








TRANSPORTING PEOPLE

“We deal with
with their eyes ac
elaborates Walker, “I think the power
of it really hit me at Easter. The
worship team was leading the Negro

ciety who listens

ell as their ears,”

spiritual ‘Were You There? and we
projected imagery of the three crosses
across the congregation. It occurred
to me that—yes—we were there.

Video plants a mental picture and

transports people somewhere. If we
can take people back to the cross...”

Sometimes, it about
transporting people to a place of
experience. Sometimes it is about
transporting the experience to the
people. Baptism at Granger
Community Church in Granger,
Indiana takes place at a tree-
surrounded lake, “It is really an
amazing thing for those who are

isn’t

there,” relays Jeff Petersen, Media
Director for the church. “The setting
and the beauty of it are incredible,
but we also have 1,000 people on the
shore that can’t see everything.”
Petersen and his team document the
event with ten photographers and
two to three videographers, then put
it together on video. “We want to
bring the event to everyone. Not just
those who could see. I recently
showed this piece to
doesn’t even go to our church. I was

man who

talking and talking about the technical
aspects of it then turned around to
realize he was weeping. The
experience reaches beyond just the
people who were there.”

BUILDING COMMUNITY

Granger Community Church is also
using video to celebrate and build

— P S

community. Think in terms of the
feel you get watching home movies
of family or friends.

“Video in our services began with
multi-projector slide shows. That was
all we had and we maxed it out.
When the church first s
used the slides to help people feel

ted we

connected. It was engaging and fun
for people to be able to see themselves
on the screen,” relays Petersen. “Now
that we are larger it is harder, but we
still do this. We want to get as many
people as we can up there. For any
size church it can be hard for people
to feel like a real part of the
community. Using video we have
been able to share the large events
and intimate moments together, and
that has continued to help build the
relationships within our
congregation.”




GOING IN A DIFFERENT DIRECTION

Mars Hill Bible Church in
Grandville, Michigan hasa completely
opposite approach. Shauna Niequist,
Creative Director explains, “We
wanted to cleanse the palette in terms
of experience. Pretty much we turn
onour florescentlights in the morning,
fire up the PowerPoint and that’s
about it. Black background. White
text. One font. Even our bulletins are
just (black and white)”

The minimalist aesthetic has
connected with people. The six-year-
old church which meets in (as Mars
Hill’s founding pastor, Rob Bell, puts
it) “a renovated 70’s loser mall” has
an attendance of about 10,000 each
weekend.

DESIGNING SYSTEMS TO SUPPORT
EXPERIENCE

Video designer Stuart Reynolds of
Acoustic Dimensions (AD) is seeing
this shiftin the designs for new worship
facilities around the country.

“Tt has been interesting to watch
the line blur between markets,”
comments Reynolds. “There used to
be separation in the types of systems
for sporting facilities, performing arts
and worship facilities. Now, no matter
which market we work with, we
always ask people during
programming to think in terms of
what kind of experience they want to
create.”

Reynolds finds a significant amount
of his work in worship facilities is in the
area of production. “It's not enough to
provide acres of video ‘canvas’ if you
don’'t have the production support
systems in place for operators to ‘paint’
on it. We've seen a major shift in
investing in systems to produce content.
Even if there isn’t budget for production
systems on day one, we almost always
plan infrastructure so that systems can
be added as budget becomesavailable.”
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“BUT I DON'T HAVE A VIDEO
DEPARTMENT... (OR BUDGET)!"

“Video [at Granger Community
Church] started as a hobby on my
home computer,” laughs Petersen.
“My advice to smaller churches is to
make use of the people you already
have. Utilize their hobbies and
interests. Realize that there are
people who have already purchased
digital cameras, editing software
and have higher end computers
than you could pay for—in fact,
they may just be writing e-mail on
it. Help them with some teaching
and encouragement and those
resources are already there.”

Wahlstedt—whose video staff
currently consists of himself and a
part-time volunteer—offers, “We
often purchase raw footage in a
collection, then take the raw footage
and create by combining it, putting
effects on it...adding text...”

“The implementation side is
getting easier and easier,” says
Walker “The creation side is not.
Though some companies are
producing quality content, it is
difficult to get beyond nature scenes
unless you create it yourself, and
the creative piece takes time. If we
are telling the “Greatest Story Ever
Told,” the presentation needs to
reflect that. You can’t expect to put
out your best work in a couple of
hours on a regular basis. In some
cases, what we communicate might
be the only time an individual might
get the chance to see the message.
We need to ask the question, is
what we are putting in front of
them going to help them experience
Christ?”

“Quality work brings quality
people. If you are doing the best you
can, you will start attracting people.
[ can’t tell you how many times I've
heard, ‘that was pretty good video for
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a church,” continues Petersen. “We
simply want good video. Period. If
you are just starting out, try to avoid
the two most common mistakes, too
big and too long. Start off with a
project that you can actually finish. It
can take a lot of time and effort to
make a quality piece and often people
quit because they take on more than
they can handle. The vast majority of
our pieces last no longer than one
song. Just long enough to stir an
emotion or convey a concept. Leave
your audience asking for more, not
begging for it to end.

A FEW FINAL THOUGHTS...

“You need to know the intended
goal,” clarifies Ken Robertson,
Technical Arts Director of Mariners
Church in TIrvine,t“Is it to bring
clarification, create an emotional
response, to be used as part of the set
design,tto move someone to action,
or is it simply to generate excitement?
Someone has to be able to give the
answer to these questions with
enough time for the artists{to execute
the product. If one or both of these
elements is missing, you will not be
able to hit the mark. Why? Because
there is no target.”

Martoia adds, “The invitation is
that we still haven’t tapped this as a
medium. We need a whole round of
artists to rise up and translate. We
need to get out of safe and predictable.
If we aren’t careful, we’ll become the
new tradition. These mediums are an
invitation to surprise and to mystery.
When that happens, we get to
experience God outside of the norm
of the mental models.” 4

Cathy Hutchison is a freelance writer
whose interests include the impact of
technology on the worship experience.
She can  be ' reached . at
chutchison@acousticdimensions.com
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