Understanding the Algorithms
Shepherding in the Digital Age

The New Public Square and Its Invisible Curators

The pastoral vocation has always been one of presence—in the parish, in the home, in the hospital, and
in the public square. In the 21st century, a new and profoundly influential public square has emerged:
the digital world of social media. This is a space where communities are formed, values are shaped,
news is disseminated, and identities are forged.' For the church, engaging in this space is not merely an
option but a missionary imperative, a modern fulfilment of the call to go into all the world.” The question
is no longer if'we should engage, but how we do so with wisdom, faithfulness, and pastoral care.’

This digital square, however, is not a neutral forum. It is governed by powerful, invisible curators known
as algorithms. An algorithm can be understood as a complex set of rules, a recipe, or a sorting machine
that social media platforms use to process the immense flood of content and decide what each individual
user sees.” Unlike a neutral town crier, these digital curators have a specific, commercially driven
agenda. Their primary goal is to maximize the amount of time users spend on their platforms, because
more time translates directly into more data collected and more advertisements served, which in turn
generates revenue.’” This fundamental economic reality shapes the very architecture of the digital
environment.

This session seeks to equip future pastors with a nuanced understanding of these systems, moving
beyond surface-level strategies to a deeper, theologically informed critique. As the Holy See's pastoral
reflection, Towards Full Presence, exhorts, the call is to become "loving neighbours" who are genuinely
present and attentive to one another on the "digital highways".” To do this effectively requires
understanding the landscape of those highways, including the forces that direct their traffic.

The journey of this session will proceed in four parts. First, it will demystify the machine, exploring
what algorithms are and what they are designed to want. Second, it will present detailed case studies of
two of the most influential platforms, YouTube and Instagram, to see these principles in action. Third,
it will address the rise of the "new scribe"—Artificial Intelligence—and its role in content creation for
ministry. Finally, and most critically, it will explore the profound pastoral and ethical implications of
these technologies, offering a framework for shepherding in the algorithmic age. The ultimate aim is to
cultivate not digital marketers, but wise digital shepherds.

A foundational understanding that must precede this exploration is the non-neutrality of the digital
space. While technology is often perceived as a value-neutral tool that can be used for good or for ill,
the design of social media platforms challenges this assumption.” Because the primary objective is to
maximize user engagement for commercial purposes, the algorithms that govern these platforms are
inherently biased toward content that elicits strong and immediate reactions.'’ This creates a system
with its own telos, or end-goal—prolonged attention, often achieved through heightened emotion—
which is frequently in tension with the telos of Christian discipleship, which values reflection, nuance,



peace, and embodied community. Therefore, to enter this space is not merely to use a tool, but to
navigate a powerful, formational environment that is actively shaping its users."

Part 1: Demystifying the Digital Curators: What Do They Want?

To navigate the digital world pastorally, one must first understand the underlying mechanics that govern
it. At the heart of every social media feed is an algorithm, a concept that can seem opaque and
intimidating. However, at its core, an algorithm is simply a set of instructions or a recipe used to solve
a problem.'* In the context of social media, the problem is the overwhelming volume of content. With
millions of posts, photos, and videos being uploaded every minute, a purely chronological feed would
be an incomprehensible flood. The algorithm's function is to act as a filter or a sorting machine, sifting
through this deluge to present each user with a personalized and manageable stream of content that it
predicts will be engaging and relevant.'’

The Prime Directive: The Economics of Attention

The central, unifying goal of nearly every major social media algorithm is economic. These platforms
are businesses, and their primary product is user attention, which they sell to advertisers.” Therefore,
the prime directive of the algorithm is to maximize the amount of time a user spends on the platform.*
Every decision the algorithm makes—what post to show first, what story to recommend, what video to
play next—is optimized to achieve this single objective. It is not designed to show users what is most
true, most beautiful, or most edifying. It is designed to show them what is most likely to make them
stay, watch, and interact for one more minute, one more scroll, one more click. This distinction is of
paramount importance for any ministry seeking to use these platforms, as the platform's definition of
"valuable" content (that which captures attention) may differ significantly from a pastoral definition of
"valuable" content (that which forms the soul).

The Three Pillars of Algorithmic Relevance

To achieve the goal of sustained attention, algorithms assess the potential "relevance" of every piece of
content for every individual user. This assessment is built upon three foundational pillars or categories
of signals.

