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% Don Tapscott, Growing Up Digital: The Rise of the Net Generation (New York: McGrawHill,
1998).

0 "The term Net Generation refers to the generation of children who, in 1999, will be between
the ages of two and twenty-two, not just whose are active on the internet. Most of these children do
not yet have access to the Net, but most have some degree of fluency with the digital media. The vast
majority of adolescents report they know how to use a computer. Nearly everyone has experience
with video games. The Net is coming to the households as fast as television in the 1950s." Tapscott,
Growing Up Digital, 3-4.
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ABSTRACT

This article seeks to demonstrate tools are not neutral. Two popular evangelistic
tools, marketing and internet are examined in light of their philosophical inclination.
The author concluded that they are both postmodern and not entirely Biblical.



