
Your Data Is Your AI Strategy

How Churches Can Feed AI Systems with Structured Data



Introduction

This article presents a project built on a simple but powerful idea:

Our data is our AI strategy.

The key question is:

How can we feed structured data from parishes into AI systems so that churches remain visible, 

accessible, and relevant in an AI-driven world?

To answer this, we need to look at theology, technology, and practical implementation.





A Theological Starting Point

Let me begin with a brief theological reflection.

About 50 kilometers from where I live lies Barmen. In 1934, the Barmen Theological Declaration 

was formulated there. It affirmed the core of the Christian faith against the influence of Nazi 

ideology within the church.

One key takeaway from this declaration is:

The gospel of God’s grace is meant for all people.

At the time, this statement was directed against exclusion. The message of the gospel was not meant 

for a specific group, but for everyone.



What Does This Mean in the Age of AI?

Today, this principle raises a new question:

If the gospel is meant for all people, are we using all available channels to reach them?

Traditionally, churches communicate through:

• Personal encounters 

• Websites 

• Social media 

But in the digital age, AI systems have become a new and increasingly important channel.

If we want to reach all people, we must also ensure that our content is accessible through AI.







AI Changes the Game

Artificial intelligence is not just another technological trend—it fundamentally changes how people 

interact with information.

The growth of ChatGPT illustrates this dramatically:

• It reached 100 million users in just two months 

• TikTok needed nine months 

• Spotify needed over a decade 

And ChatGPT is not alone. Systems like Claude, Gemini, and others are rapidly gaining traction.

Implication

AI is changing:

• How people search 

• How they consume information 

• How they make decisions 

This has direct consequences for the church’s digital presence.







From Search Results to AI Answers

One of the most profound changes concerns search.

Traditional Search

When users search for something like “hotels near Munich Oktoberfest,” they receive:

• Sponsored ads 

• Map results 

• Lists of links 



AI-Based Search

AI systems work differently:

• They provide direct answers 

• They engage in conversations 

• They typically suggest one or two options, not dozens 

This is why users increasingly prefer AI: it is faster, more intuitive, and more efficient.



The Decline of Clicks

Search engines themselves are changing. Google now provides AI-generated summaries.

The result:

• Users click less on websites 

• Information is consumed directly within AI interfaces 



What This Means

To remain visible, organizations must:

• Expand visibility beyond traditional search 

• Create content for people 

• Structure content so that machines can understand it 

In short:

Create for people—and train for machines.



How AI Actually Answers Questions

Consider a typical user query:

“What is the best Indian restaurant near Soho that has late-night dining and patio 

seating?”

AI processes this question by combining multiple data sources:

• “Best” → Reviews and social media 

• “Restaurant” → Listings and categories 

• “Location” → Maps 

• “Features” → Websites and local pages 



Key Insight

AI does not rely on a single source.

It aggregates and evaluates data across the web.

Data Distribution Matters

This has important implications.

Organizations have different levels of control over data sources:

• Full control: websites 

• Partial control: listings and social media 

• Minimal control: forums and external discussions 

To succeed in AI-driven environments, organizations must focus on the channels they control—

especially their own websites and structured data.





What This Means for Churches

The same logic applies to churches.

Consider the question:

“Where is the best church in Mülheim with good music?”

AI evaluates:

• Reviews and social media 

• Church directories and listings 

• Maps and location data 

• Local websites (e.g., information about choirs or music programs) 

Conclusion

Churches are already part of AI queries—whether they realize it or not.





A Reality Check

Unfortunately, many churches are not well prepared.

A common example:

• Church schedules are uploaded as images (JPEG files) 

This creates several problems:

• Search engines cannot index them 

• AI systems cannot read them 

• Accessibility is limited (e.g., for visually impaired users) 

In practice, this means:

• Information is hard to find 

• Churches remain invisible in digital environments 



A Cultural Challenge

There is also a cultural aspect.

In some contexts, such as the United States, churches actively encourage:

• Online reviews 

• Digital engagement 

In Germany, this is less common. However, improving digital visibility requires a shift in mindset.







The Project: Structured Location Pages

To address these challenges, we initiated a project.

