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The smartphone is today's Gutenberg Press and social media has

become today's Roman Road.
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The pandemic has forced us to adapt to digital means of staying
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The landscape may have changed, but our mandate remains the same... -

DRID=BIIZE b >7Th b
Lhi@ﬁ LA L7 H D
HapidR@ L ¥ TY,
TTO’C IRTOEDAALR &
RFrd35Z¥TT,




Approaches to Social Media Ministry
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Using social media to know the latest trends and issues that People care about

S_}_’l_@
503 1- 8

SNS

LY RERALZDADIZL TUWAS

—‘/—‘/’V/V)(T/f775’

=

Foﬁ &

bam

N5,



Approaches to Social Media Ministry
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Using social media as a means to deepen relationships between individuals.
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Approaches to Social Media Ministry
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Using social media to broadcast or spread a message.
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Approaches to Social Media Ministry
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Using social media to broadcast or spread a message.
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Essential Building Blocks in
Developing a Media Strategy
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Essential Building Blocks in Developing a Media Strategy
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BUILDING BLOCKS *‘%byi % ?{_\:t

Audience /:LH%\%

Who do you want to reach?
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Who is your target audience?
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BUILDING BLOCKS 1:%& % ?{_\:t

Broadcast Platform
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« Where are you going to meet them?
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 What platform are you going to use to reach your target audience?
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BUILDING BLOCKS 1:%& g %

O Content — \/7——\/\\/([11953)

What are you going to say?
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- How are you going to say it so they will understand?
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BUILDING BLOCKS 4:-%& g ?{_\:t

Desired Outcome
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« What do you want your audience to do once they "hear’

what you are saying
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Essential Building Blocks in Developing a Media Strategy
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Question & Answer
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Please type in the chat.
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SEATWORK 5 5

Create a social media strategy for a local church (fictitious or real). Use
this worksheet to identify the four building blocks of your strategy.
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If you try to reach everyone, you

will hit no one.




AUDIENCE j](/% H%%

Who do you want to reach?
g2l lf7zuh ?

A target audience is a specific grouping of

Ol

people which you or your ministry desires to

reach.
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AUDIENCE j](/% H%%

Why is it important to have a target audience?
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« To know your audience
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To empathize with your audience
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To love and serve your audience
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EMPATHY =
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Strategies to know your

audience
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STRATEGIES TO KNOW YOUR AUDIENCE t /]_J\ @ */% H%% % %D é 7: @ 0) %ﬁ H}%

A persona is a profile based on data that represents a group of people

that have similar goals, pains, needs, and behaviors.
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STRATEGIES TO KNOW YOUR AUDIENCE t /J_J\ OD *J%H%% 75_/ 55[] 5 7: &) 0) éji H}%

OBSERVE - List down what you know about your target audience such us goals, pains, needs, behaviors.
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. What do you know about your audience? [ What are their common dreams? / What are their fears? / What are their needs?
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STRATEGIES TO KNOW YOUR AUDIENCE t /J_J\ OD *J%H%% 75_/ 55[] 5 7: &) 0) éji H}%

(2) VERIFY - Validate your information through research. Correct or add new information gathered.

(2) #Bef3 %3 - ERIZHAEL. BDDBEREBIEL T L £ ).
REEL. 1BIRZ1BIE. HdWi3Fon=H L u
B %8BH0 L T 7,




STRATEGIES TO KNOW YOUR AUDIENCE t /J_J\ OD *J%H%% 75_/ 55[] 5 7: &) 0) éji H}%

(3) CONSOLIDATE - Summarize understanding into a persona that represents your target audience.
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Name / Age [ Photo [ A quote that they would likely say
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James, the quarantined digital nomad

— L X, —ANTHEZB3F7IRIV/=F
(IT%%/EJ I LEANZRLE CA)

PERSONAL INFORMATION / Age 27, single, previously working on corporate job but now working freelance online.
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HOBBIES / Learning how to brew your own coffee, binge watching Netflix episodes, secretly listens to KPop while

doing his home workout. Tries to stream his games.
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James, the quarantined digital nomad
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GOALS : Financial stability, career growth, wants to be an influencer.
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CHALLENGES : Finding a community where people can understand his struggles and they won't judge; breadwinner

of the family. Spirituality is a "good ided’. Side-hustling to compensate income during pandemic.
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James, the quarantined digital nomad
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TECHNOLOGY : Upwork. Instagram. YouTube. Linkedin. Discord. Zoom.
T/ 0T —
» Upwork. Instagram. YouTube. Linkedin. Discord.
Zoom.

NEEDS : A trusted friend. An older mentor in life. Sommeone who understands the world he lives in and help navigate
in life. Online hangout buddy.
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CREATING A PERSONA /{ /l/ \/ j_ % /f/IE é

Personas are not a one-time exercise, it's a process understanding your target audience.
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Validate your persona by ministering to them.
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Build, Test, Learn
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Question & Answer
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Please type in the chat.
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SEATWORK =

Develop the profile of your target audience by creating a

persona.

Use this worksheet as a guide.
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SOCIAL MEDIA USE BARTI S BONTV2Y =Y v W XT 47 n

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE

A\ DATA ARE NOT COMPARABLE WITH PREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDVIDUALS. e
TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS" THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE
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93.80 74.3% +4.9% VAR Y- 98.0%
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MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

74.3%

69.6%

51.5%

INSTAG RAM 38.6%

30.5%
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SOURCE: GW1({Q3 2020) AGURES REPRE I THE FAINDINGS OF A BROAD -_3 LOBAL ‘_-U?.'v":\‘ OF INTERNET USERS AG 16 _ 64 SEE GLOBAIWEBINDEX COM FOR MORE DETAILS
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PLATFORM 705 v D F = A

Where are you going to meet them? 2:
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Choosing the right platform is important in

reaching your target audience.
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Kinds of Social Media Platforms by Function
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KINDS OF SOCiAL MEDIA PLATFORMS BY FUNCTION
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Microblog N — 7 O 9 ﬂ:U

Users/org share updates about themselves. Latest update appears first on their timeline.
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User can browse updates from users they follow/friend from their newsfeed.
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Examples: Facebook & Twitter
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KINDS OF SOCIAL MEDIA PLATFORMS BY FUNCTION
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User communicates with other users in real time, often in a private setting.
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Examples: Line and Facebook Messenger
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KINDS OF SOCiAL MEDIA PLATFORMS BY FUNCTION
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Media-Based Platform X 7~ A 7:|2 705 v T #F — A

A platform that curates user's images or videos as it's main content.
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Examples: Instagram, YouTube, Tiktok
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KINDS OF SOCIAL MEDIA PLATFORMS BY FUNCTION
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Groups 7\\/1/_ 7O:|2

A platform designed to function as a community where memlbers who have common interest can

interact according to the group's objective.
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Example: Facebook Group and Discord
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Tips for Creating Your Social Media o I

Presence in a Platform
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PLATFORM 705 v D F = A

Tips for Creating Your Social Media Presence in a Platform
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Start with one (1) platform and be good at it.
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Start in other platforms according to the needs of your target audience.
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TIPS FOR CREATING YOUR SOCIAL MEDIA PRESENCE IN A PLATFORM
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Most social media platforms provide a place for you to tell something about your organization. Make sure to complete it especially on how they can find and
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Essential information - Logo, cover photo, short description
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Question & Answer
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B 55D

Please type in the chat.
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Choose a platform for your social media strategy. Create an account for your group's
church. If you are working on an existing church social media account, apply the lessons

learned in this session.
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