1. Relationship (Who you know): The algorithm closely monitors the user's interaction history with
other accounts. It prioritizes content from people, pages, and groups with whom the user has a
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demonstrated strong relationship.” This "relationship strength" is measured by a variety of signals,

including how frequently a user likes or comments on an account's posts, sends them direct messages,

views their profile, or shares their content.”

This is why content from close friends and family typically
appears at the top of a user's feed. For a church, this means the algorithm naturally favours showing
content to the most active and engaged members of the congregation, those who are already interacting

consistently.

2. Interest (What you like): Beyond specific relationships, the algorithm builds a complex profile of
a user's broader interests. It learns what topics, themes, and content formats a user prefers by analysing
their past behaviour—the videos they watch to completion, the articles they click on, the photos they
linger on, and the posts they save or share.'’ This data is then used in a process called "collaborative



filtering," where the system identifies other users with similar behavioural profiles and recommends
content that those "digital twins" have enjoyed.” If a user shows interest in a specific category, they will
be directed to more items in that same category, creating a personalized content bubble.

3. Timeliness & Popularity (What's happening now): The third pillar concerns the attributes of the
content itself. Two of the most significant signals are recency and engagement velocity. Newer posts
are generally favoured over older ones to keep the feed fresh.”” More importantly, however, is the speed
at which a post accumulates engagement. If a piece of content receives a high number of likes,
comments, and shares very shortly after being posted, the algorithm interprets this as a strong signal of
high quality or viral potential. This "early popularity" prompts the system to show the content to a much
wider audience, creating a snowball effect.'*

These three pillars work in concert to create a self-reinforcing loop that is fundamental to the
algorithmic experience. The process begins with the algorithm making a prediction about what a user
will engage with, based on their relationship and interest history. It then serves content that aligns with
that prediction. When the user interacts with the content—by liking, commenting, or watching—they
send a positive signal back to the system, confirming the accuracy of its prediction.'* In response, the
algorithm learns from this feedback and refines its model, becoming more likely to show the user even
more of that same type of content in the future.” This feedback loop is the essential mechanism that
drives personalization.

Pastorally, it is also the mechanical basis of the "echo chamber" or "filter bubble." While it can be
beneficial, surfacing more of what a user finds valuable, it can also be detrimental. If a congregant
begins to engage with misinformation, divisive political rhetoric, or spiritually unhealthy content, the
algorithm is not designed to offer a balancing perspective. On the contrary, its core programming
compels it to feed the user an accelerating and intensifying stream of that very same content, reinforcing
their biases and potentially leading them down harmful paths.” Understanding this dynamic is the first
critical step for any shepherd seeking to guide their flock through the complexities of the digital age.

Part 2: Case Studies in Digital Curation: YouTube and Instagram

To move from abstract principles to concrete practice, it is essential to examine how these algorithmic
concepts are implemented on specific platforms. YouTube and Instagram, two of the most influential
media platforms in the world, offer distinct yet complementary case studies in digital curation. While
both aim to maximize user engagement, they do so through different ecosystems tailored to different
types of content and user behaviours.

The YouTube Ecosystem: The Battle for Viewer Satisfaction

YouTube's primary objective has evolved significantly over the years. Initially focused on raw view
counts and clicks, the platform quickly learned that these metrics often rewarded deceptive "clickbait".*
Consequently, the algorithm shifted its focus to "watch time"—the total amount of time viewers spent
watching videos. More recently, this has been refined even further to "viewer satisfaction" and "valued
watch time".?” The platform's goal is no longer just to keep people watching, but to ensure that the time
they spend is perceived as valuable and satisfying. This is measured through a combination of implicit
and explicit signals.



Four key metrics are crucial for understanding the YouTube algorithm:

e Click-Through Rate (CTR): This is the percentage of people who click to watch a video after
seeing its thumbnail and title on their homepage, in search results, or as a suggestion. A high
CTR signals to YouTube that the video's "packaging" is compelling and relevant to the audience
it's being shown to.”” For a ministry context, the thumbnail and title can be seen as the digital
handshake or the curb appeal of a sermon. It is not about being sensational, but about crafting
an honest and compelling invitation that addresses a felt need or poses a genuine spiritual
question.

e Audience Retention: This metric measures the average percentage of a video that viewers
watch. The audience retention graph within YouTube's analytics is particularly revealing, as it
shows precisely when viewers are losing interest and clicking away. A significant drop-off
within the first 15 seconds is a major red flag for the algorithm, indicating that the video failed
to deliver on the promise of its title and thumbnail.” High audience retention is one of the most
powerful positive signals a video can send, as it proves the content is engaging and valuable
enough to hold a viewer's attention.’”

