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A communications strategy 

 Do you have one? 

 

 Let’s start right now… 

 

 Identify three verbs that describe what you’d like 
your social media channel(s) to do. These will help 
you shape a strategy, select the most effective 
channels, and help you measure success. 



 Do you have a social media policy? Most churches 
don’t. They can be simple or complex. 

 If you do an internet search for social media policies, 
you’ll find some—at colleges and universities, for 
example—which are very thorough. 

 Here’s a simpler one: 

 



An example of a social media policy 

 

Mission and comment policy for the Episcopal Café  

The Episcopal Café seeks to be an independent voice, reporting and reflecting on the 
Episcopal Church and the Anglican tradition.  The Café is not a platform of advocacy, but it 
does aim to tell the story of the church from the perspective of Progressive Christianity.  Our 
collective sympathy, as the Café, lies with the project of widening the circle of inclusion 
within the church and empowering all the baptized for the role to which they have been 
called as followers of Christ. 

The opinions expressed at the Café are those of individual contributors, and, unless 
otherwise noted, should not be interpreted as official statements of a parish, diocese or other 
organization. The art and articles that appear here remain the property of their creators. 

Our comment policy requires that you use your real name and provide an email address 
(your email will not be published). Comments that use non-PG rated language, include 
personal attacks, that are not provable as fact or that we deem in any way to be counter to 
our mission of fostering respectful dialogue will not be posted. 
 

 



Some best practices for churches using social media 



1 

Decide what you’re trying to do and for/with whom. 
What is the purpose of your page or channel? 

 

 Is this strictly for sharing information? Is it for 
building community? Is it for attracting new people? 
Something else? 

  

 Go back to your three verbs (from the first exercise) 
to help you stay on track. 



2 

Before you start something, think about whether you have the resources (staff, 
time, computer or other device) to maintain it regularly. 
  
 Decide what platforms or channels you’ll use: Facebook? Twitter? 

Instagram? A blog?  
 

 Decide how often you’ll post. (Consider using a feature like Facebook’s 
scheduled posts—this can help you plan ahead about what you’ll post.) 

  
 Decide what kinds of things you’ll post (See Number 1).  
  
 Decide who will post; if it’s to be more than one person, communicate with 

colleagues to avoid stepping on one another’s toes. This happens. ALL. 
THE. TIME. 

  
 



3 

Choose your platform(s) carefully (taking into consideration Number 1 and Number 2, 
including the part about whom you’re trying to reach). 

  

 Facebook is a good place to start. Most of us are familiar with it and understand how 
it works, and it does still have a huge share of internet users. Before you go live on 
any channel you’re not familiar with, spend some time with it. Lurk for awhile. 
“Like” other pages so they’ll show up in your feed. Observe the tone, the frequency, 
and the types of posts other churches or institutions share. Note what gets attention. 

 Twitter can be useful for generating interest or buzz during an event as people live 
tweet. It’s also a place for humor and for zingers. Remember that we are not in the 
zinger business. 

 Instagram is the “one picture is worth a thousand words” platform. 

 Blogs are good for longer, more reflective writing.  

 If you’re using more than one channel, avoid dropping the same message in each 
one in exactly the same way. Each has its own purposes, its own conventions.  



4 

Check your page frequently.  

 See what people are saying, and how they are 
responding to your posts.  

 You may see that something needs to be addressed—
a comment or post by someone else, a question, an 
error on your part, etc. 

 “Checking frequently” doesn’t necessarily mean 
“posting frequently.” That’s a separate issue.  



5 

Don’t confuse people about whose page or account 
they’re viewing. 

 

 Post as yourself on your own account or page. 

 

 Post as your church or institution on its page. 

 

 Never confuse the two. 

 



6 

Use good form. 
  
 Using a social media platform does not excuse you from using correct spelling and 

punctuation or checking your facts before you post. If you’re posting from a mobile 
device, beware of autocorrect. 
 

 Long posts—a “do” or a “don’t”? I have written long posts, but they are the exception, not 
the rule. Think about your own experience with scanning your computer or phone. I have 
become very impatient with long posts, especially if I’m on a mobile device. Some people 
will tune you out if you bombard them with words. If you find yourself writing long posts, 
think about whether a blog would be the better venue for those reflections. 

 
 Avoid “click bait” that is the social media equivalent of those obnoxious local TV news 

teasers. You might see a link to a video with a post like, “This little girl thought she was 
getting a puppy for Christmas. What happens next will leave you speechless.” I just scroll 
right past these now. If you embed a link to a video or a Web site, it’s good practice to give 
people some idea of what they are going to see. Make it intriguing, not cheesy or cryptic. 
 



