - Extremely likely/Extreem groot (1) ... 5 - Extremely unlikely/Extreem klein (5) 

How likely is it that you would comment on this post?   

▼ 1 - Extremely likely/Extreem groot (1) ... 5 - Extremely unlikely/Extreem klein (5) 

How likely is it that you would share on this post?   

▼ 1 - Extremely likely/Extreem groot (1) ... 5 - Extremely unlikely/Extreem klein (5) 

How important would this post be for your personal faith? 

▼ 1 - Very important/Heel belangrijk  (1) ... 5 - Very unimportant/ Heel onbelangrijk (5) 

 

End of Block: Social posts  
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Post # Post Area Content Type 

1 

 

World Visual Motivational 

2. 

 

World Visual Informative 

3. 

 

Netherlands Visual Informative 



55 

 

4. 

 

World Textual Motivational 

5. 

 

Netherlands Textual Informative 

6. 

 

World Visual Informative 

7. 

 

World Textual Motivational 
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8. 

 

Europe Visual Motivational 

9. 

 

Europe Textual Motivational 

10. 

 

Netherlands Textual Informative 

11. 

 

Europe Textual Informative 
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12. 

 

Netherlands Textual Informative 

13 

 

Europe Visual Motivational 

14. 

 

Netherlands Visual Informative 

 

15 

 

Netherlands Textual Informative 
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Table 8. 

Frequency of posts from the world being liked 

 

Responses 

Percent of Cases N Percent 

World Likea 1 - Extremely likely 27 9,7% 44,3% 

2 - Likely 78 28,1% 127,9% 

3 - Neutral 73 26,3% 119,7% 

4 - Unlikely 69 24,8% 113,1% 

5 - Extremely unlikely 31 11,2% 50,8% 

Total 278 100,0% 455,7% 

a. Group 

 

 

Table 9. 

Frequency of posts from Europe being liked 

 

Responses 

Percent of Cases N Percent 

Europe Likea 1 - Extremely likely 18 9,1% 36,0% 

2 - Likely 51 25,9% 102,0% 

3 - Neutral 57 28,9% 114,0% 

4 - Unlikely 53 26,9% 106,0% 

5 - Extremely unlikely 18 9,1% 36,0% 

Total 197 100,0% 394,0% 

a. Group 

 

 

Table 10. 

Frequency of posts from the Netherlands being liked 

 

Responses 

Percent of Cases N Percent 

NL Likea 1 - Extremely likely 37 12,1% 63,8% 

2 - Likely 107 35,0% 184,5% 

3 - Neutral 80 26,1% 137,9% 

4 - Unlikely 55 18,0% 94,8% 

5 - Extremely unlikely 27 8,8% 46,6% 

Total 306 100,0% 527,6% 

a. Group 
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Table 11. 

Frequency of posts from the world being commented 

 

Responses 

Percent of Cases N Percent 

World Commenta 1 - Extremely likely 1 0,4% 1,6% 

2 - Likely 9 3,2% 14,8% 

3 - Neutral 35 12,6% 57,4% 

4 - Unlikely 99 35,6% 162,3% 

5 - Extremely unlikely 134 48,2% 219,7% 

Total 278 100,0% 455,7% 

a. Group 

 

 

Table 12. 

Frequency of posts from Europe being commented 

 

Responses 

Percent of Cases N Percent 

Europe Commenta 1 - Extremely likely 2 1,0% 4,0% 

2 - Likely 7 3,6% 14,0% 

3 - Neutral 23 11,7% 46,0% 

4 - Unlikely 74 37,6% 148,0% 

5 - Extremely unlikely 91 46,2% 182,0% 

Total 197 100,0% 394,0% 

a. Group 

 

 

Table 13. 

Frequency of posts from the Netherlands being commented 

 

Responses 

Percent of Cases N Percent 

NL Commenta 1 - Extremely likely 1 0,3% 1,7% 

2 - Likely 20 6,7% 34,5% 

3 - Neutral 50 16,7% 86,2% 

4 - Unlikely 108 36,0% 186,2% 

5 - Extremely unlikely 121 40,3% 208,6% 

Total 300 100,0% 517,2% 

a. Group 
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Table 14. 

Frequency of posts from the world being shared 

 

Responses 

Percent of Cases N Percent 

World Sharea 1 - Extremely likely 5 1,8% 8,2% 

2 - Likely 28 10,1% 45,9% 

3 - Neutral 44 15,9% 72,1% 

4 - Unlikely 71 25,6% 116,4% 

5 - Extremely unlikely 129 46,6% 211,5% 

Total 277 100,0% 454,1% 

a. Group 

 

Table 15. 

Frequency of posts from Europe being shared 

 

Responses 

Percent of Cases N Percent 

Europe Sharea 1 - Extremely likely 3 1,5% 6,0% 

2 - Likely 17 8,7% 34,0% 

3 - Neutral 40 20,5% 80,0% 

4 - Unlikely 48 24,6% 96,0% 

5 - Extremely unlikely 87 44,6% 174,0% 

Total 195 100,0% 390,0% 

a. Group 

 

Table 16. 

Frequency of posts from the Netherlands being shared 

 

Responses 

Percent of Cases N Percent 

NL Sharea 1 - Extremely likely 4 1,3% 6,9% 

2 - Likely 21 6,9% 36,2% 

3 - Neutral 56 18,3% 96,6% 

4 - Unlikely 73 23,9% 125,9% 

5 - Extremely unlikely 152 49,7% 262,1% 

Total 306 100,0% 527,6% 

a. Group 
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Table 18. 

