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“ “A group of internet-based 
applications that build on 
ideological and technological 
foundations of web 2.0 and that 
allow the creation and exchange 
of user-generated content”  
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Social Media Definition 

-- Kaplan & Haenlein, 2010 



SOCIAL MEDIA TODAY 

▸ 73% Americans use YouTube 

▸ 68% Americans use Facebook 

▸ Of those on FB, ¾ visit daily 

▸ 78% ages 18-24 use Snapchat 

▸ People spend avg. 37 min/day on social 
networks 

▸ 1.8 billion photos shared every day on 
social media 
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-- Pew Research 



SOCIAL MEDIA TODAY 

▸ Most companies and organizations 
allocate around 10% of mktg. budgets to 
social media (expected to double by 
2021) 

▸ Job of social media manager more 
commonplace 
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SOCIAL MEDIA &  
CHURCHES TODAY 

▸ 85% of churches using Facebook 

▸ Only 15% on Twitter and Instagram 
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WHY SOCIAL MEDIA MATTERS 
FOR THE CHURCH 

▸ Tool for ministry 

▸ Prayer requests 

▸ Inclusive and helps people stay connected 

▸ Branding 

▸ Allows for different learning styles 

▸ Interactive 
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YOUR SOCIAL MEDIA STRATEGY 

▸ Involve everyone on your team 

▸ Share your dashboard 

▸ What are we trying to achieve? 
▹ Increase the reach of our message? 
▹ Create more engagement? 
▹ Which tools and strategies? 
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SOCIAL MEDIA PLATFORMS 

▸ Facebook 
▹ Status updates, share photos and videos, messages, 

add friends 

▸ Twitter 
▹ 140 characters or less, great for breaking news 

▸ YouTube and Vimeo 
▹ Post and share videos 

▸ Instagram 
▹ Post photos with vintage filters 

▸ LinkedIn 
▹ Online resumé, career tool 

▸ Pinterest 
▹ Create boards/collections of interest 
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FACEBOOK 

▸ What users interact with the most: 
▹ Photos 
▹ Videos 
▹ Statuses 
▹ Links 
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▸ Ideal post length for Facebook: 80-100 
characters  

▸ Consider Facebook Live 

 



FACEBOOK 

▸ Boosted Posts 
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▸ Simplest way to advertise 

▸ Audience of your choosing (can specify 
interests, age, gender and location) 

▸ Set duration, max budget 

▸ Not created in Ads Manager 

▸ Will show up in FB user’s newsfeeds as 
an ad 

 



FACEBOOK 

▸ Tips for Boosted Posts 
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▸ Beta test (A/B testing for small 
samples) 

▸ Take advantage of targeting features 

▸ Use effective images (color, happy 
people, children or pets) 

 



FACEBOOK 

▸ Boosted Ads 
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▸ Can place in newsfeed side ads, 
Instagram stories, Audience Network 

▸ Create carousel ads, add a call to action 
button 

▸ Uses Ad Manager – more advanced tools 
for overlapping audience types 

 



FACEBOOK 

▸ Analytics 
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▸ Go to “Insights” 
tab and click 
“Posts” 

 



FACEBOOK 

15 



16 



17 



TWITTER 

▸ Use for interaction with visitors, 
providing content 

▸ Partner with other churches and 
mission partners 

▸ Highest engagement during the evening 

▸ Effective phrases:  
▹ “Photo of the day” 
▹ “A chance to win” 
▹ “Check out the” 
▹ “Did you know” 
▹ “Retweet if you” 
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INSTAGRAM 

▸ Great for hashtags (can include up to 30 per 
post; No more than 4-5 recommended) 

▸ Advertise sermon series 

▸ Highlight volunteers 

▸ Show images and video from worship 

▸ Short-form videos 
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YOUTUBE & VIMEO 

▸ Both video sites, great for hosting 
sermons and other content 

▸ YouTube = wider reach (1.8 billion/month), 
performs better in search, free 

▸ Vimeo = 240 million/month, ideal for 
branding, clean design, no pre-roll ads, 
advanced support 

▸ Which one?  
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SNAPCHAT 

▸ Does it make sense for your church? 

▸ Huge with young audience (16-34 years 
old) 

▸ Uses at Second 
▹ Journey to Bethlehem 
▹ Special events 
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GOOGLE ANALYTICS 

▸ Overall website traffic 
▹ View individual pages 

▸ See where traffic is coming from 
▹ Geographic location 
▹ Social media channels 
▹ Organic search 
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CONTENT MARKETING 

▸ Long term effort to engage followers 

▸ Helps develop a voice 

▸ Tell your story 

▸ Create valuable and compelling content 

▸ Provide daily tools 

▸ Goal: make a person stop, read, think and 
behave differently 
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CONTENT MARKETING PLAN 

▸ Do what you can 

▸ Provide “lightweight content” each week 
▹ Blog post or article 
▹ Repurpose part of sermon 
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▸ Major piece once a month 
▹ Podcast or video 
▹ Infographic 
▹ Include call to action 

 ▸ Center of gravity = website 

 



STORYTELLING  

▸ Brain research 

▸ Motivate people to take action 

▸ Our faith tradition 

▸ How can you convey information in a story? 
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REAL TIME MARKETING (RTM) 

▸ Practice of creating content inspired by a 
current topic, trend or event 

▸ Pop culture examples 

▸ Benefit: easily trackable 

▸ Challenges: limited time, stay true to brand 

▸ How can churches use RTM? 
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CONTENT CALENDAR 

▸ Plan out content days and weeks in advance 

▸ Free software 
▹ Excel 
▹ Google Drive 
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▸ Paid sites 
▹ Kapost 
▹ Percolate 
▹ HubSpot 
▹ Spreadfast 



CONTENT CALENDAR 
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HELPFUL RESOURCES 

▸ Hootsuite 

▸ Canva 
▹ Create graphics 
▹ Batches of similar images 
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▸ Nuvi 



CONSIDERATIONS 

▸ How to proliferate content 

▸ Think about “influencers” in your church 
▹ Who is part of their network? 
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▸ How to monitor content 

▸ Crisis management 



CERTIFICATES & FURTHER 
LEARNING 

▸ Google Analytics 

▸ Facebook Advertising 

▸ Hootsuite Pro 
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