7 

Use language, photos, and messages with the assumption that visitors, including 
unchurched people, and people who aren’t like you, are part of your audience. 

 

 You can say, “Visitors are welcome,” and you can even mean it—but if a visitor 
shows up and has to figure out who you are talking about when you use a first 
name only for your rector or youth minister…or you use insider language…or 
abbreviations or acronyms…or you make assumptions about what people 
know—those visitors will feel like they’re at a party where they don’t know 
anyone, or they’re in a conversation about a television show that they’ve never 
seen.  

 



8 

Use photos with care.  

 
 Do not post photos of children or youth without permission. And don’t 

use their full names. 
 
 You can get away with less-than-perfect shots on Facebook, but even if 

their technical quality is not great, make sure they tell a story. (My 
standards on  Instagram are higher, since it’s really about images.) 

 
 Photos are a wonderful way to convey something that can be tricky to 

put into words—that your congregation reflects racial diversity, a wide 
range of ages, different kinds of families. 

 



9 

Use social media to drive traffic to specific pages of your Web site.  
 
 This is a very important use of social media for a church. How many people do 

you think are sitting at home thinking, “Hmmm…I wonder what speakers or 
concerts St. Stephen’s has planned for the next few months? I’ll just mosey on 
over to the Web site and see.” FB, Twitter, and emails provide a way to push out 
your message: “We’re doing this cool thing and you can read about it on our 
Web site. Here’s a link.” If your Web site is a good one, a visitor will spend 
some time looking around while there.*  The other benefit here is that you can 
keep the email, the post, or the tweet short—the bulk of the information resides 
on your site. 
 

*If you’re sending people to your site, make sure it’s fresh and up to date. 
Christmas in July may be fun when it means presents—but it’s deadly if you’re 
talking about a Web site. 

 



10 

You have the right to remain silent. 
  
 You do not have to weigh in on everything. One of our challenges is be responsive, 

not reactionary—the internet invites (and even incites) immediate reaction. 
  
 To everything there is a communications channel—Facebook is not a great place to 

discuss controversial issues.   
  
 Don’t speculate. See: General Seminary; Heather Cook. 
  
 If you are a priest, observe boundaries. Don’t use social media to complain about 

your vestry, your parishioners, your bishop. I’ve seen this happen. Find another way 
to vent. 

  
 No ugliness. They’ll know we are Christians by our love. A recent tweet: Bishop Cook 

is toast. 
 



11 

Don’t expect too much from social media. (See 1 Corinthians 
12:14-26) 

 

 No form of communication is the be-all, end-all. Having a 
robust presence on Facebook or some other channel doesn’t 
mean you are reaching everyone you need to reach, or that 
your message is penetrating the fog of technology that 
envelops so many people. Social media is one tool in your 
toolbox. 

 



12 

Evaluate your efforts so you’ll know what’s working (and what isn’t). 
  
 Many platforms, including Facebook and Constant Contact (and other email 

programs) have built-in tools that allow you to measure traffic and other 
metrics. Google offers Google Analytics. Many of these tools are free. 

  
 When someone comes to a service or an event at your church, try to find out 

how they learned about you. We take online registrations and reservations for 
speakers, workshops and other events at St. Stephen’s. The registration form 
has a standard question  asking people how they heard about the event, and we 
list several choices (as well as “other”). There are many ways to gather this 
information—on a paper registration form, on your visitor/pew cards, in 
conversation. 
 

 Adjust your strategy accordingly. If, for example, you’re trying to reach a 
particular demographic, you may see that the channel you’ve chosen is not 
where that demographic is spending their screen time.  



Free resources 

There are free resources out there: 
  
 Episcopal Communicators Facebook page*  
 Local Episcopal communicator meet-ups (these are often listed in the 

eCommunique distributed by the Diocese of Virginia) 
 Emily Cherry, echerry@thediocese.net 
 Web site of the Episcopal Church Center in New York 
 Episcopal Church Foundation webinars  
 Church Marketing Sucks 
 Pew Internet Research Project (demographics and usage of various social 

media channels) 
 

*You can also join Episcopal Communicators (dues are $75) to be added to a 
members list-serve, attend their annual conference, and other benefits. 
 

 

https://www.facebook.com/groups/episcopalcommunicators/
https://www.facebook.com/groups/episcopalcommunicators/
http://www.episcopalchurch.org/
http://www.episcopalfoundation.org/programs/educational-events
http://www.churchmarketingsucks.org/
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-platforms-2/
http://www.episcopalcommunicators.org/

