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F
acebook, Twitter, Google+, Instagram, 
Pinterest, etc. are some of the dozens of 
social media platforms that you either 
use or they are a mystery to you. Either 
way, most of us recognize that social 
media has the power to spread God’s 
message to new people and places 
around the world. Maybe you also 
feel that somehow you could be doing 
better and wonder how other ministries 
use this communication tool. 
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Social Media

BEST PRACTICES
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Social Media Must Be Social
Every year the National Religious Broadcasters (NRB) awards their “Best Social Media”. 

In February 2014, Answers in Genesis (AiG), the ministry that is headed by Ken Ham, 

won the award. According to the NRB, “This award is presented to an organization that is 

engaging people through the use of social media in ways that advance the organization 

toward measurable goals as part of a broader strategy.” 

We spoke to AiG Vice President Dan Zordel about what makes Answers in Genesis 

stand out. Zordel said they have a great deal of traffic on Facebook specifically, and that 

“Ken [Ham] is on Facebook on a regular basis interacting with the people who comment. 

This makes people feel more connected.” He believes that people want to interact more 

when they know the ministry’s leader does respond.

Jason Goff, Social Media Manager for AiG says that their strategy is to drive people to the 

content on the AiG web site but ultimately, “Conversation is King. Conversation is the goal. 

We want people to read the article, then jump back to social media and comment”. 

If you want people to read and value your posts you must respond, especially if the 

ministry is large or spread out. People feel more connected if there is regular response 

from the staff.

Social Media is the New Gathering Place
Emily Cummins, Associate Director of Communications & Branding, Central Christian 

Church, says that their inspiration for their social media is the story of the Samaritan Woman 

from John 4. “Jesus met the woman where she was and engaged her in conversation. 

We try to do that on social media.” In order to do this, Central has two staff members 

dedicated to social media, primarily using Facebook, Twitter and Instagram to engage 

people. During a Sunday service they snap pictures and upload them with a quote from 

a song or from the message. 

#languagelearning
Several of our experts said that the dif-
ference between the different platforms 
(Facebook, Twitter, etc.) is like the differ-
ences in foreign countries.
“It’s best to look at each of them as a dif-
ferent culture,” said Saddleback’s Social 
Media manager, Haley Veturis. “You have 
to adapt to each platform. You need to 
learn the culture.” 
She pointed out that Twitter is all about 
the hastags. That’s a word or run together 
phrase preceded by the “#” symbol. The 
symbol is used for searching topics. Many 
churches create a hashtag for each series 
that they are teaching.
Facebook’s language is more conversa-
tional. Where Twitter allows for only 140 
characters you limited in what you say. 
Facebook allows for fuller posting plus it 
has spaces within each post to carry on 
a conversation. Users are encouraged to 
“like”, comment or share a post. Twitter 
users can mark a post as a “favorite” or 
they can “retweet” a post. Both platforms 
have methods for sharing pictures and 
internet links.
Carrie Kintz, Digital Communication Strat-
egist for Focus on the Family says, “Each 
platform has it’s own native language. It 
takes a little time, but you need to learn 
the language.”

“Tweet unto others as you would have 
them tweet unto you”

@HaleyVeturis

Haley Veturis,  
Social Media Manager for Saddleback Church

“Is the purpose of the church using social media 
to gain more Facebook fans or help people 
follow Jesus? If it’s the latter, we’ve missed it.” 

@emilybcummins

Emily Cummins, 
Associate Director of Communications & Branding, 
Central Christian Church
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Phil Cooke, Founder and CEO of Cooke Pictures, 

regularly consults with churches on technology use. He 

echoes the same idea, but adds a note of caution. “Jesus 

spent his life where the people are. Today people are 

in social media.” He advises clients that churches must 

set a social media policy. Because posts are very public, 

every church leader needs to be cautious about what 

they post – regardless of whether they are posting on 

the official church site or not. “What you post reflects 

the church,” states Cooke.

Start Small and Stay Focused
Ministries who want to start in social media, or improve their 

use, should focus on one platform and do it well. Mark 

Forrester, the Director of Communication and Public 

relation for the Assemblies of God Denomination, 

says, “Don’t jump in without content and management 

strategy.” Forrester believes it’s important to know what 

your goal is on social media. Is it just a bulletin board 

for church events? Is it real outreach? This will dictate 

what you post and how your respond. “You don’t want 

people to think you’re not communicating.”

He also indicated that a key is getting involved 

in conversations that are already out there. Look for 

what’s new and trending because this is what people 

are interested in and this will help your posts engage 

more people. Forrester used the Olympics as an example, because 

it was a global event that people were talking about. “We had a 

Youth Pastor (David Wise) who won a gold medal in half pipe. We 

posted up articles about him and got some good response.” 

Social Media Samaritans
Focus on the Family has a tremendous strategy 

for reaching out. They use a complex program that 

searches Internet forums to reach people. They use 

certain key words to find people who might need 

some help and then offer to pray or help them find 

counseling. Carrie Kintz, Digital Communication 

Strategist for Focus on the Family, says “Today people 

turn to peers on the internet for advice. Some want 

an anonymous place to express their thoughts and 

feelings.” Unfortunately, the advice they might get from their 

followers may be ambiguous, so Focus has a member of their 

relationship services team reach out.

Carrie shares an example of a recent encounter. “One 

of the team members found [a woman] on a marriage 

forum who confessed she was about to divorce. The 

team members jumped in to the discussion to encour-

age her to persevere and explain why divorce isn’t a 

good option.” Ultimately, the woman decided to seek 

counseling and stay in the relationship.

This reminds us that social media is the new cross-

roads. We have to become like the Good Samaritan 

in Luke 10: We see someone in need and don’t just 

scroll by, but step into the conversation and offer help and 

healing. 

“Church media people: Don’t get 
distracted by technology. How you use tech 
is more important than the tech you use.” 

@PhilCooke

Phil Cooke, 
Founder & CEO, Cooke Pictures

“Social media isn’t something that you 
‘do’, instead you have to ‘be’ social.” 

@aussiedave

Dave Adamson,  
Multi-Church Media Producer, North Point Ministries

“Church + Social Media - Conversation = Spam” 

@Jason_A_Carter

Jason Carter,  
Online Campus/Social Media Director,  
Central Christian Church

“Meet people where they are but  
have a strategy.”

@scottballard

Scott Ballard,  
Interactive Manager, The Village church
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