Crosstab of visual posts and generation Y 

 Total 

Visual Postsa 1 - Very appealing Count 11 

% of Total 11,2% 

2 - Appealing Count 27 

% of Total 27,6% 

3 - Neutral Count 36 

% of Total 36,7% 

4 - Unappealing Count 14 

% of Total 14,3% 

5 - Very unappealing Count 10 

% of Total 10,2% 

Total Count 98 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 

 

Table 19. 

Crosstab of visual posts and generation Z 

 Total 

Visual Postsa 1 - Very appealing Count 13 

% of Total 4,5% 

2 - Appealing Count 130 

% of Total 45,1% 

3 - Neutral Count 95 

% of Total 33,0% 

4 - Unappealing Count 47 

% of Total 16,3% 

5 - Very unappealing Count 3 

% of Total 1,0% 

Total Count 288 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 
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Table 20. 

Crosstab of non-visual posts and generation Y 

 Total 

Non Visual Postsa 1 - Very appealing Count 9 

% of Total 10,8% 

2 - Appealing Count 18 

% of Total 21,7% 

3 - Neutral Count 34 

% of Total 41,0% 

4 - Unappealing Count 12 

% of Total 14,5% 

5 - Very unappealing Count 10 

% of Total 12,0% 

Total Count 83 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 

 

Table 21. 

Crosstab of non-visual posts and generation Z 

 Total 

Non Visual Postsa 1 - Very appealing Count 10 

% of Total 4,5% 

2 - Appealing Count 81 

% of Total 36,5% 

3 - Neutral Count 88 

% of Total 39,6% 

4 - Unappealing Count 34 

% of Total 15,3% 

5 - Very unappealing Count 9 

% of Total 4,1% 

Total Count 222 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 
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Table 23. 

Crosstab of Generation Y and likelihood of stop scrolling on a textual post 

 Total 

Textual Postsa 1 - Extremely likely Count 11 

% of Total 13,3% 

2 - Likely Count 24 

% of Total 28,9% 

3 - Neutral Count 23 

% of Total 27,7% 

4 - Unlikely Count 18 

% of Total 21,7% 

5 - Extremely unlikely Count 7 

% of Total 8,4% 

Total Count 83 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 

 

Table 24. 

Crosstab of Generation Z and likelihood of stop scrolling on a textual post 

 Total 

Textual Postsa 1 - Extremely likely Count 20 

% of Total 9,0% 

2 - Likely Count 103 

% of Total 46,4% 

3 - Neutral Count 68 

% of Total 30,6% 

4 - Unlikely Count 27 

% of Total 12,2% 

5 - Extremely unlikely Count 4 

% of Total 1,8% 

Total Count 222 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 
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Table 25. 

Crosstab of Generation Y and likelihood of stop scrolling on a non-textual post 

 Total 

Non Textual Postsa 1 - Extremely likely Count 9 

% of Total 9,1% 

2 - Likely Count 41 

% of Total 41,4% 

3 - Neutral Count 25 

% of Total 25,3% 

4 - Unlikely Count 15 

% of Total 15,2% 

5 - Extremely unlikely Count 9 

% of Total 9,1% 

Total Count 99 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 

 

Table 26. 

Crosstab of Generation Y and likelihood of stop scrolling on a non-textual post 

 Total 

Non Textual Postsa 1 - Extremely likely Count 33 

% of Total 11,5% 

2 - Likely Count 126 

% of Total 43,8% 

3 - Neutral Count 81 

% of Total 28,1% 

4 - Unlikely Count 44 

% of Total 15,3% 

5 - Extremely unlikely Count 4 

% of Total 1,4% 

Total Count 288 

% of Total 100,0% 

Percentages and totals are based on responses. 

a. Group 
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Table 30 

How often do you use social media? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Multiple times a day 54 80,6 87,1 87,1 

Multiple times a week 6 9,0 9,7 96,8 

Multiple times a year 1 1,5 1,6 98,4 

I don't use social media 1 1,5 1,6 100,0 

Total 62 92,5 100,0  

Missing System 5 7,5   

Total 67 100,0   

 

Table 31 

How often do you see content of the SDA church on social media? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Multiple times a day 5 7,5 8,1 8,1 

Multiple times a week 22 32,8 35,5 43,5 

Multiple times a month 22 32,8 35,5 79,0 

Multiple times a year 8 11,9 12,9 91,9 

Never 2 3,0 3,2 95,2 

I don't use social media 2 3,0 3,2 98,4 

Prefer not to answer 1 1,5 1,6 100,0 

Total 62 92,5 100,0  

Missing System 5 7,5   

Total 67 100,0   

 

Table 32 

How often do you like, share or comment on content of the SDA church on social media? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Multiple times a week 7 10,4 11,3 11,3 

Multiple times a month 13 19,4 21,0 32,3 

Multiple times a year 15 22,4 24,2 56,5 

Never 22 32,8 35,5 91,9 

I don't use social media 2 3,0 3,2 95,2 

Prefer not to answer 3 4,5 4,8 100,0 

Total 62 92,5 100,0  

Missing System 5 7,5   

Total 67 100,0   
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