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Facebook Basics

❖ Approx. 2.9 billion users worldwide (1.62b daily)

❖ Approx. 44.84 million users in the UK (66% of population)

❖ Every post is an evangelistic opportunity

❖ Connections – people, local links, topical, seasonal

❖ Short, snappy content usually performs better

❖ Not the preferred platform of Generation Z

❖ Facebook rewards engagement, algorithms have a native bias



Facebook Basics



Getting Organised/Starting Out

❖ What are you trying to achieve?

❖ “Branding” – logo, colours, language/tone, consistency etc. Aligned with vision.

❖ Social media team

❖ Type of content

❖ Scheduling, patterns of posting, workflow

❖ Social media policy

❖ Style guide



Content Suggestions

Events and notices



Content Suggestions

Testimonies/stories



Content Suggestions

Devotionals

Bible studies

Communion

Live worship

Repurposed



Content Suggestions

Quotes or recaps from sermons



Content Suggestions

Behind the scenes/volunteers



Content Suggestions

Reminder of core values/mission/vision



Content Suggestions

Share mission activities



Content Suggestions

Life events



Content Suggestions

Scriptures



Content Suggestions

Local area photos with prayer emphasis



Content Suggestions

Be topical



General Tips

❖ Play to your strengths

❖ Use community Facebook forums

❖ Always communicate with grace

❖ Triviality can increase engagement with deeper, Gospel focused content

❖ Video content - highest engagement rate on Facebook at 6.04% (Photos - 4.36% engagement 
rate, status posts 1.66% engagement rate), 10x the potential reach of other video sites 

❖ Use Insights to see what works and what doesn’t

❖ Avoid “Christianese” language

❖ Use Facebook Stories



Resources - Graphics

❖ Canva

❖ Pixabay

❖ Pexels

❖ Unsplash

❖ VSCO app

❖ Pic Stitch app

❖ Open.life.church

❖ Lightstock

❖ Freely Photos

❖ Sundaysocial.tv

❖ Church Motion Graphics

❖ https://socialfuel.church/

❖ Crello

❖ Adobe Spark



Resources - Video

❖ iMovie

❖ Lightworks

❖ MovieMaker

❖ DaVinci Resolve



Resources – Content/Other

❖ The Fuelcast

❖ Bible Society (Dai Woolbridge)

❖ CPO (Christian Publishing and Outreach)

❖ The Church Comms Collective



Scheduling

❖ Not exact science

❖ Most traffic - Wednesday and Thursday, from 11am to 2pm

❖ Worst day typically Sunday

❖ Before 7am and after 5pm not preferable

❖ Schedule through Business Suite or use external platform like Hootsuite, Buffer etc.



Scheduling



Facebook Ads

❖ Created through Ad Center or Boost Post function

❖ Start with small amounts

❖ Target demographics

❖ Less is more

❖ Time with big events, seasons, courses



Social Media Campaigns

❖ Seasons, themes, series

❖ Consistency

❖ Vox pop

❖ Good when coupled with paid ads

❖ Advent a superb opportunity