e Watch Time: This is the aggregate number of minutes viewers have spent watching a video.
While it is closely related to retention, it also factors in video length. A 10-minute video with
50% retention (5 minutes of average watch time) is generally more valuable to the algorithm
than a 2-minute video with 100% retention (2 minutes of average watch time), because it
contributes more to a user's total time on the platform.*

e Satisfaction Signals: Beyond viewing behaviour, YouTube directly solicits user feedback to
gauge satisfaction. These signals include traditional engagement metrics like likes, dislikes,
comments, and shares.”” They also include data from the millions of post-watch surveys
YouTube deploys each month, asking users questions like, "Did you enjoy this video?" or "Did
you find this video valuable?".”” Negative signals, such as a high number of dislikes or users
clicking the "Not Interested" button, will lead the algorithm to suppress the video's
recommendations.”

For a pastor, a successful YouTube strategy is not about chasing virality through cheap tricks. It is about
understanding that these metrics reflect a digital form of pastoral care. A strong CTR reflects a
compelling invitation. High audience retention reflects a substantive message that respects the viewer's
time and intellect. Positive satisfaction signals indicate that the content is genuinely meeting a spiritual
need. When a sermon video performs well on these metrics, it signals to YouTube that it is valuable
content that should be shared with a wider audience who may be searching for answers.

The Instagram Ecosystem: A Multi-Faceted Social Space

A critical insight for understanding Instagram is that it does not operate with a single, monolithic
algorithm. Instead, as Instagram itself has clarified, it uses "a variety of algorithms, classifiers, and
processes, each with its own purpose".”' The parts of the app that people use differently—the Feed,
Stories, Reels, and the Explore page—are each governed by a distinct algorithm tailored to that specific
context.” A user looking at their Stories is typically seeking intimate, real-time updates from their
closest friends, whereas a user scrolling the Explore page is looking to discover something entirely
new.”' A successful ministry strategy must recognize these distinctions and create different types of
content for these different "rooms" within the app.



The following table breaks down the Instagram ecosystem, translating the technical signals of each

algorithm into practical pastoral opportunities.

Feature Primary User Goal Key Algorithmic Signals Pastoral Opportunity
Share  high-quality, reflective
content like devotionals,
. . theological insights, or beautiful
Connection Likes, Comments, Shares, . .
Feed & . . . imagery. Ask thoughtful questions
(Catching up with Saves, Time Spent on Post ) ) i
Posts 5 in captions to spark genuine
followed accounts) ‘ . .
discussion. Use carousel posts for
multi-point teaching or visual
storytelling.*’
Showcase the authentic, "behind-
. . . the-scenes" life of the church
Intimacy (Real- Replies/DMs,  Poll/Quiz ] . ]
. . . community. Use Interactive
. time, personal interactions, Taps, . . .
Stories . o . stickers for immediate feedback,
updates from closest Consistent viewing history
. Q&As, or prayer requests. Offer
connections) 3 . . .
daily prayers or brief, unpolished
devotional thoughts.*
Create short (under 90 seconds),
inspiring, or educational video
Entertainment & Watch-to-end rate, clips. Sermon highlights, quick
Reel Discovery (Finding Shares/Sends, Use of answers to common spiritual
eels
new, fun, short-form trending audio, Originality questions, or member testimonies
content) 33 are highly effective for reaching
audiences beyond current
followers.*
This is not a place one posts to
directly. Rather, it is the reward for
Discovery (Finding ) creating excellent content. A
Post popularity (speed of ) )
Explore new accounts and . highly engaging post from the
likes/shares/saves), User's )
Page content based on o Feed or a viral Reel can be
. past Explore activity
interests) surfaced on the Explore page,
exposing the ministry to a massive
new audience.




This multi-faceted approach reveals a fundamental dichotomy in how social platforms handle content
distribution: the distinction between connection and discovery. Some features, like the Instagram Feed
or the "Following" tab on X (formerly Twitter), are primarily designed for connection—nurturing the
relationship with an existing community of followers.'* Success here is built on consistency,
responsiveness, and relational depth. Other features, like the Reels tab, the Explore page, or TikTok's
"For You" page, are engineered for discovery—surfacing content to people who do not yet follow an
account.”” Success in this realm is often driven by creating a single piece of highly valuable or
entertaining content that has broad appeal and high shareability.