Core Idea

Create location-based landing pages that contain structured parish data.

These pages should serve:

• Human users 

• AI systems 

• Church systems 



Building on Existing Foundations

The project does not start from scratch.

It builds on:

• The EKD initiative “Digital Kirchtürme” 

• Regional church event calendars 

Current Status

We have developed a minimum viable product (MVP):

• Landing pages for each federal state 

• Lists of cities and municipalities 

• Detailed pages for each location 

• Church buildings 

• Events and services 







A Clear Data Strategy

The project focuses on four key principles:

• Centralize data 

• Standardize formats 

• Enrich content 

• Connect entities (locations, buildings, events) 



Use Cases

The system supports two main use cases:

1. People searching for churches or services 

2. AI systems retrieving structured data 

In addition, it improves:

• Search engine optimization (SEO) 

• Discoverability at the local level 



Challenges and Requirements

To succeed, the project must ensure:

• Completeness of data for each location 

• Up-to-date event information 

• A consistent structure: 

• Location → Building → Event 

• Validated tagging using schema.org 



Technical Implementation

Each page includes:

• HTML (for human users) 

• JSON structured data (for machines) 

This ensures that both people and AI systems can access the same information.





The Goal

By the end of next year, the project aims to provide:

 � ≈ 750,000 entities nationwide

This includes:

• Church buildings 

• Worship services 

• Events and activities 



The Vision

The ultimate goal is simple but powerful.

Imagine a user asking:

“I want to attend a Christmas service with kids in Cologne.”

The AI system should:

• Understand the intent 

• Identify relevant options 

• Provide a reliable, helpful answer 

Conclusion

The digital landscape is changing rapidly.

AI is becoming a primary interface for information.

If churches want to remain visible and relevant, they must adapt.

The key insight is clear:

 � Structured, high-quality data is essential.

Because in the age of AI:

Your data is your strategy.



• Rebecca Colwell, Sam Dais: Winning Search in EMEA:

How Yext Scout drives visibility across local and AI platÚorms

• Silverstein, J., Martin, K., Antin, A., Kaba, R., Pellegrini, L., Jenkins, A., & 

Ferguson, C. (2023). Predicts 2024: How GenAI Will Reshape Tech 

Marketing (No. G00800771). Gartner, Inc.

 :// . . / / /800771- -https www gartner com en doc predicts

2024- - - - - -how genai will reshape tech marketing  

• Chapekis, A., & Lieb, A. (2025, July 22). Do people click on links in Google 

AI summaries?  Pew Research Center.

 

:// . . / - /2025/07/https www pewresearch org short reads

22/ - - - - - - - - -google users are less likely to click on links

- - - - - - - /when an ai summary appears in the results  

• Digitale Kirchtürme:

:// . . / - - -https www ekd de digitale kirchturme fur

- -53303.bessere suchergebnisse htm

• :// . .https standorte sinnundsegen de    

https://www.gartner.com/en/doc/800771-predicts-2024-how-genai-will-reshape-tech-marketing
https://www.gartner.com/en/doc/800771-predicts-2024-how-genai-will-reshape-tech-marketing
https://standorte.sinnundsegen.de/
https://www.ekd.de/digitale-kirchturme-fur-bessere-suchergebnisse-53303.htm
https://www.ekd.de/digitale-kirchturme-fur-bessere-suchergebnisse-53303.htm
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/

	Your Data Is Your AI Strategy
	How Churches Can Feed AI Systems with Structured Data
	Introduction
	A Theological Starting Point
	What Does This Mean in the Age of AI?

	AI Changes the Game
	Implication

	From Search Results to AI Answers
	Traditional Search
	AI-Based Search

	The Decline of Clicks
	What This Means

	How AI Actually Answers Questions
	Key Insight

	Data Distribution Matters
	What This Means for Churches
	Conclusion

	A Reality Check
	A Cultural Challenge
	The Project: Structured Location Pages
	Core Idea

	Building on Existing Foundations
	Current Status
	A Clear Data Strategy
	Use Cases
	Challenges and Requirements
	Technical Implementation
	The Goal
	The Vision
	Conclusion