A comprehensive and faithful social media strategy for a church must therefore be two-pronged. It
requires a "connection" strategy to pastor and nurture the existing flock through consistent, community-
focused content. Simultaneously, it needs a "discovery" strategy to fulfill the missional call to reach
new people, creating high-quality, shareable content that addresses universal human longings and
spiritual questions. To focus only on connection risks becoming an insular, digital holy huddle. To focus
only on discovery risks building a wide but shallow audience with no deep roots in the community. A
wise shepherd learns to do both.

Part 3: The New Scribe: Al, Content, and the Church

The rapid emergence of generative Artificial Intelligence (Al) represents another significant shift in the
digital landscape, presenting both unprecedented opportunities and new challenges for ministry. As Al
tools become more sophisticated and accessible, it is crucial for church leaders to develop a clear,
theologically grounded understanding of how to engage with them.

How Platforms View AI-Generated Content

A prevalent concern is that social media platforms and search engines like Google will penalize or
demote content simply because it was created with Al. However, official communications from these
platforms indicate that this is a misconception.”' The platforms' primary concern is not the process by
which content is produced, but the quality of the final product. Low-quality, unhelpful, spammy, or
unoriginal content will be downranked, regardless of whether it was written by a human or a machine.*
Conversely, high-quality, helpful, and original content can perform well, even if Al was used in its
creation.

A valuable framework for understanding what platforms consider "high-quality" is Google's E-E-A-T
standard, which assesses content based on four criteria: Experience, Expertise, Authoritativeness,
and Trustworthiness."'

e Experience: Does the content demonstrate firsthand, lived experience with the topic?
o Expertise: Does the author possess the necessary knowledge and skill in the field?

e Authoritativeness: Is the author or website recognized as a go-to source for the topic?
e Trustworthiness: Is the content accurate, honest, and reliable?

This framework provides an excellent lens through which ministries can evaluate their own digital
communications, ensuring they are not just creating content, but are building a reputation of reliable
and experienced spiritual guidance.



Al as a Ministry Multiplier

When used wisely, Al can serve as a powerful "ministry multiplier," dramatically increasing a church's
capacity to create and distribute helpful content. This is particularly transformative for smaller churches
or those with limited staff and resources. Al tools specifically designed for churches are now emerging,
capable of automating many of the routine tasks associated with digital ministry.**

Consider the workflow for repurposing a single weekend sermon:

A pastor preaches a 30-minute sermon, which is recorded.
The video file is uploaded to an Al platform for churches.*
Within minutes, the Al generates a full, accurate transcript of the sermon.
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From the transcript, the Al can automatically identify the sermon's main points and draft a

summary for a blog post or a weekly church newsletter.*

5. The Al can extract powerful, concise quotes from the sermon and suggest them as captions for
social media posts on Instagram or Facebook."

6. The Al can analyze the video to find the most compelling 60-second segments and
automatically edit them into short-form video clips, complete with captions, suitable for
Instagram Reels or YouTube Shorts.*

7. Finally, the Al can generate a list of thoughtful discussion questions based on the sermon's

themes, which can be sent to small group leaders to facilitate deeper engagement throughout

the week.”

Through this process, a single act of pastoral labor—the sermon—is multiplied into a dozen pieces of
content that can serve the congregation and reach a wider audience across multiple digital platforms.

The Indispensable Human Shepherd

Despite these powerful capabilities, it is critical to recognize the limitations of Al. Al is a tool for
information processing and task automation; it is not, and cannot be, a replacement for the core of

pastoral ministry.*°

While an Al can generate text that mimics human language, it cannot possess
genuine, lived Experience. It has no personal testimony. It cannot feel compassion. It cannot build true

Trustworthiness based on a history of faithful presence and care.

The ultimate purpose of leveraging Al in ministry should be to increase operational efficiency in order
to firee up more time for embodied, relational ministry.*® Al can handle the routine tasks of transcribing,
summarizing, and editing, but it cannot visit a sick parishioner, counsel a grieving family, or disciple a
new believer. It automates the technical so that the pastor can focus on the personal.

In an age of increasingly sophisticated technology, the value of human authenticity is not diminished
but magnified. As Al makes it easier for anyone to generate vast quantities of generic, surface-level
content, the digital space will inevitably become saturated with it.** In this environment, both platform
algorithms and human users will place an even higher premium on signals of genuine humanity. The
E-E-A-T framework's emphasis on "Experience" is a direct reflection of this trend.”" The content that
will stand out and build true connection will be that which is infused with a unique human voice,
personal stories, theological depth, and authentic pastoral care. Therefore, the wisest strategy for
seminarians is not to fear Al, but to embrace it as a useful assistant while doubling down on the very
things that make their ministry irreplaceable: their personal walk with Christ, their love for Scripture,



and their genuine, sacrificial care for the flock God has entrusted to them. Al can help communicate
what was said in the sermon; only the pastor can truly convey why it matters and how it applies to a
person's life.

Part 4: The Pastoral Implications: Shepherding in the Algorithmic Age

A technical understanding of algorithms is incomplete without a deep and critical examination of their
pastoral and ethical implications. These systems are not merely shaping what content people see; they
are shaping cultures, communities, and individual souls. For the shepherd, this reality presents a series
of profound challenges that strike at the heart of the pastoral vocation.

From Community to Echo Chamber: The Danger of Division

The algorithmic reinforcement loop, which is designed to show users more of what they already like,
has a well-documented and pastorally devastating side effect: the creation of "filter bubbles" and "echo
chambers".” These systems are not engineered to expose users to diverse viewpoints or to foster
charitable understanding. On the contrary, their economic model incentivizes them to exploit the most
potent drivers of engagement, and few human emotions are more engaging than anger and fear. Outrage
generates clicks, comments, and shares far more effectively than grace and nuance.''

The result is a digital environment that is structurally biased toward conflict and division.”” As one
analysis notes, no social media algorithm is designed to reward grace.'' This abstract technical reality
has concrete pastoral consequences. Pastors across the theological spectrum report a marked increase
in conflict within their congregations, much of which can be traced directly back to interactions and
divisions that were first stoked on social media."" When congregants are algorithmically fed a steady
diet of content that reinforces their biases and demonizes those who disagree, it becomes exceedingly
difficult to cultivate the unity, charity, and peace that are marks of a healthy church. The algorithm
becomes a force of anti-discipleship, actively working against the pastor's call to build up the body of
Christ.

The Temptation to Perform: Shepherding vs. Brand-Building

The effects of the algorithm are not limited to the congregation; they exert a powerful formational
pressure on pastors themselves. The constant, quantifiable feedback loop of likes, shares, follower
counts, and other engagement metrics can easily become a de facto measure of a pastor's worth and
success.”' This creates a subtle but powerful temptation to shift one's focus from faithful shepherding
to performative brand-building.'' The pastor can become more concerned with growing an online
following, landing a book deal, or receiving digital affirmation than with the slow, often unseen work
of caring for the souls of the local flock."'

This pressure encourages the curation of an artificial, blemish-free online persona, where only the most
enviable and polished aspects of life and ministry are displayed.’ This performance not only breeds a
subtle narcissism in the pastor but can also be damaging to those who view it, fostering feelings of
inadequacy and comparison. The pastor's online presence, intended to be a source of encouragement,
can inadvertently become a source of discouragement, driven by the algorithmic pressure to perform
rather than the pastoral call to serve.



Digital Gnosticism vs. Incarnational Presence

A more profound theological critique of an over-reliance on digital ministry is the danger of what could
be termed "Digital Gnosticism." The ancient heresy of Gnosticism posited a sharp dualism between the
flawed, corrupt physical world and the pure, good spiritual realm. The body was seen as a mere vessel
or prison for the soul, to be depreciated in favour of abstract spiritual knowledge.’” The Christian faith,
in stark contrast, is fundamentally incarnational. The central claim of the Gospel is that "the Word
became flesh and dwelt among us" (John 1:14). God's plan of redemption is enacted not through
disembodied information, but through the physical life, death, and resurrection of Jesus Christ.”

A ministry that exists primarily in the digital realm risks falling into a modern form of this Gnostic
error. It can prioritize the consumption of content over the connection with people, the transfer of
information over the implementation in life.” It can create "virtual disciples" who consume vast
quantities of sermons, podcasts, and articles but are not accountable to a local, embodied community
where the "one another" commands of Scripture can be lived out.” The goal of digital ministry must
never be to replace the physical gathering of the church. Its proper role is to serve as the digital "front
porch" that invites people into the "living room" of an embodied, face-to-face, life-on-life community,
where true discipleship and spiritual formation occur.”

Redefining Engagement: A New Scorecard for Ministry

This leads to the most critical pastoral task in the algorithmic age: the redefinition of "success." The
church has often uncritically adopted the metrics of the secular business and media worlds, equating
high attendance, massive reach, or viral views with a healthy, thriving ministry.”* However, these
"vanity metrics" often measure the wrong things and can be a distraction from the true mission of the
church.”’ A pastor's scorecard must be different from a social media manager's. The goal is not merely
to capture attention but to foster transformation.



The following table offers a framework for shifting from algorithmic goals to pastoral goals, providing
a new set of metrics for evaluating digital ministry efforts.

. . . Ministry
Vanity Metric Potential .
. . . Metric Lo
(Algorithmic Negative How to Measure (Qualitatively)
L (Pastoral
Goal) Implication
Goal)
Passive . . .
. . Are people asking deeper questions in
. consumption Spiritual .
Views / Reach i . comments/DMs? Are they requesting
without Inquiry .
. prayer or pastoral guidance?
connection.
. Are online viewers taking a next step?
Superficial ) o
. Active Are they signing up for a small group, a
Likes agreement, low- L . .
. Participation volunteer team, or attending an in-
cost affirmation. . .
person event for the first time? *°
Are members Dbuilding  genuine
Audience . relationships with each other in the
L . Community . .
Follower Count building without . comments? Are online connections
. Connection . . . .
true community. leading to offline friendships and
support? 3
. Are members sharing content with a
Can amplify o
Personal personal note about how it impacted
Shares / content, but also . .
Testimony & them? Are they using the church's
Retweets outrage and o o o
divisi Invitation content as a tool to invite their friends
ivision.
and family into the community? %

This shift in measurement is the crucial pivot point for any faithful digital strategy. It moves the focus
from "How do I get more likes?" to "How does this post foster genuine spiritual growth and
community?" It provides a principled framework that allows a pastor to use digital tools without being
used by them, ensuring that all online efforts are ultimately oriented toward the Great Commission and
the building up of the church.



Conclusion: A Call to Digital Wisdom

Navigating the complex currents of the algorithmic age requires more than technical skill; it demands
profound spiritual wisdom. As future shepherds of the flock, the task is not to master the ever-changing
whims of the algorithm, but to cultivate a steady, theologically-grounded posture that can faithfully
engage these powerful systems without being misshapen by them. The key principles for the digital
shepherd can be summarized in four exhortations.

First, algorithms are not neutral. They are powerful, formational tools designed with a commercial
agenda that often runs counter to pastoral goals. Recognizing this non-neutrality is the first step toward
wise engagement, allowing pastors to approach these platforms with critical awareness rather than naive
acceptance.

Second, serve people, not the machine. The temptation to create content solely to "hack" the algorithm
is strong, but ultimately misguided. The most effective and faithful strategy is to create content that
meets the genuine spiritual needs of people. As algorithms become more sophisticated in measuring
true user satisfaction, the goals of serving people and achieving reach are, ironically, beginning to
converge. Content that is authentic, valuable, and transformative is increasingly the content that
platforms themselves are learning to reward.”

Third, digital must lead to embodied. The online world can be a powerful tool for outreach and initial
connection, but it is a poor substitute for the incarnational reality of the local church. Digital tools should
be seen as the "front porch" that invites people into the "living room" of embodied community, where
they can be known, loved, and discipled in person.

Finally, embrace Al as a tool, but embody Christ as the Shepherd. Future pastors should leverage
technology for efficiency, using it to automate routine tasks and multiply their message. However, they
must simultaneously double down on the authentic, personal, and sacrificial love that Al can never
replicate. In a world awash with artificial content, genuine human presence and pastoral care will
become more, not less, precious.

The ultimate call for the Christian leader in the digital public square is a return to ancient wisdom. In
an environment optimized for quick, reactive, and often angry responses, the biblical call is to be "quick
to hear, slow to speak, slow to anger" (James 1:19).” This posture is radically counter-cultural to the
ethos of social media. The Christian witness is to ensure that all our online speech is "gracious, seasoned
with salt" (Colossians 4:6), offering a stark and welcome contrast to the coarseness so often rewarded
by the algorithms.”” This is not merely a communication tactic; it is an act of spiritual discipline and a
powerful form of witness in the 21st century. The great challenge, then, is not to master the algorithm,
but to master ourselves, by the grace of God, within the world it has created.



